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1974 é an iconic year

ÅAdvertising Standards Council 

ÅAdvertising Federation of Australia 

ÅBrisbane Advertising and Design Club

ÅSydney Opera House

ÅCold Chisel

ÅCountdown

ÅAustraliaôs first Advertising major at QUT
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2024 é a year to celebrate 
50 years of Advertising Education and 
make it relevant for the next 50 years

ÅAdvertising industry ïand especially advertising graduates

ÅAdvertising students and potential students

ÅAdvertising academics
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"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.
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Five Decades of Advertising Graduates

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

ÅJudged by Leigh Terry, Tony Hale, Chris Pash and Louise Kelly.
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Five Decades of Advertising Graduates

Å1974-1983   Gayle Kerr, QUT

Å1984-1993   Rem Bruijn, QUT

Å1994-2003   Justine Armour, QUT

Å2004-2013   Chris Colter, Charles Sturt

Å2014-2023   Matthew Moran, QUT
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Ad Student X TikTok 

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

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

ÅThanks also to Smaran at TikTok for producing a video to 
provide students with some ñhow toò advice.

ÅThanks to our judges ïGai le Roy, Paul Nagy, Smaran
Jworchan and Xavier Amouroux.  
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Congrats to National Winner 
Marika (Swinburne),         
Qld Winner Damian (QUT), 
NSW Winner Natasha (UTS) 
WA Winner Zoe (Edith Cowan)

https://www.youtube.com/shorts/31KOdcIp0tE

https://www.youtube.com/shorts/31KOdcIp0tE
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White Paper on the State of the Advertising 
Industry and the Role of Education
ÅThree industry people and three academics.

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

ÅLaunched at MSIX in Sydney in September.

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

ÅLed by David Waller from UTS

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

ÅFive Categories

ÅAnnounced at ANZMAC on December 3
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There is always something new to learn

ÅIdeas from our industry partners

ÅCreative thinking from our advertising students

ÅAchievements of our advertising graduates

ÅApplication of research for new discovery

ÅAnd that education is not just a great lecture but a mindset for 
lifelong learning and wonderful adventures along the way
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Thank you to our industry partners

ÅGai le Roy, CEO IAB Australia

ÅAdam Ferrier, Chief Thinker, Thinkerbell

ÅLeigh Terry, APAC CEO IPG Mediabrands

ÅPaul Nagy, Chief Creative Officer VML

ÅAdam Kennedy and VML Brisbane 

ÅSimone Waugh, Ryan Petie and Publicis Brisbane

ÅTony Hale, Advertising Council of Australia

ÅChris Pash, Editor AdNews

ÅMumbrella, B&T, Advertising Industry Careers

ÅMSIX

ÅXavier Armourex and QUT Media Team 





australian  digital media ecosystem.

Sources: Ipsos iris Online Audience Measurement Service July 2024, Age 14+, PC/laptop/smartphone/tablet, total universe audience (000s ), av time per person (hours) ;  IAB Australia 
Online Advertising Expenditure Report (OAER) FY2024 prepared by PwC Australia; Adõng Value: The impact of digital advertising on the Australian economy and society commissioned by 

IAB Australia and prepared by PwC Australia

21.5 million 
australians (age 14+) online this 
month , spending on average 137 

hours on a computer, laptop, 
smartphone, or tablet.

$15.6 billion
digital adverting market direct 
revenue.

$94 billion
d irect  and flow -on contribution to 
Australiaõs national income (as 

measured by gross domestic 
product, or GDP) in 2021.

$55.5 billion
total annual consumer benefit 
from access to free ad supported 

digital services and content, 
consumption being more closely 
matched to consumer preferences 

and decreased transaction costs via 
reduced time and cost savings.

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/
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PwC

IAB Australia

Internet Advertising

Revenue Report
For the financial year and quarter ended 

30 June 2024
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headline results ð financial year 2024

For the financial year ended 30 June 2024Australia Internet Advertising Revenue Report

Total internet advertising 

market FY24

Classifieds

$2.5bn +4.3% on FY23

Mixed performance across classified categories with job advertising volumes 

declining on record 2021/2022 levels whilst real estate and automotive record solid 
growth

Audio

$290.2m +23.6% on FY23

Internet audio advertising expenditure represents 4.7% of the general display 

advertising market (including video) in FY24

Internet advertising market growth 

FY24 vs FY23

$15.6 billion

+9.7%

Search and directories

$6.9bn +10.4% on FY23

Search represents 44% of the total Australian internet advertising market in FY24

Video

$4.1bn +18.6% on FY23

Video advertising continues to outperform the broader display advertising market

Display (excluding Video)

$2.0bn -1.1% on FY23

Non-video display declines for the second consecutive financial year
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video and classifieds outperform total market growth on June 
quarter 2023

For the quarter ended 30 June 2024Australia Internet Advertising Revenue Report

Internet advertising expenditure by category ($ million)

1,657m
1,860m

583m

705m

495m

513m

919m

1,092m

Jun Qtr 23 Jun Qtr 24

3,654m

4,169m

12.3%

20.9%

3.6%

18.8%

14.1%

Display*

Search

Video

Classified

Compiled by PwC Australia
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$919m

$265m

$144m

$68m
$18m

$945m

$255m

$128m
$66m

$17m

$1,092m

$280m

$136m
$79m

$18m

Video Infeed/Native Standard Display Audio Other

Jun Qtr 23 Mar Qtr 24 Jun Qtr 24 Market Share

videoõs share of quarterly display reaches new peak in june  2024

For the quarter ended 30 June 2024Australia Internet Advertising Revenue Report

65%

67%

68%

19%
on Jun Qtr 23 $

19% 18% 17%

10% 9% 9%

5% 5% 5% 1% 1% 1%

6%
on Jun Qtr 23 $

6%
on Jun Qtr 23 $

16%
on Jun Qtr 23 $

2%
on Jun Qtr 23 $

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

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

personal feeds, social platforms and/or streaming offerings. For further information on definitions see "Scope, 

Methodology and Format" section.Compiled by PwC Australia



social  video is the fastest growing subsector of general display
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connected TVõs increases its dominance in video investment

22

For the quarter ended 30 June 2024Australia Internet Advertising Revenue Report

Content publishersô video expenditure by device, by quarter

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

20% 20% 20% 19% 16%
20%

14% 16% 15%

48% 49% 48% 47%
47%

55%

57% 51% 55%

32% 31% 32% 34% 37%

25%
29%

33% 30%

Jun Qtr 22 Sep Qtr 22 Dec Qtr 22 Mar Qtr 23 Jun Qtr 23 Sep Qtr 23 Dec Qtr 23 Mar Qtr 24 Jun Qtr 24

Desktop

Mobile

Connected TV

Compiled by PwC Australia
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Finance

7.9%
Jun 24 Qtr Share

10.0%
Jun 23 Qtr Share

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

23

For the quarter ended 30 June 2024Australia Internet Advertising Revenue Report

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

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.

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

Entertainment

7.1%
Jun 24 Qtr Share

6.3%
Jun 23 Qtr Share

Health & Beauty

6.1%
Jun 24 Qtr Share

5.4%
Jun 23 Qtr Share

Compiled by PwC Australia



consumer trends



australians  consume a wide range of digital content & services.

Source: Ipsos iris Online Audience Measurement Service July 2024, Age 14+, PC/laptop/smartphone/tablet, online population audience (0 00s) top 10 categories (excl Online Media & Other)
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paris olympics  drove consumption of BVOD sports content across all 
devices including CTV in july  and august 2024

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 
Video Channels Sports Events/Sports Programs, CTV Database, Video Audience (000s); Video Total Time Spent (MM), % change June  to  August.

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

3,995

6,851

6,570

JUN '24

JUL '24

AUG 
'24

648

2,156

2,768

JUN '24

JUL '24

AUG 
'24



Source: Ipsos iris Online Audience Measurement Service August 2024

¶ 18% - entertainment 

¶ 14% - events & 
attractions 

¶ 13% - education
¶ 12% - x-rated  adult
¶ 11% - retail

% of time per person 

more  than AU average

% of time per person 

less than AU average

¶ 57% - energy & utilities 

¶ 30% - telco & ISP
¶ 18% - health

¶ 17% - lifestyle
¶ 16% - technology



21.1 million
australians  aged 14+ visited an 
online retail or commerce 
website or app on computer, 

smartphone, tablet in July 
2024. 

On average online retail visitors 
spent 7 hours on retail or 

commerce websites and apps 
in June 2024. 

nearly all online 
australians  visit a 
retail website 
or app in a 
month

Source: Ipsos iris Online Audience Measurement Service July 2024, Age 14+, PC/laptop/smartphone/tablet, audience (000s), Retail and c omm erce category and selected 
sub-categories  

consumer electronics

18.5 million

voucher/rewards

 17.9 million

grocery/supermarket

s
 16.5 million

fast food and delivery

14.5 million

fashion & beauty

14.5 million

dept, discount stores

15.0 million

most popular online retail and commerce subcategories in July 2024
audience aged 14+
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objectives & 
measurement



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

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

* IAB Australia Video Advertising State of the Nation 2024 ; IAB Australia Attitudes to Programmatic DOOH Report 2024

reach and data also drive advertisers to invest 
in other digital media channels

top drivers for digital media advertising channels

Similarly, in Europe, 
access to retailer 

first-party data 

(87%) and reaching 
shoppers at the 

points of sale (74%) 
are the top two 

retail media 

investment 
opportunities cited 

by buyers.* 

retail media

1. reach shoppers point of 
purchase

2. access to retailer first -party 
data

3. influence across purchase 
funnel

programmatic DOOH

1. data & targeting

2. flexible buying options

3. contextually relevant 
environments

digital video 

1. targeting & 
personalisation

2. reach audiences at scale

3. expanding linear tv reach

32

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


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

measurement techniques: video advertising vs retail media

52%

45%

44%

42%

40%

31%

30%

29%

19%

19%

6%

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

62%

55%

43%

40%

38%

31%

30%

27%

26%

19%

8%

3%

Digital brand lift survey

Campaign audience reporting (r&f,é

Campaign volume reportingé

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
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Xavier Amouroux
Executive Director Marketing and Student Recruitment





Domestic market

 Declining demand for university degrees

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

Å More young people get to work or take a gap year

Å Robust jobs market with record low unemployment rate

Å Rising tuition fees and fear of student debt



After employability, prospective students 

prioritise 3 things:

Å Course offerings

Å Flexible ways of learning (online + accelerated courses)

Å Talking to uni staff before choosing a degree

Domestic trends

Prospective students' expectations:

 study anytime, anywhere, any device



Campaign idea and narrative

!ǘ v¦¢Σ ǿŜΩǊŜ 
famous for being 
ΨǘƘŜ ǳƴƛǾŜǊǎƛǘȅ ŦƻǊ 
ǘƘŜ ǊŜŀƭ ǿƻǊƭŘΩΦ

real is

DŜǘǘƛƴƎ ŀ Ƨƻō ƛǎƴΩǘ ŜƴƻǳƎƘ. Future 
students want a university to help 
them get their ideal job, so they can 
make an impact.

INSIGHT

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

OBJECTIVE
Reinvigorate the brand promise of 

Real World. 



Feat. Real Students & Graduates
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This campaign reinvigorates our
ΨwŜŀƭ²ƻǊƭŘΩbrand promiseby
showing howv¦¢Ωǎstature, 
innovation,andstudent-
centricityset us apart.

InnovativeInitiatives:
Launchof QUTYou, Facultyof Indigenous
Knowledgesand Culture,riseof eSports,

verticaldegrees,anda focuson
sustainability.

Real-World Learning:
Featuringstudent projects,blue-chip 
internships,and industrypartnerships that

exemplify ourpractical approach.

SuccessStories:
Profiling real students, graduatesandalumni
who havemade significantcontributionsto

their fields, demonstratingthe real-world
impact of a QUTeducation.



Integrated Campaign 
Framework

The campaign delivers 

across all levels of the

marketing funnel, driving

long term brand metrics

and creating short term,

immediate impact on

course enrolments.

Tier 1: Brand I Awareness

Reinvigorate the brand promise of Real World.

Tier 2: Faculty I Consideration 

Tier 3: Course I Conversion 



watch the film 1

The filmsaredirected by Paul Nevison, an 
awarded documentarist and commercial 
Director. Paul is a storyteller.Big stories, small 
stories, true stories, but most importantly, real 
stories with heart and soul.

Most universityadsfocus solelyon
the endgoal, the achievements,and 
the successstories,not what it
actuallytakesto get there.

TheΨRealƛǎΧΩplatform dramatises
the real (unfiltered)uni experience,
the highs,the lows andthe in-
betweenmomentsthat driveusto 
shapethe future.

watch the film 2

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