


We tasked Australia’s
leading researchers to

2 0 27 ESTABLISHMENT SURVEY
4

T Nationwide survey of
Australians Australians covering all media

usage

MEDIA DIARY

Media Daily deep dive with detailed

media usage behaviour and

Consumption
Occasions motivations

2! 5 PASSIVE DIGITAL EXPOSURE

mi I I 1on Plus, a passive meter on their

Digital mobile device to share actual
Minutes digital behaviour
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We all know

96%

ead Total News Monthly




Total News

Daily Telegraph  FINANCIAL REVIEW THE AUSTRALIAN*

Che Nest Anstralian THE ﬁ , AGE

€ thewest.com.au

WNEWsS ' hews gggnlne

¢z COMau com.au
|
f
It represents all printed
and digital news as one TOtaI NEWS

media channel
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We knew That went Y
Written News .
was undervalued sa, capturing
- . @t \ impact with
In ItS a consumer

So we sought out a more
holistic way to measure its
Impact as a media platform

lens ...

... that was
comparable
for all media

/
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And we found the
Media MomentstatPack a Punchare:

/

When
and where
NECIERE
consumed

/

How it is
consumed
and their

mindset

/

How
media is
shared and
nELLE

/

The
opportunities
for

advertisers

News is ~ Newsis News is highly News enables
always Immersive shareable impactful
with you advertising
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Aussies

start their

dayith
Written

eWS

1in 4 Aussies reach for news
before eating breakfast at the
start of the day. The second

highest of all media channels.

24%

Total News Publishing

Media
consumed at
the start of
the day

17%

Total TV

16%

Radio

10%

Search

8%
Online Video

Non news
websites

Magazines
/7 \

(0]

Cinema

Podcasts
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Written NeWsS delivers audlenceS ead rly on O
and puilds 2ttention throughout the day

70%

TOtaI- Ne.ws ““_‘......-------“"
o Publishing

50% ‘--I“

40% o

30% “‘----
)
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““““
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““““
Py
20% Lot
““‘
lllllll---l----
nB
10%
““‘ X ‘t“
---l““
-----------llllllllllll
lllllllllllllllll
0%

When you While you At During your During During free During the At lunch During During free During the During During During free At dinner During the Before

first woke get ready breakfast morning morning time/leisure rest of your afternoon time/leisure rest of your evening evening time/leisure rest of your bed

up in the for the day commute work breaks in the morning work breaks in the afternoon commute work breaks in the evening

morning morning afternoon evening

think
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And isCconsumecdin

ots of

Percentage of weekly consumers ...

At work, or in an office
Restaurant/café

In a car

Personal appointment (e.g. doctor,
dentist)

At an outdoor space (e.g. park, beach)
On public transport
At a friend’s or family member’s house

Airport / train station

Publishing

Total TV

5%
4%
4%
1%
1%
2%
/%
1%

Radio

12%
4%
/1%
1%
3%
7%
3%
3%

especially at work,

restaurants and waiting for

appointments!

¢ 8 o O

Podcasts Iaggliiaal Online video  Search
18% 25% 17% 30%
9% 13% 8% 11%
40% 13% 10% 10%
4% 12% 4% 9%
8% 10% 8% 8%
13% 12% 7% 8%
9% 13% 10% 12%
9% 9% 7% 6%

Outdoor

6%
11%
59%

6%
15%
22%

2%
16%
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Written News is with readers as they move
throughout their day,

wheneverand wherever they are 9

¢ @ O O

Social Online

Percentage Radio Podcasts . . Search Outdoor
Media video
."2'. At h o 949 519% 63% 92% 89% 89% 3%
-, t home 78 /o 0 0 0 0 0 0 0

® o
X Outand about 5690 18% 85% 73% 51% 39% 49% 99%
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|
Wr , tte n DIFFERENT TYPES OF CONTENT CONSUMED - Average
News

engages |
nmore
Ways than any

other channel




Written NeWS is more

than headlines

It is ranked in top 3 media choices for readers across most

content categories.

Total News Publishing dwarfs several most media channels in politics, business/finance,

environment, sport, tech, and even auto.

Politics

Business & Finance
Environment & Sustainability
Sport

Science & Technology
Automotive

Travel & Adventure

Arts & Culture

Health & Wellbeing

Lifestyle

4%

4%

3%

5%

3%

4%,

2%

3%

3%

2%

&

Radio Podcasts

3%

5%

4%

3%

4%,

3%

3%

3%

5%

3%

U O

Social
media

6%

6%

9%

9%

8%

8%

10%

12%

12%

15%

Online
video

7%

7%

8%

8%

11%

12%

11%

10%

11%

11%

=

Non-news
websites

4%

7%

7%

3%

8%

7%

10%

10%

9%

9%

Jo

Search

10%
17%
21%
11%
24%
26%
26%
20%
26%

17%

N
=

Outdoor Cinema Magazines

2%

3%

3%

2%

2%

3%

2%

3%

2%

2%

_—
aa:a

2%
2%
2%
2%
3%
3%
2%
5%
2%

2%

wiil

2%

5%

4%

3%

5%

7%

5%

5%

6%

6%

Q+®

CATEGORY REACH FOR NEWS

Up to

vs Social 3

I
vs Radio B

@ vs Outdoor

vs Cinema B

_—
aas
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Written News is consistently the choice

for readers across Major categories

FIRST CHOICE FOR TYPE OF CONTENT

[
3 Business & ‘M politics
M Finance [ Technology

Total News Publishing: 27%
Search: 17%

Total TV: 14%

Non-news Websites: 7%

Online Video: 7%

Q7 Environment &
#” Sustainability

Search: 21%
Total News Publishing: 20%

Total TV: 13% |

Social Media: 9%
Online Video: 8%

Total News Publishing: 33%
Total TV: 22%

Search: 10% |

Online Video: 7%
Social Media: 6%

—®
—2" Sport

Total TV: 28%
Total News Publishing: 16%

Search: 11% |

Social Media: 9%
Search: 8%

Search: 24%

Total News Publishing: 16%
Online Video: 11%

Total TV: 11%

Non-news Websites: 8%

Search: 17%

Total News Publishing: 9%
Total TV: 8%

Online Video: 8%

Magazines: 5%

a\ Automotive



Majority
ofWritten

News
audiences

oclse

75% of readers are fully
engaged when reading
Written News.

Engagement is up to 2.3X greater
than other media channel.

% LEVEL OF
ATTENTION:
I'M TYPICALLY
FOCUSED

Magazines

Total News
Publishing

Search

Online Video

Non-News
Websites

Social Media

Total TV

Podcasts

Radio

Q+®

81%

66%

63%
63%
55%
52%
52%

32%
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Aussies
like to use

Written
hew

to stay

In the

NnowW

REASON FOR USING MEDIA

Stay up-to-date,
seek the latest

Total News Publishing

information

To learn or find

Total News Publishing

)

To distract, pass
time, lighten the
mood

useful
information

Total News

<24%< Publishing
To share an
experience with
others

Total News
Publishing %15%

To indulge in
personal interests

Total News 13%

or guilty

Publishin

pleasures






Written

News IS
In the

most highly
recommended

media tYPes
X *

/
-

%0 Recommendation

Magazines




and ) in 5share Written News

making it one of the most shared media type

9 Sharing Content with Others

Cinema 74%0
Magazines 58%
S
Podcasts 40% (=)
Total News P S 3o- X
Publishing B >
Outdoor 33% E
Social media 32%
Search 329/
Online Video 31%
Non news
websites 31%
Total TV 20%
Radio 16%

%0 Occasions

Spoke to someone
in person

Sent a message

Posted/commented
on social media

Sent an email

X0

29% |

EE 8%
@ 7%

B

3 5
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A 4 —

% SHARING CONTENT WITH OTHERS (WEIGHTED)

74% 17%

Search - 4] Magazines — )
| 32% 23% | ssoo ) 1070
Social ‘ 70% 30%
- o) Outdoor | ' o)
Media 329/ 22 /0 330/ 10 /0
Total News 22%
that gharing ™™ W e T o
- ‘ 539% o
| | | “websites T VIi0r 16% Radio 457 ) goy,
Aussies are twice or more likely 31% ) 16%
to talk about written news vs
something they saw on TV, saw _ ~Tm a0
outdoor or heard on the radio. Online | 9 15% Cinema o2 6%
Video 319 74%

Legend:

Total TV 0
% Consume media at least once a day 14 / o
%o Shared/talked about on last occasi
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Search daily p 430
and accesseq Y 33% of readers

Via i
b‘y' B30/ ¢ social Wee,(,y

2 /0 UJ e

Q)

Facebook traffic to news publishers has plummeted
50pc this year

Web traffic from Facebook to Australian publishers has collapsed by
upwards of 50 per cent since the start of this year, as the Meta-owned
platform escalates its pivot away from news. This is despite it having months
left in its multi-million dollar deals with media outlets.

Figures compiled for internal use by several local publishers and data from
analytics platform SimilarWeb show a precipitous fall in the amount of

Read or discuss news
articles that have been
shared on social media

) 36% ) 53%

Read news headlines
you came across

> 33% ) 769%

browsing the internet

Legend:

O Daily O At least once a week



of these
element

Q +¢ +1<¢

EXTENDED DAILY REACH -
=+0h+%& +B

o Newspaper +
o News websites/apps +
News on social media +

Other

=+ 00+
o Newspaper +
5 9 /o News websites/apps +

News on social media

+[x
5 6 O/o Newspaper +
News websites/apps

2 1 0/ (0 Newspaper
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S
evant
ChanI‘IE|S for

contextual advertising

% AD RELEVANCE

Q +® +14+ W

52%

Online Vid

S | Med
Search
Rad
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RELEVANCE

Importantly however

it also has high_ I"_eaCh Which
amplifies its power:

REACH VS RELEVANCE

60%

OVERINDEXING

30%

Non-news
websites

UNDERINDEXING

0%
0% 35%

REACH

70%

Q +® +14+ W

Written News over-index in
relevance relative to its size,
making its impact greater than
other 'high relevance' media.

INDEX VS EXPECTED
+20%

9%

ﬂ 1% 1% 0%

Non-news websites

Podcasts
Radio

TV

Search

Cinema
Social Media
Online Video

Magazines

-21%

Total News Publishing

think
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-ag '
And when it is I‘E|eva nt,Written News readers o +© T +"‘
don't feel interrupted oo

disruptive than radio, social media
and Total TV.

0%

Unfussed Engaged

LESS RELEVANT, LESS DISRUPTIVE

Cinema QO
O Podcasts

Non-news websites .. Search

() Total News Publishing
O Radio
30% @ Social Media

Switched Off Bothered

LESS RELEVANT, MORE DISRUPTIVE MORE RELEVANT, MORE DISRUPTIVE

ADVERTISING INTERRUPTS MY EXPERIENCE

@ Total TV
60%
0% 25% 50%

RELEVANCE OF ADVERTISING (very/extremely)
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This means that the advertising in written news is considered

and has the

Actual vs. Expected
(indexed to all other media)

_—

+ 279/
The ads areo +180/0 +160/0

informative

Trustworthy Has the best

advertising
offers

advertisers







News

Written N omen

/

News
NWEVE
With You

)

ts pack a p

News Is
highly
shareable

News enables
impactful
advertising

)

News iIs
Immersive

)

) )

=

« Aussies start their . Aussies consume more * As shareable as « Over indexes Iin

day and week with content types in social media. relevance.

ritten news. i .

WHEEE W LTINS HETE - It has scale to  Readers don't feel
- They consume in - And they are focused. amplify sharing. interrupted.

different ways. : . .

Y - Because they are - And is core to digital - A powerful channel

 And in lots of places. motivated to be up to platforms such as for contextual

Especially at work. date and to learn search and social. advertising.

information.
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Australian media mix

vs Optimised media mix

Australian market mix modelling

highlights the current proportion of 1.5%

Total News Publishing media spend

is well below optimal levels. 1500 @ oon P 28%
9.6% Search 4.9%

9.1% .
6.1% .

Social ' 2.3%

Radio ’ 1.7%



think

NEWS

pbrands




	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33

