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introduction

The IAB Australia Video Advertising Council was formed in 2014 to help 
support the growth of an area of the market that now represents 27.5%* of 
internet advertising investment. The Council collaborates on projects in relation to 
advertising standards, best practice, creative and research of streaming ads in all 
environments across different consumer screens. Most recently the Council have 
created a video format matrix to showcase the various environments available for 
different video formats, providing guidance on maximising the use of existing 
assets and expanding the reach of campaigns.

The IAB Australia Video State of the Nation 2025 report provides an analysis of 
the digital video advertising landscape, highlighting ongoing growth, evolving 
challenges, and emerging opportunities across the market. The study offers a 
timely pulse check on investment trends, formats, measurement, and technological 
innovations shaping the video advertising ecosystem. 

*Source; IAB Australia Internet Advertising Revenue Report, prepared by PwC for CY2024



methodology

• This online survey was carried out in May 2025.

• 76 advertising agency decision makers completed the survey.

• Respondents are senior representatives across independent and 
major holding group agencies, who are responsible, or influence 
advertising decision making for their company or clients and have 
previously bought digital video advertising.

• The survey gathered industry information on video advertising that 
appears on connected devices such as connected TV, computers 
(desktop/laptop), smartphone or tablets. This included video 
advertising in all varieties of long-form and short-form digital content 
and social platforms. 

• This is the fifth annual IAB Australia Video Advertising State of the 
Nation survey (previous reports can be found on the IAB website). 

respondents' usage of digital video advertising 
on any screen/device

Significant 
part of 

activity, 71%

Regular part 
of activity, 

24%

Occasional 
part of 

activity, 5%

Source; IAB Australia Video Advertising State of the Nation 2025 n=76, 
Q - Which of these best describe your organisation’s experience with Digital Video advertising (in all varieties including long-form and short-form content and social platforms on any connected device) to date? 



executive summary

Source; IAB Australia Video Advertising State of the Nation 2025; IAB Australia Online Advertising Expenditure Report, prepared by PwC quarter ending March 2025 and CY2024

• Video advertising continues its strong upward trajectory, with total market expenditure reaching $4.5 billion in 2024, representing 27.5% of total internet 
ad spend. Growth outpaces the broader display market, with a 23% year-on-year increase in video advertising spend for the most recent Q1 2025. 72% 
of display advertising budgets are now allocated to video, reflecting its central role in campaign strategies. Despite this growth, macro economic 
challenges and their impact on tightening ad budgets, are still top of mind for ad buyers. 

• High levels of online video consumption are driving momentum, with 85% of Australians aged 14+ watching online video in the past week. Understanding 
evolving consumer video viewing behavior is key to advertising success.  

• Opportunities abound, particularly in AI integration and the creator economy. Agencies see the greatest potential for AI in campaign optimisation and 
audience segmentation. Most agencies agree that social video offers valuable marketing opportunities through partnerships with content creators.

• Agencies are also excited by future developments in cross-platform measurement, improved targeting and presonalisation and innovative ad 
opportunities.

• Instream formats remain dominant, but advertisers are increasingly experimenting with a broader mix of video ad formats. At the same time, agencies are 
focusing more on full-funnel strategies, using digital video not only for brand awareness but also to drive conversions and sales.

• While being a factor for excitement, cross-platform measurement, also presents a challenge for agencies. While 9 in 10 agencies adopt a unified cross-
screen strategy, nearly one-third of agencies rarely or never unify measurement across screens, underlining an industry gap. Additionally, concerns about 
ecosystem complexity, frequency management, and diversifying video opportunities provide challenges to ad planning and buying.

• The industry increasingly recognises the need to align investment with measurable business outcomes. Marketing/advertising ROI is the most important 
metric for agencies to demonstrate the contribution of all marketing and advertising investment to overall business outcomes, followed closely by brand lift.

• Quality data inputs, standardisation, sufficient investment and measuring long-term outcomes are at the heart of the key challenges for planning and/ 
assessing effectiveness of digital video advertising. 

• The 2025 report underscores the dynamism of the video advertising sector. As agencies navigate an increasingly complex and data-rich environment, the 
call for better measurement, more diversified strategies, and responsible use of AI will be central to sustained growth and effectiveness.



content and screens are driving high video audience consumption

media consumption by age in last 7 days 85% 
of all people 14+ 
watched online 

video in the last 7 
days.

Source: Ipsos iris Establishment Survey, March 2025, N=12,073 age 14+ Digital Landscape Report

91%

82%

65%

26%

35%

9%

89%

75%
68%

38%

46%

14%

84%

60% 59%

49%

71%

21%

75%

40%

50% 51%

83%

25%

Watched any video
online

Watched a video on
social media

Watched paid
streaming service

Watched free online TV Watched free live TV Watched Foxtel or
Fetch TV

14 - 24 years 25 - 44 years 45 - 64 years 65+ years

https://iabaustralia.com.au/resource/digital-landscape-report-march-2025/


video advertising expenditure has increased over 200%
from 2018 to $4.5b in 2024

The total Australian internet video 
advertising market in 2024 was

$4.5bn
representing

27.5%
of total 2024 internet advertising expenditure

Source; IAB Australia Internet Advertising Revenue Report, prepared by PwC for quarter ending March 2025 and CY 2024

BVOD 
Video, 10%

Social 
Video, 36%

Other 
Video, 54%

Total video expenditure by video platform 
for the calendar year 2024



video advertising expenditure growth continues 
to outperform the overall general display market

Video advertising 
expenditure, 
by quarter ($ million)

Video advertising expenditure 
is up 23% year-on-year, and 
represents 72% of display 
advertising spend, in the latest 
quarter ending March 2025.

Video advertising expenditure 
for calendar year 2024 totaled 
$4.5b, up 19.6% year-on-
year.

Source; IAB Australia Internet Advertising Revenue Report, prepared by PwC for quarter ending March 2025 and CY 2024
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video advertising is a key driver of online advertising expenditure 
across markets

online video advertising expenditure 
share by market

Sources: IAB Australia Internet Advertising Revenue Report Prepared by PwC; IAB Internet Advertising Revenue Report; IAB UK & PwC Adspend Study, IAB Europe AdEx Benchmark Report

47%

40%

44%

23%

29%

28%

3%

3%

16%

26%

25%

11%

1%

3%

2%

UK

US

AU

Search Video Classifieds Display (ex video & audio) Audio

AU US UK EU (incl UK)

Search 10% 16% 13% 12%

Social 19% 37% 20% 24%

Video 20% 19% 20% 24%

Audio 18% 9% -1% 18%

online video advertising expenditure investment 
change CY23 v CY24

 by market



internet advertising 
expenditure

CAGR 2018-2024
10.8%
total internet 
advertising
21.8%
video advertising

however, there are 
some key challenges 
for 2025…

greatest challenges regarding marketing and advertising 
investment in 2025

Source; IAB Australia Internet Advertising Revenue Report CY 2024
Source; IAB Australia Video Advertising State of the Nation 2025 n=76, Q - What are your greatest concerns and/or challenges regarding marketing and advertising investment in 2025? Select all that apply.

55%

51%

43%

42%

28%

28%

Executing cross-channel media
measurement

Slowing Australian economy/global
economic impacts

Understanding the opportunities in AI

Having budget to up emerging channel
spend

Understanding evolving consumer viewing

Ensuring brand safety and suitability



marketing and ad investment challenges 2025
Executing cross-channel media measurement is the greatest challenge for 2025 cited by agencies in both the Australian and US market. 

US marketAUS market

44%

36%

31%

30%

29%

Executing cross-channel media
measurement

Managing reach and frequency

Media inflation

Understanding evolving consumer
viewing

Having enough first-party data for
targeting

55%

51%

43%

42%

28%

Executing cross-channel media
measurement

Slowing Australian economy/global
economic impacts

Understanding the opportunities in AI

Having budget to increase emerging
channel spend

Understanding evolving consumer
viewing

Sources; IAB Australia Video Advertising State of the Nation 2025 n=76; IAB US 2025 Outlook Study  n=200
Q - What are your greatest concerns and/or challenges regarding marketing and advertising investment in 2025? Select all that apply.



changes in share 
of investment in 
performance 
compared to brand 
advertising 

The Australian market does not 
show the clear preference for 
increasing performance 
advertising seen in the US market, 
where half (51%) of respondent 
are increasing performance and 
22% increasing brand this year*. 

In terms of overall media investments in 2025 and share of spend on performance 
compared to share of brand, agencies will spend …

Sources; IAB Australia Video Advertising State of the Nation 2025 n=76; * IAB US 2025 Outlook Study January 2025 n=200
Q - Thinking about your overall media investments in 2025, how will your share of spend on performance advertising change compared to your share of spend on brand advertising? In 2025, I will spend…

33% 35%
32%

More on performance
advertising

More on brand advertising No change



top areas of 
excitement 
around the 
growth of the 
video streaming 
ecosystem

what excites agencies the most about the continued growth and evolution 
of the video streaming ecosystem

Sources; IAB Australia Video Advertising State of the Nation 2025 n=76; *IAB US 2025 Outlook Study January 2025 n=200
Q - What excites you most about the continued growth and evolution of the video streaming ecosystem (incl. CTV / online video / social video)? Please select all that apply

In the US improved 
targeting and better 

cross-platform 
measurement are also 

the top 2 areas of 
excitement.* 

66%

61%

53%

47%

45%

42%

27%

14%

Better cross-platform measurement

Improved targeting and personalisation

Innovative ad format opportunities

Full-funnel ecosystem opportunities

Increased audience reach and scale

Programmatic CTV activation

More live content opportunities (eg sport)

Rollout of self-service platforms



top areas of excitement around the growth 
of the video streaming ecosystem
In both the Australian and US markets, agencies see streaming video’s future tied to offering better cross-platform measurement, improved 
targeting and presonalisation and innovative ad opportunities.

US marketAUS market

66%

61%

53%

47%

45%

Better cross-platform measurement

Improved targeting and
personalisation

Innovative ad format opportunities

Full-funnel ecosystem opportunities

Increased audience reach and scale

46%

44%

40%

38%

31%

Improved targeting and
personalisation

Better cross-platform measurement

Innovative ad format opportunities

Increased audience reach and scale

Programmatic CTV activation

Sources; IAB Australia Video Advertising State of the Nation 2025 n=76; *IAB US 2025 Outlook Study January 2025 n=200
Q - What excites you most about the continued growth and evolution of the video streaming ecosystem (incl. CTV / online video / social video)? Please select all that apply



top areas of 
concern around 
the growth of the 
video streaming 
ecosystem

what concerns agencies the most about the continued growth and evolution of the video 
streaming ecosystem

Source; IAB Australia Video Advertising State of the Nation 2025 n=76
Q - What concerns you the most about the continued growth and evolution of the video streaming ecosystem (incl. CTV / Online Video / Social Video)? Please select all that apply.

“Expanding currencies 
(VOZ, Ipsos iris) to 

include YouTube and 
SVOD would provide 

an unbiased, complete 
view of audience”
agency respondent

51%

46%

46%

43%

41%

38%

35%

27%

Lack of unified TV/Video currency

Incrementality measurement

Managing multiple self-service platforms

Frequency management

Ecosystem complexity

Ad transparency challenges

More cross-platform measurement systems

Ensuring brand safety



top areas of concern around the growth 
of the video streaming ecosystem
Cross-platform measurement is both exciting to agencies in Australia and the US, as well as being one of the key concerns. Agencies are 
also concerned about ecosystem complexity, compounded by challenges with managing frequency as well as managing buys across 
various self-service platforms.

US marketAUS market

51%

46%

46%

43%

41%

Lack of unified TV/Video currency

Incrementality measurement

Managing multiple self-service
platforms

Frequency management

Ecosystem complexity

43%

41%

39%

39%

38%

More cross-platform measurement
systems

Ecosystem complexity

Incrementality measurement

Frequency management

Managing multiple self-service
platforms

Sources; IAB Australia Video Advertising State of the Nation 2025 n=76; IAB US 2025 Outlook Study January 2025 n=200
Q - What concerns you the most about the continued growth and evolution of the video streaming ecosystem (incl. CTV / Online Video / Social Video)? Please select all that apply.



Source; IAB Australia Video Advertising State of the Nation 2025 n=76
Q - How do you approach planning and buying advertising across screens (including combinations of advertising on TV, mobile, computer, retail, outdoor or cinema screens)? Please select one response in each row. 

9 in 10 agencies have a unified strategy across screens, however 
nearly a third rarely or never unify measurement across screens

xx% 
xxx

agency approach to planning and buying advertising across screens
(including combinations of advertising on TV, mobile, computer, retail, outdoor or cinema screens)

45%

36%

19%

15%

48%

55%

49%

55%

7%

9%

25%

18%

6%

12%

Plan by media channel but ensure cross-screen
consistency in creative and messaging

Unified strategy across all screens being used

Unified effectiveness measurement across screen

Buy cross-screen inventory in one place

Always Sometimes Rarely Never

“Sometimes advertisers 
funnel too much budget 
into one provider. There 
needs to be more info 
about how to diversify 
your buying in the most 

efficient manner”
agency respondent



video advertising 
formats
There are a wide range of video 
formats increasingly used. Instream 
video formats have continued to be 
the most used format this year. 

usage of video advertising formats
(always/occasionally)

Source; IAB Australia Video Advertising State of the Nation 2025 n=76
Q - How often does your company/client use the following video advertising formats? (Always/Occasionally) Please select one response in each row.

93%

93%

88%

78%

78%

76%

72%

62%

53%

47%

40%

40%

40%

40%

36%

34%

28%

26%

22%

Instream video

Pre-roll

6-second bumper

Infeed video

Vertical video

Digital out-of-home video ads

Short-form video (post 30 sec, but pre 60 sec)

Video with Companion Ads

High impact formats across CTV

In-article video

Interstitial (out-stream)

Shoppable formats

Digital video retail media ad format

Interactive video

Long-form video (post 60 sec)

Accompanying content (out-stream)

Video ads in gaming environments

Stand alone/no content (out-stream)

Rewarded Video

“we need more 
information on the 

range of online video 
formats and 

where/why/how 
they're effective.”

agency respondent



Source; IAB Australia Video Advertising State of the Nation 2025 n=76, Q - How strongly do you agree or disagree that social video provides marketing opportunities in the creator economy (via the partnership of video creators and advertisers)?
Source; IAB Australia Audio Advertising State of the Nation 2025 n=133, Q How strongly do you agree or disagree that podcasts provide marketing opportunities in the creator economy (via the partnership of podcast creators and advertisers)?
*Source; IAB Podcasting in the Creator Economy 

marketing opportunities in the creator economy
According to Goldman Sachs “The Creator Economy, valued at $250 billion in 2023, is expected to nearly double to $480 billion by 2027.”* 
The growth trajectory of the creator economy is rooted in the alignment of marketing messages with the “personally relevant nature” of creator content. Video and 
social media influencers and podcasters, have community building talents well suited to fostering the deep emotional connections that drive influence in the Creator 
Economy. 84% of agencies agree social video provides marketing opportunities in the creator economy.

podcastssocial video

Strongly 
agree, 41%

Somewhat 
agree, 46%

Somewhat 
disagree, 6%

Strongly 
disagree, 4%

Don't know, 
3%

Strongly 
agree, 34%

Somewhat 
agree, 50%

Somewhat 
disagree, 5%

Strongly 
disagree, 2%

Don't know, 
9%



data signals
There is a diverse range of data 
signals being used to inform 
targeting and creative for digital 
video advertising. 
Demographics (age/gender) 
have remained the most common 
data signal used over previous 
years with contextual and 
location data also commonly 
used.

data signals agencies use to inform targeting and creative
 for digital video advertising

Source; IAB Australia Video Advertising State of the Nation 2025 n=76
Q - Which of the following data signals is your company/client using to inform targeting and creative for Digital Video advertising (on Connected TV, computer or mobile)? Please select all that apply.

74%

67%

67%

60%

57%

53%

38%

34%

31%

22%

19%

10%

Demographics (age/sex)

Contextual: page or video-level content

Location data

Site behaviour (browsing history, cart information)

Viewer behaviour (interaction, engagement, time)

First-party (CRM, product feeds, etc.)

Purchase history

Prior ad exposure (enables sequential messaging)

Device level data

Psychographics

Real time data (sports scores, weather, etc.)

Viewer information (first name, birth date)



Source; IAB Australia Video Advertising State of the Nation 2025 n=76
Q - What have been the objectives of the Linear TV, Digital Video advertising on computer or mobile or Connected TV you’ve been involved with over the past year? Please select all that apply.

brand building is still the dominant objective for digital video
Increasing brand awareness is the dominant objective for all digital video and TV advertising. Digital video is more frequently used for lower 
funnel objectives, in particular digital video on computer or mobile, where 55% of agencies have used it to increase sales or conversions.  

agency objectives for digital video and linear TV

87%

72%

37%

28%

24%

87%

77%

44%

52%

36%

85%

68%

55%

62%

55%

Increase brand awareness

Impact brand (eg perceptions, familiarity, affinity)

Inform/educate

Increase purchase/action intent

Increase sales or conversions

Linear TV

Digital video on
Connected TV

Digital video on computer
or mobile



measuring 
business 
outcomes
Marketing/advertising ROI is 
the most important metric for 
agencies to demonstrate the 
contribution of all marketing 
and advertising investment to 
overall business outcomes, 
following closely by brand lift.

In measuring the effectiveness 
of digital video advertising 
investment, the most important 
measurement tools for 
agencies are online conversion 
tracking, Market Mix 
Modelling and brand lift 
studies. 

top metrics important to demonstrate the contribution of all marketing and advertising 
investment to overall business outcomes

Source; IAB Australia Video Advertising State of the Nation 2025 n=76
Q - Which of the following metrics are most important for you/your clients to demonstrate the contribution of all marketing and advertising investment to overall business outcomes? Please select all that apply.

57%

56%

51%

49%

49%

46%

41%

Marketing/advertising ROI

Brand lift (awareness, perceptions etc)

Revenue growth

Incremental sales

Marketing/advertising channel ROI

Share of voice

Sales volume

“the industry should 
focus more on 
measuring the 

effectiveness of 
investment on business 

outcomes.”
agency respondent

“Tracking ROI is the 
biggest challenge. If 
we can show sales 

directly attributable, 
then it’s game on”  

agency respondent



key performance 
indicators
The campaign delivery metric, reach 
and frequency remains the most used 
key performance indicator for digital 
video advertising success this year. This 
metric demonstrates the agencies media 
planning success. This is followed very 
closely by brand lift metrics (such as 
brand awareness, perceptions etc.)

As agencies explore full-funnel video 
advertising strategies, there are 
limitations of using reach as the primary 
metric for video campaigns. While 
brand lift metrics are the most used 
effectiveness measure, agencies 
measuring ROI and sales lift is less 
common.

key performance indicators used to assess campaign delivery 
and effectiveness for digital video

Source; IAB Australia Video Advertising State of the Nation 2025 n=76
Q - Which key performance indicators do you use to assess successful campaign delivery and effectiveness for Digital Video (in all varieties on all connected devices)? Please select all that apply.

63%

60%

48%

48%

38%

37%

35%

33%

30%

27%

25%

25%

25%

18%

18%

13%

Reach and frequency

Brand lift metrics

Completion rates

CPM/Cost per completed view

ROI/revenue contribution

Sales lift

Uplift in direct site visits

Uplift in search behaviours

Viewability

Volume of impressions delivered

Advertising recall

Purchase intent

Ad attention metrics

Interaction with the ad

Targeting accuracy

Brand safe, non-fraudulent impressions

“the biggest challenge 
when presenting digital 

video to the client is 
getting asked ‘what 

impact will this have on 
sales? ‘”

agency respondent



measurement 
challenges
Quality data inputs, standardisation, 
sufficient investment and measuring 
long-term outcomes are at the heart of 
the key challenges for planning and/ 
assessing effectiveness of digital video 
advertising. 

top measurement challenges for planning and/or assessing effectiveness of digital video 
advertising

Source; IAB Australia Video Advertising State of the Nation 2025 n=76
Q - Which (if any) of the following measurement aspects have presented a challenge for planning and/or assessing effectiveness of digital video advertising? Select all that apply.

42%

39%

37%

32%

32%

32%

32%

Data quality, volume and granularity for Market
Mix Modelling

Quality of data signals for attribution or conversion

Standardised campaign reach and frequency

Standardised audience across digital video and
linear TV for planning

Ad investment not reaching the scale for
measurement

Cost of measurement outweighs the ad investment

Linking the impact of brand advertising to long term
outcomes



AI opportunities
New forms of AI are expanding the 
use cases and ways agencies and 
advertisers can transform their ad 
planning, activation and analysis. 
Agencies see the greatest opportunity 
for AI in optimising campaigns across 
channels, followed by 
identify/segment audiences. 

Similarly, the top use cases for US 
agencies are identify/segment 
audiences (51%) and optimising 
campaigns across channels (38%)*.

US agencies, also cited significant 
challenges in adopting AI including the 
complexity of setup/maintenance and 
resistance from teammates and clients 
while managing both cross-team and 
cross-client communication*. 

greatest opportunities for agencies in incorporating AI into video planning, activation and 
analysis (select top 3)

Sources; IAB Australia Video Advertising State of the Nation 2025 n=76; *IAB US State of Data 2025
Q - Which of the following do you think are the greatest opportunities for incorporating AI into video and TV planning, activation and analysis? Select your top 3

26%

24%

24%

24%

24%

21%

19%

19%

Optimise campaigns across channels

Identify/segment audiences

Track and optimise ad delivery/conversions

Attribute campaign incremental lift/ actions
across devices/platforms

Analyse and report performance data against
campaign goals

Marketing Mix Models (MMM)

Predictive real-time budget/bid adjustments

Identify and block ad fraud



18% YOY 
increase in 
daily CTV 
audience

further resources

https://iabaustralia.com.au/resource/connected-tv-handbook-update/
https://iabaustralia.com.au/resource/video-ad-format-matrix/

