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Readership: 710,000

1957

2016

Readership = circulation 𝑥 readers per copy



1997

2016



Source: https://sz-media.sueddeutsche.de/de/service/downloads/preisliste-mediadaten-sz_de.pdf



France

Finland
Denmark

Overlaps in newspaper usage between print and online

Source: Reuters Institute Digital News Report, 2014





New cross-platform readership metrics (UK example)

National Readership Survey
33,225 sample in home 

interviews

comScore panels:
72,000 PC users

6,000 mobile users
+ tagging

‘Fusion’

‘Print and Digital Data’ (PADD)
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On average mobile adds a further 107% audience reach to 

individual newsbrand footprints

Source: NRS PADD: NRS July 2015 – June 2016 & comScore June 2016

(Monthly audience estimates)

Monthly Audience Estimates (‘000s)

+80%
+133%

+97%



+80%
+133%

+97%

“The inclusion of the PC website and mobile data … created 

impressive headlines as to the overall reach of publisher brands”

“Depressing headlines about the ongoing decline of print 

audiences … have been transformed to a positive story of 

growing mobile audiences and extensive brand reach”

Katherine Page, NRS
(“Breaking and making: A new measurement service for the British published media”)



• “the preoccupation with audience size has led to 

erroneous decisions in the management of media 

content” - Bogart 1966: 47

Source: Bogart, Leo (1966) “Is it time to discard the audience concept?” 

Journal of Marketing 30.1.



• The UK’s media regulator, Ofcom, believes that 

“share of consumption” be “calculated from time 

spent for each platform” (Ofcom 2015a, 5, emphasis added).

• The Financial Times believes “time-based metrics 

will benefit publishers” because they value “real 

reader engagement over clicks” (FT.com 2015).

• Medium, developed by Twitter’s co-founder Ev

Williams, uses “total time reading” as its “top-

line metric” (Williams 2015).



(Reach)

National Readership Survey
33,225 sample in home 

interviews

comScore panels:
72,000 PC users

6,000 mobile users
+ tagging
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National Readership Survey
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+ tagging
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National Readership Survey
33,225 sample in home 

interviews

comScore panels:
72,000 PC users

6,000 mobile users
+ tagging

‘Fusion’

PC: 12+

Mobile: 18+

United Kingdom

Print: 15+

Great Britain

(excludes Northern Ireland)



Estimated
Print reading

Time (88.5%)

Estimated
PC reading

Time (4%)

Sources: NRS, comScore

Estimated
Mobile reading

Time (7.5%)

Annual time spent reading. Aggregated print, PC, & 

mobile audiences.
(11 UK national newspapers, domestic audience, April 2015–March 2016)



Average print reading time 

per reader

per day:

40 minutes

Average online usage time 

per visitor

per day:

30 secondsSources: NRS, comScore

Av. Time spent per day by online and print readers of 

11 UK national newspaper brands
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Print reading

Time (88.5%)

Estimated
PC reading

Time (4%)

Sources: NRS, comScore

Estimated
Mobile reading

Time (7.5%)

Annual time spent reading. Aggregated print, PC, & 

mobile audiences.
(11 UK national newspapers, domestic audience, April 2015–March 2016)



Newspapers are 

“stuck between a 

failing experiment 

with digital and a 

shrinking market for 

print”
(Iris Chyi, quoted in 

Vasquez, 2015). 







The Mail

The Sun

The Telegraph

Mirror

The Times

The Guardian

Express

Star

Record
The Scotsman

The Herald

Distribution of annual multiplatform (print, PC, and mobile) reading time (in minutes) attracted by 
11 UK national newspapers, April 2015–March 2016 (inclusive)

Sources: NRS and comScore.
Note: Data is for British audiences aged 18+. Video viewing on mobile platforms is excluded.
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• “the preoccupation with audience size has led to 

erroneous decisions in the management of media 

content” - Bogart 1966: 47

• Can capture newspapers’ cross-platform audiences

• Single number, easy to understand

• Data collected continuously & at scale

Advantages of attention-based metrics:
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Thank you.


