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MEASURING MOBILE AUDIENCES

MEASURING PEOPLE NOT DEVICES



MEASURING MOBILE AUDIENCES

‣ Plans to roll out tablet meters to panel

‣ Project Dovetail

‣ 2% of TV viewing time is on computer devices

‣ PC Website audiences included since 2012

‣ Now incorporating mobile audiences

‣ 6% of listening ‘online/apps’, but mobile not separate



MEASURING MOBILE AUDIENCES

‣ Today you will have the first glimpse of the 

mobile data from comScore data 

incorporated into NRS PADD

‣ These are ‘beta’ data – there’s lots more to 

do…



NRS ASKS RESPONDENTS ABOUT 

PRINT AND DIGITAL READERSHIP



WHY DOESN’T NRS 

JUST PUBLISH THOSE 

DIGITAL ESTIMATES?

‣ Respondents don’t know/can’t 

remember all their digital 

behaviour.

‣ Studies have shown 

respondents under-estimate 

the frequency of their digital 

behaviour – particularly for 

mobile.



STEP ONE: FUSION WITH THE comScore PANEL 

TO ADD AUDIENCE ESTIMATES FOR PC 

WEBSITES 
N R S c o m S c o r e P A N E L



STEP TWO: ADJUST WHAT NRS RESPONDENTS 

CLAIM FOR MOBILE/TABLET TO MATCH 

comScore

C O N T R O L S  T O  M A T C H  

c o m S c o r e B Y :

‣Age and gender

‣Duplication of pc and 

mobile audiences



NEWSBRANDS
I N  T H I S  R E L E A S E I N  F U T U R E  R E L E A S E S



MAGAZINE BRANDS
I N  T H I S  R E L E A S E I N  F U T U R E  R E L E A S E S



COVERAGE OF DIGITAL READING

Checks within the questionnaire 

indicate NRS will cover the majority of 

digital reading (c.90%) as the brand 

estimates roll out. 



WHAT’S INCLUDED?

‣ Monthly audience estimates for 

mobile/tablet combined

‣ Each platform can be analysed separately 

or in combination:



THE BIGGER PICTURE 

FOR NEWSBRANDS



MOBILE ADDS A FURTHER 31% TO AUDIENCE 

REACH FOR NEWSBRANDS
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FOR THESE BRANDS MOBILE AND PC 

INCREASES OVERALL AUDIENCE BY +36%

combined reach for these 

brands of 71% of the 

population



THE BIGGER PICTURE 

FOR MAGAZINE BRANDS 
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FOR THESE MAGAZINE BRANDS MOBILE AND 

PC INCREASES OVERALL AUDIENCE BY +51%

combined reach for these 

brands of 31% of the 

population



BETA DATA

‣ In 2015 comScore will use a new 
method to derive estimates for mobile 
and tablet.

‣ Different methods inevitably mean a 
change in the estimates.

‣ Estimates in NRS PADD will change to 
reflect this.



BUILDING ON THE BETA DATA 

NRS is scoping:

‣ Separate estimates for tablet

‣ Full reach and frequency planning for mobile 

‣ More detail in NRS PADD

The digital industry data from comScore do not allow for 

weekly and daily estimates for mobile:

‣ A priority for publishers 



MEASURING DIGITAL READERSHIP
W H A T ’ S  H A P P E N I N G  A R O U N D  T H E  W O R L D ?

Everyone is looking for the complete solution across platforms



MEASURING DIGITAL READERSHIP
T H E  O P T I O N S

Ask respondents  

Fusion with digital estimates from other suppliers

Set up passive measurement to deliver what’s required

‣ better than nothing but “not for media planning”

‣ how good are those estimates?

‣ lack of suitable audience data for mobile

‣ whose responsibility?



THE BIGGER PICTURE

‣ Mobile adds on average +27% to these 

individual brand footprints.

‣ There are 1.3 million mobile visitors not 

already accessing publisher content via print 

or PC.

‣ Across a month, 92% of adults are reached 

by news or magazine brand content.



SIMON REDICAN
C E O  N R S

S H A P I N G  O U R  V I S I O N



SHAPING OUR VISION
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THE NRS LTD TEAM
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BRAND BUILDING REMAINS CRUCIAL FOR 

ADVERTISERS

Source: ‘The Long and the Short of It’ – IPA Databank

(Performance Marketing)





W E  R E C O G N I S E  T H A T  T H E  I N D U S T R Y  

W A N T S  

‣ REACH & FREQUENCY BY PLATFORM

‣ WITHIN A WIDER PLANNING INTERFACE

‣ ENGAGEMENT/INFLUENCE







T H A N K  Y O U

GET THE BIGGER PICTURE


