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Digital Ad Revenue



iab australia 

grow sustainable 
and diverse 
investment in digital 
advertising in  
australia

what? how?

events & community

education & mentoring

standards & best practice

data & privacy

measurement

transparency & efficiency

prepare for the future

research & insights

sustainability

promotion & advocacy



Total internet advertising 
market 2024

Internet advertising market growth 
2024 vs 2023

$16.4 billion

+11.1%



annual adex by category

Search Display* VideoClassified
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($ billions) 

1.7%

-5.5%

19.9%

7.7%

-7.3%

-3.7%

18.3%

2.8%

41.5%

25.1%
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13.0bn
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CAGR
(2018 – 2024)

10.8%
Total Market

21.8%
Video

0.8%
Display

8.2%
Classifieds

10.8%
Search

5.6%
2.5%

36.0%

9.1%
3.7%

11.1%



quarterly adex by category

1,541m 1,576m 1,657m 1,631m 1,686m 1,724m 1,860m 1,791m 1,834m

586m 623m 583m 649m 575m 612m
705m 739m 575m

594m 448m 495m 487m 553m 465m

513m 500m
540m

918m
781m

919m 966m
1,098m

945m

1,092m 1,154m 1,309m

Dec Qtr 22 Mar Qtr 23 Jun Qtr 23 Sept Qtr 23 Dec Qtr 23 Mar Qtr 24 Jun Qtr 24 Sept Qtr 24 Dec Qtr 24

Search Display* VideoClassified

($ millions)

3,639m
3,427m

3,654m 3,733m
3,912m

6.2%

-14.9%

-24.6%
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13.6%

3.4%
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-5.8% 6.6%
2.2%

4.8% -4.2%

1.8%4,184m

-22.2%

13.4%

8.0%

2.4%

11.3%

4,258m

4.8%
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adex share by category

44% 16% 22% 2% 16%

Audio Classified
Non-Social 
Display & 
Video^

Search
Social Display 
& Video*

Search Social Display & Video Non-Social Display & 
Video

Audio Classified

2023 44.5% 15.1% 22.1% 1.8% 16.5%

2024 44.1% 16.1% 21.8% 1.9% 16.1%

Movement 
in share -0.4 +1.0 -0.3 +0.1 -0.4

category share by calendar year



$0.4bn $0.5bn

$2.1bn
$2.4bn

$1.2bn

$1.6bn

2023 2024

$4.5bn

$3.8bn

Social Video^

+33.2% on 2023

Other Video**

+12.9 on 2023

+14.4% on 2023

BVOD Video*

Total Video

+19.6% on 2023

video investment



139m
167m

195m

81m

99m

118m

2022 2023 2024

313m
audio investment

266m Total Audio

Podcast

Streaming

+17.8% on 2023

+19.1% on 2023

+16.9% on 2023

220m



buying methods – publisher inventory

General display advertising for content publishers’ inventory 
by buying method, calendar year 2024

General display advertising for content publishers’ inventory 
by buying method, by calendar year

44%

17%

14%

25%

Agency (via IO) Direct Programmatic (Guaranteed) Programmatic (RTB/PMP)

44% 45% 44%

15% 16% 17%

15% 15% 14%

26% 24% 25%

2022 2023 2024



top 5 industry categories

Retail

17.1%
2024 Share

17.8%
2023 Share

Automotive

14.8%
2024 Share

14.4%
2023 Share

Finance

8.0%
 2024 Share

8.6%
2023 Share

FMCG

6.1%
2024 Share

5.6%
2023 Share

Entertainment

6.8%
2024 Share

6.2%
2023 Share



US market outlook

Source: IAB 2025 Outlook



measurement – audiences & outcomes



digital media access
21,331
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Business Sectors
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Health
Games

Telecommunication & ISP
Events & Attractions

Career
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Automotive
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Source: Ipsos iris Online Audience Measurement Service December 2024, Age 14+, PC/laptop/smartphone/tablet, online population audience (000s) categories (excl Online Media & Other)



digital media trends

Source: Ipsos iris Online Audience Measurement Service December 2024, Age 14+, PC/laptop/smartphone/tablet, online population audience (000s) categories (excl Online Media & Other)



digital media trends – increase in time

Source: Ipsos iris Online Audience Measurement Service December 2024, Age 14+, PC/laptop/smartphone/tablet, online population audience (000s) categories (excl Online Media & Other)

Fitness/health - 
up 44% yoy 

Price comparison 
- up 65% yoy 

Supermarket 
- up 33% yoy 

Travel 
- up 16% yoy 

Social media
- up 31% yoy 

AI 
- up % yoy 



WA habits

Source: Ipsos iris Online Audience Measurement Service December 2024, Age 14+, PC/laptop/smartphone/tablet, online population audience (000s) categories (excl Online Media & Other)



ad effectiveness measurement



ad effectiveness measurement





IAB Australia  Perth Market Update

20
25

 S
N

EA
K 

PE
AK



WA.GOV.AU
Activated within hours in response to the WA Government’s 3-day snap 
lockdown announced from 12PM on 27th June for Perth and Peel areas. 
Utilising the flexibility of programmatic Out-of-Home to inform people within 
the community of the rapidly changing restrictions.

Category Government
DSP Vistar Media
Timing June – July 2021
Markets PER
Formats Large Format, Street Furniture

A trip down memory lane…
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December 2023

Perion acquires Hivestack

Mid 2024

Broadsign acquires OutMoove

January 2025

T-Mobile acquires Vistar & Blis

July 2022

JCDecaux buys Displayce stake

The global Out-of-Home tech space is a very active 
acquisition space the moment



ACCELERATOR 2

Deeper education of 
programmatic benefits 

and reporting 
capabilities

The omnichannel opportunity for prDOOH is obvious 

Source: Zenith Optimedia June 2024, advertising market for 2024

Online
Display

$294B

Trad. OOH
$25B

DOOH
$17B

prDOOH
<$1.5B

Online display advertising is 
$300B market across the globe

85%
is traded via 

programmatic



ACCELERATOR 2

Deeper education of 
programmatic benefits 

and reporting 
capabilities

32%

27%

19%

15%

8%
10%

Germany The
Netherlands

Belgium Spain Australia Group

32%

30%

19%

15%

8%
9.5%

Why are some markets within JCDecaux already 
realising programmatic potential?

Share of programmatic in digital revenue in FY 2024 – JCDecaux Group

Smaller portfolios

Media owner alignment

Agency maturity & specialism

Preference towards PG

DCO advancements



2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032

OOH classic DOOH non programmatic DOOH programmatic

Source: Market growth OoH according to PwC Entertainment & Media 

2024 was the year where programmatic overtook 
traditional digital Out-of-Home in Germany
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111 %

7
8
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0
1
6

8
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0
1
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161 %

7
8
9
0
1
0

8
9
0
1
2
505 %

2025 2027 2032

And the share of total Out-of-Home revenues 
to programmatic will be significant in years to come

USA UK Germany

Based on similar UK market 
economics, Australia should 
be a $200M market by 2027
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Source: Market growth OoH according to PwC Entertainment & Media 
Outlook 2022 with corrections due to IDOOH

Despite recent impressive growth, prDOOH revenue in 
Australia is still at only 5% of total Out-of-Home revenue

2020 2021 2022 2023 2024 2025

$3m
$12m

$20m

$40m

$100m
$75m



GROWTH 
BLOCKERS

What is blocking growth?

BLOCKER 1

Commoditisation, 
proliferation and education 

of programmatic supply 
available 

BLOCKER 2

Agency and buy-side 
resourcing challenges 
reducing time “on the 

tools”

BLOCKER 3

Lack of convergence of 
media owner sales team 
at a time where agencies 

want simplicity



GROWTH 
BLOCKERS

What is blocking growth?

BLOCKER 1

Commoditisation, 
proliferation and education 

of programmatic supply 
available 

BLOCKER 2
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Large 
Format

Small 
Format Airport Rail Gyms Offices Retail Dining Petrol/ EV Convenience Medical

/ / / / / / /

OOH! MEDIA / / / / /

QMS / / / / / / /

VMO / / / / / / /

CARTOLOGY / / / / / / / / /

MOTIO / / / / / / /

TMS / / / / / / / / /

SCENTRE GROUP / / / / / / / / / /

GOA / / / / / / / / / /

LENDLEASE / / / / / / / / / /

CIVIC OUTDOOR / / / / / / / / / /

TONIC MEDIA NETWORK / / / / / / / / / /

EI MEDIA / / / / / / / / / /

VICINITY / / / / / / / / / /

JOLT / / / / / / / / / /

STOCKLAND / / / / / / / / / /

BIG OUTDOOR / / / / / / / / /

NBS / / / / / / / / / /

There is now more

than ever
programmatic supply
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GROWTH 
ACCELERATORS

ACCELERATOR 1 ACCELERATOR 2 ACCELERATOR 3

The highly anticipated 
launch of MOVE2 and 
impression multiplier 

standardisation

Deeper education of 
programmatic benefits, 

results-driven case 
studies and reporting 

capabilities

Technology 
enhancements to ease 

transaction tensions and 
push innovation (DCO, 

specs, etc) 

What can accelerate growth? 
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ACCELERATOR 2

Deeper education of 
programmatic benefits 

and reporting 
capabilities

The Australian buying market continually requests 
further education around prDOOH to drive growth

1    2    3    4    5    6    7    8    9    1 0

No
understanding

Expert 
understanding

No
understanding

Expert 
understanding

No
understanding

Expert 
understanding

Static/ Classic out-of-home Digital out-of-home Programmatic digital
out-of-home

Understanding of the forms of out-of-home advertising

1    2    3    4    5    6    7    8    9    1 0 1    2    3    4    5    6    7    8    9    1 0

Average
7.3

Average
7.9

Average
7.0

Source: IAB Australia Attitudes to DOOH 2024



ACCELERATOR 2

Deeper education of 
programmatic benefits 

and reporting 
capabilities

Top issues preventing programmatic becoming a larger 
proportion of digital Out-of-Home volume

Source: IAB Australia Attitudes to DOOH 2024



ACCELERATOR 2

Deeper education of 
programmatic benefits 

and reporting 
capabilities

The IAB DOOH Working Group continues to 
deliver education and information for buyers

Online education Buyer surveys DSP Reporting Matrix

Plus a Supply Overview 
coming very soon….
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Analysis of 15 cases, each with 
unique objectives and 
success metrics

Brands
15 global and local brands, 
across a broad cross-section of 
categories

Metrics

Identifies the ingredients for 
Programmatic Out-of-Home 
effectiveness

Effectiveness
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Effectiveness 
measured in hard 
business terms
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ADVANTAGE I

The power 
of contextual 

relevance

ADVANTAGE II

Precise audience 
targeting and 
engagement

ADVANTAGE III

Power to drive 
measurable 
real-world 

impact

ADVANTAGE IV

Amplification via 
cross-channel 

integration

Programmatic Out-of-Home has emerged as a 
powerful tool for savvy brands and marketers



The power of contextual 
relevance
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Programmatic Out-of-Home enables 
brands to deliver highly targeted, 
contextually relevant messages that 
truly resonate with audiences in 
the precise moment, and place, they 
are deployed.



Guinness
Category
Agency
DSP
Investment
Formats

Markets

Alcohol
UM / KINESSO
Vistar
Medium
Digital Small Format,
Rail, Airports
NSW, VIC, QLD & WA

Sources: Kantar; Lifesight; Lion

+100K
incremental pints

drunk in winter

To challenge Australia’s summer beer
dominance and create new cold weather
moments, Guinness launched an
innovative campaign to let consumers
know it was the perfect time for a pint
of Guinness.

The campaign incorporated real-time
weather conditions, proximity planning to
pubs, 21 different dynamically optimised
creatives, and QR codes.

Campaign background Results
The campaign was a remarkable success,
growing the Guinness brand and increasing sales.

#1 +100k incremental pints drunk in winter
(+13% increase in consumption YOY)
Contributed to 2,000 sampling opportunities
through the free pint giveaway

#2

+3%pt growth in brand salience#3
+17% increase in brand power#3

Investment: Low: <$50k, Medium: $50-99k, High: $100k+
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Programmatic Out-of-Home allows brands to 
reach their desired audience segments with 
unparalleled precision, leveraging data-driven 
insights to maximise engagement and drive 
superior message impact.

Precise audience targeting and engagement20
25

 S
N

EA
K 

PE
AK

AD
VA

N
TA

GE
 II



Dior Sauvage
Category
Agency
DSP
Investment
Formats
Markets

Fragrances / Luxury
GroupM Nexus
Hivestack
Low
Digital Large Format
NSW & VIC

Source: Pureprofile Pre/Post Campaign Study

38%
campaign recall

Dior extended an established campaign 
for the Sauvage fragrance to elevate 
the Dior brand in the lead up to the 
crucial retail and Christmas period.

Dior used programmatic to access 
JCDecaux’s premium Digital Large 
Format assets that aligned with the 
brand’s luxury status.

Campaign background Results
Despite a small budget, access to quality sites via 
Programmatic, combined with strong creative, resulted in 
extremely high campaign recall, some +15-20% more 
than expected for a single format campaign. Those who 
recall to the campaign had increased familiarity, 
consideration and favouritism for the brand, resulting in a 
timely brand elevation just before Christmas.

#1 38% campaign recall
+10% familiarity amongst audience who recall#2
+6% consideration amongst audience who recall#3

Investment: Low: <$50k, Medium: $50-99k, High: $100k+
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Programmatic Out-of-Home campaigns have 
consistently demonstrated their ability to drive tangible 
business outcomes, such as increased store visits, app 
downloads, and ultimately, sales.
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Driving measurable real-world impact



Tourism Tasmania
Category
Agency
DSP
Investment
Formats

Markets

Tourism
Starcom
Yahoo!
High
Digital Large Format,
Digital Small Format,
Rail, Airports
National

Source: Near Footfall & Web Visitation Attribution Study

+140%
footfall uplift attributed to

Large Format

Tourism Tasmania activated an
omnichannel campaign, led by
programmatic Out-of-Home, to change
the perception of a Tasmanian winter
holiday and provoke a profound emotional
response from audiences.

JCDecaux’s Adobe Audience Manager
integration allowed asset selection best
placed to interact with Tourism Tasmania’s
specific audience segments.

Campaign background Results
These results demonstrated programmatic
Out-of-Home’s ability to drive physical visits and
influence online engagement.

#1 +140% footfall uplift attributed to
Digital Large Format
+151% uplift in web traffic vs. control group#2
+45% increase in footfall from digital native#3
+29% increase in footfall from
programmatic display

#4

Investment: Low: <$50k, Medium: $50-99k, High: $100k+
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Programmatic Out-of-Home's ability to seamlessly 
integrate with other channels, such as mobile and 
online, creates powerful synergies that truly amplify 
campaign effectiveness.

AD
VA

N
TA

GE
 IV

Amplification via Cross-Channel Integration



Pepsi Max
Category
Agency
DSP
Investment
Formats
Markets

FMCG
PHD
Vistar
High
Digital Small Format
National

Source: Pureprofile Pre/Post Campaign Study

+10%
points familiarity with

Pepsi Max Soda Shop range

To launch its Soda Shop range, Pepsi Max 
used Out-of-Home to increase awareness, 
generate hype, and encourage product trial.

A tactical programmatic activation across 
Small Format, targeting diet cola consumers 
in key commuter hubs, was combined with a 
reach driving JCDecaux Transit campaign to 
ensure the nostalgic Soda Shop flavours were 
top-of-mind.

Campaign background Results
Strong campaign awareness grew 
familiarity with the Soda Shop range and 
delivered an increase in brand preference 
for the Pepsi Max masterbrand.

#1 +10%pts familiarity with Pepsi Max
Soda Shop range
+2%pts Pepsi Max brand preference#2

Investment: Low: <$50k, Medium: $50-99k, High: $100k+
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Swisse
Category
Agency
DSP
Investment
Formats

Markets

Supplements
PMG 
JCD Managed Service
Medium
Digital Large Format,
Digital Small Format,
Digital Rail
National

Source: Pureprofile Pre/Post Campaign Study

14%
increase in mobile device ID’s 
exposed by Programmatic activity 

Swisse aimed to cement its position as 
Australians #1 sleep supplement brand amongst 
P25-34, The 2024 challenge was to sustain 
momentum with a shifting focus to Out-of-
Home and building brand momentum and 
elevate the sophistication of Out-of-Home to cut 
through even further.

To deliver greater cut-through during key 
“Moments of Fatigue” Swisse utilised 
Programmatic time-of-day flighting to target 
weary commuters with relevant messaging on 
Monday mornings and the days leading up to 
daylight saving.

Campaign background Results
The programmatic campaign delivered increased 
brand awareness, brand recall and sales growth

#1 14% incremental mobile device ID’s 
exposed by Programmatic activity
Increase in brand recall (29%) vs (15%) direct  #2

Investment: Low: <$50k, Medium: $50-99k, High: $100k+
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SPECIFIC SITE SELECTION 
OR NARROW TARGETING

If advertisers want to 
move away from network 

buys or provide very 
specific target audiences

TACTICAL 
BUDGETS

Tactical budgets that allow 
for the cherry-picking of 

sites, short timeframes and 
efficient buying

REPORTING & 
MEASUREMENT

Measurement studies and 
mobile device IDs are very 

accessible via DSPs as online 
and offline converge

TIME & DAY TARGETING 
FLEXIBILITY

Exploring data and insights 
around time for certain 

brands or products to drive 
flighting efficiencies

COMPLETE CONTROL 
OF DELIVERY 

Optimise and upweight specific 
strategies depending on 
performance, minimising 

wastage

SPEED TO MARKET, 
AGILITY & AVAILABILITY

Ability to activate 
campaigns outside of set 

posting periods. Campaign 
can be live within hours

Benefits of trading programmatically in Perth
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The 3 Core Future-Proofed Approaches

• ID Enabled Responsible Addressability

• Contextual / Semantic  &  Curated Audiences

• On-Device Facilitated Personas



























Ad Creative ID Framework
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Ad Creative ID Framework







What is Required Here in Australia?

1. Establish (or leverage) a local Registry - The key starting point is to establish a local registry here that maintain records for ad 
creative and assign each a unique ID. We are assuming that this already exists for TVC through ClearAds, so are hoping to build 
on this for all video assets with help from XR Extreme Reach.

 

2. Standardise the use of registered IDs – This does rely upon the use of VAST and a recent addendum does ensure ease of 
transport of a registered ID through the supply chain (via the UniversalAdId field). Establish this as standard industry practice 
here will require a united effort.

3. ACIF Directory - This is a centralised solution managed by IAB Tech Lab which enables ad systems to identify where and how to 
validate a registered creative ID from a participating Registry. Minimal requirements for a directory will include a registry 
URL/code as a unique identifier for the registry and lookup info so that a business can validate each ID. We will need to ensure 
any local registry can meet those requirements and formally participate in the dedicated framework.

4. Validation - The final component of ACIF is the ability to validate registered ad creatives when their unique IDs are 
encountered in the video ad supply chain. Ad tech companies wishing to validate can use the ACIF Directory to look up the ad 
registries and how each enables validation and metadata retrieval. Again, we’ll need to test this via the Validation API and 
support its adoption locally.





Brand Safety - Considerations



Brand Safety - Considerations

• Establish & Enforce a Framework

• Review Your Technology Partners

• Demand Transparency with Commercial Partners

• Involve & Empower Highly Competent Humans







loud & clear
maximising effectiveness
in digital audio



kai battaglene
national sales director – programmatic



underutilisedaudio is wildly

right thing by saying the

harnessthe potential



yoy investment 
increased

2024  digital audio
$313 m

$195 m
streaming

$118 m
podcast

+17.8%

iab audio advertising state of the nation report ‘25



but audio remains 
a very small piece

iab australia internet advertising revenue report q4 ‘24

search

social 
display + video

non-social 
display + video

classifieds
audio

1.9%
17.6%

42.8%

15.8%

21.9%



even compared to

iab australia internet advertising revenue report q4 ‘24

digital audio bvod + other

$3 billion

$2 billion

$1 billion

$1.5 billion

$2.5 billion

$0.5 billion

bvod & other video only



77%
australian’s listen to

edison research – the infinite dial australia 2024

digital audio weekly



and they listen 
for a long time

deloitte media & entertainment consumer insights 2024

audiovideo social gaming news/mags

22h 45m

9h 20m

6h 20m

3h 00m 2h 50m

(+5m ’23)

(-5h 35m ’23)



the audience,is audio less effective?

so if it isn’t



nope.
audioworks

measurement

impact

amplification



brand impact
reach & frequency

brand lift
visitation

purchase
roas

insightthrough the funnel



audio attention, dentsu + lumen research attention economy study ‘23  + “digital audio vs…”, siriusxm media, ’24

%+56attentive seconds
over all other digital

more trust23x
than social

audio hooks you



audio amplification: the return on ad spend study, neustar, ‘21

increases roas by an average
shifting +1.2% of audio spend

+56%
it’s a media multiplier



you can measure it
it connects with people

it makes the whole plan better



underutilisedaudio is wildly

right thing by saying the

harnessthe potential



it is a source of
information it fulfills my

personal
interests

it helps fill
downtime

it makes me
smarter

it gives me
something to

talk about with…

it helps me relax
it brightens my

dayit's me time

it’s a source of 
comfort

I can enjoy it
without having to

think too hard

it inspires me

it keeps me
company

lets me escape
from everyday

Life

music podcastradio

arn audio planner ’23 n= 10,000

harnessthe potential



the whole is more than the sum of its parts

afternoon peak
mood regulator

background soundtrack

omd marketing intelligence – how, what & why australian’s connect with audio

make it easy via automation

morning  peak
commuters

high freq. listens

evening peak
sparks discussion

knowledge  is power



right thing saying the



mobility of audio study, siriusxm media, publicis media + edison research  ‘24

80% 73%
77% 70%
85% 75%
75% 72%

shopping in person

shopping online

running errands

dining out

daytime buying audio listening

conversioncontext equals



omd marketing intelligence – how, what & why australian’s connect with audio
iab audio advertising state of the nation report ‘25

75%
audio creative is
product/offer based

align your message

16%
marketers using 
audio for sales/roi

~



omd marketing intelligence – how, what & why australian’s connect with audio

emotion equalsengagement

0%

10%

20%

30%

40%

50%

60%

ad was
trustworthy

ad captured
my attention

ad was
interesting

ad was
memorable

i enjoyed the
ad

story telling / mental image

product / offer



underutilisedaudio is wildly



context

align

emotion

equals conversion

your message

equals engagement

right thing by saying the

automated

activate & measure 

combine

optimise

audio’s parts

trading

harnessthe potential



the sound of entertainment


