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Study Objectives

Google commissioned comScore to research how UK consumers utilize search and 

other online activities in researching and purchasing retail products and services

More specifically Google wanted to understand

ÅHow important search is in the online research process?

ÅWhat different types of search activity occur?

ÅHow does the type of keyword used change over the course of the research 

process?

ÅHow does search activity relate to other online activities?

ÅHow long does the overall research process take and when does the online purchase 

occur in relation to initial search activity?

comScore examined multiple data streams over the October to December 2007 data 

period to develop answers to these questions

comScore continuously and passively tracks the online behaviour of over 2m individuals 

worldwide (approximately 50,000 panel members in UK)
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Study Methodology

In order to identify UK Retail researchers, comScore initially generated a set of retail 

purchases that took place in the last two weeks of November and the whole of 

December 2007

This set of purchases was then analyzed and traced backwards for a period of up to 12 

weeks to find the initial search that had been carried out that was related to the purchase

These searches were then analysed and categorized: 

Åa total of 20,034 searches grouped into 12 categories were included in the analysis, 

representing over 24m UK clothing searches

The retail related activities of each UK retail researcher were then collected- these 

activities included visits to different types of retail site as well as online purchases in 

addition to search

Finally, the activities were time aligned to the first search observed for each individual
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Study Methodology ï
Search Categorization Used

Retail searches were categorized into the following groups and sub 
groups:

Generic Terms

Brand Terms:
Online retail 

Catalogue retail

Multichannel retail

Manufacturer

Product

Operator

Each keyword was placed in only one category ïBrand Terms were 

further broken into branded only terms, and branded plus qualifier 

terms

Where both Brand and Generic terms were included in the keyword, 

the relevant Branded category was used
Note- see Appendix for list of example search terms and categorizations
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Study Methodology ï
Site Level Categorization Used

Retail sites were categorized into the following groups

Multi-Channel Retailer
Next

Topman

etc.

Catalogue Retailer
Freemans

Kays

Littlewoods

etc.

Online Retailer
ASOS

Figleaves

etc

Price Comparison
Bizrate

Pricerunner

etc.

Research
GQ-Magazine

InStyle

Vogue

etc
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Study Methodology ï
Event capture

Key events within a set of clothing retail sites were captured:

Research ïvisits to product pages

Conversion: Store Locator

Conversion: Online Purchase
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Unique Visitor Trends- UK Retail Category

Source: comScore Media Metrix; UK Online Population, 15+, Home and Work

Retail websites attract almost 30 million unique 
users a month in the UK

Over 15 months the retail category has exhibited steady growth
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Year on Year Growth Rates- UK Retail Category (December 2007)

The average total time spent on retail websites has 
increased by 35 minutes year on year

Category growth is inline with the overall online population growth, and engagement 

levels are up (time spent per person considerably higher), as more retailers invest in 

their online operations creating a more desirable category overall

Source: comScore Media Metrix; UK Online Population, 15+, Home and Work

Average time visiting retail category

Dec 2006: 3 hrs 15 mins per visitor

Dec 2007: 3 hrs 50 mins per visitor
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Reach and Engagement Trends ïUK Retail Category

Retail category shows general strength throughout 
the year

Source: comScore Media Metrix; UK Online Population, 15+, Home and Work

ÅNovember is a peak month 

for engagement

Reach remaining relatively 

consistent while 

engagement of this 

category is gradually 

increasing

Av. mins/month % of web users visiting retail category
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Next has a commanding lead in traffic to competitive 
set of clothing sites

Leading Clothing Sites - Unique Visitors (000)

Source: comScore Media Metrix; UK Online Population, 15+, Home and Work

Next attracted more than double the amount of unique visitors (4.7m) than 

other clothing domains in December 2007. Littlewoods.com was the second 

most trafficked, with 2.3m unique visitors



Google Confidential and Proprietary 13

Amongst clothing sites, ASOS visitors skew the 
youngest, with 31% aged 15-24 

Age Distribution of Visitors to Leading Retail Sites

Source: comScore Media Metrix; UK Online Population, 15+, Home and Work

Empirestores.co.uk skews the oldest, with 46% of visitors aged 45+
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Online Purchaser Analysis Methodology

comScore UK panel members purchasing clothing products or using a clothing store 
locator during the last two weeks of November or in the whole of December were 
selected as clothing converters

The first instance of a clothing search was identified, looking back over a twelve week 
period for each clothing converter

Å For those beginning their clothing searching at the start of the twelve weeks, the period was 
extended two weeks to ensure no prior clothing search activity

Each clothing researcher was categorized based on the search category of the first 
search term observed

Subsequent search activity was tracked and time aligned from the first search

Å Thus if the first search occurred on October 10th and the next on October 15th, the second search 
would be classed as occurring 5 days after the first search

Oct 1 2007 Nov 1 2007 Dec 1 2007

Observation Period

Selection Period
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Online Purchaser Analysis Methodology cont.

comScore is able to passively capture key events (research, store locator, online 
purchase, etc.) at leading clothing sites, including:

ÅOnline Retailers: ASOS, Boohoo.com, Figleaves etc (total 8)

ÅMultichannel Retailers: Next, Debenhams, H&M etc (total 23)

ÅCatalogue Retailers: Littlewoods, Freemans, AdditionsDirect etc (total 14)

All events from the clothing researcher group previously generated were identified

The last conversion event after the initial clothing search was selected as the end point 
for the path to purchase analysis

The analysis was based on over 3,500 individual conversion events that were passively 
observed, representing a projected 4.2m purchases/uses of a shop locator

A projected 3.8m online purchases were tracked at the competitive set:

Additionsdirect.co.uk, asos.com, empirestores.co.uk, freemans.com, 
greatuniversal.com, kays.com, littlewoods.com, next.co.uk

A projected 435,000 store locator uses were also tracked at Next.co.uk
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Online Purchaser Analysis Methodology cont.
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Definitions

Competitive set Visit Referrals

Direct Referral

Direct referral to competitive set (eg from another site, email link, 

online advertising (excl. search), price comparison site)

No Direct Referral

Visit to competitive set with no direct referral (eg typed URL, selected 

from bookmark)

Search Referral Direct referral to competitive set from search engine

Other Visit Referrals

Direct Referral Direct referral to an other site 

No Direct Referral Visit to an other site with no direct referral

Search Referral Direct referral to an other site from search engine

Competitive set Conversion 

Referrals

Direct Referral Conversion visit resulting from Direct referral

No Direct Referral Conversion visit to competitive set with no direct referral

Search Referral Conversion visit resulting from Direct referral from search engine

Referral Definitions




