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The changing world of Digital Print

Electronic readers, sophisticated Mobile 
phones and Tablet computers (like 
Apple iPad) have increased the urgency 
to measure digital print

In the U.S. many print companies think 
these devices may be the beginning of 
a new era for print.

It is expected that a significant 
percentage of audience will eventually 
be digital
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Introduction and Growth of Tablet Computers

Apple iPad has been a huge success and as additional tablets enter the 
market, exponential growth of tablet computers is expected

As of July, 2010, Apple has reported sales of approximately 3.3 million iPad
tablets worldwide since its April, 2010 launch.

About 20 of MRIôs 
measured magazines offer 
iPadapp ñreplicaò versions 

Another, at least, 75 
measured magazines offer 
replica versions through 
Zinio and similar services, 
with new electronic 
versions appearing daily
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The Future: GfK MRIós Measurement of Digital Versions of 
Specific Print Brands

Magazines and newspapers have site-
centric data, but have limited information 
about demographics and other behaviors 
of users

GfK MRI recognizes the importance of 
providing an integrated measurement 
(paper/digital) as well as providing 
demographics, psychographics and other 
behavioral information about readers
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GfK MRIôs Current Measures 
of Digital Print
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GfK MRIós Measurement of Digital Readers

Wave 61 (Fall ó09)- ñAn electronic book reader is a portable, wireless 
reading device that allows you to download and read electronic books, 
magazines and newspapers. It is not a laptop, cell phone or PDA.ò

ñDo you personally own an electronic book reader such as the Amazon 
Kindle or Sony Reader?

Wave 62(Spring ó10) - IF YES, Which of the following, if any, did you 
read or look into using an electronic book reader in the last 6 months?  
Book, Magazine, Newspaper, Other

Wave 63(Fall ó10) ïHave you read an electronic version of any 
magazine or newspaper in the last 6 months:  Mobile app, Electronic 
reproduction, Website

Wave 64 (Spring ó11) - Added Tablet Computers; brands of Tablets (e.g
iPad) and E-Readers (Kindle, Reader, Nook, etc.)
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GfK MRIós Measurement of Digital Readers

Results from Spring 2010:

Field Period Estimate % Incidence

Wave 61 March-October,
2009

2.1 million 
owners

0.9% 

Wave 62 September ó09-
April ô10

3.5 million 
owners

1.54%

Source: GfK MRI Survey of the American Consumer, Spring 2010 
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Behavior of Digital Reader Consumers

Book Magazine Newspaper Other

TOTAL 69% 18% 21% 11%

Source: GfK MRI Survey of the American Consumer, Spring 2010 

Which , if any, of the following have you read using an E -Reader in the 
last 6 months?
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Behavior of Digital Reader Consumers

Book Magazine Newspaper Other

TOTAL 69% 18% 21% 11%

Men 61%

Women 76%

Source: GfK MRI Survey of the American Consumer, Spring 2010 

Which , if any, of the following have you read using an E -Reader in the 
last 6 months?
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Behavior of Digital Reader Consumers

Book Magazine Newspaper Other

TOTAL 69% 18% 21% 11%

Men 61% 22% 25% 13%

Women 76% 13% 17% 9%

Source: GfK MRI Survey of the American Consumer, Spring 2010 

Which , if any, of the following have you read using an E -Reader in the 
last 6 months?
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Digital Test:  Questionnaire
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Digital Test: Objective

In order to measure the total audience of print brands across all platforms, 
GfK MRI has to make a fundamental change to the question wording
used to measure print audiences while preserving a consistent measure 
of hard- copy audiences

The test is therefore designed to assess the potential impact of the changes 
on hard-copy audience estimates 

It is also designed to evaluate how respondents understand and respond to 
descriptions of different print electronic versions
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GfK MRIós Test of Digital Reading

In-person test launched in April, 2010 will survey 1000 
respondents : 500 control and 500 test with new questionnaire

First test only includes magazines.  Changed preamble to explicitly 
include all digital reading
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PRINTED ON PAPER

MAGAZINEôS WEBSITE 

ON A COMPUTER OR USING THE INTERNET 
(Not the website) 

WAYS TO READ OR LOOK INTO A MAGAZINE

ON A CELL PHONE

USING ANOTHER MOBILE DEVICE

USING AN ELECTRONIC READER
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GfK MRIós Test of Digital Reading

After identifying a respondent as a ñReaderôò of a magazine brand, 
we ask him/her to indicate whether he/she read the ñpaper or 
electronic versionò of each magazine.

Separate qualitative questions follow for paper versions and for 
electronic versions; To maintain questionnaire length, ñInterest in 
Advertising,ò ñActions Takenò and ñOne of my Favoritesò were 
removed.  Starch AdMeasurecan provide more granular data.
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GfK MRIós Test of Digital Reading

For magazines read electronically we ask how they ñobtained the 
electronic version or visited the website of the magazineò : 

Desktop or Laptop Computer 

Electronic Book Reader (like Amazon Kindle or Sony Reader) 

Mobile phone or Device

Tablet Computer (like Apple iPad)
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GfK MRIós Test of Digital Reading

Then, respondents are asked how they would describe the 
electronic version:

It was an on-screen, digital reproduction of a 

magazine that looks like the printed copy.

It was a magazine website

It was a text-only version of the magazine

It was an ñappòfor a mobile phone or device
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Digital Test:
Preliminary Results
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GfK MRIós Test of Digital Reading ïPreliminary Results

ÅInterviewers are comfortable 

with revised procedures

ÅInterviewers report that 

respondents understand 

questions

ÅData are encouraging and 

generally in the expected 

direction

ÅCompleted 890 interviews and tabulated 765
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Average # of Magazines per respondent

Any Screen Any Read

Control Test Diff Control Test Diff

Adults 20.2 21.4 +1.2 7.7 8.4 +0.7

Men 17.5 19.3 +1.8 6.9 7.4 +0.5

Women 23.5 23.7 +0.2 8.6 9.4 +0.8

Test version shows more magazines read per respondent than control, 
which makes sense because digital reading is included in the test 
preamble
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Average # of paper (hard -copy) magazines read per respondent
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The # of paper magazines read show almost no difference in the test 
and control versions.  Differences are not significant.
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Percentage Reading one or more magazines Electronically
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Websites, as expected, are higher than the other digital versions.
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Percentage reading one or more magazines electronically, 
by Age
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