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ï Agenda:

ï GSMA MMM Introduction

ï Methodology & Scope

ï GSMA MMM Products
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Â The GSMA represents the interests of the worldwide 

mobile communications industry

Â Spanning 219 countries, the GSMA unites more than 

750 of the worldôs mobile operators, representing 

over 3 billion mobile connections, as well 200 

companies in the broader mobile ecosystem, 

including handset makers, software companies, 

equipment providers, media and entertainment 

organizations

Â The GSMA is focused on innovating, incubating and 

creating new opportunities for its membership, all 

with the end goal of driving the growth of the mobile 

communications industry

Â comScore is the GSMAôs measurement partner for 

Mobile Media Metrics in the UK

Introducing the GSMA and its partnership with comScore
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MMM Principles

GSMA UK Mobile Media Metrics (MMM)

ÁConsistency and 

transparency in 

measurement and 

metrics

ÁSustainable 

business model for 

managing customer 

information

ÁEstablish Operatorsô 

enabler role in 

mobile advertising

ÁAccelerate growth in 

mobile advertising

GSMA Objectives

ÁRespect customer 

privacy at all times

ÁConsistent process, 

methods across 

multiple markets

ÁBuild common 

currency in 

partnership with 

local industry

ÁMMM will be 

managed by the 

GSMA on behalf of 

the operators

ÁEnable media owners 

to measure 

performance of their 

media properties

ÁProvide media 

planners with trusted 

source to understand 

audience trends and 

behaviours

ÁReliable, 

Independent, Audited 

& Comprehensive

metrics across all 

Operator platforms

MMM Goals
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Á Section 2: Methodology & Scope: 

ï Process overview

ï Definition of unique visitors

ï Scope of data collected

ï Demographic collection & ascription

ï ABCe audit

ï Client Focus Dictionary

ï Solutions for unmeasured traffic at launch
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Steps in Defining an Audience Measurement Service

ÁDefine relevant audience universe

ïWho is included and who do they represent?

ÁCollect complete view of individual behaviours 

ïWhat data can we collect and what are we missing?

ÁAggregate appropriate metrics

ïWhat are the rules for aggregating the data into meaningful measures?

ÁAssemble into meaningful reports

ïHow should we classify the data and organize the measures?
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Anonymisation Aggregation
Product 

development
Distribution

ÅURL log data 

supplied by 

Mobile 

Network 

Operators

ÅAll traffic 

carried over 

operator 

network

ÅRemoves any 

non-relevant 

data

ÅClassification 

of website 

traffic

ÅCombine 

operator data 

sets

ÅCreate core 

measures

ÅAdd third 

party 

demographics 

& device 

attributes

ÅIntegrate 

with other 

relevant 

databases/ 

tools

ÅSubscription 

model 

proposed

Input data

ÅTwo-step 

anonymisation 

process

ÅPersistent, 

unique ID

GSMA MMM high level process:
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Universe Under Measurement

ÁThe GSMA MMM audience includes all unique mobile subscriber accounts 

(MSISDNs/phone numbers) represented in the WAP gateway log files from 

the five UK mobile network operators (including Mobile Virtual Network 

Operators, e.g. Virgin, Tesco etc )

ïEach log record includes an anonymised, persistent unique user id that allows 

tracking of an individual user through the clickstream and over time

ïThe sum total of all unique users across the 5 operator networks is assumed to 

represent a full census for the reporting period 

ïEvery type of account is represented: personal, enterprise, contract 

subscription, prepaid account
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Defining the Unique Visitor

ÁReporting is at a unique subscriber account or mobile telephone number 

level (MSISDN) and not necessarily at a unique person level

ïMultiple handset/multiple SIM subscribers

ïShared line usage

ïMobile telephone number changes over time
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Data Collected

ÁMinimum requirements for mobile internet audience metrics

ï Unique  and persistent anonymised user ID 

Allows tracking of an individual account across sites and time

Protects subscriber privacy

ï Full url including host, path and query string 

Allows classification of page hits into useful entities 

Allows reporting of search usage and search terms

Allows editing of data based on file extensions

ï Request Time Stamp

Allows aggregation of data into reporting periods

Allows sorting of data to compute Source/Loss

Allows quality assurance testing of complete data

ï Status Code

Supports data edit rules which remove non-user requested or undelivered content

ï User Agent

Provides a method to discern device models

Provides a method to separate hits from non-browser applications for future reporting
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Data Metrics

ÁConsistent with PC Internet measurement, basic building blocks for 
audience measurement include:

ï Visitors

ï Pages

ï Duration

ï Sessions

ÁBasic data edit rules appropriately identify and handle:

ï Images and other non text/html urls

ï Ad servers

ï Tracking pixels or other counters

ï Incomplete, cancelled or bad page requests

ï Redirects

ï No content activity (ad serving, javascripts, downloads, etc.)

ÁData is aggregated into standard Key Measures views

ï Audience Rankings on Unique Visitors, Pages, Duration, Sessions

ï Demographic Composition

ï Device Composition

ï Source/Loss
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Demographic profiling

ÁOperator network logs are anonymous, subscriber account level 

measurements of mobile internet traffic and operatorsô internal CRM 

databases lack comprehensive and consistently collected consumer 

demographics (e.g. prepaid accounts)

ÁCollection of demographics from a representative sample of mobile 

consumers is necessary

ïMust be mobile internet users

ïMust give consent for demo profiles to be joined to operator data

ïMust involve a secure method of data collection and linkage to preserve 

anonymity of mobile internet traffic data

ÁA demographic ascription method is used to apply profiles from the sample 

to the full census of mobile internet accounts
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Demographic  Profile Collection

ÁDemographic profile collection is done via an anonymous SMS to operator 

log transfer method to collect consent and profiles from a pre-existing 

consumer survey sample representing mobile internet users

URL clicked by 

respondent which 

redirects to URL 

with demo profile 

encoded in query 

string

Anonymised 

URLs/profiles are 

logged in operator 

gateway

Consent collected 

and SMS with URL 

and respondent id 

sent to 

respondentôs 

mobile phone

Sample 

Provider 

Survey 

Platform

comScore 

Data Center

Mobile 

Operator 

Gateway
Aggregated logs with 

Hashed idôs and encoded 

Demo profiles

Decoding scheme for 

demo profiles
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Demographic Ascription

ÁDemographic ascription takes the representative sample of mobile 

subscribers with demographic profiles and behavioural data from the 

operator logs and creates an estimation set for inferring demographics 

for total census population of mobile internet users

ïFor example, behavioral patterns of known males and females are used to 

create a ñgender scoring systemò across sites which measures propensity of 

males and females to visit sites

ïScores for aggregated for users with unknown demos based on their site 

visitation

ïThe resulting total score estimates the likelihood whether a given user is a 

male or female

ÁThe results have been validated against a hold out sample with known 

demo profiles to determine predictive accuracy

ÁBuilding to 2000+ known user profiles for estimation purposes
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ABCe Audit

ÁThe GSMA requires that independent audits of security, data processing 

stages and data metrics be performed. 

ïABCe has been selected as the independent auditor of data processing and 

data metrics

ï Initial scope of the ABCe audit is anticipated to begin in late November 2009 

will review comScore data processing stages and data edit rules

ïSubsequent periodic audits will review data metrics as data history continues 

to build
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Client  Focus Dictionary (CFD)

ÁClassification Dictionary  - Hierarchy

ïFor an entity to be reported in GSMA MMM Key 

Measures reports, it must be coded in the Client 

Focus Dictionary (CFD) and have met the 

minimum reporting standard of 15 raw users.

ïThe dictionary is hierarchical in form, allowing for 

reporting of entities in a ñparent/childò 

relationship with intelligent grouping of properties 

with 6 levels of detail:

Å Property (e.g. Vodafone Group)

Å Media Title (e.g. Vodafone, Wayfinder, Zyb)

Å Channel (e.g. Vodafone Live!, Vodafone.co.uk)

Å Subchannel (e.g. Vodafone live! Sports, 
Vodafone live! Entertainment)

Å Group/Subgroup (e.g., Vodafone live! 
Football, Vodafone live! Film)
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Client  Focus Dictionary (CFD)

ÁClassification Dictionary  - Categories

ïAdditionally, the dictionary classifies the various hierarchical reporting entities 

into meaningful categories, based on their editorial content for competitive 

analysis and media buying purposes.  

Á Examples:

Á Auctions, Automotive, Business, Community, Directories, Health, Retail, etc.
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Currently Unmeasured Traffic

ÁCertain classes of traffic are not currently measured, namely:

ïWi-Fi traffic going through ISPôs: currently estimated to be approx 10% of 

mobile traffic, but up to 50% of browsing on certain devices.

ïTraffic from certain browsers including versions of Opera and Blackberry which 

create secure tunnels through the operator networks

ïHTTPS sessions due to privacy concerns, although traffic before and after is 

measured

ïPages served from local browser cache

ÁCertain classes of traffic are measureable but currently excluded, namely:

ïTraffic from non-browser connected applications is collected for use in future 

applications reports but not in Key Measures reports

ïTraffic from pcôs and other non-mobile handset devices using Internet access 

cards/SIMs is currently excluded. (An Included Device list of all reported 

mobile handsets will be published each month.) 
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Solutions for Unmeasured Traffic

ÁTraffic from certain browsers including versions of Opera and Blackberry 

(RIM) which create secure tunnels through the operator networks

ïBoth Opera and RIM collect the equivalent of operator gateway logs 

ïcomScore is currently in discussions with both parties and is reviewing 

methods for linking these browser logs back to the operator log data stream

ÁWi-Fi traffic going through non-mobile ISPs

ïFor media properties beaconing with comScore Media Metrix 360, comScore 

are isolating Wi-Fi traffic to be added to the GSMA reports.

ïcomScore is developing a method to account for unique visitors ïa proposal 

will be submitted to ABCe for consideration by the ITG & JICWEBS
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Media Metrix 360: Panel-Centric Hybrid for Online Measurement  

QUERY TAGS
Content

Categorization

INTERNET PANEL
People Measurement 

Reach, Demographics

Duration

SITE SERVERS
Census Coverage  

of Usage Anywhere 

inc. mobile Wi-Fi

Fully Reconciled Online Measurement

http://curiouslypersistent.files.wordpress.com/2008/10/child-on-laptop.jpg
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Tracking Mobile Wi-Fi: Get Started with comScore or Omniture tags

The comScore-Omniture partnership will enable clients that have 

already implemented Omniture tags to leverage them for the purpose of 

Media Metrix 360 beaconing at no additional cost or effort.

Or use existing Omniture tags

Either go to direct.comscore.com 
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Tracking Mobile Wi-Fi: Process explained at direct.comscore.com 
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Á Section 3: GSMA MMM Products:

ï Definitions of Mobile Measurement Reported Numbers

ï Launch products & timescales

ï Reporting restrictions 

ï Brief product demo

ï Product roadmap & feedback

ï Mobile & Digital measurement overview
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Understanding the building blocks of ñMobileò traffic

ÁGSMA MMM will deliver definitive mobile metrics. 

ÁHowever important to understand the components included in mobile 

browsing numbers from the following sources:

ïGSMA MMM 

ïABCe audited site server stats (according to ITG/JICWEBS rules)

ïcomScore Media Metrics 360 (panel + server hybrid internet measurement)

ÁReported numbers may differ according to the scope of traffic included:

ï Mobile Handsets and/or Personal Internet Devices

ï Mobile Optimised Sites and/or Standard Internet Sites

ï Traffic across Mobile Network and/or traffic over Wi-Fi networks

ÁProposed Terminology for reporting :

ï ñMobile Handsetò traffic numbers from the GSMA MMM

ï ñMobile Siteò traffic numbers from ABCe audited site server logs

ï ñMobile Universeò traffic numbers from comScore Media Metrics 360
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GSMA MMM reporting of ñMobile Handsetò traffic (when complete)

Mobile 

Optimised Sites

Standard 

Internet Sites

Mobile Network Traffic 
(via Mobile Operators)

Wi-Fi Traffic
(via comScore Media Metrix 360: 

Panel & Site Census Hybrid)

Mobile Handsets
(as defined by GSMA MMM 

Included Device List)

Portable Internet 

Devices
(iPod Touch, PSPs etc. ï

neither PCs, Netbooks, 

nor Mobile Handsets)
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JICWEBS/ABCe reporting of ñMobile Siteò traffic

Mobile 

Optimised Sites

Standard 

Internet Sites

Mobile Network Traffic

Wi-Fi Traffic
Mobile Handsets

(as defined by GSMA MMM 

Included Device List)

Portable Internet 

Devices
(iPod Touch, PSPs etc. ï

neither PCs, Netbooks, 

nor Mobile Handsets)
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comScore Media Metrix 360 reporting of ñMobile Universeò traffic*

Mobile 

Optimised Sites

Standard 

Internet Sites

Mobile Network Traffic

Wi-Fi Traffic
Mobile Handsets

(as defined by GSMA MMM 

Included Device List)

Portable Internet 

Devices
(iPod Touch, PSPs etc. ï

neither PCs, Netbooks, 

nor Mobile Handsets)

* For reported sites that have deployed the comScore or Omniture tags on their web servers.
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comScore MyMetrix Product  Reporting Interface


