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News is a 
fundamental 
part of the day 
for Australians

Every week 19 million Australians read news across 
papers or online. That’s 9 out of 10 Australians aged 
14+.

Source : Roy Morgan April 2020 to March 2021. “Total news” is Australians aged 14+ reading newspapers and/or digital news websites/apps in the 

last 4 weeks averaged over the previous 12 months – whether ad supported or not. Digital news therefore includes Australian publishers’ news 
websites/apps, Apple news and non-Australian owned news websites eg Buzzfeed, The Guardian, BBC, Daily Mail. It also includes ABC news and 

Google news.



The reach of news titles compares 
favourably to leading media channels

Source : Roy Morgan April 2020 to March 2021. “Total news” is Australians aged 14+ reading news (print) and/or news (digital) in the last 7 days averaged over the previous 12 months – whether ad supported or not. Digital news therefore includes Australian publishers’ news websites/apps, 
Apple news and non-Australian owned news websites eg Buzzfeed, The Guardian, BBC, Daily Mail. It also includes ABC news and Google news. Data collection commenced Nov 2019. Facebook, YouTube, Outdoor, Radio are also last 7 days.. Television - OzTam Metro STV Timeband Report, Cume
Reach (000s) Seven, 18h00-18h59, 1-28 Feb 2021, C28. Ppl13+



News is a 
morning ritual. 
It's consumed 
by the time 
you’ve had your 
coffee

Source : Roy Morgan April 2020 to March 2021.
Which media do you prefer to use at breakfast/mid-morning, lunchtime/afternoon and dinner time/after dinner. Eg Newspapers –
print or online. Unique audience  aggregated to Breakfast & Mid-morning/afternoon/evening. Percentages are volume weighted 
from Monday to Friday readers and Saturday/Sunday readers

Average Monday to Sunday

Time of day readers prefer to read news



Readership is high across all age groups, 
including the hard to reach 14-34s
Readership and reach: Total news

Reach % to popn 14+: 97%

Totals: 20.4m

Male: 10m | Female: 10.4m

14-34: 6.8m | 35-54: 6.4m | 55+: 7.2m

Source : Roy Morgan April 2020 to March 2021. “Total news” is Australians aged 14+ reading news (print) and/or news (digital) in the last 4 weeks averaged over the previous 12 

months – whether ad supported or not. Digital news therefore includes Australian publishers’ news websites/apps, Apple news and non-Australian owned news websites eg

Buzzfeed, The Guardian, BBC, Daily Mail. It also includes ABC news and Google news.



Readership is consistent all day every day

Source : Roy Morgan April 2020 to March 2021. “Total news” is Australians aged 14+ reading newspapers and/or digital news websites/apps in the last 4 weeks averaged over the previous 12 months – whether ad supported or not. Digital news therefore includes Australian publishers’ news 
websites/apps, Apple news and non-Australian owned news websites eg Buzzfeed, The Guardian, BBC, Daily Mail. It also includes ABC news and Google news.

The above graph plots “Read news in the last 4 weeks (Print or online) “ by the month they were interviewed. Each month, sample size average is n=5500 with the lowest at n=4500



Source: Nielsen Digital Content Planning, Jan-Mar 2021, pp2+ digital (c/m), text, all parents, unique audience

One quarter of Australia’s most 
visited sites are news

Rank Digital Content Provider

4 News Corp Australia

5 Nine

9 ABC

Rank Digital Content Provider

14 Seven West Media

19 Verizon Media



Consumers trust 
the ads in news 
more than in any 
other media

Source : AdTrust Wave 3 research IPSOS November 
Source: Newsworks/Flamingo/Tapestry, How people buy
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When people view 
news, they have 
a higher degree
of engagement 
and memory

39% read news for more than 30 minutes a day.

When readers interact with news, it’s a 
lean-forward experience. Unlike other media 
channels, news has an actively engaged audience 
vs other prime time programming

This makes news particularly strong in moving 
prospective consumers through the purchase 
funnel. News shifts the needle in how people feel 
about the brands being advertised.

61% 23% 16%

Average time spent reading newspapers each day

Up to 30 minutes 30 to 59 mins a day 60 minutes +

Path to 
purchase

Source : Roy Morgan April 2020 to March 2021.  Newspaper readership is Australians aged 14+ having read a newspaper in the last 4 weeks averaged over the previous 12 months.
How long : "How many hours or minutes in total do you spend doing each of the following activities at home or away from home, in the morning, during the day or in the evening? – Read a 
newspaper"



Benchmarking the impact of news

How do you 
know if advertising 
in news works?



+5,350
Respondents

12
Separate Research cells

6,037 
Unique experiences across 

website and print

Australia's largest cross media 
advertising effectiveness study is complete

Across 42 print runs 
252 websites



EncodingRetrieval Storage

Three stages of memory

(Prompted
Recall)

(Unprompted
Recall)

(Recognition)

Ultimately, when ads command attention and 
become accessible in memory, they can 
influence attitude towards a brand.

This study focused on memory, brand 
attitudes and purchase probability.

Which media 
platforms best
drive short- and 
long-term 
memory, and 
ultimately brand 
choice?

Attitude Ad liking Brand attitude

Pre-test
brand choice

Brand choice lift (as proxy for purchase propensity)

Post-test
brand choice

Brand 
Choice Lift

Path to 
purchase



National and Metro 
Newspapers (print)

National and Metro 
Newspapers (digital)

National News Sites 
(digital)

Total News

afr.com

theaustralian.com.au

thewest.com.au

theage.com.au

Note: News titles is not an exhaustive list. It is a sample of titles/mastheads only. The term total news refers ALL printed and digital news including Australia’s leading news publishers.
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Ads placed in news are 2.2X 
better remembered than the run 
of the internet

p <.05

.05 < p <.10

Recognition Unprompted recall

+120%

+50%

+38%

National and Metro News
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19%

7%

26%

14%
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4%

40%

23%

+74%
+86%

+171% +175%

The benefit of advertising in total news is 
even more pronounced and effective among 
light category users – the most important 
growth segment

p <.05

.05 < p <.10
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53%

30%
38%

15%

34%

4%

+750%

+153%

+77%

Advertising in major newspapers 
yields 8.5X greater unprompted 
recall than the run of the internet

p <.05

.05 < p <.10
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Memory effects are seen across ad formats 
(display and video) in major news

p <.05

.05 < p 
<.10

National and Metro News

Run of the Internet
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26%

11%44% 32%
28%

21%

Advertising in digital news environments 
delivers superior memory and recall 
compared to the run of the internet

+136%
+33%

+38%
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print + digital combinations provide even stronger memory effects.

32%

5%
21% 6%

print + digital news (x2)
(Brand Lift: 16-39)

print + digital news (x2)
(Unprompted recall: 16-39)

+540%+250%

Advertising across newspaper and digital 
news platforms generates 3.5X greater 
brand lift than the run of the internet

p <.05

.05 < p <.10

National and Metro news 
(print + digital)

Run of the Internet

National News 
Sites (digital)

National and 
Metro 

Newspapers
(digital)

National and 
Metro 

Newspapers
(print)

Total News



34%

14%

34% 27%
34%

11%

Newspapers (print) vs 
Facebook video (:15)

Unprompted recall

Newspapers (print) vs 
Facebook video (:06)

Unprompted recall

Newspapers (print) vs 
Facebook video (:15 + :06)

Unprompted recall

+26%

+143%

p <.05

.05 < p 
<.10

National and Metro News

Facebook

+209%

National News 
Sites (digital)

National and 
Metro 

Newspapers
(digital)

National and 
Metro 

Newspapers
(print)

Total News

34%

9%

Newspapers (print) vs 
Facebook display

Unprompted recall

+278%

Irrespective of Facebook ad type, ads in 
newspapers outperform Facebook by up to 4X

Source: The Benchmark Series: The powerful impact of placement. ThinkNewsBrands, March 2021​



47%

22%

News (print + digital video :15) vs 
Facebook (display + video :15)

Unprompted recall

+114%

p <.05

.05 < p 
<.10

National and Metro News

Facebook

National News 
Sites (digital)

National and 
Metro 

Newspapers
(digital)

National and 
Metro 

Newspapers
(print)

Total News

Advertising across news formats is 2X as 
effective as Facebook for unprompted recall

Source: The Benchmark Series: The powerful impact of placement. ThinkNewsBrands, March 2021​



Print ads in news provide ad memory impact greater than a 
YouTube :06 video ad and are on par with :15 YouTube video ads.

Ads in news are as good as (or better than) ads 
on YouTube 

34% 34% 30%
34%

20% 23%

Newspapers (print) vs 
YouTube video (:06)

Unprompted recall

Newspapers (print) vs 
YouTube video (:15)

Unprompted recall

+48%

+70%

p <.05

.05 < p 
<.10

National and 
Metro News

YouTube

YouTube mobile

47% 40%
39%

News (print + digital video :15) vs 
YouTube (video :06 + video :15)

Unprompted recall

National News 
Sites (digital)

National and 
Metro 

Newspapers
(digital)

National and 
Metro 

Newspapers
(print)

Total News

Source: The Benchmark Series: The powerful impact of placement. ThinkNewsBrands, March 2021​



The superior memory effect of advertising in news delivers 
immediate business impact, with news amongst the best for 
short-term ROI

Source: ‘Demand Generation’, Feb 2021, Mindshare/MediaCom/Wavemaker/GroupM/Gain Theory. The payback series analyses the ROI of 60 brands with annual turnover of $23b, and $450m in advertising.  Data is based on 14 finance  brands. Total News is primarily based on print and magazine data.  



…which is 

57%
better than radio…

…and 

20%
more than search…

In the short-term, total news delivers financial 
brands $5.50 for every $1 invested…

…and 

10%
better than social

Source: ‘Demand Generation’, Feb 2021, Mindshare/MediaCom/Wavemaker/GroupM/Gain Theory. The payback series analyses the ROI of 60 brands with annual turnover of $23b, and $450m in advertising.  Data is based on 14 finance  brands. Total News is primarily based on print and magazine data.  



The whole story 
News plays a uniquely important role in the daily life of Australians
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The whole story 
Australia's biggest cross media advertising effectiveness study 
puts measures to the impact of advertising in news




