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Executive Summary

In examining how consumers access digital content, there seem to be few 
surprises. More of us are using multiple devices. The devices we use to read the 
news, play games, and watch TV content are often smartphones and tablets. 

However predictable, this data brings three notable storylines into focus for marketers: 
1. Mobile matters more than ever.

2. Cross-screen attribution is increasingly important. 

3. Opportunities abound with cross-screen retargeting.

Mobile matters more than ever.
Mobile devices have become the center of our multi-device world. For the 160 million multi-device consumers, 

minutes on PC declined, while mobile devices continue to capture consumers’ attention. To be a consumer-first 

marketer, you have to think across devices. To do cross-screen well, you must master mobile. As mobile 

dominates digital advertising, being an expert in mobile is a necessity to ensure relevancy and market 

leadership.

Cross-screen attribution is increasingly important.
With 83% of adults 35-54 being cross-screen users, understanding how campaigns in one channel impact 

follow-on consumer action in another is more important than ever. We know that mobile plays a critical role in 

the purchase funnel, but it may not always be where consumers make the buy. Cross-screen attribution enables 

marketers to confirm that an ad served on a mobile device was also viewed by the same consumer who took 

an action on a PC or tablet. This insight is invaluable. It’s the knowledge of what worked, how to credit mobile in 

the mix, and where to invest future budget.

Opportunities abound with cross-screen retargeting.
Retargeting – one of the most e�ective mobile ad strategies – and the multi-device consumer are a powerful 

combination. Let’s say a consumer is browsing for a pair of shoes on their PC; that retailer could retarget the 

same consumer within a specified distance from a retail location on their mobile device. Cross-screen 

retargeting is key to capturing consumer intent and driving conversions. 

As expected, consumers use multiple devices and skew mobile. But sometimes knowing the obvious isn’t 

enough. Taking advantage of the obvious and making it work for your business—well, that’s what we’re here for.



Source: comScore Multi-Platform and Mobile Metrix, Jan 2015 and Jan 2014.

The Total Digital Universe

Digital Universe Adults 18+ 
Year-over-year, PC-only users declined 34%, while mobile-only users experienced 32% growth to 

exceed 25 million people in the U.S. alone. As consumers adopt multiple mobile devices, 

smartphone and tablet users combined reached 185 million in January 2015. 

In January 2015, the total digital universe reached 212 million consumers in 
the U.S., up 6% year-over-year. This growth comes from new Internet users, 
as well as consumers adding a second or third device to their lives. Three 
out of four digital users in the U.S. were cross-device, accessing the Internet 
on both PC and a mobile device. 
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Smartphone users 
increased 17% 
year-over-year, 

while tablet users 
grew 164%.



Source: comScore Multi-Platform and Mobile Metrix, Jan 2015.

The Total Digital Universe

Multi-Screen Users by Demographic 
This report will address three main demographics: Millennials, who we define as adults 18-34; 

Generation X, who we define as adults 35-54; and Baby Boomers, adults ages 55 and over. By 

January 2015, an average of 80% of all adults 18-54 were multi-device users. Adults ages 55 and 

over account for the largest group of PC-only users, however this declined 7% year-over-year as 

cross-device users grew 5% within this demographic.
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83% of adults 35-54
are cross-device users.

20% of adults 18-34 are 
mobile-only users, up 

from 17% in 2014.



Source: comScore Multi-Platform and Mobile Metrix, Jan 2015.

Time Spent Across Devices

Share of Monthly Online Minutes by Audience
Adults 18-34 continue to spend the most amount of time with their smartphones, growing 14% 

year-over-year. While adults ages 55 and over encompass the largest group of PC users, 

smartphones and tablets still capture 51% of their time online. In fact, time spent with tablets 

grew 73% year-over-year for adults ages 55 and over.
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Adults 35-54 grew their share 
of monthly minutes with 

smartphones 46% and 49% 
with tablets.

Adults ages 55 and over 
experienced a 25% 
increase in share of 

time spent with mobile 
year-over-year.



Source: comScore Multi-Platform and Mobile Metrix, Jan 2015.
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Mobile Cross-Device Content

Share of time spent with smartphones and tablets met or exceeded PC in 
five out of ten key lifestyle categories, with opportunities for mobile growth 
in other categories. 

Cross-Device Behavior by Content 
Share of time spent with PC declined in most categories, as smartphones remain crucial for digital 

content. Year-over-year smartphones captured the most significant share of time with the food 

category as food establishments continue to adopt emerging mobile technologies integrated 

with point-of-sale systems. 



Time on TV grew 56% for 
tablets, and 2.5x this rate 

for smartphones.



Source: comScore Multi-Platform and Mobile Metrix, Jan 2015. Does not include devices less than 3 inches. 

Mobile Cross-Device Content

Smartphone Ownership by Screen Size
In 2014, consumers began adopting smartphones with larger screens making them more inviting for 

select digital activities, such as viewing video, m-commerce, and reading content.  
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Consumers owning 
smartphones with 3-4 inch 

screens declined 49% 
year-over-year, while 
those with 5-6 inch 
screens grew 161%.



Source: comScore Multi-Platform and Mobile Metrix, Jan 2015.

Time Spent Across Content

While many consumers turn to mobile the majority of the time, the mix of 
devices used to access certain content can vary by demographic.

Share of Monthly Time by Platform & Demographic

Food
All consumers rely on smartphones 

the most when accessing food 

content, averaging 75% of users’ 

time, with adults 18-34 skewing the 

highest above this average. 

Multimedia
Defined as all sites/apps that contain 

video, audio, or interactive media, 

multimedia is truly multi-device. It is 

one of the key categories where 

tablet usage of adults 35-54 exceed 

younger and older generations.
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Source: comScore Multi-Platform and Mobile Metrix, Jan 2015.

Within certain categories, however, adults of all generations turned to similar 
devices. Tablets play a key role for shopping across all consumers and 
smartphones remain the device of choice for health content.

Time Spent Across Content

Share of Monthly Time by Platform & Demographic

Retail
While adults 18-34 turn to mobile the 

most for shopping, retail is one of the 

few categories where adults ages 55 

and older are as equally cross-screen 

and access content on tablets more 

than younger generations. 

Health
Health is also a key category where 

adults ages 55 and over rely on mobile 

as much as younger generations, with 

tablets accounting for 2X more time 

than the younger demographics.
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Summary & Methodology

About Millennial Media
Millennial Media is the leading independent mobile ad marketplace, making mobile advertising simple 

for the world’s top brands, app developers, and mobile web publishers. Millennial Media’s unique data 

and technology assets enable its advertising clients to connect with their target audiences at scale. 

Millennial Media also drives monetization for its publisher and developer partners by connecting them 

to networks, advertisers, and a real-time-bidding, or RTB, exchange. 

Visit www.millennialmedia.com/research to sign up to receive Millennial Media-related news 

including the Mobile Mix™ report, the Scorecard for Mobile Advertising Reach and Targeting 

(S.M.A.R.T.)™ report, the Mobile Intel Series, and special reports. For questions about the data in this 

report, or for recommendations for future reports, please contact us at 

research@millennialmedia.com.

Report Methodology
The insights here are based upon analysis of mobile measurement firm comScore’s Multi-Platform 

product, and Millennial Media’s global platform observations across thousands of mobile ad 

campaigns.

The study uses data sourced from comScore’s audience analytics products, including Media Metrix, 

Media Metrix Multi-Platform, and Mobile Metrix. Powering these products is comScore’s Unified Digital 

Measurement™ methodology, which combines person-level measurement from the 2 million person 

comScore global panel with census informed tonnage of consumption that accounts for 100 percent of 

a media property’s audience. 

comScore Methodology: 

• Media Metrix Multi-Platform U.S.; January 2014 and 2015

• Mobile Metrix 2.0; comScore’s Unified Digital Measurement; January 2014 and 2015


