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YEARS OF
ADVERTISING

EDUCATION
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1974 ¢é an 1 coni c year

AAdvertising Standards Council
AAdvertising Federation of Australia
ABrisbane Advertising and Design Club
ASydney Opera House

ACold Chisel

ACountdown

AAu s t r a@dt Adeedtising fmajor at QUT
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2024 é a year to cel ebr
50 years of Advertising Education and
make it relevant for the next 50 years

AAdvertising industry 7 and especially advertising graduates
AAdvertising students and potential students
AAdvertising academics




"For half a century, the Australian
advertising industry has been
Influenced by the ingenuity and
creativity of its graduates.

It's high time we honour and
highlight the significant impact
these advertising pioneers have
had on our industry."

Leigh Terry, project co-leader and
CEO of IPG Mediabrands APAC.




Five Decades of Advertising Graduates

AFive Decades of Advertising Graduates was a competition that
sought to identify an outstanding advertising graduate from
each of the five decades of advertising education.

AJdudged by Leigh Terry, Tony Hale, Chris Pash and Louise Kelly.

Marketing and Student Recruitment




Five Decades of Advertising Graduates

A1974-1983 Gayle Kerr, QUT
A1984-1993 Rem Bruijn, QUT
A1994-2003 Justine Armour, QUT
A2004-2013 Chris Colter, Charles Sturt
A2014-2023 Matthew Moran, QUT

Marketing and Student Recruitment




Ad Student X TikTok

AThis competition asked advertising students to create a TikTok
video to encourage high school students to study advertising at
university.

AThanks to Paul Nagy, Chief Creative Officer VML, for producing
a funny video to get advertising students to enter.

AThanks also to Smaran at TikTok for producing a video to
provide students with some nhow

AThanks to our judges i Gai le Roy, Paul Nagy, Smaran
Jworchan and Xavier Amouroux.

Marketing and Student Recruitment




Congrats to National Winner
Marika (Swinburne),

Qld Winner Damian (QUT),
NSW Winner Natasha (UTS)
WA Winner Zoe (Edith Cowan)

Marketing and Student Recruitment
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https://www.youtube.com/shorts/31KOdcIp0tE

White Paper on the State of the Advertising
Industry and the Role of Education

AThree industry people and three academics.

ABrought together secondary research, primary
research, industry insight and academic
scrutiny to develop a White Paper.

ALaunched at MSIX in Sydney in September.

AAccess a free copy on our website. Go to QUT

website and search 50 years of advertising
education

https://www.qut.edu.au/about/faculty-of-
business-and-law/school-of-advertising-
markeiing-and-public-relations/50-years-of-
advertising-education

Marketing and Student Recruitment


https://www.qut.edu.au/about/faculty-of-business-and-law/school-of-advertising-marketing-and-public-relations/50-years-of-advertising-education
https://www.qut.edu.au/about/faculty-of-business-and-law/school-of-advertising-marketing-and-public-relations/50-years-of-advertising-education
https://www.qut.edu.au/about/faculty-of-business-and-law/school-of-advertising-marketing-and-public-relations/50-years-of-advertising-education
https://www.qut.edu.au/about/faculty-of-business-and-law/school-of-advertising-marketing-and-public-relations/50-years-of-advertising-education

Advertising Educator Awards

ALed by David Waller from UTS

AJudged by an international academic panel including UK
Professor Philip Kitchen and US Professor Anna McAlister

AFive Categories
AAnnounced at ANZMAC on December 3

Marketing and Student Recruitment




There 1s always something new to learn

Aldeas from our industry partners

ACreative thinking from our advertising students
AAchievements of our advertising graduates
AApplication of research for new discovery

AANd that education is not just a great lecture but a mindset for
lifelong learning and wonderful adventures along the way

Marketing and Student Recruitment




Thank you to our industry partners

AGai le Roy, CEO IAB Australia

AAdam Ferrier, Chief Thinker, Thinkerbell
ALeigh Terry, APAC CEO IPG Mediabrands
APaul Nagy, Chief Creative Officer VML
AAdam Kennedy and VML Brisbane

A Simone Waugh, Ryan Petie and Publicis Brisbane
ATony Hale, Advertising Council of Australia

A Chris Pash, Editor AdNews

AMumbrella, B&T, Advertising Industry Careers
AMSIX

AXavier Armourex and QUT Media Team

Marketing and Student Recruitment
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market trends - advertising investment, retail Iqb
aus ro Ia
media, commerce, sustainability & talent:

gaile roy

ceo | iab australia
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australian digital media ecosystem.

21.5 million $15.6 billion

australians (age 14+) online this digital adverting market direct
month , spending on average 137 revenue.

hours on a computer, laptop,

smartphone, or tablet.

$94 billion $55.5 billion

direct and flow -on contribution to total annual consumer benefit
Australiads ndasi onal i framaceessto free ad supported
measured by gross domestic digital services and content,
product, or GDP) in 2021. consumption being more closely

matched to consumer preferences
and decreased transaction costs via
reduced time and cost savings.

L ]
|ab. Sources: Ipsos iris Online Audience Measurement Service July 2024, Age 14+, PC/Iaptop/smartphone/tablet total un|verse audlence (000s ) av tlme per person (hours) ; 1AB Australia
australia  QOnline Advertising Expenditure Report  (OAER) FY2024 prepared by PwC Australia; ] alu pa Jigital ad g e Australia and

IAB Australia and nrepared bv PwC Australia



https://iabaustralia.com.au/resource/internet-advertising-revenue-report-fy24-june-quarter/
https://iabaustralia.com.au/resource/internet-advertising-revenue-report-fy24-june-quarter/
https://iabaustralia.com.au/resource/ading-value-impact-of-digital-advertising-on-the-australian-economy-society/

our purpose.

what? how?

data management & privacy:
The digital advertising industry provides a significant data driven value proposition for both
consumers and marketers. With the loss of identifiers and increased privacy regulation, |1AB

g row Australia is supporting businesses in the digital advertising industry to find new ways of promoﬁon & qdvocqcy
operating businesses, addressing customers and complying with local and global legislation.

SUStGinGbIe sustainability:

. The digital advertising industry needs to reduce its environmental impact by identifying a L.
an d d Iverse path to a net zero future. Through collaboration, agreed measurement and industry action research & II"ISIgI'I‘I'S
plans, IAB Australia will be a driving force to enable this future.

investment in

measurement & SHECHVEHSSSZ

d i i.l.a I The continued evolution of fransparent and effective measurement is vital to the digital adveriising .
g ecosystem. With changes to ad formats, privacy requirements and buy-side measurement events & community
. expectations, IAB Australia plays a key role in providing guidance on measurement
d d ve rh SN g methodologies and frameworks to ensure greater trust in digital advertising practices.

australia fransparency & efficiency: education & mentoring

Transparency and the ongoing development and adoption of technical standards are critical
for driving the growth of the ad-supported digital economy and instilling marketers with
confidence and trust in their digital advertising investments.

preparing the industry for the future: standards & best practice
The digital advertising ecosystem is a key driver in Australia's economy. It facilitates the

delivery of free online content, products and services to all Australians, fosters business growth,
iub supports 450,000 jobs and confributes $94 billion to GDP. IAB Australia actively promotes
L

tralic, industry innovation, effectiveness and diversity to ensure the industry's prosperity.
QuUSITail



|AB Australia o
Internet Advertising

Revenue Report

For the financial year and quarter ended
30 June 2024

iab.

australia




headline results 0 financial year 2024

Search and directories

$6.9bn +10.4% on FY23
Total internet advertising Search represents 44% of the total Australian internet advertising market in FY24

market FY24

Video

$4.1bn +18.6% on FY23

| | |}
$ I 5 6 b I I I I O n Video advertising continues to outperform the broader display advertising market
|

Classifieds
$2.5bn +4.3%on EY23

Mixed performance across classified categories with job advertising volumes

Internet advel’tiSing market grOWth declining on record 2021/2022 levels whilst real estate and automotive record solid

FY24 vs FY23 growin
Display (excluding Video)

0 $2.0bn -1.1% on FY23
+ 9 . 7 /O Non-video display declines for the second consecutive financial year

Audio
$290.2m +23.6% on FY23

Internet audio advertising expenditure represents 4.7% of the general display
advertising market (including video) in FY24

-
Iﬂb. Australia Internet Advertising Revenue Report For the financial year ended 30 June 2024
australia pyc




video and classifieds outperform total market growth on June
guarter 2023

Internet advertising expenditure by category ($ million)

4,169m

3,654m

e

E Video

Display*
20.9%

583m °o—

o— Classified

12.3%

Jun Qtr 23 Jun Qtr 24

-
lub“I Australia Internet Advertising Revenue Report For the quarter ended 30 June 2024
(=[T]1]

HIE pwe Compiled by PwC Australia



videods share of quarterly

Display and video advertising T by type compared to prior and comparative quarters ($ millions)

19% 6% 6% 16%

on JunQtr23 $ on Jun Qtr23 $ onJunQtr23 $ onJunQtr23 $
68%
67%
- " $1,002m
$919m $945m
19% 18% 17%
$265m $280m 10% 9% 9%
$255m 5% 5% 5%
$144m  g10gm $136m
I I

Video Infeed/Native Standard Display Audio

B Jun Qtr 23 “ Mar Qtr 24 ® Jun Qtr 24 © Market Share

johe 8024 a

2%

onJunQtr23 $

1% 1% 1%

$18m $17m  $18m

Other

* Display advertising includes the use of banners, images, video or audio elements, which may be presented on websites,

-
|ﬂb. Australia Internet Advertising Revenue Report personal feeds, social platforms and/or streaming offerings. For further information on definitions see "Scope,
australia pyc Compied by PwC Australia Methodology and Format" section.

For the quarter ended 30 June 2024




social video is the fastest growing subsector of general display

Total video expenditure by video platform classification, by financial year

Total Video
$4.1bn
$3.5bn
$1.4bn
-
Other Video**
$2.3bn +14.3% on Fy23
$2 0bn
BVOD Video*

+9.9% onFy23

* Broadcaster Video on Demand (BVOD) video comprises expenditure on video ads displayed on 7Plus, 9Now and 10Play

aligning with data release by Think TV
. ** Other video comprises expenditure on video ads displayed on YouTube, SBS On Demand, Foxtel, short form editonal video
Iqb_ Australia Internet Advertising Revenue Report and other video formats For the financial year ended 30 June 2024
australia Compiled by PWC Australia ASocial video comprises expenditure on video ads displayed on Meta platforms, TikTok, Snapchat, Pinterest, Linkedin and X 12

FY23 FY24




connected TVOS I ncreases I ts domin

Content publishers6é video expenditure by device, by quarter

Desktop
55%
49% 48% 57% Connected TV
Mobile
20% 20% 20%
14%

JunQtr 22 Sep Qtr22 Dec Qtr22 Mar Qtr23 JunQtr 23 Sep Qtr 23 Dec Qtr23 Mar Qtr24  Jun Qtr 24

Expenditure by device presented above is only in relation to content publishers and therefore percentages presented above cannot be extrapolated across
total video expenditure.

-
lub“I Australia Internet Advertising Revenue Report For the quarter ended 30 June 2024
australia pyc Compiled by PWC Australia 22



entertainment re -enters the top five industry categories in June 2024

Top five industry categories for reported general display by expenditure type, June 2024 quarter

Retail

15.0%

Jun 24 Qtr Share

16.3%

Jun 23 Qtr Share

Automotive

14.9%

Jun 24 Qtr Share

13.6%

Jun 23 Qtr Share

Finance

7.9%

Jun 24 Qtr Share

10.0%

Jun 23 Qtr Share

po®

[>]

Entertainment

7.1%

Jun 24 Qtr Share

6.3%

Jun 23 Qtr Share

o0
A

Health & Beauty

6.1%

Jun 24 Qtr Share

5.4%

Jun 23 Qtr Share

O 0 0 00O

Reported General Display market refers to General Display expenditure reported by survey contributors and therefore excludes Facebook, Google, X (formally known as

Twitter), Snapchat, Spotify, TikTok, Pinterest, Amazon, LinkedIn, Foxtel General Display advertising.

-
lub‘.I Australia Internet Advertising Revenue Report
australia pyc Compiled by PwC Australia

For the quarter ended 30 June 2024
23




consumer trends



australians consume a wide range of digital content & services.

Search Engines

21,370

Entertainment 20,994

News 20,825

Directories 20,738

monthly audience (000s) aged 14+

Finance 20,691

Government & NGOS 20,452

Business Sectors 20,401

L ]
Iabl. @ Source: Ipsos iris Online Audience Measurement Service July 2024, Age 14+, PCl/laptop/smartphone/tablet, online population audience (0 00s) top 10 categories (excl Online Media & Other)
australia



paris olympics drove consumption of BVOD sports content across all
devices including CTV in  july and august 2024

video audience and time spent - sports events/programs

-computer, smartphone, tablet and connected TV -
9Now, 7Plus, SBS on Demand ABC iview and 10Play combined

video audience (000s) total time spent MM

JUN '24 JUN 24

JUL '24 6,851 JUL '24

2,156

"> I "> I
2 6,570 o 2,768

L ]
lab. @ Source: Ipsos iris Online Audience Measurement Service June, July, August 2024, Age 14+, PC/laptop/smartphone/tablet/CTV, ABC iView, 9Now, SBS on Demand, 7Plus, 10 Play OzTAM
australia Video Channels Sports Events/Sports Programs, CTV Database, Video Audience (000s); Video Total Time Spent (MM), % change June to August.



% of time per person % of time per person

more than AU average lessthan AU average
,  18% - entertainment 1 97%- energy & utilities
. 14% - events & 7 30% - telco & ISP
attractions 1 18%- health
,  13% - education 1 17%- lifestyle
. 12%- x-rated adult 1 16% - technology

v 11% - retall

®
Idb. E Source: Ipsos iris Online Audience Measurement Service  August 2024

australia



nearly all online most popular online retail and commerce subcategories in July 2024

australians ViSit a audience aged 14+
retail website

or app in a D @g L
e —— 5 ©

Tt

- consumer electronics voucher/rewards grocery/supermarket

21.1 million 18.5 million 17.9 million S
australians aged 14+ visited an 16.5 million
online retail or commerce
website or app on computer, &
smartphone, tablet in July ég 2
2024.
On average online retail visitors dept, discount stores fast food and delivery fashion & beauty
spent 7 hours on retail or 15.0 million 14.5 million 14.5 million
commerce websites and apps
in June 2024.

L ]

!gg; M Source: Ipsos iris Online Audience Measurement Setrvice July 2024, Age 14+, P C/laptop/smartphone/tablet, audience (000s), Retail and ¢ omm erce category and selected

sub-categories






research time range of buying
sales events methods / subscriptions
price comparison sites delivery expectations
loyalty programs data concerns

cash back programs

sales events medication / personal care
influencers driving
discovery
price comparison sites
appetite for video

!gg; Pureprofile(')
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reach and data also drive advertisers to invest
In other digital media channels

top drivers for digital media advertising channels

programmatic DOOH digital video

1. reach shoppers point of 1. data & targeting 1. targeting_& |
urchase . . . personalisation

P 2. flexible buying options _
2. access to retailer first -party 2. reach audiences at scale

data 3. contextually relevant o

environments 3. expanding linear tv reach

3. influence across purchase

funnel

Source; IAB Australia Retail Media State of the Nation 2024 n= 134 advertising decision makers or influencers with experience in retail media iab
[ ]

Q - What do you see as the key opportunities of partnering with retailers? (Please select all that apply)

* |AB Australia Video Advertising State of the Nation 2024 : IAB Australia Attitudes to Programmatic DOOH Report 2024 32 GUSTI’CI'ICI

retail media



https://iabaustralia.com.au/resource/video-advertising-state-of-the-nation-report-2024/
https://iabaustralia.com.au/resource/attitudes-to-programmatic-dooh-report-2024/

measurement technigues: video advertising vs retail media

Digital brand lift survey

Campaign audience

Market Mix Modelling
Online conversion tracking
Ad attention measurement
Cross-media brand lift survey
Multi-touch attribution modelling
Creative testing
Offline conversion tracking
Carbon footprint calculator

Other attribution modelling

I, 62%
l eporting (r&f JREEG
Campai gn vol ume NN 43%

I 0%
e
I 31
I 3090
I 27
I 260
N 0%

5%

B 3%

Sales lift experiment (eg geo sales lift)

Online conversion tracking
Market Mix Modelling
Attribution
Digital brand lift survey
Cross-media brand lift survey
Offline conversion tracking
Ad attention measurement
Other brand tracking survey
Creative testing

Carbon footprint calculator

Source s: IAB Australia Video Advertising State of the Nation 2024, IAB Australia Retail Media State of the Nation 2024

iab.

australia

retail media



case study - the university for the real qubl"
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Xavier amouroux
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Our new campaign |
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Xavier Amouroux
Executive Director Marketing and Student Recruitment d
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ACKNOWLEDGEMENT OF TRADITIONAL OWNERS

QUT acknowledges the Turrbal and Yugara, as the First Nations
owners of the lands where QUT now stands. We pay respect to
their Elders, lores, customs and creation spirits. We recognise
that these lands have always been places of teaching, research
and learning.

QUT acknowledges the important role Aboriginal and Torres
Strait Islander people play within the QUT community.




Domestic market

Declining demand for university degrees

-8.2% new students in 2023 (lowest in 9 years)

A More young people get to work or take a gap year
A Robust jobs market with record low unemployment rate

A Rising tuition fees and fear of student debt

350 lDomestic commencing undergradua_te students ('OOQs. LHS) -Growth (%, RHS) 20

300 15
250 10
e > 2+ THE AUSTRALIAN*
150 0
100 -S HOME NATION WORLD BUSINESS COMMENTARY SPORT ARTS
50 ; : .10
2013 2014 20015 2016 2017 2018 2019 2020 2021 2022 Uni v tradies: Vocational training

SOURCE: EDUCATION DEPARTMENT ﬂexes its muSCIQ



Domestic trends

After employability, prospective students
prioritise 3 things:

A Course offerings
Prospective students' expectations: A Flexible ways of learning (online + accelerated courses)
study anytime, anywhere, any device A Talking to uni staff before choosing a degree

Perceived barriers to higher education (%)

Expensive tuition fees

‘University degrees may not lead to a béAtter'j'ob
Reluctance to take on student loans

High moving/living cost

Insufficient financial support

No desire

Health or mental health issues

Other obligations don't leave time to go

Too much effort

Too far away from home

Too high marks to be accepted
Family/community members typically do not go
Hard to fitin

Not applicable*

0 10 20 30 40 50 60

* Because they would pursue a university education SOURCE: ABS, FINANCIAL REVIEW, MELB NSTITUTE



Campaign idea and narrative

OBJECTIVE 7 et

Reinvigorate the brand promise o L Uwv) O

Real World famous for being

INSIGHT K’S w)\ D

uK‘é NGB |

DSOGUOAY3I | 2.Fdtureh a
students want a university to help
them get theiridealjob, so they can
make an impact

IDEA

QUT understands how the world is
evolving and leans bravely into
change,so their students cashape
the future.




QUT
. Feat.Real Students & Graduates

SIENA STUBB S/
Bachelor of Fine Arts
(Film, Screen & New Media)

Doctor of Philosophyg PhD, Collaborative

Robotics

Bachelor of Business / Bachelor of
JASPER VERMEULEN/

SASHATHOMAS/
Engineering (Honours)

EMILY CAMPLING/
Bachelor of Design /
Bachelor of Engineering (Honours)

HAI DI WONG

Bachelor of Business / Bachelor o)
Fine Arts

OOSTENBROEK/

JESSICA
Executive MBA

1) IEIDJ PRS-
0
5] 1 LAUREN FELL/
Qo
) 58 E - Doctor of PhilosophyPhD,
g < 5 w Quantum Cognition
EMERALD WATTS/ ~5¢ Pa
. . D g . ®) o O
Bachelor of Communications —_o&=s o2 <
JAMES PYKE/ -4 £8 ws 3
Bachelor of IT and Master of IT Z 5 £ n 359
<8¢ w275
X w e e
> 0< oW

AndYly& Y2N



G.UT - | ‘::,"g_:"f" i

he university the university, i . O the university
for the real wor 'd for thelreal wqud“ i “for the real world 5
This campaigmeinvigoratesour - R ) b o el
Ww S8 12 tNbréh@promiseby 4 AR ’ ‘

showinghowyv | ¢stature, \.. | ML7 4D
innovation, andstudent- 3l N =2 s T E\“ ‘.\
centricity set us apart. = Ay & { \ \.,

-’

# Real is 4
Innovative Initiatives: Real is finding ‘ leadlng
Launchof QUTYou,Facultyof Indigenous Working with power in the future

Knowledgesand Culture,rise of eorts,
verticaldegrees,andafocuson
sustainability.

Industry icons. knowing. of sports.

ReatWorld Learning:
Featuringstudent projects,blue-chip
internships,andindustry partnerships that
exemplify ourpractical approach.

Success$tories: Fé'
Profiling real students,graduatesand alumni al i 1S £ R g WP )
who have madesignificantcontributionsto belng part L 3 - : , Redal is

their fields, demonstratingthe real-world ; . . : 3 :
impact of aQUTeducation. of the team ¢ (| Sh(:tpmg . prepdring the
from day one. B the future. = I future you.




QuT

Tier 1: Brandl Awareness
Reinvigorate the brand promise &eal World.

WV -

. - . Req! 1S £% ; ’ Real 15 .‘};  _.’ .
Integrated Campaign (5 AT RN N B

knowing. : wiim=s | icons.

Framework

Realis . 8 . £ Realiis RSN
leading "9y g e prepari % . being pdyt-— 2
the future - the futur, o of the te

of sports. B i W | you. or the est from d&y one.

The campaign delivers

across all levels of the Real & 5 vy ] ool
marketing funnel, driving o W N o R e e of
long term brand metrics S g foke news healthcare.

and creating short term,
Immediate impact on
course enrolments.



QuT

Most university adsfocussolelyon
the endgoal,the achievementsand
the successtories,not what it
actuallytakesto getthere.

TheRealA a plafiorm dramatises
the real (unfiltered) uni experience,
the highs,the lowsandthe in-
betweenmomentsthat drive usto
shapethe future.

The filns aredirected byPaul Nevisonan
awarded documentarist and commercial
Director.Paul is a storytelleBig stories, small
stories, true stories, but most importantly, real
stories with heart and soul.


https://youtu.be/ppNJULVnzs8
https://www.paulnevison.com/
https://youtu.be/1p1FdwAZhGY?

market update - data, privacy, reducing ad wastage Euﬂstga
& industry standards:

jonas jaanimagi

technology lead | iab australia

brisbane
market update
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Privacy Reform — what is it?

Why do we need privacy reform?

Australians increasingly rely on digital technologies for
work, education, health care, daily commercial
transactions and to connect with loved ones.

The digital economy has led to innovation, advances in
productivity and a range of other benefits. However, the
vast data flows underpinning digital ecosystems have also
created the conditions for recent major data breaches,
exposing millions of Australians to the risk of identity
fraud and scams.

Government Response
| Privacy Act Review Report

What are the benefits of reforming
the Privacy Act?

The Privacy Act was introduced to promote and protect
the privacy of individuals and to regulate how personal
information is handled by entities.

Privacy reforms will deliver a range of benefits to
consumers, businesses, government and the
broader economy.

For Australians, this means more choice and control over
how their personal information Is collected and used, and
a shift away from complex and lengthy privacy policies and
collection notices.



|c|b

australia

Research & Policy, Events & News &
Q Resources v  Standards &  Training v Content v
Guidelines v

On September 12, 2024 Policy and Regulation

First tranche of Privacy Reforms Released — advertising specific reforms not included

The Privacy and Other Legislation Amendment Bill 2024 has today been introduced into
the Parliament. More analysis to follow, but below is a brief summary of what it contains:

e A statutory tort for serious invasions of privacy

The statutory tort is informed by the ALRC's proposed version of the tort in its 2014 report
on serious invasions of privacy.



What is the AU Privacy Act?

Privacy Act of 1988

o Firstenacted in 1988, the Australian Privacy Act spells out the requirements for both public and private

organizations that collect personal information.

o In 2014, the Australian Privacy Principles (APPs) were introduced which establish rights and regulations
regarding:
® Collection, use, and disclosure of personal information;
® Use of personal information for direct marketing;
® Cross-border transfer of personal information;

® Quality and security of personal information; and

® Access and correction to personal information.

o InFebruary of 2023, Australia’s Attorney-General’s Department (AGD) released a Review Report,
presenting over a hundred proposals to amend the 1988 Privacy Act.

® The main aim of these proposals are to make requirements in the Australia Privacy Act closer to those provided by other

major data protection laws internationally such as GDPR



Key Proposals - What's changing?

8]

Broadening “Personal Information”: Expanding the definition of "personal information” to cover
pseudonymous data sets such as IP address and other advertising identifiers as well as de-identified data
sets. The Government’s response may ultimately narrow the definition of de-identified data, but the
Government recognizes that more thought and discussion would be helpful when it comes to de-identified
data.

Covering Small Businesses: Removing the "small business exemption" in APA for private-sector entities with
a turnover below Australia 3 million so thatsmaller businesses would be covered by the APA.

Notice, Consent, Transparency: Amending the Privacy Act's requirements regarding notice, consent, and
transparency. Interestingly, the report demonstrates that the current thinking is to avoid imposing a consent
requirement for processing of non-sensitive, pseudonymous data sets. However, the trading of personal
information (i.e., the “the disclosure of personal information for a benefit, service or advantage”) would
require data subject consent - and it does not currently appear thatthere would be an exception for
pseudonymous personal information.

Fair and Reasonable Test: Implementing a "fair and reasonable” test for all personal information processing.
The Government response notes thattoo many Australians don’t understand or like certain uses of personal
information - and this may stoke fears that the APA will create a more specific list of prohibited uses of data.

Privacy Impact Assessment (PIA): Requiring PlAs for high-risk activities.



Key Proposals - What's changing?

o Children's Privacy: Introducing new provisions for protecting children's privacy.

o Individual Rights: Establishing new rights for individuals, including the right to erasure, delisting from online
search engines, and opting out of specific processing, including Automated Decision-Making (ADM).

o ADM Transparency: Requiring transparency in Automated Decision-Making (ADM) processes.

o Protection Against Direct Marketing: Providing protections against direct marketing, targeting, and trading
in personal information.

o Controller-Processor Distinction: Introducing a distinction between data controllers and processors.
o Cross-Border Data Transfer: Refining mechanisms for cross-border data transfers.
o Penalty Framework: Implementing a tiered penalty framework.

o Direct Right of Action: Allowing individuals to take direct action for breaches of the Australian Privacy
Principles (APPs) and statutory torts for serious invasions of privacy.

o Data Breach Notification: Amending data breach notification requirements under the Privacy Act.






policy update

sarah waladan
director of policy and regulatory affairs
iab australia
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United States European Union

Consent Model Notice and Opt-Out Notice and Opt-In
You are informed about You are informed upfront about
What it means privacy-invasive data practices and privacy-invasive data practices and
given the opportunity to broadly object asked to expressly consent to each
Default assumption You aut.omatlcally agree until you say You do not agree until you actually
otherwise do
Stronger emphasis on the freedom of Stronger emphasis on protecting
Cultural driver individuals and companies to contract individual’s privacy rights and
and exchange information. freedoms.
California Conusmer General Data Protection
Example laws Privacy Act (CCPA) Regulation (GDPR)

US CAN-SPAM Act ePrivacy Directive (ePD)
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-> C 25 labeurope.eu/tcf-supporting-resources/ w 5}

TCF Supporting Resources

TCF - Transparency & Consent

To support your implementation of TCF v2.2 we have listed all relevant resources. Framework
TCF POIiC|eS TCF Standardisation Principles
* TCFv5.0 Policies (Updated June 2024) - (here) JOIN THE TCF
e TCF Terms & Conditions (Updated April 2023) - (here)
e Previous TCF v2.0 Policies - (here) TCF for Publishers
TCF Technical Specifications TCF for CMPs
¢ TCF Implementation Guidelines (here) TCF for Vendors
e Transparency and Consent (TC) String with Global Vendor List Format (here)
e Consent Management Platform API (here) TCF for Advertisers & Agencies
e Vendor Device Storage & Operational Disclosures (here)
¢ Additional Vendor Information List Specification (here) TCF Compliance Programmes
TCF Operational Resources TCF Governance
e TCF Vendor Registration (here) TCF Supporting Resources
e TCF CMP Registration (here)
e TCFv2.2 Translations (here) IAB Europe Transparency & Consent Framework
e List of registered TCF Vendors (here) Policies

e List of registered TCF Vendors logos (here) e
e |ist of registered TCF Operational CMPs (here) CMP & Vendor Notifications




Consent Payload: “3FDF299BE572" appended to every request
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IAB TCF 1.0 IAB TCF 2.0 Legal Basis

Information storage and access Store and/or access information Consent
Create personalized ad profile
Personalization
Create personalized content profile
Select basic ads
Add selection, delivery and reporting ‘
Select personalized ads
Consent

Content selection, delivery, and reporting

Select personalized content
Legitimate Interest

Measure ad performance

Measurement Measure content performance

Apply Market research to generate
audience insights

Develop and improve products

- En’éﬁre security, prevent fraud, and debﬁf-"

New Special

Legitimate Interest
Purposes

: Technically deliver ads or content




@ You're in control

CMP Validator 2.2

® X

We need your consent so that we and our trusted partners can st
access cookies, unique identifiers, personal data and informatior
your browsing behaviour on your device. This enables us to serv
relevant content and advertising to you, and to improve the serv
we provide to our readers. This only applies to telegraph.co.uk.

which you'll find at the bottom of every page. You don’t have to
but should you not, you might not see adverts and content that a
relevant to you.

You can change your preferences at any time via ‘Privacy Permi%

To see a list of our partners and check how your data might be us
click or tap ‘manage’ below. You can also review where our part
claim a legitimate interest to use your data and, should you wish
to them doing so.

Manage

Summary
CMP Found: Sourcepoint Technologies, CMP Id: 6
Inc.
CMP Version: 1 TCF API Version: 2

TCF Policy Version: 2 GDPR Applies: true
Technical Compliance Checks passed: 7, failed: 2, to do: 3

Policy Compliance Checks passed: 0, failed: 0, to do: 31

The user rejected consent for all purposes!

The user did not object to the use of legitimate interest for all purposes!
The user rejected consent for any special features!

Number of vendors the user has expressed consent for: 0

Number of vendors the user agreed to the use of legitimate interest: 109

Technical Compliance Checks

1 Are consent signals in the TC String created after ®
affirmative action by the user

2 If a 'Reject All' option is provided in the user interface, ®
when the user clicks on it, are all consent signals for
purposes and vendors set to 'off?

3 Does the API return an updated TC string after a change (&)
of users’ choices made in the CMP UI?

4 Did all CMP API required commands return a correct ®
response?

5 Is the CMP registered? ®

6 Is the GVL version format correct? ®

7 Is the current or penultimate version of the GVL being ®

v
v
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