
THE POWER OF PRINT:

--NAA study results conducted by MORI Research in March/April 2009



Three-fourths of all U.S. adults read a newspaper in print or online in the 

past week. Those 170 million adults do more than read, they are actively 

engaged with advertising in it. 

Sources: Scarborough 2008; MORI Research 2009.

If you want both reach and engagement, you want newspapers.

Newspaper Readers Take Action:



Sources: Scarborough 2008; MORI Research 2009.

Newspapers are most used media for ads: 

Å41% of U.S. adults in 2009 say 

newspapers are the medium used most 

to check out ads. More than radio TV, 

internet, magazines and catalogs 

combined.

Sources: Scarborough 2008; MORI Research 2009.



Newspaper Readers Take Action:

ÅAction U.S. adults in 2009 took as a result of a 

print newspaper adin the past 30 days: 
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Sources: Scarborough 2008; MORI Research 2009.

Print Elicits Online Action: 

Å 39% of U.S. adults in 2009 followed up a newspaper ad online in some way. 
33% went to a site after seeing a print newspaper ad, 21% conducted an 
online search after seeing a newspaper ad.

Sources: Scarborough 2008; MORI Research 2009.



8 in 10 use preprinted inserts:

Å82% of U.S. adults used a preprinted insert in the past 30 days in 2009. 

Sources: Scarborough 2008; MORI Research 2009.

Use of preprinted inserts: 
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ÅOn average, adults keep inserts 3.8 days. 

Å60% of U.S. adults prefer to receive inserts in the newspaper vs. 29% who prefer mail.



Coupons:

Å Method by which 2009 U.S. adults prefer 

to receive coupons: :  

Sources: Scarborough 2008; MORI Research 2009.
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