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* According -to'the. Iatest: readers ¢
ship figures.from Roy Morgati
Research, in. ‘the yearto March

Readershlp

12 menthsto -
aged 154 Mal

rch 02

£), i3
“titles (up 24 per cent) ancl liome~
maker magazmes {up8 per. cent-)
- Among; t.it.!es benef]t.ing most.
.from _the readersh:p -rise’ are’
Australizn Good Taste (up 195
~per cént), Australian ,tntenom
(up 67.5'per cent, 'off a low base)
., and Mokor (up. 44 per, cent),
7 Bridesto-bg ) rémains ardent
“mAgazine: buyers thh redder-
. ship of- Weddingi nagnzines
+ growing by.almaost 55 per cent in
the 12, months, altlicugh tlils:
“svas; - principally. due’ to the:
*launch of a-third title i, the
category, Mudem Weddmg
. Thenumberof PeOpI: reading
r.he ‘top women's ‘tifles, which
- include sonie of the biggest sel-
: ing mags, was. steady ak about.
:,-12.2° million, The Austral:an
Women’s. Week.ry. & monthly;
“Temains the hest read: title, wit!
< 27 million readers; .. ahead . of
Woman’s Day, a, weekly, with*
. -nearly 25 million: Alse “in- the -°
- million-or-more. club are Befter
Hormnes and Gardens (L5 miTlion
- readers), - the.. month!y Foxtel
¢ 'propiam- guide. (13 cmiilion),
. Thats Life! [3_22 million) and :
" Reader's Digest (121 inillion). .-
. ,-Men hit the newsstands, dur-
».Ing the year, with’ strong.per-..
* formers including Ralph (Up 17 * -
per cent) and | People (up almost
8-percent). Reaxlership of sports.
magazines sank, though, Hard-~ -
‘est -hit were "Golf . Magazine
{down 27 per cent), Iriside Sport
- {dowri 165 per cent) and Inside,
Football (down 13 per, cent}.
Business . ‘mags - were also-
pounded .with " the - categary
declindrig by 9 per cent, Hardest
__hit-was Money Management,
“whidh saw its readership tumble -
23 per cen!;, and’ Sbar'es, down
almost 13 per cent.
j "For. the first tlme The B.fg
 Issue, the: rortn.ightly mag sold
-.on the streets by dlsadvantaged -
people. was 1nc1uded in'the stat~
" “istics, . Its - readership. smce'”
August was put at 96,000 copies.
: JAmong newspapers, week.day ¥
a ediiions fared best'while reader- ~increasing. -réadership.. of - its
i ship of Saturday. and Sunday . Monday-to-Fridey editlons by 9.2
per'cent-ftn 452,000 readers p
" dayiThe Saturday-editioh. rose
‘day - Telegraph, .which_ grow L7 per cent. However ‘thi h:g—
; another 2per cent to.l. 96 miltion gest gain ‘went to the IJ.men-a
; readers. remaining the nations : Me ury, which increased regl

- West Austral n- M
West Allstralial
Tasmania
£ MBTCUny - W
Examlner M:F

i

18 per cent bn 114,000 .
Among the: Intpest. falls ware”
the Saturday editions of ‘Mel
. ‘bourne’s The Age { down 48] pe;
‘cent, although rea.dershxp ‘of it
weekday: ediffons” rose 42" per’

cent) and Herzid, Sun (dovm’ 4
“per-.eent, “ihile . the : weekds;
:editlons rose 0.9 per cent)
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IndUstry figures claim Roy

Morgan readership figures are
wrong — because they'ignore
the complexities of today’s
publishing. Mark Day feports -

Nthe year from March 2002 to

March 2003, sales of the

Melbowrrie Sunday Herald

- Sun rose by 19,000 capies. At

- -the same fime, according to

e . latest Roy Morgan readership

figures, the newspaper lost. 22,000

readers. Qver the same period, The

Austrlizn's Monday to Friday sales

rose by 4258 copies, or 3.3 per cent,

yet it stacked.on 38,000 readers —a
9.2 per cent lift

Go figure, ~

- According to Morgan, the latest

figures are accurate and delivered by

the most modem and reliable meth-

odologies available in the world.

According {0 advertising experts

such as Harold Mitchell, they test

commen sense and credulity,

“But,” says Mitchell, the head of
Australia’s largest media huym
agency, Mitchell & Partners, “its
always been like that I've been
arguing with Gary Morgan about his

" figures for 28 years now, and I am

certain he can explain at great length
why he's nght and I'm wrong. IUs just
that I can't afford to wipe out half a
week to listen.”

Readership figures are of vital
impartance to newspaper and maga-
zing publishers. They are the main
currency of advertising sales. While
circulation figures show how many

» A call for more
rigorous
information,
greater depth of -
data, and
greater
transparency

. copics are being seld, readership

uncovers how many people are
reading and, to a significant extent,
who they are in terms of demo-

- graphics, This is the information

advertisers need most If theyre
selling a praduct to young people,
they den't want to be advemsmg in
publications that are read by retirees.

- The print industry is divided about
the value and accuracy of the Mor-
gan figures: While relations between
Morgan and News Limited, pub-
lisher of The Austrafian, have been
strained during the past year, the
feeling at Fairfax and ACP is less
haostile.

Bt among publishers and adver-

. tisers alike, there are growing calls for

a new approach to be taken' to
measuring readership threugh a new

entity to take on and overthrow

Morgan.

This was first suggested lasr.yearby
the CEO of News Limited,
Hartigan, in a speech to the Audxt
Bureau of Circulations on its 70th
anniversary. Hartigan said News had
been suspicious about Morgan's
figures and methodologies for many
years, and had queded the past eight
surveys, He revealed MNews had
invited Nielsen Media Research to
undertake some readership studies

“on its chain of suburban newspapers,

but the company declined, saying it ~
did not have the proper infrastruc-
ture. “So perhaps it is now time {0
_consider establishing a new entity,
involving ail stakeholders, to set
standards and methodologies which
will accurately.measire readership,”
he told the ABC audience.

“There is 2" model. The television
industry saw:benefits in the free-to-

- air siations’ owning their own

research information, so they gat
together to establish OzTAM.

“An industry research body woild
need its outpist to be independent; it
would require the involvement and
co-operatiorf of all publishers, adver-
tisers and Agencles, and it would

. mneed to find ways of employing the

-most modern measuring. jes
in.the world to set new-standards,
rather than Morgan's 50-year old
recall methods.”

Hartigan said he was puiting the
idea forward as a personal view
rather than as official News Limited
puhcy, but added: “If what I have said
is interpreted as a shot across
Morgan’s bows, so be -it. [t won't
come as any suiprise to them.”

Hartigan is suppoited by John
Sintras, head of the Statcom Media
agency and president of the Media

" Federation of Australia. Sintras says

he believes the Morgan figures are a
.“blunt instrument” that flattens out
the peaks and troughs of newspaper
readership. “Advertisers don't want
that” he" says. “They get minute-by-
minute viewing figures for televisicn;
they want to know more about
seasonal readership changes, spikes
in readership from big events, and
more details about the people who
read the grewing number of special-
ist sections in newspapers.

“This is not an a.ntl*Mnrgan thing”
he says, “It's a cali for more dgorous
information, greater depth of data,
and greater transparency.”

Sinfras says the MFA and the
Australian Association of National
Advertisers are working together and
are planning discussions about the
creation of a new body, similar to
OzTAM, in June or July. “There are
any number of models we could look
at” he says. “We just want to get it
happening.”

The depth of feeling against Mor-
gan research is perhaps influenced
by the character of Gary Momgan
himself. Pugnacious, seliconfident,
and frequently lond and assertive in
his dealings with his clients, Morgan
has never been ‘afraid to speak his
mind or to fread on toes.

This is often interpreted by those
who work with Morgan as an unwill-
ingness to hear criicism or even
diseuss alternative methodologies to
overcome publishers’ or advertisers’
doubis about readership figures.

Harold Mitchell, no shrinking
violet himself, chuckles as he recalls
an incident years ago when he and
Morgan conducted an argument
about the veracity of the Mormgan
figure3 on a Saturday moming
among the antique shops of High

. Street, in Melboume’s Armadale,




If what I have said is intérpreted asa
shot across Morgan's bows, so be it. It
won't comie as any surprise to them.

lohn Hartigan .
News !.imlted CEQ

I've been arguing with Gary Morgan
abouthis figures for 28 years now.

Harold Mitchell
Mitchell and Partners

“We were shouting at each other,
because he was on one side of the
sireet and I was on the other. We are
still on different sides of the street”

According to another Morgan cli-
ent, who would not be named, *No
research is perfect It all can be
improved. But you need people who
want to try, rather than just bluster
about it.”

Gary Morgan has recently scaled
down his Roy Morgan Research
involvement, with chief executive
Michele Levine taking on a greater
role in dealing with publishers,

Heather White, News Limited's
sitatepy planning manager, says
Morgan now appears to be more
willing to enter dialogue, but she is
stil] not satisfied that all questions
about methodology have been ad-
dressed. “The worid is changing, and
we can't be sure Morgan is changing
with it,” she says. “They stili do face-
to-face intesviewing, and they doiton
weekends only. This makes it hard
for interviewers to get into high-rise
apariments or high-security dwell-
ings; there are more locked gates, and
more gated estates. The more afflu-~
ent they are, the less they tend to be
at home, and the less willing they are
to devote the minimum 45 minutes
needed to answer the omnibus ques-
tiens or fill out quesiionnaires.

“This means it is very difficult to
measure the A-B secio-economic
quintiles which are highly sought-
after by advertisers. Telephone sur-
veys would work well for newspapers,
but not for magazines, because there
would be a problem with cover

accept that it is not easy to
reach people in business
publication hiches. .
Michael Gill

Fairfax Business Media

It's a much more satisfying
‘relationship now, We

From time to tlrne we do

have issues with Morgan...
but as we look around the

“ world at other systems, we

recognition. So it's a dilenuna we're
still trying o work our way through to
get.a win-win result”

Alan Howe, the editor of the
Sunday Herald Sun, says he believes
Morgan's methodology is deeply
flawed. Face-to-face interviews on
weekends mean respondents are
asked questions about his paper
published at least six days earlier.
“According to Mogan’s figures, by
the fime I am selling 750,000 copies
of the Sunday Herald Sun, I won't
have a reader left,” he says. “Why
should anyone trust, figures that are
gained from face-to-face interviews
with people who happen to be at
home when a researcher calls? And
how do they assume the habits of the
tens of thousands of Melbumians
living in large apartment blocks, to
which Morgans people have no
access?”

Michael Gill, publisher of Fairfax
Business Media, has also been criti-
cal of Morgan’s ability to measure
A-B readership accurately. But, -he
says after putting his case to Morgan,
there is now a better understanding
between the paries. “It's a much
more satisfying relationship now,”
Gill says. “We accept that it is not
easy to reach people in business
publication niches.

“Top business people who read
publications such as Boss, or The
Australian Financial Review Maga-
zing, are the first to refuse if you put
a huge questionnaire in front of
them. They don’t have the time. As
CEOs they have other people to fill
out forms for them. We've talked

generally conclude that
Morgan is right for us.

Mirlam Condon -
ACP research ditector -

WHO’S COUN

through these issues with Morgan,
and now have a better mutual
understanding.”

James Haoke, formerly strategy
manager for Fairfax, and now general
manager of the group's regional and
community newspapers, says he is
also comfortable with Morgan's
methodology, “By glabal standards,
they're one of the most comprehen-
sive,” he says. “Niche audiences are
always difficult to survey, and it's
harder to get accurate figures on
magazines inserted in newspapers.

“Morgan's through-the-book
methodology, where you pull out a
physiéal copy of the magazine and
ask respondents if they read it, and
which articles, is better than the old

result The issues would: remain.
Swapping Morgan for an OzTAM
wouldn't make CEOs participate in
surveys.”

Miriam Condon, planning and
research director for ACP, says her
company is “generally happy” with
the latest research fgures. “We've put
in an enormous amount of work
revamping and refreshing our titles,
and the readership figures are where
we would expect them to be as a
result — up,” she says.

‘From time to time we do have
issues with Morgan, and sometimes
it takes time to get a resolution, but
as we look around the world at other
systems, we generally conclude that
Morgan is right for us. We subscribe

» The world is changing, and we r:an,’t-be :
sure Morgan is changing withit -

show card methods, where the caver
only of a magazine is shown.

“Our dealings with Morgan have

been a two-way streat — they have
educated us on what our expec-
tations should be, and we've put our
case. We're happy that they see the
need for continuous improvement.
‘T think some of the issues which
News sees as problems are red
herrings. The reality is that there js
presently no credible alternative.
Even if you had an OzTAM-style
entity, there is a big question as to
whether the adverdsing industy
would accept it, and it is in no way
clear that it would produce 'z better

to very comprehensive monthly data,
and as a result I think it would be

hard for us to find a survey to replace -,

Morgan. We would wonder iff we
were perthaps compromising our
comparative advantages to do so.”
Morgan's Levine is as uncompro-
mising as her boss when it comes to
singing the praises of the Roy
Morgan readership research. “No
one could do it better,” she says. “We
do the best job in the word. -
substantially better, and we are
continuously improving. We're hav-
ing a dialogue with News Limited,
and addressing the issues, but the
strongest thing gofng for us is that

D?

we're independent. We are not
aligned to the publishers, and adver-
tisers realise they need that indepen-
dence. And you have to ask: ¢ould
anyone else do a better job? Nielsens
wete approached, but they couldn’t
do it. They had o walk away”
So how does Levine explain the
drop in readership for the Suaday -
Herald Sun or the sharp rise for The
Ausimalian? :
“There could b& many reasons,”
she says. “It is possible that people
buy but do not read — quite ofien
there are special marketing or sales
promotions which c¢an infiuence
these things, such as a deal where if
you buy Monday to Saturday, you get
Sunday free. It's a sale, but it's not
necessarily a reader. Readership may
follow as people get the habit.
“There are other possibilities.
Saturday papers are getting bigger
and bigger, and perhaps better, too.
As Baturdays get better, they can eat
into Sunday readership. :
“There are often a number of

“reasons why numbers don't seem to

correlate survey to survey, but over a
period, trends will show and blips
will tend to fatten.”

And The Austalian’s lit in
readetship? “The Australian has
been advertising heavily on tele-
vision. We use the worm [of pre-
election political debate fame] to
measure people’s positive or hegative
1esponses 1o advertising, and The
Australian's ads have tested strongly
positive. So ’mayhl: the advemsmg is
working.”
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From: Gary Morgan

Sent: Friday, 16 November 2001 7:00

To: 'mday@ozemail.com.au’

Subject: Arti;:le in The Australian Media - "A very costly call"

To: Mark Day
The Australian Newspaper

Dear Mark,
Like anyone, you're obvicusly entitled to criticise me, my personality and the Morgan Poll.

However, your article in the Thursday, November 15 The Australian Media cannot go
unanswered as it is mischievous and misleading - it is important to get the facts right. Given the
recent reporting, as fact, of refugee boat people throwing their children overboard - are we to
believe every other fact reported in the media is also wrong?

Firstly, your article would have been fairer if you had included our comment:
"There are two possibilities:

e The electorate changed in the last week; or
e The Morgan Poll got it wrong.

At this stage we don't know which is true. We surveyed on election day and, when collated,
the results of this Australia-wide Morgan Poll will give us some indication. We will also be re-
interviewing respondents surveyed a week before the election to see if they changed their
mind in the last week, and if so why."

We will be preparing a full repoﬁ on 'those findings when théy are available - next week. Until
then we can only hypothesise.

Secondly, you know or should know that your statement “the readership measurement contract
comes up for renewal” is wrong and misleading. in Australia, there is no industry contract for a
national readership survey - it is independent. Roy Morgan Research contracts independently
with the publishers, advertising agencies and advertisers. The only other country in the world
where there are independent readership surveys is the United States. In the USA it would be
illegal for the media to get together and conduct their own readership (measurement) survey..
The legality under Australian Trade Practices laws has not been tested. In most instances the
industry seeks permission from the ACCC (Australian Competition and Consumer Comrnission).
Hopefully, Prime Minister-John Howard and his colleagues in Canberra will ensure the Trade
Practices Act in Australia makes it impossible for the media in Australia to own the national
readership survey. '

If anyone doubts the importance of independence of measurement, they only need to look at the
recent Canadian experience. The Canadian Joint Industry body (known as the Print Magazine

Bureau) created a new print measurement method which increased the readership of magazines
by an average of 140% (ie more than double) and created reader-per-copy estimates of up to 20.

Canadian magazine readership estimates comparing Print Magazine Bureau’s new and old
methodologies



Magazines 2000 2001 Change
Through-the-book (old) | Recent Reading (new})
Healthwatch 842,000 4,949,000 +488%
Canadian Gardening 706,000 (r-p-c 5.0)* 2,842,000 (r-p-c 20.0) +303
National Post Business 436,000 1,620,000 +272
R.0.B. magazine 397,000 1,326,000 +234
Canadian House and 800,000 (r-p-c 4.5) 2,447,000 (r-p-¢ 13.9) +206
Home
Toronto Life 341,000 (r-p-c 3.7) 1,034,000 (r-p-c 11.2) +203
Chatelaine 1,766,000 4,792,000 +171
Reader's Digest 3,168,000 7,929,000 +150
TV Guide 1,865,000 4,284,000 +130
Canadian Living 1,986,000 4,498,000 +126
Homemaker's 1,206,000 2,267,000 +88
Maclean’s 1,669,000 {r-p-c 3.3) 3,090,000 (r-p-c 6.1) +85
Time 1,706,000 {r-p-c 5.4) 3,074,000 (r-p-¢ 9.7) +80
Elm Street 710,000 1,010,000 +42
Saturday Night 561,000 794,000 +42

* r-p-c refers to readers-per-copy
Source: Print Measurement Bureau and Audit Bureau of Circulations

While those in the print media in Canada may seek to have the new figures accepted (by claiming
the new figures to be correct and the old ones too low), it is important to look at reality.

The table above also shows as an example the caiculated readers-per-copy for five of the titles.

It is clear that 20 readers-per-copy for Canadian Gardening is not real; nor is 9.7 readers-per-
copy for Time.

If our readership survey were to use the UK "recency" method (as is used in the recent Canadian
experiment), then you would expect the reader-per-copy estimate to be lower for newspapers and
as shown above significantly higher for some magazines. (This can be seen by comparing Roy
Morgan NZ readership estimates with those obtained by Nielsen NZ who use the UK "recency"
methed.)

For a fuller understanding your readers need to study our paper "Pitfalls of International Market
Research" referred to in our recent ARF Workshop paper presented in Chicago, "Single Source - For
Increased Advertising Productivity In A Muitimedia World".
http://www.roymorgan.com/international/mediapapers/2001/INT-2001NO1.pdf

In this paper, we point out that if you compare readers -per-copy estimates across the USA, New
Zealand and Australia, you'll see the present USA and NZ readership estimates for many magazines
are inflated. Because of this the data cannot realistically be used in any multimedia schedules, ie
optimising advertising expenditure in TV and/or radio with magazines and/or newspapers.

We demonstrate this by example by looking at the readers-per-copy of five well-known magazines in
three markets (Australia, New Zealand and USA) - using the local readership currency (see table
below). A media buyer using this data would believe that magazines are “passed-on” to a lot more
people in the USA and NZ than in Australia. For instance, that an average copy of People is read by
9.8 people aged 18+ in the USA, and the same magazine (called Who in Australia and New
Zealand) is read by 8.5 people aged 20+ in New Zealand, but only 4.3 people aged 18+ in Australia.

Similarly, that an average copy of Reader's Digest is read by 3.9 beople aged 20+ in NZ, 3.4 people
aged 18+ in the USA and only 2.4 people aged 18+ in Australia.




Similar differences are shown for Cosmopolitan, TIME and Newsweek (see below).

Readership currency reader-per-copy estimates across countries

Magazine Australia New Zealand USA

Roy Morgan (18+) | Nieisen (20+) MRI (18+)
People / Who* 4.3 8.5 9.8
Reader’s Digest 24 3.9 34
Cosmopolitan 3.0 nfa 6.1
TIME 34 5.7 5.1
Newsweek/Bulletin® 4.0 Not published 6.1

* |n Australia and New Zealand, People is Who
* In Australia, Newsweek is inciuded in The Bulletin

Source: Australia:
New Zealand:
United States:

Roy Morgan Research Jan-Dec 2000, Circulation: Jul-Dec 2000
Nielsen Jul 99-Jun 00, Circulation: Jul-Dec 2000
MR Fall 2000 Circulation: Jul-Dec 2000

However, the next table below shows that when Roy Morgan Research applies the same.
measurement methodology across the different countries, the differences all but disappear.

People (or Who) has readers-per-copy, aged 18 and over of 4.3 in Australia, 4.7 in New Zealand,
and 4.4 in the USA: and Reader's Digest has readers-per-copy of 2.4, 2.5 and 2.9 respectively.
TIME has readers-per-copy aged 18 and over of 3.4 in Australia, 3.7 in New Zealand and 4.3 in the
USA. A similar pattern of resuit is shown for Newsweek with slightly higher readers-per-copy in the
USA (5.1) than Australia (4.0).

In other words, when we apply Roy Morgan's consistent proven methodology to different markets on
the same magazines, we discover that the magazines attract very similar readers-per-copy despite
the marketplace differences. Common sense would say this is correct.

Roy Morgan Research readers-per-copy (18+) estimates across countries

Magazine Australia {18+) New Zealand (184} USA {18+)
People / Who* 4.3 4,7 4.4
Reader’s Digest 24 2.5 2.9
Cosmopolitan 3.0 3.5 3.4
TIME 3.4 3.7 4.3
Newsweek/Bulletin 4.0 Not published 5,1

* In Australia and New Zealand, Pecple is Who

Source: Australia:
New Zealand:
United States:

* In Australia, Newsweek is included in The Bulletin
Roy Morgan Research Jan-Dec 2000, Circulation: Jul-Dec 2000
Roy Morgan Research Jan-Dec 2000, Circulation: Jul-Dec 2000
Roy Morgan Research Jul-Nov 2000, Circulation: Jul-Dec 2000

The fact is only when all media are measured by a method which gets realistic audience
measurements across different media is it possible for advertising agencies to compute
multimedia schedules for buying advertising across media.

The Roy Morgan Readership Survey uses as the “gold” standard full “through-the-book™ (for
TIME, Bulletin, BRW, some newspaper supplements and magazines inserted in newspapers)
and specific issues for monthly publications.

telescoping.

This reduces confusion, replication, and

In Australia, where the readership survey is independent, and the figures produced by Roy
Morgan are believable and consistent, the readership survey s highly regarded.




Criticism is a fundamental element of any independent measurement or audit. The Roy Morgan
Readership Survey, like any truly independent measurement, must be and is open to criticism,
and questioning. Unlike in the USA, we have a clearly defined embargo period during which all
media can review and query the results before they are published. We are answerable to all
parties independently.

With the Industry Committee model, once the Committee have agreed - there is little room for
querying - and no option to pot subscribe.

Changing the readership survey methodology in Australia will result in significant changes in the
currency for valuing advertisements in newspapers vs magazines vs TV vs radio. In Canada
today if anyone believes the new readership currency, there will be a shiit away from advertising
in newspapers. Obviously, if Australia followed the Canadian method, there would be a
significant decline in the advertising revenue available for newspapers. This is a consequence
which 'm sure would not please our mutual friends at News and Fairfax.

The "Doyen of Polisters”

Finally, it would be wrong not to answer "the doyen of polisters”, Red Cameron's comment
regarding Australians changing their minds in huge numbers - a comment which | agreed with
until "border protection”, a new euphemism for what used to be called "the race card" in political
circles, was played on all Australia’s media on the two/three days before the election and again
by the Liberals at polling booths. Laurie Oakes' article in this week's Bulletin (with Newsweek) is
important - it will concern many people and in particular, our neighbours.

Yours sincerely,
Gary Morgan
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