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“… ratings system resulted in a 

ratings decline for African-

American and Hispanic radio 

stations in New York of between 

38-67%.”

- Charles Warfield (Source)

https://www.youtube.com/watch?v=Qn-g6qNry1U


1841

2016
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Source: BARB

Live vs. time-shifted viewing, 2006-2017 (UK) 

--- Live viewing     --- Time-shifted viewing





Source: https://sz-media.sueddeutsche.de/de/service/downloads/preisliste-mediadaten-sz_de.pdf
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Average monthly Print/PC audience overlap 

for 13 UK newspaper brands





New cross platform readership metrics

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%
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+97%

“The inclusion of the [online] 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”)





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



• “share of consumption” should be “calculated 

from time spent for each platform” (Ofcom 2015a, 5, 

emphasis added).

• “time-based metrics will benefit publishers” 

because they value “real reader engagement over 

clicks” (FT.com 2015).

• “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

‘Combined’
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Estimated total minutes spent reading by the aggregated British print, PC, and mobile 

readerships of each of 11 British national newspaper brands, April 2015–March 2016 

(inclusive)



Time spent reading nine UK newspapers by their 18–34, 35–54, 

and 55+ year old British print and online audiences, 2015.
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Source: Neil Thurman and Richard Fletcher (forthcoming)



• Retain print readers:

• Annual revenue per print reader = £124. Per digital user = £15.50*

• Push value of print product to advertisers:

• John Witherow, editor of The Times: “a bias against print [by ad 

agencies] … I think they are mistaken and print will come back.”**

• Emulate—online—qualities of print that make it so engaging:

• Design cues refined over centuries

• Contained experience

• Sense of completion

* Source: Deloitte/NMA report, Dec 2016   ** Source: Campaign Magazine, 20 October 2016
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