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Classification: Limited 

Executive Summary 

 

Lloyds Banking Group (LBG) welcomes the opportunity to support the CMA’s market study 

into Online Platforms and Digital Advertising. Given the broad scope and complexity of the 

subject matter, we look forward to working with the CMA and would be more than happy 

to arrange a follow up meeting to discuss the our response in more detail if it would be 

helpful. This response contains both LBG’s response to the CMA’s Request for Information 

as well as a response to the Statement of Scope. This document is set out as follows: 

 

1) The Open Platforms & Digital Advertising Market 

2) Ensuring the market is working effectively 

3) Our approach to the Information Request 

4) Response to the CMA’s Statement of Scope 

5) Annex I – Responses to the Information Request Questions 

 

The Open Platforms & Digital Advertising Market 

Digital markets provide numerous benefits to consumers and have played a key role in 

transforming and driving innovation in the economy. Technology, cloud-based systems 

and big data have led to the emergence of entirely new markets and platforms as well as 

creating a range of opportunities across existing markets. Within the digital economy, 

markets based on online platforms that connect a variety of user groups, have played a 

key role in this transformation, owed to their ability to reach audiences at scale. 

 

Over time, online plaftorms have delivered a range of benefits including search engines, 

e-commerce and social media. The role of these platforms has been key in delivering 

benefits to consumers and businesses alike.  

 

The digital advertising market provides a significant revenue-generating opportunity for 

online platform services. While consumers are usually able to use these online platforms 

for ‘free’, they provide the platforms with valuable consumer data which is monetised 

through digital advertising. Generating advertising revenue in these markets, and the 

susequent competitive strength of firms operating in them, depends on the ability to obtain 

and use the most comprehensive consumer data possible. The digital channel provides 

significant opportunities for this due to: 

 

 The amount of time spent online (approximately 3 hours per day for the average 

UK adult in 20181) and;  

 The internet being a frequent starting point for a purchase decision for goods and 

services. 

Although some stakeholders may argue that digital advertising accounts for a small 

component of overall advertising activity, it represents a valuable form of advertising 
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