


Total News reaches 
more people

96% of Australians 

Every week 16.6 million 
Aussies read news 

audience with the wallet
30% 

Total News engages 
more often

58 million 

interactions per week.

lean-in medium 
50% heavily engaged 

Australians are
reading more news

70% read 3 or 

more categories.



Note: The above is an example only and does not represent the full list of news entities within Australia. “Total news” is Australians aged 14+ reading news (print) and/or news (digital) – whether ad 
supported or not. Digital news therefore includes Australian publishers’ news websites/apps, Apple news and non-Australian owned news. It also includes ABC news and Google news.

There’s

liketotal



MORE 
PEOPLE

MORE 
OFTEN

READING 
MORE

96%

Source: Roy Morgan July 2022 to June 2023
Base: Australians aged 14+, n=66,234



Consuming milk

Eating fresh vegetables

That’s more than…

Drinking coffee

Reading news

Source: Roy Morgan July 2022 to June 2023
Base: Australians aged 14+, n=66,234

Watching YouTube



Source: Roy Morgan July 2022 to June 2023
Base: Australians aged 14+, n=66,234. Based on ways accessed news and current affairs content yesterday. 

Read news 
(56%)

Seen news 
(52%)

Heard news 
(29%)

News sources

2
3

1



14-34 35-54 55+
94% 97% 97%
6.8M 6.8M 7.2M

Monthly readership

96%
10.2M

96%
10.5M

by gender

by age group

by annual 
household income

$ $$ $$$ $$$$

94% 96% 96% 97%

4.1M 5.3M 4.5M 6.9M

by capital cities vs. country

96%
13.5M

96%
7.2M

Source: Roy Morgan July 2022 to June 2023
Base: Australians aged 14+, n=66,234

96% or 20.7MMonthly 
readership



high value,

Source: Roy Morgan July 2022 to June 2023
Base: Australians aged 14+, n=66,234; NEOs is a consumer lens based on over 20 years of published and awarded research by Dr. Ross Honeywill that uses finance, attitudinal and behavioural data from Roy Morgan Single Source to identify the most valuable 
consumers in the economy. These are called NEOs, and they spend 2.6 to 3 times more than their counterparts, Traditionals.

Total News

Radio

Social Media

SVOD

Super NEOs likelihood to engage 
with channel



as

Source: Roy Morgan July 2022 to June 2023

Base: Australians aged 14+, n=66,234
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Source: Roy Morgan July 2022 to June 2023

Base: Australians aged 14+, n=66,234

Readership by news format

Total news

20.7M

Both
11.3M
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Source: Roy Morgan July 2022 to June 2023

Base: Australians aged 14+, “Total prefer newspapers (print or digital)”, n=16,495

to good



58

Source: Roy Morgan July 2022 to June 2023; Roy Morgan MediaPlanner was used to simulate the weekly number of impressions across print newspapers and news websites (incl. Apple News). 
Base: Australians aged 14+ “Read news in the last 7 days (print or digital)“, n=52,520
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allCategory
Unique 

audience
% 

population

Source : Roy Morgan July 2022 to June 2023
Base: Australians aged 14+, “Read news in the last 4 weeks (print or digital)“, based on Total News Publishing definition., n= 66,234

1 or more

2 or more

3 or more

4 or more

5 or more

6 or more

7 or more

8 or more

9 or more



7 Titles 

6 Titles 

5 Titles 

4 Titles 

3 Titles 

2 Titles 

1 Title 

Source : Roy Morgan July 2022 to June 2023
Base: Australians aged 14+, “Read news in the last 4 weeks (print or digital)“, based on Total News Publishing definition., n= 66,234





Reach to age 14+ 96% 96% 96% 92% 96% 97% 98% 96% 96% 96%

Population 14+ 100% 21.6 10.6 11.0 3.5 3.7 5.2 4.7 4.5 14.1 7.5 

Total news 96% 20.7 10.2 10.5 3.2 3.6 5.1 4.6 4.3 13.5 7.2 

News (digital) 91% 19.7 9.8 9.9 3.0 3.5 4.9 4.4 3.8 13.0 6.8 

News (print) 57% 12.3 6.3 6.1 1.4 2.0 2.9 2.9 3.1 7.9 4.5 

Newspaper inserted 
magazines (NIMs)

25% 5.3 2.6 2.7 0.5 0.9 1.2 1.3 1.4 3.8 1.5 

Source: Roy Morgan July 2022 to June 2023
Base: Australians aged 14+, n=66,234
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