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• Time spent reading

• Daily popularity:

• Average readership per print 

copy. 

• Estimated average number of 

online sessions per day.



Time Spent Reading:

Audience \ Channel Print Online

Domestic RQ1 RQ2

Overseas RQ3 RQ4

Audience \ Channel Print Online

Domestic RQ5 RQ6

Overseas RQ7 RQ8

Popularity:



Sample: 12 UK National Newspapers

• 2 middle market (Daily Mail, Daily Express)

• 5 popular / tabloid (Sun, People*, Mirror, Daily Star, 

Daily Record)

• 5 quality / broadsheet:

• 3 free to access (Independent, Guardian, Telegraph)

• 2 with paywall (FT, The Times)

• Monday-Fri, Saturday and Sunday print editions and their 

online channels (excluding ‘apps’) were considered

* - Sunday-only newspaper





UK National Readership Survey



UK Audit Bureau of Circulations



The Nielsen Company (UK panel)



Av. daily 
readership 
per print

copy (2011)

Lower estimate

Av. no. 

online 

sessions 

/ day (2011)

Results: Domestic Popularity



Results: Domestic Popularity, 2011
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• Time spent reading, 2011, 12 UK national newspapers

Estimated

Print reading

time

Estimated

Online reading

Time (excludes 

‘apps’)

(minimum)

Results: Domestic Attention
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*Due to the 2011 closure of the Sunday edition of The Sun—The News of the World—these figures relate to The Sun's

Monday–Saturday editions only.

Domestic Print + Online Readership – time-spent-reading. Change 2007-11

+%

-%

Extent of minimum fall / maximum gain



Overseas time-spent-reading (print & online)

The Daily Mail, The Mail on Sunday, and MailOnline





What about ‘apps’?

Comparison of monthly page impressions recorded by Independent.co.uk 

and The Independent's iPhone, Android, and Blackberry ‘apps’



Results: Domestic Readership – time-spent-reading, 2011 (no apps)



Results: Domestic Readership – time-spent-reading, 2011 (with apps, est.)
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Conclusions

• Reliance on print for 

temporal attention



Exposed

Engaged
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