
MEDIA CONSUMPTION

A look at mail readership and other 
media consumption in Australia

Source: Roy Morgan Single Source, June 2009



Adults read mail

Source: Roy Morgan Single Source, June 2009
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Mail reaches the mature market
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Mail is important for Female GBs
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Mail reaches “Big Spenders”
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Mail is important to AB’s
%

 o
f 

A
B
’s

 w
h
o
 a

re
 h

ea
vy

 c
o
n
su

m
er

s

Source: Roy Morgan Single Source, June 2009

33% 34%

7% 6%

76%

36%

42%

19%

0%

10%

20%

30%

40%

50%

60%

70%

80%

Heavy Newspapers
(7+ in last week)

Heavy Magazines
(5+ issues read)

Heavy Comrcl TV
(4+ hrs per day)

Heavy Comrcl
Radio (4+ hrs per

day)

Heavy Internet (8+
times in last week)

Heavy Cinema (2+
visits in last 3 mths)

Heavy Addressed
Mail Readership

(4+ items per week)

Heavy
Unaddressed Mail

Readership (9+
items per week)


	MEDIA CONSUMPTION
	Adults read mail
	Mail reaches the mature market
	Mail is important for Female GBs
	Mail reaches “Big Spenders”
	Mail is important to AB’s

