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The Move from Monthly to Daily Delivers:

• Granular audience data in a way never seen 
before for digital

• Confidence to profile those audiences every day 
using a large third party dataset

• Robust audiences by platform capturing 
off-platform as well as on-platform consumption

• People not traffic

• Independent industry endorsed metrics



Example of Reports 
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Understanding Audience Behaviours on Daily Basis

• 74% of the 13+ audience for 
taste.com.au on a daily basis 
are women

• Audience peaks on Sunday/ 
Monday as people plan for 
the week ahead

0

50,000

100,000

150,000

200,000

250,000

300,000

350,000

Da
ily

 U
ni

qu
e 

A
ud

ie
nc

e

Women 13+ People 13+

Sun Sun Sun Sun

Source: DCR, Unique Audience P13+ & W13+, from 1/9/2017 to 29/9/2017.

Total Daily UA’s – People 13+



7

Impact of significant sport events

• Definite audience peaks on 
the days of the respective 
Grand Finals

Source: DCR, Unique Audience P13+, from 1/9/2017 to 29/9/2017.
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Desktop vs. mobile daily usage are very different for news

• Desktop is a weekday, while 
people are at work 

Source: DCR, Unique Audience P13+, from 1/9/2017 to 29/9/2017.
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Surfacing Improved Mobile Coverage Behaviours

• There are more users of 
mobile than desktop every 
day of the week.

Source: DCR, Unique Audience P13+ non smartphone, from 1/9/2017 to 29/9/2017.
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Audience Profile – Total Daily vs. Mobile Only

• Mobile only users of Buzzfeed
are more likely to be 18-29

• 87% of 18-29 year olds access 
BuzzFeed only by mobile

Source: DCR.

Age Group Total Mobile Only

UA’s Profile % UA’s Profile %

Persons 13 - 17 31,232 8% 27,555 8%

Persons 18 - 29 173,727 42% 151,675 45%

Persons 30 - 44 104,521 25% 92,449 27%

Persons 45 - 54 54,587 13% 45,209 13%

Persons 55+ 46,100 11% 23,183 7%



Example of Commercial Use
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Understanding your Audience Behaviours on Daily Basis

Providing evidence of the kind of stories that drive 
up audience by combining DCR data and internal 
traffic results at the story level.
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Leveraging daily data to tell compelling audience stories
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Leveraging daily data to tell compelling audience stories
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Fine-tuning media allocation across a portfolio of brands
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Source: DCR, Average daily unique audience P13+ by day of the week, from 6/7/2017 to 1/9/2017.
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Fine-tuning media allocation across a portfolio of brands

Source: DCR, Average daily unique audience P13+ by day of the week, from 6/7/2017 to 1/9/2017.
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Thank You

Heather White - Head of Audience Insights, News Corp
Lamberto Di Gioia - Director of Strategy & Insights, Seven West Media
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