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CAUTIONARY NOTE REGARDING FORWARD LOOKING STATEMENTS

This Annual Report on Form 10-K, including the Management s Discussion and Analysis of Financial Condition and

Results of Operations section in Item 7 of this report, and other materials accompanying this Annual Report on

Form 10-K contain forward-looking statements within the meaning of and safe harbor provided by Section 21E of the

Securities Exchange Act of 1934, as amended, and Section 27A of the Securities Act of 1933, as amended. We attempt,

whenever possible, to identify these forward- looking statements by words such as intends, will,  plans,  anticipates,
expects, may, estimates, believes, should, projects, or continue, or the negative of those words and other c

words. Similarly, statements that describe our business strategy, goals, prospects, opportunities, outlook, objectives,

plans or intentions are also forward-looking statements. These statements may relate to, but are not limited to,

expectations of future operating results or financial performance, capital expenditures, introduction of new products,

regulatory compliance, plans for growth, expected economic conditions, and future operations, as well as

assumptions relating to the foregoing.

These statements are based on current expectations and assumptions regarding future events and business
performance and involve known and unknown risks, uncertainties and other factors that may cause actual events or
results to be materially different from any future events or results expressed or implied by these statements. These
factors include those set forth in the following discussion and within Item 1A Risk Factors of this Annual Report on
Form 10-K and elsewhere within this report.

You should not place undue reliance on these forward-looking statements, which apply only as of the date of this
Annual Report on Form 10-K. You should carefully review the risk factors described in other documents that we file
from time to time with the U.S. Securities and Exchange Commission, or SEC. Except as required by applicable law,
including the rules and regulations of the SEC, we do not plan to publicly update or revise any forward-looking
statements, whether as a result of any new information, future events or otherwise, other than through the filing of
periodic reports in accordance with the Securities Exchange Act of 1934, as amended.
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PART 1
ITEM 1. BUSINESS
Overview

We provide a leading digital marketing intelligence platform that helps our customers make better-informed business
decisions and implement more effective digital business strategies. Our products and solutions offer our customers
deep insights into consumer behavior, including objective, detailed information regarding usage of their online
properties and those of their competitors, coupled with information on consumer demographic characteristics,
attitudes, lifestyles and offline behavior.

Our digital marketing intelligence platform is comprised of proprietary databases and a computational infrastructure

that measures, analyzes and reports on digital activity. The foundation of our platform is data collected from our
comScore panel of approximately two million Internet users worldwide, which is comprised of persons and

households with at least one computer being actively measured by us within the previous thirty-day period that have
granted us explicit permission to confidentially measure their Internet usage patterns, online and certain offline buying
behavior and other activities. By applying advanced statistical methodologies to our panel data, we project consumers
online behavior for the total online population and a wide variety of user categories. Beginning in Summer 2009, the
panel information has been complemented by comScore Media Metrix 360, a Unified Digital Measurement solution to
digital audience measurement that blends panel and server methodologies into an approach that provided a direct

linkage and reconciliation between server and panel measurement.

We deliver our digital marketing intelligence through our comScore Media Metrix product family and through our
comScore Marketing Solutions products. Media Metrix delivers digital media intelligence by providing an
independent, third-party measurement of the size, behavior and characteristics of Web site and online advertising
network audiences among home, work, mobile and university Internet users as well as insight into the effectiveness of
online advertising. Our Marketing Solutions products combine the proprietary information gathered from the
comScore panel with the vertical industry expertise of comScore analysts to deliver digital marketing intelligence,
including the measurement of online advertising effectiveness, customized for specific industries. We typically deliver
our Media Metrix products electronically in the form of weekly, monthly or quarterly reports. Customers can access
current and historical Media Metrix data and analyze these data anytime online. Our Marketing Solutions products are
typically delivered on a monthly, quarterly or ad hoc basis through electronic reports and analyses.

Industry Background
Growth of Digital Commerce, Content, Advertising and Communications

The Internet is a global digital medium for commerce, content, advertising and communications. According to IDC,
more than 1.6 billion devices worldwide were used to access the Internet in 2009, including PCs, mobile phones, and
online videogame consoles. By 2013, the total number of devices accessing the Internet is projected to increase to
more than 2.7 billion. As the online population continues to grow, the Internet is increasingly becoming a tool for
research and commerce and for distributing and consuming media. According to eMarketer, the global
business-to-consumer eCommerce market is projected to grow from approximately $600 billion in 2007 to $1.1
trillion in 2011. According to Jupiter Research, 86% of online users in the United States research offline purchases
using the Internet, making the Internet an important channel for both online and offline merchants. Consumers are also
using the Internet to access an increasing amount of digital content across media formats including video, music, text
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and games. According to IDC, global online video revenue is expected to reach $12 billion by 2012, with more than
$9 billion coming from the U.S. market.

As consumers increasingly use the Internet to research and make purchases and to consume digital media, advertisers
are shifting more of their marketing budgets to digital channels. Despite the size and growth of the digital marketing
sector, the shift of traditional advertising spending to the Internet has yet to match the rate of consumption of online
media. According to Forrester Research report titled U.S. Interactive Marketing Forecast, 2009-2014, interactive
marketing is projected to near $55 billion, representing 21% of all marketing spend in 2014 as marketers are expected
to shift dollars away from traditional media and toward search marketing, display
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advertising, email marketing, social media, and mobile marketing. As advertisers spend more of their marketing
budgets to reach Internet users, we believe that digital marketing will continue to grow.

In addition to the growth in online commerce, content and marketing, a number of new digital technologies and
devices are emerging that enable users to access content and communicate in new ways. Internet-enabled mobile
phones allow users to access digital content such as games, music, video and news on their mobile devices through a
wireless connection to the Internet. By 2013, IDC forecasts that worldwide shipments of converged mobile devices,
also known as smartphones, will surpass 390 million units, growing at a compound annual growth rate of 20.9% for
the 2009-2013 forecast period. Other digital communications technologies such as voice over Internet protocol (VoIP)
utilize the Internet network infrastructure to enable efficient and cost-effective personal communications such as chat
and VolP-based telephony. According to Infonetics, the worldwide number of VoIP subscribers is projected to exceed
225 million by 2013. Delivery of digital television services over a network infrastructure using Internet Protocol, or
IPTV, has a number of advantages over conventional television, including two-way communications, digital content
and features, and interactivity. According to Infonetics, the worldwide number of IPTV subscribers is projected to
grow to 155 million by 2013. We believe these and other new digital media and communications devices and services
offer a similar opportunity as the Internet for us to measure and analyze user behavior.

Importance of Digital Marketing Intelligence

The interactive nature of digital media such as the Internet on computers and mobile devices enables businesses to
access a wealth of user information that was virtually unavailable through offline audience measurement and
marketing intelligence techniques. Digital media provide businesses with the opportunity to measure detailed user
activity, such as how users interact with Web page content; to assess how users respond to online marketing, such as
which online ads users click on to pursue a transaction; and to analyze how audiences and user behavior compare
across various Web sites. This type of detailed user data can be combined with demographic, attitudinal and
transactional information to develop a deeper understanding of user behavior, attributes and preferences. Unlike
offline media such as television and radio, which generally only allow for the passive measurement of relative
audience size, digital media enable businesses to actively understand the link between digital content, advertising and
user behavior.

We believe that the growth in the online and digital media markets for digital commerce, content, advertising and
communications creates an unprecedented opportunity for businesses to acquire a deeper understanding of both their
customers and their competitive market position. Businesses can use accurate, relevant and objective digital marketing
intelligence to develop and validate key strategies and improve performance. For example, with a deep understanding
of the size, demographic composition and other characteristics of its audience, an online content provider can better
communicate the value of its audience to potential advertisers. With detailed metrics on the effectiveness of an online
advertising campaign and how that campaign influences online and offline purchasing behavior, a business can refine
its marketing initiatives. With insight into market share and customer behavior and preferences, a business can
understand not only how its digital business is performing relative to its competitors but also the drivers behind such
performance. Moreover, by using the appropriate digital marketing intelligence, businesses can refine their digital
content, commerce, advertising and communications initiatives to enhance the effectiveness and return on investment
of their marketing spending, enabling them to build more successful businesses.

Challenges in Providing Digital Marketing Intelligence

While the interactive and dynamic nature of digital markets creates the opportunity for businesses to gain deep
insights into user behavior and competitive standing, there are a number of issues unique to the Internet that make it
challenging for companies to provide digital marketing intelligence. Compared to offline media such as television or
radio, the markets for digital media are significantly more fragmented, complex and dynamic. As of December 31,
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2009, we believe that there were approximately 18,000 global Web sites that each receive at least 500,000 unique
visitors per month, as compared to only a few hundred channels typically available with standard digital cable or
satellite television and broadcast or satellite radio. The complexities of online user activity and the breadth of digital
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content and advertising make providing digital marketing intelligence a technically challenging and highly
data-intensive process.

Digital media continues to develop at a rapid pace and includes numerous formats such as textual content, streaming
and downloadable video and music, instant messaging, VoIP telephony, online gaming and email. Digital advertising
also includes multiple formats such as display, search, rich media and video. Detailed user activity such as viewing,
clicking or downloading various components of a Web page across digital media or interacting with various
advertising formats creates a substantial amount of data that must be captured on a continuous basis. The data must
also be cleansed for quality, relevancy and privacy protection and be organized to enable companies to obtain relevant
digital marketing intelligence. This capture of audience data can prove extremely challenging when it involves
millions of Internet users with varying demographic characteristics accessing tens of thousands of Web sites across
diverse geographies. In addition, the ongoing development of digital media programming languages and technologies
contributes to the challenge of accurately measuring user activity. For example, online publishers and advertisers have
started to use Asynchronous JavaScript and XML, or AJAX, a development technique that allows Web applications to
quickly make incremental updates without having to refresh the entire Web page. Prior to AJAX, marketers relied
heavily on page view statistics to plan and evaluate their online media spending programs. With AJAX, we believe
marketers are beginning to question the definition of, and need for, page views, and are seeking alternative metrics for
measuring the usage and effectiveness of online media. To maintain their relevance, audience and media measurement
technologies must keep pace with the continued evolution and increasing complexity of digital media.

Need for Accuracy and Reliability. Relevant digital marketing intelligence requires access to accurate and reliable
global data that measure online user activity. Existing data collection methodologies, including those that rely on third
party sources, surveys or panels, face significant challenges and limitations. Survey or panel methodologies must
measure a sufficiently large and representative sample size of Internet users to accurately capture data that is
statistically projectable to the broader Internet population. In addition, the international composition of Internet
audiences requires a geographically dispersed sample to accurately capture global digital activity. Digital marketing
intelligence that depends on third-party sources to obtain Internet audience usage data has the potential to be biased,
may be constrained by the data that the third party is capable of capturing, and may be limited in its application. For
example, a solution that relies on data supplied by an Internet service provider, or ISP, may show a bias toward the
demographic composition or other characteristics of that ISP s users. We believe that a meaningful digital media
sourcing methodology must be based on data sourced from a large, representative global sample of online users that
can be parsed, enhanced, mined and analyzed; must evolve rapidly and be flexible to adapt to changing technologies;
and must be able to provide actionable digital marketing intelligence that can be used to improve business
decision-making.

Need for Third-Party Objectivity. We believe that the availability of objective third-party data that measure digital
audience size, behavior, demographic and attitudinal characteristics represents a key factor in the continued growth of
digital content, advertising and commerce. This is similar to offline media markets, such as television and radio,
whose development was significantly enhanced by the introduction of third-party audience measurement ratings that
provided a basis for the pricing of advertising in those media. As the buying and selling of online advertising
continues to grow, we believe that companies on both sides of the advertising transaction will increasingly seek
third-party marketing intelligence to assess the value and effectiveness of digital media. In addition, as advertisers
work with Web site publishers to target online advertising campaigns to reach a specific demographic or behavioral
user profile, the need for objective audience and user information, unbiased by either party to the transaction, will
become increasingly important.

Need for Competitive Information. In addition to the scope, complexity and rapid evolution of online digital media,

the lack of data on competitors makes it difficult for companies to gain a comprehensive view of user behavior beyond
their own digital businesses. While products and tools exist that enable companies to understand user activity on their
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own Web sites, these products are unable to provide a view of digital audience activity on other Web sites or offline.
In order for publishers, marketers, merchants and service providers to benefit from accurate and comprehensive digital
marketing intelligence they need to understand user activity on Web sites across the Internet and how online consumer
behavior translates into offline actions.

11
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The comScore Digital Marketing Intelligence Platform

We provide a leading digital marketing intelligence platform that enables our customers to devise and implement
more effective digital business strategies. Our platform is comprised of proprietary databases and a computational
infrastructure that measures, analyzes and reports digital activity from our global panel of approximately two million
Internet users. This panel information is complemented by a Unified Digital Measurement solution to digital audience
measurement. Unified Digital Measurement blends panel and server methodologies into a solution that provides a
direct linkage and reconciliation between server and panel measurement. We offer our customers deep insights into
consumer behavior on their own online properties and those of their competitors, including objective, detailed
information on users demographic characteristics, attitudes, lifestyles and multi-channel buying activity. We also
provide industry-specific metrics to our customers.

We deliver our digital marketing intelligence through our comScore Media Metrix product family, comScore
Marketing Solutions products and mobile media measurement products. Media Metrix provides intelligence on digital
media usage, including a measurement of the size, behavior and characteristics of the audiences for individual Web
sites and advertising networks within the global home, work and university Internet user populations as well as insight
into the effectiveness of online advertising. Our Marketing Solutions products combine the proprietary information
gathered from our user panel with the vertical industry expertise of comScore analysts to deliver digital marketing
intelligence customized for specific industries. Media Metrix and Marketing Solutions products are typically delivered
electronically in the form of periodic reports, through customized analyses or are generally available online via a user
interface on the comScore Web site.

Key attributes of our platform include:

Panel of global Internet users. Our ability to provide digital marketing intelligence is based on information
continuously gathered from a broad cross-section of approximately two million Internet users worldwide who
have granted us explicit permission to confidentially measure their Internet usage patterns, online and certain
offline buying behavior and other activities. Through our proprietary technology, we measure detailed Internet
audience activity across the spectrum of digital content and marketing channels. Many comScore panelists also
participate in online survey research that captures and integrates demographic, attitudinal, lifestyle and product
preference information with Internet behavior data. The global nature of our Internet panel enables us to
provide digital marketing intelligence for over 30 individual countries. Our global capability is valuable to
companies based in international markets as well as to multi-national companies that want to better understand
their global Internet audiences and the effectiveness of their global digital business initiatives. This panel
information is complemented by a Unified Digital Measurement solution to digital audience measurement.
Unified Digital Measurement blends panel and server methodologies into a solution that provides a direct
linkage and reconciliation between server and panel measurement.

Census data collection and measurement. Our Unified Digital Measurement solution combines panel
measurement of people and audience demographics with a comprehensive and accurate representation of the
consumption of a site s media, which is accomplished by site owners including comScore beacons or reporting
pixels on all of their site content. Census measurement using web beacons reports every server call that the site
owner would register from all locations and devices, allows for full representation of these audiences and

devices, and fully reconciles Media Metrix site audience measurement with publisher s internal server logs or
web analytics metrics.

Scalable technology infrastructure. We developed our databases and computational infrastructure to support

the growth in online activity among our global Internet panel and the increasing complexity of digital content
formats, advertising channels and communication applications. The design of our technology infrastructure is
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based on distributed processing and data capture environments that allow for the collection and organization of
vast amounts of data on online activity, including usage of proprietary networks such as AOL, instant
messaging and audio and video streaming. Our database infrastructure currently captures approximately

11.7 billion URL records each week from our global Internet panel, resulting in over 52 billion URLs and 52
terabytes of data collected by our platform each month. We believe that our efficient and scalable technology
infrastructure allows us to operate and expand our data collection infrastructure on a

4
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cost-effective basis. In recognition of the scale of our data collection and warehousing technology, we have
received multiple awards, including the 2001, 2003 and 2005 Winter Corporation Grand Prize for Database
Size on a Windows NT Platform.

In addition to the ability to scale linearly and efficiently in processing panel based data, we have also added the
ability to scale quickly and efficiently in the support of our Media Metrix 360 effort. In April 2009, we were
capturing more than 10 billion tracking events per month outside of the panel. In January 2010, we captured
more than 193 billion tracking events outside of the panel to support the processing for Media Metrix 360.
While supporting this large growth in tracking events we also reduced the processing time for delivering this
data to our clients in our comScore Direct web interface to a few hours after event recordation.

Benefits of our platform include:

Advanced digital marketing intelligence. We use our proprietary technology to compile vast amounts of data
on Internet user activity and to organize the data into discrete, measurable elements that can be used to provide
actionable insights to our customers. We believe that our digital marketing intelligence platform enables
companies to gain a deeper understanding of their digital audiences, which allows them to better assess and
improve their company and product-specific competitive position. Because our marketing intelligence is based
on a large sample of global Internet users and can incorporate multi-channel transactional data, we are able to
provide companies with an enhanced understanding of digital audience activity beyond their own Web sites
and the ability to better assess the link between digital marketing and offline user activity. Digital content
providers, marketers, advertising agencies, merchants and service providers can use the insights our platform
provides to craft improved marketing campaigns and strategies and to measure the effectiveness and return on
investment of their digital initiatives.

Objective third-party resource for digital marketing intelligence. We are an independent company that is not
affiliated with the digital businesses we measure and analyze, allowing us to serve as an objective third-party
provider of digital marketing intelligence. Because businesses use our data to plan and evaluate the purchase
and sale of online advertising and to measure the effectiveness of digital marketing, it is important that we
provide unbiased data, marketing intelligence, reports and analyses. We deploy advanced statistical
methodologies in building and maintaining the comScore global Internet user panel and utilize proven data
capture, and computational practices in collecting, statistically projecting, aggregating and analyzing
information regarding online user activity. We believe that our approach ensures that the insights we provide
are as objective as possible and allows us to deliver products and services that are of value to our customers in
their key business decision-making. We believe that the media industry views us as a highly recognized and
credible resource for digital marketing intelligence. For example, between January 1, 2009 and December 31,
2009, our information on digital activity was cited more than 113,000 times by third-party media outlets, an
average of approximately 311 citations per day. Our data are regularly cited by well-known media outlets such
as the Associated Press, Reuters, Bloomberg, CNBC, The New York Times and The Wall Street Journal.
Moreover, many of the leading Wall Street investment banks also purchase and cite our data in their published
research reports prepared by financial analysts that cover Internet businesses.

Vertical industry expertise. We have developed expertise across a variety of industries to provide digital
marketing intelligence specifically tailored to the needs of our customers operating in specific industry sectors.
We have dedicated personnel to address the automotive, consumer packaged goods, entertainment, financial
services, media, pharmaceutical, retail, technology, telecommunications and travel sectors. We believe that
companies across different industries have distinct information and marketing intelligence needs related to
understanding their digital audiences and buyers, evaluating marketing initiatives and understanding company
or product-specific competitive position. For example, a pharmaceutical company may want to understand how
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online research by consumers influences new prescriptions for a particular drug, while a financial services
company may want to assess the effectiveness of its online advertising campaigns in signing up new consumers
and how this compares to the efforts of its competitors. By working with companies in various industries over
the course of multiple years, we have developed industry-specific applications of our data and our client
service representatives have developed industry-specific knowledge and expertise that allow us to deliver
relevant and meaningful marketing insight to our customers.

5
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Ease of use and functionality. The comScore digital marketing intelligence platform is designed to be easy to
use by our customers. Our Media Metrix products are available through the Internet using a standard browser.
Media Metrix customers can also run customized reports and refine their analyses using an intuitive interface
available on our Web site. Our Marketing Solutions products are available either through the Internet or by
using standard software applications such as Microsoft Excel, Microsoft PowerPoint or SPSS analytical
software. Our customers do not need to install additional hardware or complex software to access and use our
products.

Strategy

Our objective is to be the leading provider of global digital marketing intelligence products. We plan to pursue our
objective through internal initiatives and, potentially, through acquisitions and other investments. The principal
elements of our strategy are to:

Deepen relationships with current customers. We intend to work closely with our customers to enable them to
continuously enhance the value they obtain from our digital marketing intelligence platform. Many of our
customers are Fortune 2000 companies that deploy multiple marketing initiatives, and we believe many of our
customers would benefit from more extensive use of our product offerings to gain additional insights into their
key digital initiatives. We will work to develop and expand our customer relationships to increase our
customers use of our digital marketing intelligence platform.

Grow our customer base. As the digital media, commerce, marketing and communications sectors continue to
grow, we believe the demand for digital marketing intelligence products will increase. To meet this increase in
market demand, we intend to invest in sales, marketing and account management initiatives in an effort to
expand our customer base. We intend to offer both general and industry-specific digital marketing products
that deliver value to a wide range of potential customers in current and new industry verticals.

Expand our digital marketing intelligence platform. We expect to continue to increase our product offerings
through our digital marketing intelligence platform. As digital markets become more complex, we believe that
companies will require new information and insights to measure, understand and evaluate their digital business
initiatives. We intend to develop new applications that leverage our digital marketing intelligence platform to
be able to provide the most timely and relevant information to our customers.

Address emerging digital media. The extension of digital media and communications to include new formats
such as content for mobile phones, VolP, IP television, and next generation gaming consoles creates new
opportunities to measure and analyze emerging digital media. We intend to extend our digital marketing
platform to capture, measure and analyze user activity in these emerging digital media and communications
formats. To this end, we acquired M:Metrics in May 2008.

Extend technology leadership. We believe that the scalability and functionality of our database and
computational infrastructure provide us with a competitive advantage in the digital media intelligence market.
Accordingly, we intend to continue to invest in research and development to extend our technology leadership.
We intend to continue to enhance our technology platform to improve scalability, performance and cost
effectiveness and to expand our product offerings.

Build brand awareness through media exposure. Our digital media, commerce and marketing information are

frequently cited by media outlets. In addition, we proactively provide them with data and insights that we
believe may be relevant to their news reports and articles. We believe that media coverage increases awareness

16



Edgar Filing: COMSCORE, INC. - Form 10-K

and credibility of the comScore and Media Metrix brands and supplements our marketing efforts. We intend to
continue to work with media outlets, including news distributors, newspapers, magazines, television networks,
radio stations and online publishers, to increase their use of comScore data in content that discusses digital
sector activity.

Grow internationally. While we are currently in the early stages of providing customers with international
services, we believe that a significant opportunity exists to provide our product offerings to multi-national and

international companies. Approximately half of the existing comScore Internet user panel resides
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outside of the United States. We plan to expand our sales and marketing and account management presence
outside the U.S. as we provide a broader array of digital marketing intelligence products that are tailored to
local country markets as well as the global marketplace. In furtherance of that effort, in July 2006, we
launched World Metrix, a product that measures global digital media usage. World Metrix is based on a
sample of online users from countries that comprise approximately 95% of the global Internet population. In
November 2009, we also completed our acquisition of Certifica, a leading analyst of Internet traffic
measurement in Latin America. Founded in 2000, Certifica has won the endorsement of the IAB in several
Latin American countries to publish cross site statistics on Internet usage. Based in Santiago, Chile, Certifica
has offices throughout Latin America, including Mexico, Brazil, Argentina, Colombia and Peru. This
acquisition is expected to strengthen our presence in the region and enable us to offer hybrid measurement as
part of our Media Metrix 360 initiative using the same state-of-the-art measurement technologies we use
elsewhere in the world.

Our Product Offerings

We deliver our digital marketing intelligence through our comScore Media Metrix product family and through our
comScore Marketing Solutions and mobile audience measurement products.

comScore Media Metrix

Media Metrix provides its subscribers, consisting primarily of publishers, marketers, advertising agencies and
advertising networks, with intelligence on digital media usage and a measurement of the size, behavior and
characteristics of the audiences for Web sites and advertising networks among home, work and university Internet
populations. Media Metrix also provides insights into the effectiveness of online advertising. Media Metrix data can
be used to accurately identify and target key online audiences, evaluate the effectiveness of digital marketing and
commerce initiatives, support the selling of online advertising by publishers, and to identify and exploit relative
competitive standing. The vast majority of our Media Metrix subscribers access selected reports and analyses through
the MyMetrix user interface on our Web site.

Our flagship product, Media Metrix, details the online activity and site visitation behavior of Internet users, including
use of instant messaging, e-mail, and other digital applications. Beginning in summer 2009, Media Metrix was made
available on the Media Metrix 360 Unified Digital Measurement platform, which combines panel measurement of
people and audience demographics with a full and accurate representation of the consumption of a site s media. Our
customers subscribe to ongoing access to our digital marketing intelligence reports and analyses, including:

comprehensive reports detailing online behavior for home, work and university audiences;

demographic characteristics of visitors to Web sites and properties;

buying power metrics that profile Web site audiences based on their online buying behavior;

detailed measurement and reporting of online behavior for 37 countries and over 100 U.S. local markets;

measurement of key ethnic segments, including the online Hispanic population; and

reach and frequency metrics for online advertising campaigns that show the percent of a target audience
reached and the frequency of exposure to advertising messages.
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In addition to our core offering, customers can subscribe to the following additional products in the Media Metrix
product family:

Plan Metrix. Plan Metrix is a product that combines the continuously and passively observed Internet behavior
provided by Media Metrix with comprehensive attitude, lifestyle and product usage data collected through online
surveys of our U.S. Internet user panel. Plan Metrix provides advertising agencies, advertisers and publishers with
multiple views of Web site audiences including their online behavior, demographics, lifestyles, attitudes, technology
product ownership, product purchases and offline media usage. These data are used in the design and evaluation of
online marketing campaigns. For example, an online auto retailer could

7
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use Plan Metrix to help understand which Web sites a prospective automobile purchaser is most likely to visit prior to
making a purchase decision.

World Metrix. We provide insights into worldwide Internet activity through our World Metrix product, which
delivers aggregate information about the behavior of online users on a global basis, for approximately 30 individual
countries and for regional aggregations such as Latin America, Europe and Asia Pacific. For example, a content
publisher can understand its market share of the global Internet audience using our World Metrix product.

Video Metrix. Video Metrix provides insights into the viewing of streaming video by U.S. Internet users. The product
measures a wide range of video players and formats, including Windows Media, Flash, RealMedia and QuickTime.
Video Metrix offers site-level measurement and audience ratings by demographics and time-of-day to assist agencies,
advertisers and publishers in designing and implementing media plans that include streaming video. For example, an
advertiser that is seeking to maximize the exposure of its streaming video ads to its target audience could use Video
Metrix to help understand on which sites and at what times of the day its target audience is viewing the most
streaming video.

Ad Metrix. Available through the Media Metrix client interface, Ad Metrix provides advertisers, agencies and
publishers with a variety of online advertising metrics relating to impressions, or advertisements on a Web site that
reach a target audience. Ad Metrix helps customers determine the impressions delivered by advertising campaigns
across Web sites and online properties, including how many visitors are reached with advertisements and how often.
In addition, Ad Metrix allows customers to determine the demographic profile of the advertising audience at a
particular site, as well as how the volume of impressions changes over time on that site. The Ad Metrix data are
consistent with offline media planning metrics such as GRPs, or gross rating points, which measure the percent of a
target audience that is reached with an advertisement weighted by the number of exposures. For example, an
advertiser might use Ad Metrix to plan the online portion of an advertising campaign for a sports product on sites that
have previously successfully delivered advertising impressions to a target demographic audience. A publisher might
use Ad Metrix data to measure its share of advertising impressions relative to competitive publishers. Ad Metrix was
launched in the third quarter of 2007.

Segment Metrix. Segment Metrix is a product that enables media owners, agencies and advertisers to track, analyze
and report Internet activity on their most important consumer groups. Segment Metrix provides the flexibility to
integrate behavioral, geographic, demographic and proprietary, client-defined segments with our comScore panel.
Agencies and advertisers can use Segment Metrix to gain better insights into how to reach important target customers
and advertisers and can use the product to better integrate offline marketing segmentation schemes with our online
panel to allow them to track, analyze and report online behavior on a segmented basis. Segment Metrix was launched
in the third quarter of 2007.

comScore Marketer. comScore Marketer is an interactive search intelligence service that enables search marketers
and Web site operators to benchmark their performance versus that of their competitors and optimize their search
marketing efforts. comScore Marketer helps enhance search strategy by delivering insight into paid and organic search
results, including an analysis of searcher demographics and online behavior. For example, customers can use
comScore Marketer to create more efficient and cost-effective search campaigns, identify better-performing search
terms and analyze their competitors search marketing strategies.

MobiLens. MobiLens provides our customers with market-wide metrics on mobile subscribers, mobile handset
adoption and use, and mobile media consumption in the U.S. and certain major markets in Europe. MobiLens provides
monthly market projections detailing mobile media consumption, the demographic profiles of mobile subscribers, and
granular technology profiles of every handset in active use in the U.S. and supported European markets.
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M:Metrics Mobile Metrix. Mobile Metrix measures the actual behavior of the most active segment of mobile media
consumers so customers can evaluate audience demographics, brand reach, frequency and duration of usage. Mobile
Metrix continuously captures detailed information on mobile user behavior via on-device meters with an opt-in panel
of smartphone owners and delivers it monthly via an intuitive Web query.

8
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Ad Metrix Mobile. Ad Metrix Mobile tracks mobile display advertising in the U.S. and UK to provide clients with
insight into which brands are advertising with which publishers on the mobile Web.

Some examples of Media Metrix digital marketing intelligence measurements and their customer uses are described in

the following table.

Digital Marketing Intelligence Measurement

Site Traffic & Usage Intensity

Quantitative Consumer Information

Online Buying Power

Competitive Intelligence

Reach and Frequency

comScore Marketing Solutions

Examples of Customer Uses

rank Web sites based on online usage metrics such as unique
visitors, page views or minutes of use

drill-down to standard or customer-defined site subsets such as
channels or sub-channels (such as Yahoo! Finance and Yahoo!
Sports)

analyze statistics over time such as trends in site visitors within
demographic segments

assess which Web site audiences are growing or declining,
which sites are most attractive to particular demographic
segments or which sites or digital applications have the highest
level of usage

identify the source of traffic to a particular Web site or channel
within a site

profile site users based on life-stage or offline behavior such as
panelist-reported TV usage, car ownership, health conditions or
offline purchases

efficiently identify and target a particular user segment (e.g.,
people who say they are likely to buy a car in the next six
months)

quantify the audience overlap between different consumer
segments or Web sites to identify the number of unique visitors
reached

quantify the propensity of a particular Web site s audience to
purchase certain categories of products (e.g., consumer
electronics) online

compare the standings of Web sites within particular content
categories, such as finance or health information

quantify audience size relative to competitors, including share of
usage within a category and usage trends across competitors
track major competitors, quantify their growth, and identify
initiatives to promote growth and market share

identify and quantify the size of audiences reached by individual
Web sites and determine how often they reach those audiences
assist with the planning of online advertising campaigns that
need to achieve specific reach or frequency objectives against a
targeted audience across multiple Web sites

design the most cost-effective media plans that can achieve
campaign objectives for reach and frequency
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comScore Marketing Solutions products use our global database, computational infrastructure and our staff of
experienced analytical personnel to help customers design more effective marketing strategies that increase sales,
reduce costs, deepen customer relationships and ultimately enhance a customer s competitive position. We offer
solutions tailored for specific industry verticals, including the automotive, consumer packaged goods, entertainment,
financial services, media, pharmaceutical, retail, technology, telecommunications and travel sectors. Many of our
Marketing Solutions products are delivered to subscribers on a recurring schedule such as monthly or quarterly. In
some cases, we provide customized reports and analyses that combine our expertise with other proprietary information
to address a specific customer need.
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The core information products offered by comScore Marketing Solutions include:

Market Share Reports. These reports track a company s share of market as measured by industry-specific performance
metrics. The metrics of choice vary by industry vertical, including as examples: share of online credit card spending

for credit card issuers; share of online travel spending for travel companies; or share of subscribers for ISPs. In each
case, market share reports provide an ongoing measurement of competitive performance and insight into the factors
driving changes in market share.

Competitive Benchmark Reports. These reports allow customers to compare themselves to competitors using various
industry-specific metrics. For example, retailers may look at metrics such as the rate of conversion of site visitors to
buyers, average order size or rate of repeat purchases among existing customers. Banks may focus on the percentage
of bank customers using online bill payment services, or compare the effectiveness of customer acquisition programs
as reflected by the percentage of leads they acquire that ultimately sign up for an online account. In each case, a
customer may define and obtain best-of-category metrics and use them as a benchmark to monitor its business
performance over time.

Loyalty and Retention Analysis. These analyses provide an understanding of the extent to which consumers are also
engaged with competitors, and identify loyalty drivers to assist customers in capturing a higher share of the consumer s
wallet. For example, a travel company might quantify the potential business lost when consumers visit its site, do not
complete a purchase but then visit a competing site to book a travel reservation. Retention or churn analyses quantify
consumer losses to competitors and the key drivers of such losses. For example, a narrowband Internet service

provider may track the rate of attrition among its customer base, identify which competitors are capturing those lost
customers, and analyze the characteristics of the lost customers in order to gain insight into ways to improve retention.

Customer Satisfaction Reports. These reports are based on panelist responses to survey questionnaires that ascertain
the degree of satisfaction with various products or services offered to consumers. This information is often integrated
with the online usage information that we collect from our panelists in order to identify which digital media usage
activities affect customer satisfaction. For instance, a sports portal may use these reports to determine which features,
such as participating in fantasy sports leagues or viewing streaming video clips, affect customer satisfaction and
loyalty the most.

gSearch. This product is a monthly scorecard of the search market that provides a comparison of search activity
across portals and major search engines. It helps identify the reach of a search engine, the loyalty of its user base, the
frequency of search queries, and the effectiveness of sponsored links displayed on search result pages in driving
referrals to advertiser sites. gSearch is used by major search engines and advertising agencies in planning search
campaigns. In August 2007 we released qSearch 2.0 with new features designed to improve its accuracy, consistency
and comprehensiveness.

Ad Effx Campaign Essentials (formerly Campaign Metrix). This product provides detailed information about specific
online advertising campaigns. These reports, available through a Web-based interface, describe for each advertising
image, or creative within an advertising campaign, the size and demographic composition of the audience exposed to
that particular advertisement, the average number of impressions delivered and other details regarding ad formats and
ad sizes used in the campaign. An advertiser, agency or publisher could use Ad Effx Campaign Essentials to gain
insight into the effectiveness of an online advertising campaign by examining the number of unique users exposed to
the campaign, the number of times on average that a unique user was exposed to the campaign and whether the
campaign reached the targeted audience demographic.

Ad Effx Brand Lift and Action Lift (formerly Brand Metrix). Ad Effx Brand Lift provides reports showing the test
compared to control effectiveness of a campaign using survey-based metrics that we collect from our Ad Recruit
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technology. For example, a Brand Lift report would illustrate the changes in brand awareness, intent and attitudes that
were driven by an advertising campaign. Ad Effx Action Lift measures the lift in the advertiser s site visitation and the
lift in searching for the brand s trademark. Each report can be customized to the advertisers needs and typically
delivered in PowerPoint, Excel and SPSS data files, often with a return on investment analysis.

10
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Ad Effx Online Lift and Offline Lift. These services provide an understanding of the effectiveness of particular
advertising campaigns by measuring the online and offline behavior of a target group of comScore panelists,
following their exposure to a particular advertisement, and comparing their behavior to that of a control group of
comScore panelists who were not exposed to such advertisements. These services allow a marketer to understand the
impact of their advertising campaign and to estimate the return on their investment in online marketing.

Survey-Based Products. These products leverage our ability to administer surveys to our panel members to obtain
valuable information that can be seamlessly integrated with online behavioral data to provide our clients with
additional insights into the drivers of consumer behavior.

Customers

As of December 31, 2009, we had 1,273 customers, including 82 Fortune 500 customers. Our customers include:

eighteen of the top twenty online properties, based on total unique visitors, as ranked by our Media Metrix
database for the month of February 2010, including Microsoft, Yahoo!, AOL and Google;

nine of the top ten U.S. Internet service providers, based on publically released data;

nine of the top ten investment banks, based on global investment banking fees revenues as of September 2009,
as ranked by Thomson Reuters/Freeman & Co.;

45 of the top 50 creative, media and digital agencies, based on Ad Age;
six of the top seven consumer banks, based on total U.S. deposits as of June 30, 2009, as ranked by the FDIC;
all of the top four wireless carriers, based on CTIA as of December 31, 2009;

nine of the top ten pharmaceutical companies, based on 2008 worldwide sales, as ranked by Biodollars.com
Top 25 Pharma Companies Report;

nine of the top ten credit card issuers, based on total credit card outstandings as of June 30, 2009, as ranked by
the Nilson Report; and

nine of the top ten consumer package goods companies, based on the 2009 Fortune 500 list.

One of our customers, Microsoft Corporation, accounted for 12%, 12% and 13% of our revenues in the years ended
December 31, 2009, 2008 and 2007, respectively.

Selling and Marketing

We sell the majority of our products through a direct sales force. Sales of the comScore Media Metrix product suite to
new clients are managed by sales representatives assigned specifically to new business development. A separate group
of account managers within our sales organization is assigned to manage, renew and increase sales to existing Media
Metrix customers. The comScore Marketing Solutions sales organization is organized vertically by industry with
account executives dedicated to selling into the automotive, consumer packaged goods, entertainment, financial
services, media, pharmaceutical, retail, technology, telecommunications and travel sectors and other industries.
Marketing Solutions account executives are tasked with both identifying and generating new business in specific
verticals as well as servicing existing customers. Our sales and account representatives receive a base salary and are
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eligible for bonuses or commissions based on performance.

Our marketing communications staff is primarily focused on leveraging the use of comScore data and insights by the
media and maximizing the number of times that comScore is cited as a source of information. We believe that the use
of our data by general and industry-specific media outlets increases recognition of the comScore brand name and
serves to help validate the value of the analyses and products we provide. In order to accomplish this goal, we seek to
maintain relationships with key news distributors, publications, TV networks, reporters and other media
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outlets. We believe that the media views us as a highly recognized and credible resource for digital marketing
intelligence. For example, between January 1, 2009 and December 31, 2009, comScore data were cited more than
113,000 times by third-party media outlets, an average of over 311 citations per day. Moreover, we are regularly cited
by well-known news distributors, publications and TV networks such as the Associated Press, Reuters, Bloomberg,
CNBC, The New York Times and The Wall Street Journal. We also target various industry conferences and
tradeshows as part of our marketing efforts. These events are typically focused on a particular industry, allowing us to
demonstrate to industry participants the value of our products to businesses in that industry.

Panel and Methodology

The foundation of our digital marketing intelligence platform is data collected from our comScore panel, which
includes approximately two million persons worldwide, whose online behavior we have explicit permission to
measure on a continuous, passive basis. We believe that our panel is one of the largest global panels of its kind,
delivering a multi-faceted view of digital media usage and transactional activity as well as selected offline activity. By
applying advanced statistical methodologies to our panel data, we project the behavior of the total online population.

We recruit our panel through a variety of online recruitment programs that have been tested and refined since our
inception to ensure a diverse sample that sufficiently represents the broader global Internet population. In addition, in
the United States we enlist a sub-sample of panelists through various offline recruiting methods. Participants in the
comScore research panel receive a package of benefits that is designed to appeal to a broad variety of user categories.
Examples of such benefits include, as of December 2009, free security applications such as encrypted file protection;
free general purpose applications such as screensavers and games; sweepstakes; cash payments; points that may be
redeemed for prizes; and planting a tree in the name of all new panelists through our Trees for Knowledge program.
Participants data and privacy are protected by defined privacy policies that safeguard personally-identifiable
information. This combination of recruiting methods allows us to maintain a panel large enough to provide
statistically representative samples in most demographic segments.

We continuously determine the size, demographics and other characteristics of the online population using
enumeration surveys of tens of thousands of persons annually, whereby respondents are asked a variety of questions
about their Internet use, as well as demographic and other descriptive questions about themselves and their
households. The sample of participants in each enumeration survey is selected using a random recruiting
methodology. The result is an up-to-date picture of the population to which the comScore sample is then projected.
We use the results from the enumeration surveys to weight and statistically project the panel data to ensure that the
projected data reflect the characteristics of the Internet population.

In addition, our Unified Digital Measurement solution combines panel measurement of people and audience
demographics with a full and accurate representation of the consumption of a site s media, which is accomplished by
site owners including comScore beacons or reporting pixels on all of their site content. Census measurement using
web beacons reports every server call that the site owner would register from all locations and devices, allows for full
representation of these audiences and devices, and fully reconciles Media Metrix site audience measurement with
publishers internal server logs or web analytics metrics.

The move to census measurement has also been extended to mobile under the auspices of the GSM Association
(GSMA), the trade body for mobile operators, and their Mobile Media Metrics (MMM) initiative to deliver a
comprehensive and granular view of the mobile internet. GSMA MMM was pioneered and launched by us in the UK.
The mobile network operators provide irreversibly anonymized census-level data for mobile internet usage.
Demographic data, collected with consent from a representative sample of mobile users, is ascribed onto the unique
persistent identification number for each anonymous user in the census data. Wi-Fi traffic, not seen in the mobile
network traffic, can be captured in server-side logs of media owners and ad networks by beaconing with our Media
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Privacy

We believe that a key factor differentiating our digital marketing intelligence is our ability to track and analyze online
usage behavior using the data collected from our panel. Since the founding of our company, we have
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endeavored to undertake such data collection and analysis responsibly and only with consumer permission.
Participation in our research panel is voluntary. Our policies require that participants consent to our privacy and data
security practices before our software collects information on the user s online activity. In addition, we provide
panelists with multiple opportunities and methods to remove themselves from our panel. We limit the type of
information that we collect by identifying and filtering certain personal information from the data collected. The
collected data is secured using multiple layers of physical and digital security mechanisms. Moreover, we maintain a
strict policy of not sharing comScore panelists personally identifiable information with our customers. We believe that
these actions and policies are consistent with the AICPA/CICA WebTrust criteria for online privacy.

Technology and Infrastructure

We have developed a proprietary system for the measurement of the activity of our global online panel. This system is
continuously refined and developed to address the changing digital media landscape and to meet new customer
business needs. The system is comprised of hundreds of servers that operate using software built on Microsoft and
other technologies. Our technology infrastructure is operated in two third-party Tier-1 co-location facilities (one in
Virginia and the other in Illinois). Our systems have multiple redundancies and are structured to ensure the
continuation of business operations in the event of network failure or if one of our data centers has been rendered
inoperable. As of December 31, 2009, our technology team (excluding employees devoted to research and
development) was comprised of 199 full-time employees (or full-time equivalents) working in four different
geographic locations, who design, develop, maintain and operate our entire technology infrastructure. In addition, we
have established a relationship with a third party firm for software development in an economically beneficial locale
as a means to augment our technology efforts for discrete projects.

Our development efforts have spanned all aspects of our business. We have developed a data capture system that
operates across our panelists computers in almost 200 countries and is used for the real-time capture of consumer
Internet behavior. We have built a large scale, efficient and proprietary system for processing massive amounts of
data. Typically our systems handle and process data in excess of 190 billion input records per month. Despite the scale
of processing required, these data are generally available on a daily basis for our business use. We have also
developed a highly efficient and scalable system for the extraction and tabulation of all online activities of our
panelists. Likewise, we have created a highly scalable data warehousing environment that allows ready access and
analysis of the data we collect. This system, based on Sybase 1Q, was awarded the 2001, 2003 and 2005 Grand Prize
for the largest Microsoft-based decision support warehouse by the Winter Corporation. In December 2006, we were
recognized as a 2007 Technology Pioneer by the World Economic Forum. We believe our scalable and highly
cost-effective systems and processing methods provide us with a significant competitive advantage.

Our customers access our digital marketing intelligence product offerings through a variety of methods including
MyMetrix, our proprietary, Web-based analysis and reporting system, which for the full year ended December 31,
2009, was used by over 20,000 active, unique users to produce more than 9.0 million reports as compared to 19,000
active, unique users in 2008.

Research and Development

Our research and development efforts focus on the enhancement of our existing products and the development of new
products to meet our customers digital marketing intelligence needs across a broad range of industries and
applications. Because of the rapidly growing and evolving use of the Internet and other digital media for commerce,
content, advertising and communications, these efforts are critical to satisfying our customers demand for relevant
digital marketing intelligence. As of December 31, 2009, we had approximately 147 full-time employees (or full-time
equivalents) working on research and development activities (excluding employees on our technology team cited
under Technology and Infrastructure above). In addition, we involve management and operations personnel in our
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research and development efforts. In 2009, 2008 and 2007 we spent $17.8 million, $14.8 million and $11.4 million,
respectively, on research and development.
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Intellectual Property

We rely on a combination of patent, trademark, copyright and trade secret laws in the United States and other
jurisdictions together with confidentiality procedures and contractual provisions to protect our proprietary technology
and our brand. We seek patent protection on inventions that we consider important to the development of our
business. We control access to our proprietary technology and enter into confidentiality and invention assignment
agreements with our employees and consultants and confidentiality agreements with other third parties.

Our success depends in part on our ability to develop patentable products and obtain, maintain and enforce patent and
trade secret protection for our products, including successfully defending these patents against any third-party
challenges, both in the United States and in other countries. We may be able to protect our technologies from
unauthorized use by third parties to the extent that we own or have licensed valid and enforceable patents or trade
secrets that cover them. However, the degree of future protection of our proprietary rights is uncertain because legal
means afford only limited protection and may not adequately protect our rights or permit us to gain or keep our
competitive advantage.

Currently, we own three U.S. patents. U.S. patent 7,181,412 was filed March 22, 2000 and covers, among other
things, techniques for collecting consumer data. U.S. patent 7,260,837 was filed February 5, 2003 and covers various
techniques, such as techniques for collecting data relating to a user s usage of a computing device, techniques for
identifying a user of a computing device, and techniques for monitoring the performance of a network server, and
U.S. patent 7,493,655 was filed February 5, 2003 and covers, among other things, techniques for placing user
identification in header of data packets usable in user demographic reporting and collecting usage data. Under current
U.S. law, the statutory term for a patent is 20 years from its earliest effective filing date. Accordingly, U.S. patent
7,181,412; 7,260,837; and 7,493,655 are expected to expire on March 22, 2020. However, various circumstances, such
as the provisions under U.S. patent law for patent term adjustment and patent term extension, may extend the duration
of any of these patents. Similarly, various circumstances may shorten the duration of any of these patents, such as a
change in U.S. law or a need or decision on our part to terminally disclaim a portion of the statutory term of any of
these patents.

We also currently have twenty-seven U.S. and foreign patent applications pending, and we intend to file, or request
that our licensors file, additional patent applications for patents covering our products. However, patents may not be
issued for any pending or future pending patent applications owned by or licensed to us, and claims allowed under any
issued patent or future issued patent owned or licensed by us may not be valid or sufficiently broad to protect our
technologies. Any issued patents owned by or licensed to us now or in the future may be challenged, invalidated, held
unenforceable or circumvented, and the rights under such patents may not provide us with the expected benefits. In
addition, competitors may design around our technology or develop competing technologies. Intellectual property
rights may also be unavailable or limited in some foreign countries, which could make it easier for competitors to
capture or increase their market share with respect to related technologies. Although we are not currently involved in
any legal proceedings related to intellectual property, we could incur substantial costs to defend ourselves in suits
brought against us or in suits in which we may assert our patent rights against others. An unfavorable outcome in any
such litigation could have a material adverse effect on our business and results of operations.

In addition to patent and trade secret protection, we also rely on several trademarks and service marks to protect our
intellectual property assets. We are the owner of numerous trademarks and service marks and have applied for
registration of our trademarks and service marks in the United States and in certain other countries to establish and
protect our brand names as part of our intellectual property strategy. Some of our registered marks include comScore,
Media Metrix and MyMetrix.
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Our intellectual property policy is to protect our products, technology and processes by asserting our intellectual
property rights where we believe it is appropriate and prudent. Any pending or future pending patent applications
owned by or licensed to us (in the United States or abroad) may not be allowed or may in the future be challenged,
invalidated, held unenforceable or circumvented, and the rights under such patents may not provide us with
competitive advantages. Any significant impairment of our intellectual property rights could harm our business or our
ability to compete. Protecting our intellectual property rights is costly and time consuming. Any
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increase in the unauthorized use of our intellectual property could make it more expensive to do business and harm
our operating results.

There is always the risk that third parties may claim that we are infringing upon their intellectual property rights and,
if successful in proving such claims, we could be prevented from selling our products.

For additional, important information related to our intellectual property, please review the information set forth in
Part I, Item 1A of this Annual Report on Form 10-K, Risk Factors Risks Related to Our Business and Our
Technologies.

Competition

The market for digital marketing intelligence is highly competitive and evolving rapidly. We compete primarily with
providers of digital marketing intelligence and related analytical products and services. We also compete with
providers of marketing services and solutions, with survey providers, as well as with internal solutions developed by
customers and potential customers. Our principal competitors include:

large and small companies that provide data and analysis of consumers online behavior, including Compete
Inc., Google, Inc., Hitwise Pty. Ltd, Quantcast, Visual Measures and Nielsen/Nielsen Online;

online advertising companies that provide measurement of online ad effectiveness, including aQuantive, Inc.,
Google/DoubleClick Inc., ValueClick, Inc. and WPP Group plc;

companies that provide audience ratings for TV, radio and other media that have extended or may extend their
current services, particularly in certain international markets, to the measurement of digital media, including
Arbitron Inc., Nielsen Media Research, Inc. and Taylor Nelson Sofres (owned by WPP Group plc);

analytical services companies that provide customers with detailed information of behavior on their own Web
sites, including Omniture (owned by Adobe), Coremetrics, Visual Sciences and WebTrends Corporation;

full-service market research firms and survey providers that may measure online behavior and attitudes,
including Harris Interactive Inc., Ipsos Group, Synnovate, GFK, Kantar and The Nielsen Company;

companies that provide behavioral, attitudinal and qualitative advertising effectiveness, including Dynamic
Logic, Inc., Insight Express, LLC and Marketing Evolution Inc.; and

specialty information providers for certain industries that we serve, including IMS Health Incorporated
(healthcare) and Nielsen Mobile, Inc. (telecommunications).

Some of our current competitors have longer operating histories, relationships with more customers and substantially
greater resources than we do. As a result, these competitors may be able to devote more resources to marketing and
promotional campaigns, panel retention and development techniques or technology and systems development than we
can. In addition, some of our competitors may be able to adopt more aggressive pricing policies. Furthermore, large
software companies, Internet portals and database management companies may enter the market or enhance their
current offerings, either by developing competing services or by acquiring our competitors, and could leverage their
significant resources and pre-existing relationships with our current and potential customers.

We believe the principal competitive factors in our markets include the following:
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the ability to provide actual and perceived high-quality, accurate and reliable data regarding Internet and other
digital media audience behavior and activity in a timely manner, including the ability to maintain a large and
statistically representative sample panel;

the ability to adapt product offerings to emerging digital media technologies and standards;

the breadth and depth of products and their flexibility and ease of use;

the availability of data across various industry verticals and geographic areas and expertise across these
verticals and in these geographic areas;
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the ability to offer survey-based information combined with digital media usage, eCommerce data and other
online information collected from panelists;

the ability to offer high-quality analytical services based on Internet and other digital media audience
measurement information;

the ability to offer products that meet the changing needs of customers and provide high-quality service; and
the prices that are charged for products based on the perceived value delivered.

We believe that we compete favorably with our competitors on the basis of these factors. However, if we are unable to
compete successfully against our current and future competitors, we may not be able to acquire and retain customers,
and we may consequently experience a decline in revenues, reduced operating margins, loss of market share and
diminished value from our products.

Government Regulation

Although we do not believe that significant existing laws or government regulations adversely impact us, our business
could be affected by different interpretations or applications of existing laws or regulations, future laws or regulations,
or actions by domestic or foreign regulatory agencies. For example, privacy concerns could lead to legislative, judicial
and regulatory limitations on our ability to collect maintain and use information about Internet users in the United
States and abroad. Various state legislatures have enacted legislation designed to protect Internet users privacy, for
example by prohibiting spyware. In recent years, similar legislation has been proposed in other states and at the
federal level and has been enacted in foreign countries, most notably by the European Union, which adopted a privacy
directive regulating the collection of personally identifiable information online and the use of cookies. These laws and
regulations, if drafted or interpreted broadly, could be deemed to apply to the technology we use, and could restrict
our information collection methods or decrease the amount and utility of the information that we would be permitted
to collect. In addition, our ability to conduct business in certain foreign jurisdictions, including China, is restricted by
the laws, regulations and agency actions of those jurisdictions. The costs of compliance with, and the other burdens
imposed by, these and other laws or regulatory actions may prevent us from selling our products or increase the costs
associated with selling our products, and may affect our ability to invest in or jointly develop products in the United
States and in foreign jurisdictions. In addition, failure to comply with these and other laws and regulations may result
in, among other things, administrative enforcement actions and fines, class action lawsuits and civil and criminal
liability. State attorneys general, governmental and nongovernmental entities and private persons may bring legal
actions asserting that our methods of collecting, using and distributing Web site visitor information are illegal or
improper, which could require us to spend significant time and resources defending these claims. For example, some
companies that collect, use and distribute Web site visitor information have been the subject of governmental
investigations and class-action lawsuits. Any such regulatory or civil action that is brought against us, even if
unsuccessful, may distract our management s attention, divert our resources, negatively affect our public image or
reputation among our panelists and customers and harm our business. The impact of any of these current or future
laws or regulations could make it more difficult or expensive to attract or maintain panelists, particularly in affected
jurisdictions, and could adversely affect our business and results of operations.

Additionally, laws and regulations that apply to communications and commerce over the Internet are becoming more
prevalent. In particular, the growth and development of the market for eCommerce has prompted calls for more
stringent tax, consumer protection and privacy laws in the United States and abroad that may impose additional
burdens on companies conducting business online. The adoption, modification or interpretation of laws or regulations
relating to the Internet or our customers digital operations could negatively affect the businesses of our customers and
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reduce their demand for our products. For additional, important information related to government regulation of our
business, please review the information set forth in Part I, Item 1A of this Annual Report on Form 10K, Risk Factors
Risks Related to Our Business and Our Technologies.
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Executive Officers of the Registrant

The following table sets forth the names and ages of our current executive officers:

Name Age Position

Magid M. Abraham, Ph.D. 51 President, Chief Executive Officer and Director
Gian M. Fulgoni 62  Executive Chairman of the Board of Directors
Kenneth J. Tarpey 57  Chief Financial Officer

Gregory T. Dale 40  Chief Operating Officer

Christiana L. Lin 40 EVP, General Counsel and Chief Privacy Officer

Magid M. Abraham, Ph.D. one of our co-founders, has served as our President, Chief Executive Officer and as a
Director since September 1999. In 1995, Dr. Abraham founded Paragren Technologies, Inc., which specialized in
delivering large scale Customer Relationship Marketing systems for strategic and target marketing, and served as its
Chief Executive Officer from 1995 to 1999. Prior to founding Paragren, Dr. Abraham was employed by Information
Resources, Inc. from 1985 until 1995, where he was President and Chief Operating Officer from 1993 to 1994 and
later Vice Chairman of the Board of Directors from 1994 until 1995. Since January 2008, Dr. Abraham has also been
a member of the board of directors of Milo.com, a startup company. In 2008, Mr. Abraham was inducted into the
Entrepreneur Hall of Fame and was named an Ernst & Young Entrepreneur of the Year in the Washington DC area.
Dr. Abraham received the Paul Green Award in 1996 and the William F. O Dell Award in 2000 from the American
Marketing Association for a 1995 article that he co-authored in the Journal of Marketing Research. He received a
Ph.D. in Operations Research and an M.B.A. from MIT. He also holds an Engineering degree from the Ecole
Polytechnique in France.

Gian M. Fulgoni, one of our co-founders, has served as our Executive Chairman of the Board of Directors since
September 1999. Prior to co-founding comScore, Mr. Fulgoni was employed by Information Resources, Inc., where
he served as President from 1981 to 1989, Chief Executive Officer from 1986 to 1998 and Chairman of the Board of
Directors from 1991 until 1995. Mr. Fulgoni has served on the board of directors of PetMed Express, Inc. since 2002
and previously served from August 1999 through November 2000. Mr. Fulgoni has also served on the board of
directors of Inxpo, an Illinois-based provider of virtual events, since July 2005 and the Advertising Research
Foundation, an industry research organization, since 2008. He also served on the board of directors of Platinum
Technology, Inc. from 1990 to 1999, U.S. Robotics, Inc. from 1991 to 1994, and Yesmail.com, Inc. from 1999 to
2000. In 1991 and again in 2004, Mr. Fulgoni was named an Illinois Entrepreneur of the Year, the only person to have
twice received the honor. In 1992, he received the Wall Street Transcript Award for outstanding contributions as Chief
Executive Officer of Information Resources, Inc. in enhancing the overall value of that company to the benefit of its
shareholders. In 2008, Mr. Fulgoni was inducted into the Chicago Entrepreneur Hall of Fame and was named an
Ernst & Young Entrepreneur of the Year. Educated in the United Kingdom, Mr. Fulgoni holds an M.A. in Marketing
from the University of Lancaster and a B.Sc. in Physics from the University of Manchester.

Kenneth J. Tarpey has served as our Chief Financial Officer since April 20, 2009. Prior to joining comScore,

Mr. Tarpey was Executive Vice President, Chief Financial Officer and Chief Operating Officer of Objectvideo, Inc., a
Reston, Virginia-based provider of video surveillance software, from 2003 until April 2009. From 2002 until 2003,
Mr. Tarpey was Senior Vice President, Chief Financial Officer and Treasurer of Ai Metrix, Inc., a Herndon,
Virginia-based provider of network optimization software. From 1997 until 2001, Mr. Tarpey was Executive Vice
President and Chief Financial Officer of Proxicom, a NASDAQ-listed Internet business consulting and development
company. Mr. Tarpey holds an M.B.A. from Babson College and a B.A. from College of the Holy Cross.
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Gregory T. Dale has served as our Chief Operating Officer since August 2009. Prior to that, he served as our Vice
President, Product Management from September 1999 until October 2000 and as our Chief Technology Officer from
October 2000 until August 2009. Prior to joining us, he served as Vice President of Client Service at Paragren
Technologies, Inc., a company that specialized in enterprise relationship marketing. He holds a B.S. in Industrial
Management from Purdue University.

Christiana L. Lin has served as our EVP, General Counsel and Chief Privacy Officer since August 2009. Prior to that,
she served as our Deputy General Counsel from February 2001 until March 2003, as our Corporate Counsel and Chief
Privacy Officer from March 2003 until January 2006 and as our General Counsel and Chief Privacy
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Officer from January 2006 until August 2009. Ms. Lin holds a J.D. from the Georgetown University Law Center and a
B.A. in Political Science from Yale University.

Employees

As of December 31, 2009, we had 593 employees. None of our employees are represented by a labor union. We have
experienced no work stoppages and believe that our employee relations are good.

Geographic Areas

Our primary geographic markets are the United States, Canada, the United Kingdom, Latin America/Chile and Japan.
For information with respect to our geographic markets, see Note 16 to our Consolidated Financial Statements in
Part II, Item 8 of this Annual Report on Form 10-K.

Available Information

We make our periodic and current reports available, free of charge, on our website as soon as reasonably practicable
after such material is electronically filed with the Securities and Exchange Commission. Our website address is
www.comscore.com and such reports are filed under SEC Filings on the Investor Relations portion of our website.
Further, a copy of this annual report as well as our other periodic and current reports may be obtained from the SEC,
located at the SEC s public reference room at 100 F Street, NE, Washington, D.C. 20549. Information on the operation
of the Public Reference Room can be obtained by calling the SEC at 1-800-SEC-0330. The SEC maintains an Internet
site that contains reports, proxy and information statements, and other information regarding our filings at
WWW.SEC.ZoV.

ITEM 1A. RISK FACTORS

An investment in our common stock involves a substantial risk of loss. You should carefully consider these risk
factors, together with all of the other information included herewith, before you decide to purchase shares of our
common stock. The occurrence of any of the following risks could materially adversely affect our business, financial
condition or operating results. In that case, the trading price of our common stock could decline, and you may lose
part or all of your investment.

Risks Related to Our Business and Our Technologies

Conditions and changes in the national and global economic environment may adversely affect our business and
financial results.

Adverse economic conditions in markets in which we operate can harm our business. If the economies of the United
States and other countries continue to experience prolonged uncertainty, customers may delay or reduce their
purchases of digital marketing intelligence products and services. Recently, economic conditions in the countries in
which we operate and sell products have become and remained increasingly negative, and global financial markets
have experienced severe volatility stemming from a multitude of factors, including adverse credit conditions impacted
by the subprime-mortgage crisis, slower economic activity, concerns about inflation and deflation, decreased
consumer confidence, increased unemployment, reduced corporate profits and capital spending, adverse business
conditions, liquidity concerns and other factors. Economic growth in the U.S. and in many other countries slowed in
the fourth quarter of 2007, remained slow throughout 2008 and 2009, and may continue to stagnate during 2010 in the
U.S. and internationally. During challenging economic times, and in tight credit markets, many customers have and
may continue to delay or reduce spending. Additionally, some of our customers may be unable to fully pay for
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purchases or may discontinue their businesses, resulting in the incurrence of uncollectible receivables for us. This
could result in reductions in our sales, longer sales cycles, difficulties in collection of accounts receivable, slower
adoption of new technologies and increased price competition. This downturn may also impact our available resources
for financing new and existing operations. If global economic and market conditions, or economic conditions in the
United States or other key markets deteriorate, we may experience a material and adverse impact on our business,
results of operations and financial condition.
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During the year ended December 31, 2009, our renewal rates for our subscription-based products remained reasonably
consistent throughout the year on a dollar-basis. However, we experienced declines in project revenues and renewal
rates of smaller customers during 2009. If this trend continues in 2010 and beyond, these declines may negatively
impact our business.

We derive a significant portion of our revenues from sales of our subscription-based digital marketing intelligence
products. If our customers terminate or fail to renew their subscriptions, our business could suffer.

We currently derive a significant portion of our revenues from our subscription-based digital marketing intelligence
products. Subscription-based products accounted for 86%, 83% and 79% of our revenues in 2009, 2008 and 2007,
respectively. Uncertain economic conditions or other factors, such as the failure or consolidation of large financial
institutions, may cause certain customers to terminate or reduce their subscriptions. If our customers terminate their
subscriptions for our products, do not renew their subscriptions, delay renewals of their subscriptions or renew on
terms less favorable to us, our revenues could decline and our business could suffer.

Our customers have no obligation to renew after the expiration of their initial subscription period, which is typically
one year, and we cannot assure that current subscriptions will be renewed at the same or higher dollar amounts, if at
all. Some of our customers have elected not to renew their subscription agreements with us in the past. If we
experience a change of control, as defined in such agreements, some of our customers also have the right to terminate
their subscriptions. Moreover, some of our major customers have the right to cancel their subscription agreements
without cause at any time. Given the current unpredictable economic conditions as well as our limited historical data
with respect to rates of customer subscription renewals, we may have difficulty accurately predicting future customer
renewal rates. Our customer renewal rates may decline or fluctuate as a result of a number of factors, including
customer satisfaction or dissatisfaction with our products, the costs or functionality of our products, the prices or
functionality of products offered by our competitors, mergers and acquisitions affecting our customer base, general
economic conditions or reductions in our customers spending levels. In this regard, we have seen a number of
customers with weaker balance sheets choosing not to renew subscriptions with us during the current economic
downturn.

Our quarterly results of operations may fluctuate in the future. As a result, we may fail to meet or exceed the
expectations of securities analysts or investors, which could cause our stock price to decline.

Our quarterly results of operations may fluctuate as a result of a variety of factors, many of which are outside of our
control. If our quarterly revenues or results of operations do not meet or exceed the expectations of securities analysts

or investors, the price of our common stock could decline substantially. In addition to the other risk factors set forth in
this Risk Factors section, factors that may cause fluctuations in our quarterly revenues or results of operations include:

our ability to increase sales to existing customers and attract new customers;

our failure to accurately estimate or control costs including those incurred as a result of acquisitions,
investments and other business development initiatives;

our revenue recognition policies related to the timing of contract renewals, delivery of products and duration of
contracts and the corresponding timing of revenue recognition;

the mix of subscription-based versus project-based revenues;

changes in our customers subscription renewal behaviors and spending on projects;
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our ability to estimate revenues and cash flows associated with business operations acquired by us;

the impact on our contract renewal rates, for both our subscription and project-based products, caused by our
customers budgetary constraints, competition, customer dissatisfaction, customer corporate restructuring or
change in control, or our customers actual or perceived lack of need for our products;

the potential loss of significant customers;
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the effect of revenues generated from significant one-time projects or the loss of such projects;
the impact of our decision to discontinue certain products;

the amount and timing of capital expenditures and operating costs related to the maintenance and expansion of
our operations and infrastructure;

the timing and success of new product introductions by us or our competitors;

variations in the demand for our products and the implementation cycles of our products by our customers;
changes in our pricing and discounting policies or those of our competitors;

service outages, other technical difficulties or security breaches;

limitations relating to the capacity of our networks, systems and processes;

maintaining appropriate staffing levels and capabilities relative to projected growth, or retaining key personnel
as a result of the integration of recent acquisitions;

adverse judgments or settlements in legal disputes;
the cost and timing of organizational restructuring, in particular in international jurisdictions;

the uncertainties associated with the integration of acquired new lines of business, and operations in countries
in which we may have little or no previous experience;

the extent to which certain expenses are more or less deductible for tax purposes, such as share-based
compensation that fluctuates based on the timing of vesting and our stock price;

the timing of any additional reversal of our deferred tax valuation allowance;
adoption of new accounting pronouncements; and

general economic, industry and market conditions and those conditions specific to Internet usage and online
businesses.

We believe that our quarterly revenues and results of operations on a year-over-year and sequential
quarter-over-quarter basis may vary significantly in the future and that period-to-period comparisons of our operating
results may not be meaningful. Investors are cautioned not to rely on the results of prior quarters as an indication of
future performance.

If we are not able to maintain panels of sufficient size and scope, or if the costs of maintaining our panels
materially increase, our business would be harmed.

We believe that the quality, size and scope of our Internet and Mobile media user panels are critical to our business.

There can be no assurance, however, that we will be able to maintain panels of sufficient size and scope to provide the
quality of marketing intelligence that our customers demand from our products. If we fail to maintain a panel of
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sufficient size and scope including coverage of international markets, customers might decline to purchase our
products or renew their subscriptions, our reputation could be damaged and our business could be materially and
adversely affected. We expect that our panel costs may increase and may comprise a greater portion of our cost of
revenues in the future. The costs associated with maintaining and improving the quality, size and scope of our panel
are dependent on many factors, many of which are beyond our control, including the participation rate of potential
panel members, the turnover among existing panel members and requirements for active participation of panel
members, such as completing survey questionnaires. Concerns over the potential unauthorized disclosure of personal
information or the classification of our software as spyware or adware may cause existing panel members to uninstall
our software or may discourage potential panel members from installing our software. To the extent we experience
greater turnover, or churn, in our panel than we have historically experienced, these costs would increase more
rapidly. We also have terminated and may in the future terminate relationships with service providers whose practices
we believe may not comply with our privacy policies, and have removed and may in the future remove panel members
obtained through such service providers. Such actions may
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result in increased costs for recruiting additional panel members. In addition, publishing content on the Internet and
purchasing advertising space on Web sites may become more expensive or restrictive in the future, which could
decrease the availability and increase the cost of advertising the incentives we offer to panel members. To the extent
that such additional expenses are not accompanied by increased revenues, our operating margins would be reduced
and our financial results would be adversely affected.

Our business may be harmed if we change our methodologies or the scope of information we collect.

We have in the past and may in the future change our methodologies or the scope of information we collect. Such
changes may result from identified deficiencies in current methodologies, development of more advanced
methodologies, changes in our business plans or expressed or perceived needs of our customers or potential
customers. Any such changes or perceived changes, or our inability to accurately or adequately communicate to our
customers and the media such changes and the potential implications of such changes on the data we have published
or will publish in the future, may result in customer dissatisfaction, particularly if certain information is no longer
collected or information collected in future periods is not comparable with information collected in prior periods. For
example, in 2009, we adopted new methodology that would integrate server-based web beacon information with our
existing panel-based data. In 2009, we also acquired and entered into a strategic alliance with web analytics
companies in order to enhance the scope of our server-based web beacon information. As a result, some of our
existing customers or customers of acquired entities may become dissatisfied as a result of changes in our
methodology and decide not to continue purchasing their subscriptions or may decide to discontinue providing us with
their web beacon or other server-side information. Additionally, we expect that we will need to further integrate new
capabilities with our existing methodologies if we develop or acquire additional products or lines of business in the
future. The resulting future changes to our methodologies, the information we collect, or the strategy we implement to
collect and analyze information, such as the movement away from pure panel-centric measurement to a hybrid of
panel- and site-centric measurement, may cause additional customer dissatisfaction and result in loss of customers.

Difficulties entering into arrangements with website owners, wireless communications operators and other entities
supporting server- and census-based methodologies may negatively affect our methodologies and harm our
business.

We believe that our methodologies are enhanced by the ability to collect information using server-based web beacon
information and other census-level approaches. There can be no assurance, however, that we will be able to maintain
relationships with a sufficient number and scope of websites in order to provide the quality of marketing intelligence
that our customers demand from our products. If we fail to continue to expand the scope of our server-based data
collection approaches, customers might decline to purchase our products or renew their subscriptions, our reputation
could be damaged and our business could be adversely affected.

Material defects or errors in our data collection and analysis systems could damage our reputation, result in
significant costs to us and impair our ability to sell our products.

Our data collection and analysis systems are complex and may contain material defects or errors. In addition, the large
amount of data that we collect may cause errors in our data collection and analysis systems. Any defect in our panelist
data collection software, network systems, statistical projections or other methodologies could result in:

loss of customers;

damage to our brand;

lost or delayed market acceptance and sales of our products;
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interruptions in the availability of our products;
the incurrence of substantial costs to correct any material defect or error;
sales credits, refunds or liability to our customers;
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diversion of development resources; and
increased warranty and insurance costs.
Any material defect or error in our data collection systems could adversely affect our reputation and operating results.

We may lose customers or be liable to certain customers if we provide poor service or if our products do not comply
with our customer agreements.

Errors in our systems resulting from the large amount of data that we collect, store and manage could cause the
information that we collect to be incomplete or to contain inaccuracies that our customers regard as significant. The
failure or inability of our systems, networks and processes to adequately handle the data in a high quality and
consistent manner could result in the loss of customers. In addition, we may be liable to certain of our customers for
damages they may incur resulting from these events, such as loss of business, loss of future revenues, breach of
contract or loss of goodwill to their business.

Our insurance policies may not cover any claim against us for loss of data, inaccuracies in data or other indirect or
consequential damages and defending a lawsuit, regardless of its merit, could be costly and divert management s

attention. Adequate insurance coverage may not be available in the future on acceptable terms, or at all. Any such
developments could adversely affect our business and results of operations.

Concern over spyware and privacy, including any violations of privacy laws, perceived misuse of personal
information, or failure to adhere to the privacy commitments that we make, could cause public relations problems
and could impair our ability to recruit panelists or maintain panels of sufficient size and scope, which in turn could
adversely affect our ability to provide our products.

Any perception of our practices as an invasion of privacy, whether legal or illegal, may subject us to public criticism.
Existing and future privacy laws and increasing sensitivity of consumers to unauthorized disclosures and the
collection or use of personal information and online usage information may create negative public reaction related to
our business practices. The U.S. Congress and various media sources have expressed concern over the collection of
online usage information from cable providers and telecommunications operators to facilitate targeted Internet
advertising, and the collection of online behavioral data generally. A similar concern has been raised by regulatory
agencies in the United Kingdom. In addition, U.S. and European lawmakers and regulators have expressed concern
over the use of third party cookies or web beacons to understand Internet usage. Such criticisms may have a chilling
effect on businesses that collect or use online usage information generally or substantially increase the cost of
maintaining a business that collects or uses online usage information. Additionally, public concern has grown
regarding certain kinds of downloadable software known as spyware and adware. These concerns might cause users to
refrain from downloading software from the Internet, including our proprietary technology, which could make it
difficult to recruit additional panelists or maintain a panel of sufficient size and scope to provide meaningful
marketing intelligence. In response to spyware and adware concerns, numerous programs are available, many of
which are available for free, that claim to identify and remove spyware and adware from users computers. Some of
these anti-spyware programs have in the past identified, and may in the future identify, our software as spyware or as a
potential spyware application. We actively seek to prevent the inclusion of our software on lists of spyware
applications or potential spyware applications, to apply best industry practices for obtaining appropriate consent from
panelists and protecting the privacy and confidentiality of our panelist data and to comply with existing privacy laws.
However, to the extent that we are not successful, and anti-spyware programs classify our software as spyware or as a
potential spyware application, or third party service providers fail to comply with our privacy or data security
requirements, our brand may be harmed and users may refrain from downloading these programs or may uninstall our
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software. Any resulting reputational harm, potential claims asserted against us or decrease in the size or scope of our
panel could reduce the demand for our products, increase the cost of recruiting panelists and adversely affect our
ability to provide our products to our customers. Any of these effects could harm our business.
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Any unauthorized disclosure or theft of private information we gather could harm our business.

Unauthorized disclosure of personally identifiable information regarding Web site visitors, whether through breach of
our secure network by an unauthorized party, employee theft or misuse, or otherwise, could harm our business. If
there were an inadvertent disclosure of personally identifiable information, or client confidential information, or if a
third party were to gain unauthorized access to the personally identifiable or client confidential information we
possess, our operations could be seriously disrupted and we could be subject to claims or litigation arising from
damages suffered by panel members or pursuant to the agreements with our customers. In addition, we could incur
significant costs in complying with the multitude of state, federal and foreign laws regarding the unauthorized
disclosure of personal information. Finally, any perceived or actual unauthorized disclosure of the information we
collect could harm our reputation, substantially impair our ability to attract and retain panelists and have an adverse
impact on our business.

Our business may be harmed if we deliver, or are perceived to deliver, inaccurate information to our customers, to
the media or to the public generally.

If the information that we provide to our customers, to the media, or to the public is inaccurate, or perceived to be
inaccurate, our brand may be harmed. The information that we collect or that is included in our databases and the
statistical projections that we provide to our customers, to the media or to the public may contain or be perceived to
contain inaccuracies. These projections may be viewed as an important measure for the success of certain businesses,
especially those businesses with a large online presence. Any inaccuracy or perceived inaccuracy in the data reported
by us about such businesses may potentially affect the market perception of such businesses and result in claims or
litigation around the accuracy of our data, or the appropriateness of our methodology, may encourage aggressive
action on the part of our competitors, and could harm our brand. Any dissatisfaction by our customers or the media
with our digital marketing intelligence, measurement or data collection and statistical projection methodologies,
whether as a result of inaccuracies, perceived inaccuracies, or otherwise, could have an adverse effect on our ability to
retain existing customers and attract new customers and could harm our brand. Additionally, we could be
contractually required to pay damages, which could be substantial, to certain of our customers if the information we
provide to them is found to be inaccurate. Any liability that we incur or any harm to our brand that we suffer because
of actual or perceived irregularities or inaccuracies in the data we deliver to our customers could harm our business.

The market for digital marketing intelligence is at an early stage of development, and if it does not develop, or
develops more slowly than expected, our business will be harmed.

The market for digital marketing intelligence products is at a relatively early stage of development, and it is uncertain
whether these products will achieve high levels of demand and increased market acceptance. Our success will depend
to a substantial extent on the willingness of companies to increase their use of such products and to continue use of
such products on a long-term basis. Factors that may affect market acceptance include:

the reliability of digital marketing intelligence products;

public concern regarding privacy and data security;

decisions of our customers and potential customers to develop digital marketing intelligence capabilities
internally rather than purchasing such products from third-party suppliers like us;

decisions by industry associations in the United States or in other countries that result in association-directed

awards, on behalf of their members, of digital measurement contracts to one or a limited number of competitive
vendors;
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the ability to maintain high levels of customer satisfaction; and
the rate of growth in eCommerce, online advertising and digital media.

The market for our products may not develop further, or may develop more slowly than we expect or may even
contract, all of which could adversely affect our business and operating results.
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Because our long-term success depends, in part, on our ability to expand the sales of our products to customers
located outside of the United States, our business will become increasingly susceptible to risks associated with
international operations.

During 2009, we acquired a company with a substantial presence in multiple Latin American countries. Despite this
acquisition, we otherwise have limited experience operating in markets outside of the United States. Our inexperience
in operating our business outside of the United States may increase the risk that the international expansion efforts we
have begun to undertake will not be successful. In addition, conducting international operations subjects us to new
risks that we have not generally faced in the United States. These risks include:

recruitment and maintenance of a sufficiently large and representative panel both globally and in certain
countries;

expanding the adoption of our server- or census-based web beacon data collection in international countries;
different customer needs and buying behavior than we are accustomed to in the United States;

difficulties and expenses associated with tailoring our products to local markets, including their translation into
foreign languages;

difficulties in staffing and managing international operations including complex and costly hiring, disciplinary,
and termination requirements;

longer accounts receivable payment cycles and difficulties in collecting accounts receivable;

potentially adverse tax consequences, including the complexities of foreign value-added taxes and restrictions
on the repatriation of earnings;

reduced or varied protection for intellectual property rights in some countries;

the burdens of complying with a wide variety of foreign laws and regulations;
fluctuations in currency exchange rates;

increased accounting and reporting burdens and complexities; and

political, social and economic instability abroad, terrorist attacks and security concerns.

Additionally, operating in international markets requires significant management attention and financial resources. We
cannot be certain that the investments and additional resources required to establish and maintain operations in other
countries will hold their value or produce desired levels of revenues or profitability. We cannot be certain that we will
be able to maintain and increase the size of the Internet user panel that we currently have in various countries, that we
will be able to recruit a representative sample for our audience measurement products, or that we will be able to enter
into arrangements with a sufficient number of website owners to allow us to collect server-based information for
inclusion in our digital marketing intelligence products. In addition, there can be no assurance that Internet usage and
eCommerce will continue to grow in international markets. In addition, governmental authorities in various countries
have different views regarding regulatory oversight of the Internet. For example, the Chinese government has taken
steps in the past to restrict the content available to Internet users in China.
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The impact of any one or more of these risks could negatively affect or delay our plans to expand our international
business and, consequently, our future operating results.

If the Internet advertising and eCommerce markets develop more slowly than we expect, our business will suffer.
Our future success will depend on continued growth in the use of the Internet as an advertising medium, a continued
increase in eCommerce spending and the proliferation of the Internet as a platform for a wide variety of consumer

activities. These markets are evolving rapidly, and it is not certain that their current growth trends will continue.
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The adoption of Internet advertising, particularly by advertisers that have historically relied on traditional offline
media, requires the acceptance of new approaches to conducting business and a willingness to invest in such new
approaches in light of a difficult economic environment. Advertisers may perceive Internet advertising to be less
effective than traditional advertising for marketing their products. They may also be unwilling to pay premium rates
for online advertising that is targeted at specific segments of users based on their demographic profile or Internet
behavior. The online advertising and eCommerce markets may also be adversely affected by privacy issues relating to
such targeted advertising, including that which makes use of personalized information, or online behavioral
information. Furthermore, online merchants may not be able to establish online commerce models that are cost
effective and may not learn how to effectively compete with other Web sites or offline merchants. In addition,
consumers may not continue to shift their spending on goods and services from offline outlets to the Internet. As a
result, growth in the use of the Internet for eCommerce may not continue at a rapid rate, or the Internet may not be
adopted as a medium of commerce by a broad base of customers or companies worldwide. Moreover, the adoption of
advertising through mobile media may slow as a result of uncertain economic conditions or other factors. Because of
the foregoing factors, among others, the market for Internet advertising and eCommerce, including commerce through
mobile media, may not continue to grow at significant rates. If these markets do not continue to develop, or if they
develop more slowly than expected, our business will suffer.

Our growth depends upon our ability to retain existing large customers and add new large customers; however, to
the extent we are not successful in doing so, our ability to maintain profitability and positive cash flow may be
impaired.

Our success depends in part on our ability to sell our products to large customers and on the renewal of the
subscriptions of those customers in subsequent years. For the years ended December 31, 2009, 2008 and 2007, we
derived over 29%, 30% and 37%, respectively, of our total revenues from our top 10 customers. Uncertain economic
conditions or other factors, such as the failure or consolidation of large financial institutions, may cause certain large
customers to terminate or reduce their subscriptions. The loss of any one or more of those customers could decrease
our revenues and harm our current and future operating results. The addition of new large customers or increases in
sales to existing large customers may require particularly long implementation periods and other costs, which may
adversely affect our profitability. To compete effectively, we have in the past been, and may in the future be, forced to
offer significant discounts to maintain existing customers or acquire other large customers. In addition, we may be
forced to reduce or withdraw from our relationships with certain existing customers or refrain from acquiring certain
new customers in order to acquire or maintain relationships with important large customers. As a result, new large
customers or increased usage of our products by large customers may cause our profits to decline and our ability to
sell our products to other customers could be adversely affected.

We derive a significant portion of our revenues from a single customer, Microsoft Corporation. For the years ended
December 31, 2009, 2008 and 2007, we derived approximately 12%, 12% and 13%, respectively, of our total revenues
from Microsoft. If Microsoft were to cease or substantially reduce its use of our products, our revenues and earnings
might decline.

As our international operations grow, changes in foreign currencies could have an increased effect on our
operating results.

A portion of our revenues and expenses from business operations in foreign countries are derived from transactions
denominated in currencies other than the functional currency of our operations in those countries. As such, we have
exposure to adverse changes in exchange rates associated with revenues and operating expenses of our foreign
operations, but we believe this exposure to be immaterial at this time and do not currently engage in any transactions
that hedge foreign currency exchange rate risk. As we grow our international operations, our exposure to foreign
currency risk could become more significant.

54



Edgar Filing: COMSCORE, INC. - Form 10-K

During 2009, the value of the U.S. Dollar fluctuated but generally depreciated against the British Pound, the Euro, the
Canadian Dollar and other local currencies of international customers. As the U.S. Dollar appreciates relative to the
local currencies of our international customers, the cost to the customer for of our products and projects
correspondingly increase and could result in reductions in sales or renewals, longer sales cycles, difficulties in
collection of accounts receivable and increased price competition, any of which could adversely affect our
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operating results. Likewise, as the U.S. Dollar appreciates, our contracts denominated in foreign currencies also result
in reduced revenues.

If we fail to respond to technological developments, our products may become obsolete or less competitive.

Our future success will depend in part on our ability to modify or enhance our products to meet customer needs, to
add functionality and to address technological advancements. For example, if certain handheld devices become the
primary mode of receiving content and conducting transactions on the Internet, and we are unable to adapt to collect
information from such devices, then we would not be able to report on online activity. To remain competitive, we will
need to develop new products that address these evolving technologies and standards across the universe of digital
media including television, Internet and mobile usage. However, we may be unsuccessful in identifying new product
opportunities or in developing or marketing new products in a timely or cost-effective manner. In addition, our
product innovations may not achieve the market penetration or price levels necessary for profitability. If we are unable
to develop enhancements to, and new features for, our existing methodologies or products or if we are unable to
develop new products that keep pace with rapid technological developments or changing industry standards, our
products may become obsolete, less marketable and less competitive, and our business will be harmed.

The market for digital marketing intelligence is highly competitive, and if we cannot compete effectively, our
revenues will decline and our business will be harmed.

The market for digital marketing intelligence is highly competitive and is evolving rapidly. We compete primarily
with providers of digital media intelligence and related analytical products and services. We also compete with
providers of marketing services and solutions, with full-service survey providers and with internal solutions developed
by customers and potential customers. Our principal competitors include:

large and small companies that provide data and analysis of consumers online behavior, including Compete
Inc., Google, Inc., Hitwise Pty. Ltd, Quantcast, Visual Measures and Nielsen/Nielsen Online;

online advertising companies that provide measurement of online ad effectiveness, including aQuantive, Inc.,
Google/DoubleClick Inc., ValueClick, Inc. and WPP Group plc;

companies that provide audience ratings for TV, radio and other media that have extended or may extend their
current services, particularly in certain international markets, to the measurement of digital media, including

Arbitron Inc., Nielsen Media Research, Inc. and Taylor Nelson Sofres (owned by WPP Group plc);

analytical services companies that provide customers with detailed information of behavior on their own Web
sites, including Omniture, Inc. (owned by Adobe), Coremetrics, Visual Sciences and WebTrends Corporation;

full-service market research firms and survey providers that may measure online behavior and attitudes,
including Harris Interactive Inc., Ipsos Group, Synnovate, GFK, Kantar and The Nielsen Company;

companies that provide behavioral, attitudinal and qualitative advertising effectiveness, including Dynamic
Logic, Inc., Insight Express, LLC and Marketing Evolution Inc.; and

specialty information providers for certain industries that we serve, including IMS Health Incorporated
(healthcare) and Nielsen Mobile, Inc. (telecommunications).

Some of our current competitors have longer operating histories, access to larger customer bases and substantially
greater resources than we do. As a result, these competitors may be able to devote greater resources to marketing and
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promotional campaigns, panel retention, panel development or development of systems and technologies than we can.
In addition, some of our competitors may adopt more aggressive pricing policies or have started to provide some
services at no cost. Furthermore, large software companies, Internet portals and database management companies may
enter our market or enhance their current offerings, either by developing competing services or by acquiring our
competitors, and could leverage their significant resources and pre-existing relationships with our current and
potential customers.
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If we are unable to compete successfully against our current and future competitors, we may not be able to retain and
acquire customers, and we may consequently experience a decline in revenues, reduced operating margins, loss of
market share and diminished value from our products.

We may encounter difficulties managing our growth and costs, which could adversely affect our results of
operations.

We have experienced significant growth over the past several years. We have substantially expanded our overall
business, customer base, headcount, data collection and processing infrastructure and operating procedures as our
business has grown through both organic growth and acquisitions. We increased our total number of full time
employees to 593 employees as of December 31, 2009 from 176 employees as of December 31, 2003. As a result of
downward adjustments to compensation and reductions in our workforce made during 2009, however, we may
encounter decreased employee morale and increased employee turnover. In addition, given the current economic
environment, we may need to further realign or reduce certain portions of our workforce in order to meet our strategic
objectives. Such actions may expose us to disruption by dissatisfied employees or employee-related claims, including
without limitation, claims by terminated employees that believe they are owed more compensation than we believe
these employees are due under our compensation and benefit plans. In addition, during this same period, we made
substantial investments in our network infrastructure operations as a result of our growth and the growth of our panel,
and we have also undertaken certain strategic acquisitions. We believe that we will need to continue to effectively
manage and expand our organization, operations and facilities in order to accommodate potential future growth or
acquisitions and to successfully integrate acquired businesses. If we continue to grow, either organically or through
acquired businesses, our current systems and facilities may not be adequate. Our need to effectively manage our
operations and cost structure requires that we continue to assess and improve our operational, financial and
management controls, reporting systems and procedures. If we are not able to efficiently and effectively manage our
cost structure, our business may be impaired.

Failure to effectively expand our sales and marketing capabilities could harm our ability to increase our customer
base and achieve broader market acceptance of our products.

Increasing our customer base and achieving broader market acceptance of our products will depend to a significant
extent on our ability to expand our sales and marketing operations. We expect to continue to rely on our direct sales
force to obtain new customers. We may expand or enhance our direct sales force both domestically and
internationally. We believe that there is significant competition for direct sales personnel with the sales skills and
technical knowledge that we require. Our ability to achieve significant growth in revenues in the future will depend, in
large part, on our success in recruiting, training and retaining sufficient numbers of direct sales personnel, and our
ability to cross train our existing salesforce with the salesforces of acquired businesses so that the sales personnel have
the necessary information and ability to sell or develop sales prospects for both our products and the products of
recently-acquired companies. In general, new hires require significant training and substantial experience before
becoming productive. Our recent hires and planned hires may not become as productive as we require, a
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