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MEASURING MOBILE AUDIENCES

MEASURING PEOPLE NOT DEVICES



MEASURING MOBILE AUDIENCES

ΚPlans to roll out tablet meters to panel

ΚProject Dovetail

Κ2% of TV viewing time is on computer devices

ΚPC Website audiences included since 2012

ΚNow incorporating mobile audiences

Κ6% of listening óonline/appsô, but mobile not separate



MEASURING MOBILE AUDIENCES

ΚToday you will have the first glimpse of the 

mobile data from comScore data 

incorporated into NRS PADD

ΚThese are óbetaô data ïthereôs lots more to 

doé



NRS ASKS RESPONDENTS ABOUT 

PRINT AND DIGITAL READERSHIP



WHY DOESNôT NRS 

JUST PUBLISH THOSE 

DIGITAL ESTIMATES?

ΚRespondents donôt know/canôt 

remember all their digital 

behaviour.

ΚStudies have shown 

respondents under-estimate 

the frequency of their digital 

behaviour ïparticularly 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 :

ΚAge and gender

ΚDuplication 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. 



WHATôS INCLUDED?

ΚMonthly audience estimates for 

mobile/tablet combined

ΚEach 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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MOBILE ADDS A FURTHER 26% TO AUDIENCE 

REACH FOR MAGAZINE BRANDS
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