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leading researchers to Nationwide survey of 
Australians covering all media 
usage

ESTABLISHMENT SURVEY
2,027

Australians

8,304
Media 

Consumption 
Occasions

2.5 
million

Digital 
Minutes

Daily deep dive with detailed
media usage behaviour and 
motivations

MEDIA DIARY

Plus, a passive meter on their 
mobile device to share actual 
digital behaviour

PASSIVE DIGITAL EXPOSURE



of Aussies read Total News Monthly

We all know

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



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.

It represents all printed 
and digital news as one 
media channel

Total News

=

Written

Total News



in its
was undervalued

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

… that was 
comparable 
for all media

That went 
beyond 
reach …

capturing 
impact with 
a consumer 

lens …



And we found the

News is

always
with you

When
and where
media is

consumed

How it is
consumed
and their

mindset

How 
media is

shared and

magnified

The
opportunities

for

advertisers

Media Moments Pack a Punchare:

News is highly

shareable
News enables

advertising
impactful

News is

immersive





1 in 4 Aussies reach for news 

before eating breakfast at the 

start of the day. The second 

highest of all media channels.

5%
Non news 
websites

26%
Social Media

17%
Total TV

16%
Radio

10%
Search8%

Online Video

5%
Podcasts

1%
Outdoor 1%

Cinema

24%
Total News Publishing

Media 

consumed at 

the start of 

the day

day

5%
Magazines

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Media Diary”)

Written



When you 

first woke 

up in the 

morning

While you 

get ready 

for the day

At 

breakfast

During your 

morning 

commute

During 

morning 

work breaks

During free 

time/leisure 

in the 

morning

During the 

rest of your 

morning

At lunch During 

afternoon 

work breaks

During free 

time/leisure 

in the 

afternoon

During the 

rest of your 

afternoon

During 

evening 

commute

During 

evening 

work breaks

During free 

time/leisure 

in the 

evening

At dinner During the 

rest of your 

evening

Before 

bed

0%

70%

delivers

the day

60%

50%

40%

30%

20%

10%

Legend: Total TV
Total News
Publishing

Radio Podcasts Social 
Media

Online 
Video Non-news websites 

attention

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Media Diary”)

Total News 
Publishing



And is

Percentage of weekly consumers …
Total News 
Publishing

Total TV Radio Podcasts
Social 
Media

Online video Search Outdoor

At work, or in an office 26% 5% 12% 18% 25% 17% 30% 6%

Restaurant/café 14% 4% 4% 9% 13% 8% 11% 11%

In a car 10% 4% 71% 40% 13% 10% 10% 59%

Personal appointment (e.g. doctor, 

dentist)
9% 1% 1% 4% 12% 4% 9% 6%

At an outdoor space (e.g. park, beach) 8% 1% 3% 8% 10% 8% 8% 15%

On public transport 8% 2% 7% 13% 12% 7% 8% 22%

At a friend’s or family member’s house 8% 7% 3% 9% 13% 10% 12% 2%

Airport / train station 5% 1% 3% 9% 9% 7% 6% 16%

consumed in especially at work, 
restaurants and waiting for 
appointments!

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”) – Weekly Users



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

Percentage Total News Publishing Total TV Radio Podcasts
Social 
Media

Online 
video

Search Outdoor

At home 78% 94% 51% 63% 92% 89% 89% 3%

Out and about 56% 18% 85% 73% 51% 39% 49% 99%

and

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”) – Weekly Users



into



The breadth of news content 
consumed is up to 2X MORE 

than any other media channel.

DIFFERENT TYPES OF CONTENT CONSUMED - Average

3.5Online Video

3.5
Non-News 

Websites

3.4Total TV

3.0Social Media

2.1Radio

News

in

ways

3.6Podcasts

4.2Magazines

4.5
Total News 
Publishing

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”) – Weekly Users



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

Total TV
Total News
Publishing

Radio Podcasts
Social 
media

Online 
video

Non-news 
websites

Search Outdoor Cinema Magazines

Politics 26% 33% 4% 3% 6% 7% 4% 10% 2% 2% 2%

Business & Finance 18% 27% 4% 5% 6% 7% 7% 17% 3% 2% 5%

Environment & Sustainability 18% 20% 3% 4% 9% 8% 7% 21% 3% 2% 4%

Sport 38% 16% 5% 3% 9% 8% 3% 11% 2% 2% 3%

Science & Technology 16% 16% 3% 4% 8% 11% 8% 24% 2% 3% 5%

Automotive 12% 14% 4% 3% 8% 12% 7% 26% 3% 3% 7%

Travel & Adventure 18% 11% 2% 3% 10% 11% 10% 26% 2% 2% 5%

Arts & Culture 18% 11% 3% 3% 12% 10% 10% 20% 3% 5% 5%

Health & Wellbeing 14% 11% 3% 5% 12% 11% 9% 26% 2% 2% 6%

Lifestyle 21% 10% 2% 3% 15% 11% 9% 17% 2% 2% 6%

Total News Publishing dwarfs several most media channels in politics, business/finance, 
environment, sport, tech, and even auto. 5X

7X

10X

17X

Up to

vs Social

vs Radio

vs Outdoor

vs Cinema

CATEGORY REACH FOR NEWS

is more

headlinesthan

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”) – Total Sample

Written



Business & 
Finance

Politics
Technology

Environment & 
Sustainability Sport Automotive

readers across

Total News Publishing: 27%
Search: 17%

Total TV: 14%
Non-news Websites: 7%

Online Video: 7%

Total News Publishing: 33%
Total TV: 22%
Search: 10%

Online Video: 7%
Social Media: 6%

Search: 24%
Total News Publishing: 16%

Online Video: 11%
Total TV: 11%

Non-news Websites: 8%

Search: 21%
Total News Publishing: 20%

Total TV: 13%
Social Media: 9%
Online Video: 8%

Total TV: 28%
Total News Publishing: 16%

Search: 11%
Social Media: 9%

Search: 8%

Search: 17%
Total News Publishing: 9%

Total TV: 8%
Online Video: 8%

Magazines: 5%

FIRST CHOICE FOR TYPE OF CONTENT

is consistently the

Written News is the first choice for 
business/finance and political content.

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”) – Total Sample



81%

75%

% LEVEL OF 
ATTENTION: 
I’M TYPICALLY 
FOCUSED

Total News
Publishing

Magazines

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

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

66%Search 

63%Online Video

63%
Non-News 

Websites

Total TV

52%Podcasts

32%Radio

55%Social Media

52%

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”) – Weekly Users



But also lean into written 
news for lighter moments

like to

When compared to other top rating media,
72%

39%

REASON FOR USING MEDIA

Stay up-to-date, 
seek the latest 

information

39%

39%

Total News Publishing

Total TV

Radio

Social Media

55%

32%

To learn or find 
useful 

information

27%

Total News Publishing

Total TV

Radio

15%

16%

To share an 
experience with 

others

7%

31%

Total TV

Radio

Social Media

13%

22%

To indulge in 
personal interests 

or guilty 
pleasures

10%

25%

Total TV

Radio

Social Media

Total News 
Publishing

Total News 
Publishing

24%

35%

To distract, pass 
time, lighten the 
mood

48%

48%

Total TV

Radio

Social Media

Total News 

Publishing

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”) – Total Sample



people’s



News is

most

The Winning Platforms

% Recommendation

55%

55%Podcasts

Magazines

46%

35%Total TV

Total News Publishing

31%

31%Social Media

Radio

28%Search

highly
in the

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment 
Survey”) – Weekly Users. %  Top 3 Box on an 11-point scale.

Written



Cinema

Magazines

Podcasts

Total News 
Publishing

Outdoor

Social media

Online Video

Search

Non news 
websites

Total TV

Radio

74%

58%

40%

39%

33%

32%

32%

31%

31%

20%

16%

A
n

y
 3

9
%

% Occasions

Spoke to someone 
in person

Sent a message

Posted/commented
on social media

Sent an email

making it one of the most shared media type

And share Written News

% Sharing Content with Others

29%

8%

7%

5%

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”) – Weekly Users



17%

58%

74%

32%
23%

70%

32%
22%

56%

39%
22%

% SHARING CONTENT WITH OTHERS (WEIGHTED)

Total News 
Publishing

Social 
Media

Search

53%

31%
16%

Non-news 
websites

49%

31%
15%

Online 
Video

14%Total TV

9%Podcasts

Outdoor

Magazines

Radio

8%

74%
6%Cinema

10%

30%

33%
10%

22%

40%

8%
48%

16%

% Consume media at least once a day

% Talking about
% Shared/talked about on last occasion

Aussies are twice or more likely 
to talk about written news vs 
something they saw on TV, saw 
outdoor or heard on the radio.

scale

sharing

Legend:

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”)



53%

digital

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

Read news headlines 
you came across 

browsing the internet

17% 36%

33%

Daily

Legend:

At least once a week

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”)

76%

Written

43%



Newspaper

Newspaper + 
News websites/apps

Newspaper + 
News websites/apps + 
News on social media

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

of

of these
67%

59%

56%

21%

+

+ +

+ + +

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”)

EXTENDED DAILY REACH





52%

28%
Total News
Publishing

CinemaNews
32%Podcasts

26%Total TV

Online Video

24%Social Media

22%Search

22%Radio

38%Magazines

21%Non- News Websites

contextual advertising
channels

26%

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”) – Weekly Users

% AD RELEVANCE

% agree ad is very / extremely relevant



Radio Total TV

Social Media

Search

Cinema

Non-news
websites

Magazines

Podcasts

Online Video

REACH VS RELEVANCE

OVERINDEXING

60%

30%

0% 35% 70%

0%

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

INDEX VS EXPECTED

UNDERINDEXING

+20%

13% 12%

9%

1% 1%
0%

-5%

-11%

-21%
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Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”)

Total News 
Publishing



0%

30%

0% 25% 50%

60%

Advertising in written news is 
perceived as more relevant and less 
disruptive than radio, social media 
and Total TV.

RELEVANCE OF ADVERTISING (very/extremely)

Radio

Podcasts

Total TV

Social Media

Search Total News Publishing
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MORE RELEVANT, LESS DISRUPTIVE

Cinema

Non-news websites

relevant,Written News readers

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”) – Weekly Users

Engaged
LESS RELEVANT, LESS DISRUPTIVE

Unfussed

LESS RELEVANT, MORE DISRUPTIVE

Switched Off
MORE RELEVANT, MORE DISRUPTIVE

Bothered



The ads are 
informative

Actual vs. Expected 

(indexed to all other media)

This means that the advertising in written news is considered

+27%
+18% +16%

Trustworthy 
advertisers

Has the best 
advertising

offers

informative, trustworthy, and has the best offers.

Source: TNB Moments Study - Online research conducted by FiftyFive5 (“Establishment Survey”) – Total Sample



Pack a



• Aussies start their 
day and week with 
written news.

• They consume in 
different ways.

• And in lots of places. 
Especially at work.

• Aussies consume more 
content types in 
written news.

• And they are focused.

• Because they are 
motivated to be up to 
date and to learn
information.

• As shareable as 
social media.

• It has scale to 
amplify sharing.

• And is core to digital 
platforms such as 
search and social.

• Over indexes in 
relevance.

• Readers don’t feel 
interrupted.

• A powerful channel 
for contextual 
advertising. 

News 
is Always 
With You 

News is 
Immersive

News is 
highly 

shareable

News enables 
impactful 

advertising

moments pack apunch



When and where 
media is consumed

How it is consumed 
and their mindset 

How it is shared and 
magnified 

The opportunities 
for advertisers 

1.0x

1.4x

2.5x

2.9x

Source: TNB Moments Study - Custom calculation leveraging Online research conducted by Fiftyfive5 
(“Establishment Survey” and “Media Diary”).

Moments



OptimalvsAustralian media mix Optimised media mix

Current

Source: ‘Source: ‘Demand Generation’, Feb 2021, Mindshare/MediaCom/Wavemaker/GroupM/Gain Theory

Optimized mix based on AUD5M budget; 

Australian market mix modelling 
highlights the current proportion of 
Total News Publishing media spend 
is well below optimal levels.

So, try shifting 6% of your 
marketing mix to Total News 
Publishing and reap the 
rewards!

1.5%

7.4%

9.6% 4.9%

15.0% 2.8%

6.1% 1.7%

9.1% 2.3%

Total News

Search

OOH

Radio

Social

Share of media spend (%)

7.4%

AUSTRALIAN MEDIA MIX
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