PRINT READERS ARE

INFLUENTIAL DECISION MAKERS
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PRINT READERS are more likely

to influence decision making in their
household for travel, alcohol and
home décor/interiors

ONE IN TWO

PRINT READERS say
that people take their
opinions seriously

94% OF PRINT READERS
talk about what they read in
magazines or newspapers

Value of

Paper

2Print

*Source : Nielsen Australia Consumer and Media View, Survey 3 2016 National 1 2 Month VOpp com.au
Print readers have read any magazine in the past mont Any newspaper in the past 7 days OR any catalogue in the past 7 days ° °



