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SUMMARY INFORMATION 
This presentation contains summary information about Fairfax Media Limited and its activities current as at 16 August 2017. The information in this presentation is of  a 
general background nature and does not purport to be complete. It should be read in conjunction with Fairfax Media Limited other periodic and continuous disclosure  
announcements which are available at www.fairfaxmedia.com.au. 
 
NOT FINANCIAL PRODUCT ADVICE 
This presentation is for information purposes only and is not financial product or investment advice or a recommendation to acquire Fairfax Media Limited securities and  
has been prepared without taking into account the objectives, financial situation or needs of individuals. Before making an investment decision, prospective investors  
should consider the appropriateness of the information having regard to their own objectives, financial situation and needs and seek legal and taxation advice appropriate  
to their jurisdiction. Statements made in this presentation are made as at the date of the presentation unless otherwise stated. 
 
PAST PERFORMANCE 
Past performance information given in this presentation is given for illustrative purposes only and should not be relied upon as (and is not) an indication of future  
performance. 
 
FUTURE PERFORMANCE 
This presentation contains certain “forward-looking statements”. The words “expect”, “should”, “could”, “may”, “predict”, “plan” and other similar expressions are intended  
to identify forward-looking statements. Indications of, and guidance on, future earnings and financial position and performance are also forward-looking statements. 
Forward-looking statements, opinions and estimates provided in this presentation are based on assumptions and contingencies which are subject to change without  
notice, as are statements about market and industry trends, which are based on interpretations of current market conditions. Forward-looking statements including  
projections, guidance on future earnings and estimates are provided as a general guide only and should not be relied upon as an indication or guarantee of future  
performance. Actual results, performance or achievements may vary materially for many projections because events and actual circumstances frequently do not occur  
as forecast and these differences can be material. This presentation contains such statements that are subject to risk factors associated with the industries in which  
Fairfax Media Limited operates which may materially impact on future performance. Investors should form their own views as to these matters and any assumptions on  
which any forward-looking statements are based. Fairfax Media Limited assumes no obligation to update or revise such information to reflect any change in expectations  
or assumptions. The inclusion of forward-looking statements in this presentation should not be regarded as a representation, warranty of guarantee with respect to its  
accuracy or the accuracy of the underlying assumptions or that Fairfax Media Limited will achieve, or is likely to achieve, any particular results. 
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• Group revenue for continuing businesses decreased  
5.3% to $1,732.6m.  

• Group expenses for continuing businesses decreased  
5.7% to $1,460.9m.  

• Underlying EBITDA of $271.1m  decreased by 4.3%. 

• Underlying EBIT of $230.3m  increased 8.0%.  

• Net profit of $142.6m increased 7.6%.  

• Statutory net profit of $83.9m including significant 
items of $58.7m after tax. 

• Dividend of 2¢ per share (100% franked) payable on  
12 September 2017. 

Trading Performance 
excluding significant 

items

Trading Performance 
excluding significant 

items
FY16 Change

25 June 2017 $m $m %
Total revenue 1,732.6 1,830.5 (5.3%)
Expenses (1,460.9)                              (1,548.8) 5.7%
Operating EBITDA 271.1 283.3 (4.3%)
EBIT 230.3 213.2 8.0%
Net profit attributable to 
members of the Company 142.6 132.5 7.6%
Earnings per share 6.2 5.7 8.8%

FY17
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Note: Australian Community Media and New Zealand Media – Revenue includes external printing revenue (only included in the segment slide).    

• Reported group revenue decrease of 5.3%: 
– Domain revenue up 8.1% with digital revenue up 18.8%. 
– Metropolitan Media revenues down 9.0%. 
– Australian Community Media revenues down 11.7%  

(11.1% excluding external print revenue).  
– New Zealand ($NZ) revenues down 6.6%.   
     (7.0% excluding external print revenue).  
– Radio revenues down 1.1%. 

• Reported group EBITDA decrease of 4.3%. 
• Trading in the first six weeks of FY18 saw revenues 

around 4% below last year.  

FY17 FY16 % FY17 FY16 %

A$m A$m change A$m A$m change

Domain Group 320.3           296.3           8.1% 113.1        120.0           (5.7%) 

Australian Metro Media 522.2           574.1           (9.0%) 49.1          39.0             25.9% 

Australian Community Media 428.2           485.1           (11.7%) 73.0          90.4             (19.2%) 

New Zealand Media 310.6           322.6           (3.7%) 52.4          55.2             (5.1%) 

Macquarie Media Limited 137.0           138.6           (1.1%) 31.5          25.0             26.0% 

Corporate and Other 14.3             13.8             3.5% (48.0)         (46.2)            (3.8%) 

Total 1,732.6        1,830.5        (5.3%) 271.1        283.3           (4.3%) 

New Zealand Media $NZD 329.1           352.2           (6.6%) 55.5          60.2             (7.7%) 

Revenue EBITDA
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• Preparation for the proposed separation and ASX listing of Domain Group is on track. 

• Fairfax Media plans to retain 60% of Domain, with 40% distributed to Fairfax shareholders. 

• Domain expected to draw $150 million of net debt upon separation with proceeds to Fairfax as part of 

business transfers. 

• Conditional on shareholder approval and receipt of regulatory clearances (including ASIC, ASX and ATO) 

which are well progressed.  

• Nick Falloon will be Domain Chairman. The Board recruitment process is underway.  

• Expected timetable: 

- Scheme booklet available including Independent Expert’s Report – late September 2017. 

- Domain investor roadshow – October 2017. 

- Scheme shareholder vote at Extraordinary General Meeting – expected early November 2017. 

- Domain shares expected to commence trading – mid to late November 2017. 
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19% depth (premium listings)  
revenue growth 

Strong digital revenue growth from  
developers & commercial 

18% increase in leads from mobile 

FY18 first six weeks’ digital revenue +26% 

On location at Domain-sponsored show The Block 2016 



11 

• Geographic expansion 
• Depth product penetration 
• Yield increases 

• Capitalise on large audiences 
• Yield increases 
• Leverage high-quality journalism  

• Capitalise on growing audiences 
• Geographic expansion 
• Leverage adjacent categories, 

e.g. franchise, rural, etc 

• Subscriber and yield growth 
• Create fully integrated 

agent services offering 
 
 

• Home loans and insurance 
• Utilities connections 
• Trade services and home 

maintenance and improvement 
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Connections 

Insurance 

Domain 
Editorial content 

Home loans 

Homepass 

Home Price Guide 

One Flare 
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• 19% digital revenue growth, supported by depth revenue growth 
of 19% (80:20 depth:subscriber revenue split for FY17).  

• Strong developers & commercial revenue growth.  

• Print revenue decline of 13%.  

• Total expenses increased 17% (9% excluding acquisitions  
and one off costs).  

− Digital expenses increased 34% (19% excluding 
acquisitions and one off costs) reflecting continued 
investment in staff, technology and product.  

− Print expenses declined 6%.  

• Loss from Associates reflects investment in early stage 
businesses Oneflare and Homepass.  

 

 

FY17 FY16 %
A$m A$m change

Digital 232.1             195.3             18.8%  
Print 88.3               101.0             (12.6%) 
Total Revenue 320.3             296.3             8.1%  
Associate profit (loss) (1.2)                (0.6)               (92.8%) 
Expenses (206.0)            (175.7)           (17.3%) 
EBITDA 113.1             120.0             (5.7%) 
EBITDA - Digital 93.2               91.7               1.6%  
EBITDA - Print 19.9               28.3               (29.6%) 
Margin - Total 35.3% 40.5%
Margin - Digital 40.2% 47.0%
Margin - Print 22.6% 28.0%
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REVENUE EBITDA
FY17 FY16 % FY17 FY16 % FY17 FY16
A$m A$m change A$m A$m change A$m A$m

Residential 143.9        129.8        10.8%  
Media, Developers & Commercial 48.6          39.7          22.6%  
Agent Services 25.6          23.5          8.9%  
Core Digital 218.1        193.0        13.0%  98.4          92.1          6.8%  45.1% 47.7%
Transactions & Other 14.0          2.3            498.5%  (0.7)           2.2            (130.0%) -4.8% 95.4%
Digital 232.1        195.3        18.8%  97.7          94.3          3.6%  42.1% 48.3%

Print 88.3          101.0        (12.6%) 21.2          29.9          (29.3%) 24.0% 29.6%

Corporate (5.7)           (4.2)           (35.3%) 

Domain Group 320.3        296.3        8.1%  113.1        120.0        (5.7%) 35.3% 40.5%

EBITDA Margin



15 

Source: Time on app - Nielsen average Digital Ratings Monthly. 
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Source: 1. Domain and Allhomes, App Figures at June 2016 and June 2017; 2.  Average monthly visits for Domain and Allhomes combined, mobile site visits Nielsen Market Intelligence (Home & Fashion Suite), 
Mobile app launches - Facebook Analytics; 3. Domain app, Nielsen average Digital Ratings Monthly;  4. Domain (internal).  

+18% 
Total App Leads4 

+20% 
Mobile visits (m-site and  

app launches)2 

+82% 
Domain app engagement (hh:mm) 

(monthly avg time on app per person)3 

Reflects the success of 
Domain’s marketing 

campaigns and  
high consumer ratings 

Reflects the high-quality 
consumer experience and 
functionality of the Domain 

app and m-site 

Reflects value delivered to 
agents and is a driver  

of yield opportunity 

Reflects quality of audience 
engagement and is a key 

driver of leads growth 

+19% 
Total App Downloads (M)1 
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• Increased competition among 
property portals 

• Product innovation resulting from 
collaboration between Domain 
and the real estate industry 
 

• Greater input into development 
of consumer and agent products 

• Protects agents’ business by 
reducing the threat of a 
monopoly provider  

• Identical Premium Plus rates for 
all agencies in the same area 

• Allows agents to share in the 
value they create in the real 
estate marketing process 

• Deepens Domain’s partnership 
with real estate agents 

• Accelerates revenue growth in 
depth listings, providing 
additional funds for investment in 
product development and 
marketing 
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RESIDENTIAL DIGITAL 
• State-based residential models relating only to Premium Plus 

digital listings covering 1370 agencies: NSW, Victoria (Review 
Property), Queensland, SA, WA, Tasmania, NT 

 
RESIDENTIAL PRINT (MMP / WEEKLY REVIEW TITLES)  

• Six residential magazines in Victoria covering 86 agencies 
 
COMMERCIAL REAL ESTATE 
• National model covering 240 agencies for digital subscription and 

listings; digital display advertising; and print advertising 
 
FLEXIBILITY AND OPTIONALITY 
• No contractual obligations, or put/call options,  

around participant buy-outs 
• Optionality to evolve arrangements over time 
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DOMAIN FY17 EBITDA COMPOSITION AGENT OWNERSHIP FINANCIALS FY17 

Print  
$19.9m 

Digital  
$93.2m 

Agent 
proportional 
share 

Print: $2m 
Digital: $8m 

$M Print Digital Total
Agent proportionate share of EBITDA 2 8 10
Depreciation & amortisation 0
Interest 0
Tax (3)
Non-controlling interest shown in FXJ Profit & Loss 7
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AUSTRALIAN METRO MEDIA 
26% EBITDA growth and margin improvement 

21% digital subscription revenue growth 
236k paid digital subscribers (SMH/Age/Financial Review) 

12% publishing cost improvement  

AUSTRALIAN COMMUNITY MEDIA 
9% cost improvement 

NEW ZEALAND MEDIA 
29% digital revenue growth  

6% cost improvement 

Team New Zealand wins America’s Cup 2017  
(Photo: Clive Mason/Getty Images) 
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• EBITDA growth of 26% and margin improvement. 

• Reduction in Metro Media costs of 12% with 
publishing costs down 12% (H2 costs down 14%). 

• Publishing cost savings in staff, technology and print 
production. 

• Metro publishing advertising revenue decline of 17%. 

• Growth in digital subscription revenue of 21% largely 
offset declines in print circulation revenue.  

• Other revenue lower due to sale of Tenderlink in 
October 2016 (reflected in Digital Ventures). 

• Introducing next-generation publishing model. 

FY17 FY16 %
A$m A$m change

Advertising 225.5                269.5                (16.3%) 
Circulation 226.8                227.7                (0.4%) 
Other 69.9                  76.9                  (9.1%) 
Total Revenue 522.2                574.1                (9.0%) 
Associate profit (loss) 0.1                    0.4                    (68.0%) 
Expenses (473.3)               (535.6)               11.6%  
EBITDA 49.1                  39.0                  25.9%  
EBIT 44.1                  13.8                  218.9%  

EBITDA Margin 9.4% 6.8%

Note: Printing contribution nets off in costs. 
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FY18 H1 FY18 H2 
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• Cost improvement of 9% with the 
achievement of remaining  transformation 
benefits and continued cost savings 
initiatives.  

• Agriculture advertising revenue increased   
2% year on year.  

• Other revenue growth of 12% reflects 
strong digital marketing services 
performance. 

• Circulation revenue declines reflected lower 
retail volumes. 

• Revenue impacted by transformation 
program with exits and frequency changes 
across unprofitable titles.   

FY17 FY16 %
A$m A$m change

Advertising 285.1                    325.3          (12.3%) 
Circulation 80.0                     89.8            (10.9%) 
Other 20.0                     17.9            11.7%  
Total Revenue 385.1                    433.0          (11.1%) 
Associate profit (loss) 1.3                       1.7              (22.6%) 
Expenses (313.5)                  (344.4)         9.0%  

EBITDA 73.0                     90.4            (19.2%) 

EBIT 67.5                     74.4            (9.2%) 

EBITDA Margin 18.9% 20.9%

Note: Printing contribution nets off in costs. 
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• Strong cost management with 6% reduction 
in costs (underlying 8%) while investing in 
digital, events and acquisitions. 

• Stable EBITDA margin year-on-year. 

• In $AU, revenue is down 3.7% and EBITDA 
is down 5.1% from FY16. 

• Digital revenue growth of 29%. 

• Advertising revenue decline of 9% with print 
advertising revenue down 11%. 

• Neighbourly consolidated in H2 with a 
positive EBITDA contribution.  

• Growing engaged audiences with Stuff New 
Zealand #1 local website reaching a monthly 
audience of 2.1m and Neighbourly reaching a 
monthly audience of 810k.  

 

FY17 FY16 %
NZ$m NZ$m change

Advertising 203.9                    224.4            (9.1%) 
Circulation 102.2                    107.3            (4.8%) 
Other 19.8                      18.7             6.0%  
Total Revenue 325.9                    350.3            (7.0%) 
Associate Profits (Loss) 0.1                       (1.3)              105.8%  
Expenses (270.4)                   (288.9)           6.4%  
EBITDA 55.5                      60.2             (7.7%) 
EBIT 44.4                      47.3             (6.0%) 

EBITDA Margin 17.0% 17.2%

Note: Printing contribution nets off in costs. 
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New Zealand Digital Audience Ranking 
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            IS NEW ZEALAND’S  
LEADING LOCAL WEBSITE 

NEIGHBOURLY IS ACHIEVING 
STRONG MOMENTUM 

              IS DELIVERING  
11% YOY GROWTH 
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STAN 
~800k active subscribers 

 
MACQUARIE MEDIA LIMITED 

EBITDA increase of 26% 
 
 

Cast of hit TV show Younger on Stan 
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• Excluding Tenderlink (sold in October 2016) revenue 
growth of 4% and EBITDA growth of 8%.  

• Gain on sale of Tenderlink of $6.1m (included in 
significant items).  

– 2.4x return on investment including dividends.  

• Challenging advertising market across digital  
publishing business.  

• Growth in B2B of 14% in Weatherzone.   

 

FY17 FY16 %

A$m A$m change
Advertising 15.9                    17.1               (7.2%) 
Other 13.1                    17.5               (24.7%) 
Total Revenue 29.0                    34.6               (16.0%) 
Associate profit (loss) 1.0                      0.8                 29.2%  
Expenses (23.3)                   (26.9)              13.4%  
EBITDA 6.7                      8.4                 (20.3%) 
EBIT 6.0                      7.7                 (21.9%) 

EBITDA Margin 23.2% 24.4%

Note: Digital Ventures businesses are reported as part of the Australian Metro Media segment.  
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• EBITDA growth of 26%. 

• 2CH sold in January 2017.    

• Total metro market radio industry flat for the  
12 months to June 2017. 

• Cost and operational synergies have been 
implemented.  

• Licence fee relief of $2.8m reflected in H2. 

 

 

 

FY17 FY16 %
A$m A$m change

Total Revenue 137.0             138.6         (1.1%) 
Associate Profit (Loss) 0.2                 0.0             n/a
Expenses (105.7)            (113.6)        6.9%  
EBITDA 31.5               25.0           26.0%  
EBIT 28.2               22.4           26.2%  

EBITDA Margin 23.0% 18.0%
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• Trading in the first six weeks of FY18 saw revenues around 4% below last year. 
─ Domain’s digital revenue growth was 26% and total revenue growth was 16%. 

• Year-on-year comparisons are affected by the unusually weak listings 
environment in July 2016 due to the Federal election. 

• FY18 revenue trends are expected to be more in line with FY17 H2  
(i.e. digital revenue up 22%; print revenue decline 14%). 

─ Publishing trends were broadly consistent with FY17 H2.  

• For FY18, Domain’s costs are expected to increase approximately 13% from FY17’s 
$206 million (10% like for like excluding acquisitions). 

• Across the Fairfax Group we continue to implement cost savings measures. 
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Reported 4E
FY17 

Less Significant 
items

Trading 
Performance 

excluding 
significant items

Less
Operations 

Closed / 
Disposals

Trading 
Performance for 

continuing 
businesses

Trading 
Performance for 

continuing 
businesses

25 June 2017 $m $m $m $m FY17 $m FY16 $m
Total revenue 1,742.7 (10.1) 1,732.6 1,732.6 1,830.5
Associate profits (0.6) -      (0.6) (0.6) 1.6
Expenses (1,545.5) 84.6 (1,460.9) (1,460.9) (1,548.8)
Operating EBITDA 196.6 74.5 271.1 271.1 283.3
Depreciation and amortisation (40.7) -      (40.7) (40.7) (70.1)
EBIT 155.8 74.5 230.3 230.3 213.2
Net finance costs (9.8) -      (9.8) (9.8) (11.1)
Net profit/(loss) before tax 146.0 74.5 220.5 220.5 202.1
Tax (expense)/benefit (48.9) (15.5) (64.3) (64.3) (59.2)
Net profit/(loss) after tax 97.2 59.0 156.2 156.2 142.9

Net profit attributable to 
non-controlling interest (13.2) (0.4) (13.6) (13.6) (10.4)

Net profit/(loss) attributable to 
members of the Company 83.9 58.7 142.6 142.6 132.5
Earnings per share 3.6 6.2 6.2 5.7
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• FY17 investment in PP&E and 
software mainly in Domain, Metro 
Publishing and NZ Publishing. 

 

FY17 FY16
A$m A$m

Cash from trading 261 245
Restructure/redundancy payments (33) (63)
Net finance charges (13) (14)
Dividends received 6 10
Tax payments (28) (51)
Net Cash Inflow from operating activities 193 128
Proceeds from asset sales and divestments 39 72
Investment in acquired business/ventures (13) (46)
Investment in PP&E and software (107) (95)
Loans (repaid) / advanced (36) (35)
On-market buy-back (74)
Dividends paid (104) (101)
Net other (2) (2)
Net Cash Outflow from investing and financing activites (222) (281)
Net Cash In / (Out) Flow (29) (153)
Net Debt / (Cash) at beginning of period 89 (64)

Net Debt / (Cash) At End of Period 118 89
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• FY17 includes $24.6m of 
net debt from  Macquarie 
Media. 
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• Net debt position of $118m at June 
2017. 

• Repayment of US PP 2007 
occurred in July.  

 
Facilities as at June 2017 Limit Usage

$m $m

Non Current
Bank Revolver Australia 325.0 105.0
Bank Revolver Macquarie Media 50.0 40.8
USPP 2007 series 82.1 82.1
Weatherzone 3.1 3.1
Bank Revolver New Zealand 38.5 0.0

Total 498.6 231.0
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Reported 4E
FY17 

Less Significant 
items

Trading 
Performance 

excluding 
significant items

Less
Operations 

Closed / 
Disposals

Trading 
Performance for 

continuing 
businesses

Trading 
Performance for 

continuing 
businesses

25 June 2017 $m $m $m $m FY17 $m FY16 $m
Total revenue 1,742.7 (10.1) 1,732.6 1,732.6 1,830.5
Associate profits (0.6) -      (0.6) (0.6) 1.6
Expenses (1,545.5) 84.6 (1,460.9) (1,460.9) (1,548.8)
Operating EBITDA 196.6 74.5 271.1 271.1 283.3
Depreciation and amortisation (40.7) -      (40.7) (40.7) (70.1)
EBIT 155.8 74.5 230.3 230.3 213.2
Net finance costs (9.8) -      (9.8) (9.8) (11.1)
Net profit/(loss) before tax 146.0 74.5 220.5 220.5 202.1
Tax (expense)/benefit (48.9) (15.5) (64.3) (64.3) (59.2)
Net profit/(loss) after tax 97.2 59.0 156.2 156.2 142.9

Net profit attributable to 
non-controlling interest (13.2) (0.4) (13.6) (13.6) (10.4)

Net profit/(loss) attributable to 
members of the Company 83.9 58.7 142.6 142.6 132.5
Earnings per share 3.6 6.2 6.2 5.7
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Reported 4E 
FY16

Less Significant 
item

Trading 
Performance 

excluding 
significant items

Less
Operations 

Closed / 
Disposals

Trading 
Performance for 

continuing 
businesses

26 June 2016 $m $m $m $m FY16 $m

Total revenue 1,830.5 -      1,830.5 1,830.5

Associate profits 1.6 1.6 1.6
Expenses (2,763.8) 1,215.0 (1,548.8) (1,548.8)
Operating EBITDA (931.7) 1,215.0 283.3 283.3

Depreciation and amortisation (70.1) -      (70.1) (70.1)
EBIT (1,001.8) 1,215.0 213.2 213.2

Net finance costs (11.1) -      (11.1) (11.1)
Net (loss)/profit before tax (1,012.9) 1,215.0 202.1 202.1

Tax (expense)/benefit 250.6 (309.8) (59.2) (59.2)

Net profit/(loss) after tax (762.3) 905.2 142.9 142.9
Net profit attributable to 
non-controlling interest (10.3) (0.2) (10.4) (10.4)

Net profit/(loss) attributable to 
members of the Company (772.6) 905.1 132.5 132.5
Earnings per share (33.3) 5.7 5.7
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• Change in Australian printing 
allocation with all printing sites 
breakeven at EBIT. All profits 
passed on to business units. 

 

 

FY17 FY16 %
A$m A$m change

Total Revenue 224.2                252.8                (11.3%) 
Internal Revenue (178.1)               (198.9)               (10.5%) 
Net Revenue 46.1                  53.8                  (14.4%) 
Associate profit (loss) 0.0                    0.0                    (1.6%) 
Expenses (36.5)                (34.3)                (6.4%) 
EBITDA 9.6                    19.6                  (51.0%) 
    Segment allocation
    Australian Metropolitian Media 4.7                   9.8                   (51.4%) 
    Australian Community Media 3.0                   6.2                   (51.4%) 
    New Zealand Media 1.8                   3.5                   (48.9%) 
    EBITDA 9.6                    19.6                  (51.0%) 
    EBIT 3.9                   (3.0)                  227.8%  

    EBITDA Margin 4.3% 7.7%
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• FY16 includes gain on sale 
associated with closure of 
Chullora and Tullamarine 
printing sites.  

FY17 FY16 %
A$m A$m change

Net Revenue 14.3                    13.8                    3.5%  
Associate Profit (Loss) (1.2)                     1.2                      (203.2%) 
Expenses (61.1)                   (61.2)                   0.2%  
EBITDA (48.0)                   (46.2)                   (3.8%) 
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• Other includes Fibre Co 
(Stuff Fibre). 

 

 

FY17 FY16 %
A$m A$m change

Macquarie Media (8.5)                  (6.2)                 (36.5%)

Domain Group (7.0)                  (3.3)                 (115.7%)

Other 1.9                   (1.0)                 293.2%

Total Non-Controlling Interest (13.6)                (10.4)               (30.8%)
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DIGITAL %  
TOTAL REVENUE 13% 14% 17% 21% 25% 19% 
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• Digital Subscriptions:  
Includes The Sydney Morning Herald,  
The Age and The Australian Financial 
Review. 

• Australian Media Display & Other: 
Impacted by increased competition and 
fragmentation and Drive JV revenue not 
consolidated from FY16 H2. Strong 
Domain digital display advertising.  

 
• Transactions:  

Includes Weatherzone, Allure and 
Tenderlink (sold in October 2016). 

• Online Classifieds:  
Includes Domain. 

146.6 

182.5 

217.4 

16.0 

17.5 

13.2 111.7 

108.9 

93.1 
32.7

38.1

45.9

$307.0m 

$347.0m 
$369.5m 

FY 15 FY16 FY17

Digital Subscriptions

Aust Media Display & Other

Transactions

Online Classifieds

24.4%

(2.4%)

20.5%

(14.5%)

8.9%

19.1%

(24.7%)

16.6%
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total digital  
audience 

print 
readers 

access content on  
desktop/laptop 

readers of national 
and metro newspapers 

access content on  
smartphone 

readers of inserted  
magazines 

regional  
websites 

readers of regional/  
community newspapers 

10.3M 6.4M 

6.1M 4.1M 

5.3M 1.6M 

2.2M 3.2M 

DIGITAL PRINT 

Source:  emmaTM conducted by Ipsos MediaCT, people 14+ for the 12 months ending May2017, Nielsen Digital Ratings (Monthly) May 2017 people 14+ (computer), people 18+ (smartphone/tablet). 
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Source:  emmaTM conducted by Ipsos MediaCT, people 14+ for the 12 months ending May 2017, Nielsen Digital Ratings (Monthly) May 2017 people 14+ (computer), people 18+ (smartphone/tablet). 
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