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IT’S THE DAWN OF A 
BRAVE NEW DIGITAL WORLD

This is your wake-up call.
All media – including TV – are going digital. Measurement 
must follow the same path. Already nearly 37% of consumers’ time 
spent online is on a device other than a desktop computer, and this 
number is accelerating with each passing month. 

comScore knows digital, and we’re driving the future of measurement. 
Multi-platform. Holistic. End-to-end. Real-time. Predictive. Global. 
Local. Common metrics that matter. Analytics for a Digital World™. 

The new reality is upon us. 
Be brave. We’ve got your back. 
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