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Usage by Platform




Breakdown of Digital Unique Visitors by Platform

Total Unique
Visitors (000s)

All Tablets Desktop All Smartphones Mobile Total Digital

Population SR A
 &d 1LY
Source: Comscore MMX Multi-Platform, Desktop age 6+, Mobile age 18+, September 2019, UK. e Il W N

. C o m S Co re MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps. Desktop refers to Setting the industry standard for
‘desktop, laptop and notebook. Total mobile refers to smartphone and tablet usage combined e Al e e




Share of Minutes by Platform

Mobile Devices now account for 81% of all adult online minutes

Share of Total Minutes 18+

All Tablets
10%

Desktop
19%

Smartphones

71%
Source : Comscore MMX Multi-Platform, Adults 18+, September 2019, UK '1'.'.
MMX Multi-Platform in Iddktpbwgdktpd streams, smartphone browsing & apps, tablet browsing & apps

- Ill Setting the industry standard ft
Co Score *Desktop refers to ‘Desktop, laptop and notebook. Total mobile refers to smartphone and tablet usage combined SRR DI MR Y allcat U 1
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Platform Unique Visitors by Age

Smartphones have now overtaken desktops for the 55+ age group

5,131
3,493

1,890

18-24

s comscore

Audience by Platform by Age - Unique Visitors (000s)

8,139
7,349 7,385
5,295 5,157 >,602
4,501
3,929 4,025
25-34 35-44 45-54

Desktop W All Smartphones All Tablets

Source: Comscore MMX Multi-Platform, Adults 18+, September 2019, UK

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps

9,052 9,135

55+

8,488
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Average Time Spent Online Per Day by Age & Gender

Average time spent online decreases with increasing age

y a1
7 =/ Average Time Spent (Hrs:Mins) Per day by Age and Gender — Sept 2019
[ 1
04:21
04:02 :
03:34 03:52 03:43 03:45
' 03:23
I I I I )
18-24 25-34 35-44 45-54 55+ Males: 18+ Females:

18+

1' I’l‘v ﬁ“ ‘
Source: Comscore MMX Multi-Platform, Adults 18+, September 2019, UK UK

comscore st e sy sonco

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps ce measureme t



Average Time Spent Online Per Day by Age & Gender

Average time spent online decreases with increasing age

7, -
L { Vi Average Time Spent (Hrs:Mins) Per day by Age and Gender — Sept 2019
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Source: Comscore MMX Multi-Platform, Adults 18+, September 2019, UK U "4 A

COI I lscore Setting the in dStandardfr
MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps online audience measurement




Platform Share of Minutes by Age & Gender

Millennials & females spend greatest share of time on mobile devices

Share of Minutes

18+ 10%  19%
Smartphone share
18-24 80% 9%  12% L :
decreases with increasing
25-34 76% 9% 16% age but 55+ have the
reatest tablet share
35-44 8%  18% °
45-54 71% 9% 20%

55+ 15% 25%

Females 18+ spend 86% of

their time online on
Viles: 18+ 0% 23%

mobile devices compared

Females: 18+ 1% 14% to only 77% for males.

B All Smartphones All Tablets Desktop

'«
Source: Comscore MMX Multi-Platform, Adults 18+, September 2019, UK U K

- C o I I l S C o re Setting the industry standard for

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps anline audience measurerment



Platform Share of Time Online by Social Grade

Smartphone share increases as social grade decreases

Platform Share of Minutes by Social Grade

100%
80%

60%

40%

20%

0%
A - Upper Middle B - Middle Class C1 - Lower Middle C2 - Skilled D - Working Class  E - Those at Lowest
Class Class Working Class Level of
Subsistence

B
Source: Comscore MMX Multi-Platform, Adults 18+, September 2019, UK U K

- C o I I l S C o re i i i i ; ; ) Setting the industry standard for
MMX Multi-Platform includes Desktop browsing, Desktop video streams, smartphone browsing & apps, tablet browsing & apps for tagged sites & apps.

online audience measurement



Average Minutes per Visit by Platform

Mobile visits are shorter

Average minutes per
visit by platform

Total Digital Population Desktop

'."‘_"-. \IE I ..'.al-'.
Source: Comscore MMX Multi-Platform, Adults 18+, September 2019, UK U K at il W

Setting the industry standard for
MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps online audience measurement
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Multi-Platform Usage

Over a third of UK Adults are now Mobile Only

4%

Desktop only UV

~135%

— Mobile only UV

15.5 m adults are now
mobile only

7 1 7

61%
Multi-platform

Source: Comscore MMX Multi-Platform, Adults 18+, September 2019, UK 'K ) 1LY

-? C o m S C o r MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps. Total mobile refers to Setting the industry standard for
L | smartphone and tablet usage combined online audience measurement




‘Mobile Only” Audience Reach by Age & Gender

Females are more likely to be ‘mobile only’ than males

35% 35%

18+ 18-24

# comscore

Mobile Only reach (%) by Age and Gender

38%
0,
I i 33% 34%
25-34 35-44 45-54

Source: Comscore MMX Multi-Platform, Adults 18+, September 2019, UK

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps

39%
31%

Males: 18+ Females: 18+

UK
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‘Mobile Only’ Audience Reach by Social grade

Lower social grades are more likely to be ‘Mobile Only’

Mobile Only Reach (%) by Social Grade

68%

52%
43%
13% 12%

38% l I

A - Upper Middle B - Middle Class C1 - Lower Middle C2 - Skilled Working D - Working Class  E - Those at Lowest
Class Class Class Level of Subsistence

II' :," < : I_\_| I -I I:'%,J'.
Source: Comscore MMX Multi-Platform, Adults 18+, September 2019, UK U K: 4 84

Setting the industry standard for
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. MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps online audience measurement



Top Properties: Total Digital
Population




Top 20 Properties by ‘Unique Visitors’ - Total Digital Population

Google reaches 98% of the UK Online population

Google Sites

= Facebook

Microsoft Sites

Amazon Sites

BBC Sites

Reach Group

News UK Sites

eBay

Verizon Media

Sky Sites

Mail Online / Daily Mail
PayPal

Apple Inc.

Wikimedia Foundation Sites
Independent & ES (ESi Media)
Twitter

The Guardian

TripAdvisor Inc.

Snapchat, Inc

Hearst

] comscore

sl

Total Unique Visitors/Viewers (000s) = 48,385

T 48,503
T 43,554
42,274
A 41,672
T 39,226
T 39,078
35,139
E——— 32,820
e 32,452
—— 31,324
E—— 30,637
— 30,053
E— 27,322
E——— 26,372
R 25,831
R 25,062
E——— 23,744
E—— 23,279
—— 22,329
E—— 21,348

Source: Comscore MMX Multi-Platform, Desktop age 6+, Mobile age 18+, September 2019, UK
MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps

Google’s properties
now reach 98.3% of
the UK population

II’ I’ ‘-‘E ._\-l : ,\'I Il-;l;"
S Il W

Setting the industry standard for
online audience measurement



Audience Breakdown of Top 6 Sites

YouTube alone reaches more than all Facebook properties combined

ﬁ Total Unique Visitors (000)
= Google sites [N 8,503 Microsoft Sites I 42 274
7 =7 Google - I S, 73 Vicrosoft SN 24,010
= _ Bing NN 23,425
Google Search _ 40,870 Outlook (Outlook.com) [ 13,319
Google Maps [ NN 29,901 OneDrive WM 4,677

Google Gmail |G 27,515 Amazon Sites I 41 672

Google Play (Mobile App) | NN 21,339 Amazon NG 37,333
Google Drive (Mobile App) | N 13,943 IMDb I 13,365
Google Photos (Mobile App) | I 11,677 BBC Sites IS 39,226
Google Calendar (Mobile App) [ 8,092 . NBBC _23614 37,727
]
vouruse.cov I /6, 170 35C Homepage NN 16,266
AnproiD.coM | 21,700 BBC Sport NN 12,644

BBC Weather [l 9,091
BBC IPlayer [HEEEEEE 11,020

Facebook _ 43,554 Reach Group I 39,078
Mirror Online NN 25,910
Facebook And Messenger | /> 2>7 EXPRESS.CO.UK N 20 S99
racesook.coMm NN /2,014 MANCHESTEREVENINGNEWS.CO.UK [N 8,698
LIVERPOOLECHO.CO.UK M 6,580

MESSENGER.COM N 25,365 BIRMINGHAMMAIL.CO.UK |l 5,978
INsTAGRAM.cOM N 31,586 DAILYSTAR.CO.UK [ 5,651

whatsApp [N 06 363 WALESONLINE.CO.UK Il 5,642 B

DAILYRECORD.CO.UK M 5,333 UK"
o YRRy
S’ Il W

C OI l I SCO re Source: Comscore MMX Multi-Platform, Desktop age 6+, Mobile age 18+, September 2019, UK Setting the industry standard for
) MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps anline audisnce measurement




Top 20 Properties by ‘Time Spent’ — Total Digital Population

Entertainment (games/music/TV) & social media properties drive minutes

s comscore

Total Mins (MM) — Total Market = 287,853

Google Sites ,725
* % Facebook 45,986
* Spotify N 9,644
Snapchat, Inc I 6,950
Netflix Inc. 6,882
Microsoft Sites Il 4,986
BBC Sites M 4,593
Amazon Sites [l 4,388 Properties in yellow rank in
- eBay NN 4,021 Top 20 by minutes but not by
Verizon Media [l 3,967 Unique Visitors.
Samsung Group 2,803
Twitter 1M 2,726
Sky Sites 1M 2,454
Peak Games 2,387
AppleInc. M 2,304
Zynga 2,018
MISTPLAY.COM 1,890
Activision Blizzard 1,581
ROBLOX.COM 1,306
Reach Group W 1,293
Source: Comscore MMX Multi-Platform, Desktop age 6+, Mobile age 18+, September 2019, UK ) U K :"l:.'..'
MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps gt

. ) . Lo ) : Setting the industry standard f
Spotify duration was under-projected due to an app tagging issue that will be corrected in Q4 2019 znllirrjfa aucdri;n; Pz;aijrni;en?r
*  Duration for Instagram and Facebook may be overstated, numbers may be revised after this report is published -



Share of Adults’ Time Online by Platform for Top 10 ‘Time Spent’ Properties

Platform split is very different for the top 10

y i. Share Of Minutes
/ — /
ZJE07 ] Googlesites 18% 2%

* Facebook | S ;9%

* Spotify 89% 11% 0%

Snapchat, Inc 97% BO06
Netflix Inc. 17% 53%
Microsoft Sites 43% 3% 53%

eBay 64% 8% 28%
Verizon Media 6% So%
B All Smartphones All Tablets Desktop

Source: Comscore MMX Multi-Platform, Age 18+, September 2019, UK
MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps

- C o I I l SCO re *  Spotify duration was under-projected due to an app tagging issue that will be corrected in Q4 2019

Duration for Instagram and Facebook may be overstated, numbers may be revised after this report is published

Snapchat, Spotify &
Facebook have the
greatest share of time on
mobile devices

BBC, Google (Inc YT) and
Amazon have highest
Tablet share out of top 10

Majority of time spent
online for Microsoft,
Netflix and Verizon Media
is on the desktop

UKC

Setting the industry standard for
online audience measurement



Mobile usage

UKG
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Mobile Reach by Platform & Access

89% of the UK online adult population use mobile apps

Reach of Online UK Population - Sep 2019, 18+

v Total Mobile Reach [ o

—{ Mobile App Reach [ oo
1 Totatsmarhone reach | -
"] smartphone app Reach I -

Total Tablet Reach 52%
Tablet App Reach 44%

II’ I' ‘I'\_IE ._\-l :' '-II.E:'_I. II-;I,'.

| ’ COI I lscore Source: Comscore Mobile Metrix, Sep 2019, UK, Age 18+. Please note that ‘mobile’ includes smartphone and tablet usage combined Setting the industry standard for
IS online audience measurement




Minutes by Platform & Mobile Access

Smartphone apps account for 59% of all Minutes

MM
170,000

160,000
150,000
140,000
130,000
120,000
110,000
100,000

- COIIlscoreDktpf rs to ‘Desktop, laptop and notebook. Total mobile refers to smartphon

. + o) -
Smartphone App Total Minutes 26% y-0-y
! ! ' ' ' ' I I T T T T |
0 00 00 0 0 0 00 O O O O O O
A d A d d A A A Hd A A
O O O O O O 0O 0O O 0o o o o
g aqgaqga g g o
= E a0 Q O = o c o] — — > cC
- 2 ) (0] Q (@] Q © I} © O @ S
Source : Comscore MMX Multi-Platform, Age 18+, September 2019, UK

MMX Multi-Platform in Iddktpbwgdktpd streams, smartphone

browsing & apps, tablet browsing & apps

and tablet usage combined

Share of Total Minutes
Tablet App

8%

Desktop
19%

/

Smartphones
Web

/ 9%

- Tablets Web
2%

Smartphone App
62%

Setting the industry standard for
online audience measurement



Top Properties: Mobile
Population




Top 20 Mobile Properties ranked by Unique Visitors

42.1m adults accessed mobile content in Sep 2019 (via browser or app)

Total Unique Visitors/Viewers (000s) Total Mobile (18+) = 42,127

7 4 Google Sites W 40,820
= _ Facebook N 40,526
Amazon Sites e 36,218
Reach Group e 36,106
BBC Sites I 35,046
News UK Sites e 32,516
Sky Sites e 28,016
Microsoft Sites NG 27,971
Mail Online / Daily Mail e 27,354
eBay IS—"—"— 27,343
PayPal I 26,6606
Apple Inc. I 24,520
Verizon Media I 23,222
Independent & ES (ESi Media) I 22,991
Twitter " 22,276
Snapchat, Inc . 22,276
Wikimedia Foundation Sites [ 21,939
The Guardian I 19,457
Hearst I 18,873

TripAdvisor Inc. I 18,693 U JRA
m Setting the ind i d . fi
. C o SCO re Source: Comscore Mobile Metrix, Age 18+. September 2019, UK ;Etfir;ge afd'i;nzztg;::mirnen?r

Please note that ‘mobile’ includes smartphone and tablet usage combined



Top 20 Mobile Properties ranked by minutes

Entertainment & Games sites more likely to feature in ‘time online’ top 20

Total Minutes (MM) Total Mobile (18+) = 230,359

7 4 Google Sites NNy 491
= _ ** Facebook NN 41,980
o * Spotify 9,633
Snapchat, Inc [N 6,950
BBC Sites [N 4,057 Properties in yellow rank
Amazon Sites [ 3,711 in top 20 by mobile
Netflix 'Bnc- — ;2;; minutes but not in the
eBay ’ o
Samsung Group - top 20 for mobile visitors
Twitter M 2,527
Peak Games 2,385

Sky Sites 1M 2,292
AppleInc. 1Ml 2,287
Microsoft Sites [l 2,224
Zynga 1,996

MISTPLAY.COM 1,890
Verizon Media 1M 1,747
Activision Blizzard 1,543
SOUNDCLOUD.COM 1,260
Niantic, Inc. 1,256 R j
Source: Comscore Mobile Metrix, Age 18+. September 2019, UKPlease note that ‘mobile’ includes smartphone and tablet usage combined U K" e'
C o m SCO re +  Spotify duration was under-projected due to an app tagging issue that will be corrected in Q4 2019 Sgitl'li':i?fdzgsgjz;;?:ii;i:’

I **  Duration for Instagram and Facebook may be overstated, numbers may be revised after this report is published



Top 20 Mobile Apps (Tablet & Smartphone) ranked by Unique Visitors

Global Brands dominate top 20 Apps

comscore

YouTube
Facebook

WhatsApp Messenger

Google Search
Facebook Messenger
Google Maps
Instagram
Snapchat

Google Play

Gmail

Amazon Mobile
Spotify

eBay

Google Drive
Google Photos
Twitter

Apple News
Samsung Calculator
Netflix

PayPal

Total Unique Visitors/Viewers (000s) — Total Mobile App Users = 39.1m
I 30,858

s 21,85
I 25,833
I 25,445
I 24,285
I 23,384
I 22,988
I 21,988
I 21,389
I 20,445
I 17,844
I 16,400
I 18,221
I 13,943
I 11,677

I 10,867

I 10,673

I 9,851

I 9,365

I 9,357

Source: Comscore Mobile Metrix, Age 18+. September 2019, UK. Please note that ‘mobile’ includes smartphone and tablet usage combined

< w
Setting the industry standard for
online audience measurement



Top 20 Mobile (Tablet & Smartphone) Apps ranked by Minutes

Spotify & Netflix are in the top 10 for minutes spent on apps

Total Mins (MM) — Total Market = 197,947

/4 , YOUT Uloe 23769 1
- ** Facebook I 16,932

* Spotify I 9,617
Facebook Messenger I 9,463
Instagram I 7,346
Snapchat N 6,947
WhatsApp Messenger I 5,378
Google Search N 4,621
Netflix N 2,965
eBay [ 2,566
Twitter N 2,348
Samsung Pay N 2,184
Gmail [ 1,968
Mistplay B 1,890
Google Maps W 1,806
SoundCloud W 1,232
Tik Tok - including musical.ly B 1,174
Google Photos W 1,162
Pokemon GO ¥ 1,106
Amazon Mobile ¥ 1,048

’ —

XN 4
Source: Comscore Mobile Metrix, Age 18+. September 2019, UK. Please note that ‘mobile’ includes smartphone and tablet usage combined U K ':\‘.-"-,-". ‘\a?
- il ©

ﬂ C OI I l S Co re «  Spotify duration was under-projected due to an app tagging issue that will be corrected in Q4 2019 Setting the industry standard for
**

Duration for Instagram and Facebook may be overstated, numbers may be revised after this report is published online audience measurement




Top 10 Mobile Apps by Unique Visitors split by Platform

9O of the top 10 apps are owned by Google or Facebook

> =
Total Mobile / /4 Smartphone 7
Top 10 = — Top 10 =

(Million) (Million)
YouTube 27.2 Snapchat 6.5
WhatsApp Messenger 25.7 Instagram 6.1
Facebook 25.5 YouTube 5.7
Google Search ACHS] Facebook 3.5
Facebook Messenger 23.0 Netflix 2.3
Google Maps 22.3 Google Search 2.3
Google Play 21.4 Spotify 2.2
Gmail 19.4 Apple News 2.1

Instagram 19.2 Amazon Mobile 1.8
Snapchat 17.3 Facebook Messenger 1.8

YouTube

Facebook

WhatsApp Messenger
Google Search
Facebook Messenger
Google Maps
Instagram

Snapchat

Google Play
Gmail

-f‘ Co m Score Source: Comscore Mobile Metrix, Age 18+. September 2019, UK Settifia s iid ( d d "
S Please note that ‘mobile’ includes smartphone and tablet usage combined SR the MLy Stalcarl for

online audience measurement



Top 10 Mobile Apps by Minutes by Mobile Platform

Spotify, Netflix & eBay enter the top 10 for Minutes

. =
Total Mobile 7 /4 Smartphone 7
Top 10 = = Top 10  [——

(Billion) (Billion)

YouTube 16.1 YouTube 6.9

Facebook 15.6 Google Search 1.1

Facebook Messenger 15.1 Netflix 1.1

* Spotify 9.0 * Spotify 1.1

**Instagram 6.8 Facebook 0.4

Snapchat 5.0 BBC IPlayer 0.3

WhatsApp Messenger 3.4 ITV Hub 0.3

Google Search 3.3 YouTube Kids 0.3

eBay 2.0 All 4 0.3

2.0 eBay 0.3

Source: Comscore Mobile Metrix, Age 18+. September 2019, UK. Please note that ‘mobile’ includes smartphone and tablet usage combined U K ¥

B COMISCOIE . gposononves i vonee e o on o s v e corecnn 00000 e
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Platform Share of Time Online by category

Platform time is influenced heavily by content and service

Desktop total /_ Smartphone total

19% 71 71%
Computer Software 83% Kids 26%
Auctions 75% General News 22%
Government 59% Entertainment 21%
Education 58% Family & Youth 20%
Entertainment - Movies 56% Search/Navigation 15%
Gaming Information 53% Real Estate 15%
Media 53% Forums/Message Boards 13%
Humor 52% Online Gaming 13%
Automotive 51% Games 13%
Insurance 49% Books 13%
Investments 48% Local News 13%
Home Furnishings 47% Hotel/Resort/Home Sharing  12%
Technology News 46% Travel - Information 12%
Green 45% Politics 12%

| Wweather | 84% |

Politics 45% Weather 84% Sports 11%

«
Source: Comscore MMX Multi-Platform, Adults 18+, September 2019, UK U K

- C o I I l S C o re MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & app SElthg the industry standard for

online audience measurement



Share of Mobile Minutes by Access Type by Category
Mobile App share of minutes varies by content & service

= = Mobile App v Mobile Web Share of Mobile Minutes

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%

— — %
LQJ_C_CCUUD-I—’ﬁOGJQJQJ('U g— O'G_Jd)o"-‘>q-’c0)(n-|—v
8’05‘3®8:g93m522855>8 -;>.B:B-:%=.Bgsw§

c il °© o s S 2 B E & S o & & S £ 1§ E
c o S [@) © S5 ) o Q 2
O c =2 0 o ¢ > w S 5 o o$§Ou§q¥JEmEI—EEV’WC,
A J)ETUE £ o3 58(/)8 L« 8-gl(.nL o ('UU')CETGE.H
v 2 £ 35 O o > 2 £ 5 x - o w2 2 5 O 5 o 2 2 5
= m s 2 =2 = e S S5 C & = c = < o CR=
c V — £ £ c c o L > s 9 ©
= L .© © O o @ ‘T v @ w <
© O L S o € o = Ug ©
% 2 Q 35 @ B @ T T
c “ 8 Q < - 9
- = o c
(@] Ll
B Mobile App ® Mobile Web UK}’ =
fw,au
\ & 4

= Source: Comscore Mobile Metrix, Age 18+. September 2019, UK :
_‘ C OI I l SCO re Please note that ‘mobile’ includes smartphone and tablet usage combined Setting the industry Standafd for

online audience measurement
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Key Changes: Sep 19 v Jun 19




% Change for Top Unique Visitor Properties: Sep 19 v Jun 19

7‘__ Top 10 Unique Visitor Properties: UV % Change
7 T /4 Google Sites fo
; Facebook N1
Microsoft Sites P
Amazon Sites K
BBC Sites 2
Reach Group 1
News UK Sites P
eBay 0

Verizon Media =y
Sy st E—

Mail Online / Daily Mail . 1

U K< \/}

-? COI l Iscore Source: Comscore MMX Multi-Platform, Desktop 6+, Mobile 18+, September 2019 v June 2019 Setting the indust."y.standan‘:l s

MMX Multi-Platform includes desktop browsing, desktop video streams, smartphone browsing & apps, tablet browsing & apps e Al e e



% Change for Top Unique Visitor Mobile Apps: Sep 19 v Jun 19

# comscore

Top 10 Unique Visitor Mobile Apps: UV % Change

YouTube . 1

Facebook _ 4
WhatsApp Messenger _ 5

Google Search . 1

Facebook Messenger

Google Maps _ 5
Snapchat < I

Google Play -
Gmail - 3
Amazon Mobile I

Source: Comscore Mobile Metrix, Age 18+. September 2019 v June 2019, UK. Please note that ‘mobile’ includes smartphone and tablet usage combined

& LAY
o Il W
Setting the industry standard for
online audience measurement




Mobile Apps outside the top 10 with high UV growth: Sep 2019 v Jun 2019

Additional 18+ Audience (000s) — Sep 2019 v Jun 2019

> L
{ 7 Natwest [ 3,052
Mario Kart Tour | 1,876
Sand Balls _ 1,275 . .
Nintendo’s Mario Kart Tour,
payPal [N 1,046 only released on 25th Sept

2019 had over 1.8m users by
Soccer Saturday Super 6 _ 907 the end of the month

Royal Bank, RBS _ 880
Wish - Shopping Made Fun _ 822
Too Good To Go _ 810
UberEATS: Food Delivery, Fast _ 808
The National Lottery _ 750

-‘ C OI I lsco re Source: Comscore Mobile Metrix, Age 18+. September 2019, UK. Please note that ‘mobile’ includes smartphone and tablet usage combined Fting die Midewry stancend for

online audience measurement




Questions?

Find out more at:
Email us at:

UKOM


http://www.ukom.uk.net/
mailto:insights@ukom.uk.net

Methodology and Definitions

* This report utilises data from the Comscore suite of UKOM approved products, namely Comscore MMX, Comscore Video Metrix and Comscore MMX
Multi-Platform, as well as Comscore Mobile Metrix which is pending UKOM approval.

e Comscore MMX Multi-Platform®
Comscore MMX Multi-Platform ® offers comprehensive reporting on more than 300,000 digital media entities, including their unduplicated audience size,
demographic composition, engagement, performance within key user segments and behavioral trends. All of these metrics are measured across multiple
digital media platforms, including desktop computers, smartphones and tablets, and content delivery vehicles, including websites, videos and apps. These
platforms are unified using both panel- and census-based methods to deliver a holistic view of media companies’ total digital populations. For more
information, please visit: http://www.Comscore.com/Products/Audience-Analytics/Media-Metrix-Multi-Platform

* Comscore MMX ®The Comscore MMX ® suite of syndicated products sets the standard for digital audience measurement and media planning. It is
powered by Unified Digital Measurement™, the measurement approach that bridges panel-based and website server-based metrics to account for
browsing on PC. MMX delivers the accurate suite of audience metrics, providing valuable demographic measures, such as age, gender, household income
and household size. MMX reports on more than 35,000 UK properties. For more information please visit:
http://www.Comscore.com/Products/Audience Analytics/MMX

* Comscore Mobile Metrix ®
Comscore Mobile Metrix ® captures total mobile audience behaviour on browsers and apps across smartphones and tablets. With Mobile Metrix,
publishers can demonstrate the value of their mobile audiences, while agencies and advertisers can strategically plan and buy digital advertising on mobile
platforms to achieve their campaign objectives. For more information, please visit: www.Comscore.com/Products/Audience-Analytics/Mobile-Metrix2

* Comscore Video Metrix ©
Comscore Video Metrix ® provides transparent, end-to-end video measurement and uses robust duration measurement to reveal engaged time spent
viewing online video, along with the unique ability to Separate advertising and content. For more information, please visit:
http://www.Comscore.com/Products/Audience Analytics/Video Metrix

= comscore UKOM

online audience measurement


http://www.comscore.com/Products/Audience-Analytics/Media-Metrix-Multi-Platform
http://www.comscore.com/Products/Audience_Analytics/MMX
http://www.comscore.com/Products/Audience-Analytics/Mobile-Metrix2
http://www.comscore.com/Products/Audience_Analytics/Video_Metrix

About Comscore

Comscore (NASDAQ: SCOR) is the trusted partner for planning, Stay connected
transacting and evaluating media across platforms. With a data f

footprint that combines digital, linear TV, over-the-top and theatrical

viewership intelligence with advanced audience insights, Comscore in

allows media buyers and sellers to quantify their multiscreen behavior

and make business decisions with confidence. A proven leader in

measuring digital and set-top box audiences and advertising at scale,

Comscore is the industry’s emerging, third-party source for reliable

and comprehensive cross-platform measurement. To learn more

about Comscore, please visit

I3 comscore


http://www.comscore.com/
http://www.facebook.com/comscoreinc
http://www.twitter.com/comScoreEMEA
http://www.linkedin.com/company/comscore-inc

About UKOM

UKOM'’s objective is to set and oversee the delivery of a credible industry Find out more at:
standard for digital audience measurement. That means quantifying
audiences in terms of people, not browsers or machines.

UKOM’s governance structure involves all sides of the industry, to ensure that Comscore
services meet our collective needs fully and fairly.

The whole UK media industry is involved in setting and overseeing UKOM standards
through its Technical and Commercial Committees, and the UKOM Board.

UKOM and Comscore work to an agreed process for product approval, from agreeing
concepts, to approved data publication, and continuous assessment.

UKOM


http://www.ukom.uk.net/

