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1. publisher & media owner vitality

Supporting publishers through technology standards, yield optimisation, education, commercial
analysis, audience measurement, Al impact, and policy. Ensuring publishers, broadcasters and
content environments remain sustainable in the next era.

2. future of measurement
A comprehensive review of local measurement needs for the coming years: audience and outcomes.
Focus on quality, standards, ratings services, and transparency across the ecosystem.

3. privacy & data education & responsibility
Building trust in digital advertising by promoting responsible and transparent data use. Educating

industry, government, and legislators on privacy requirements while developing frameworks that
enable compliant, safe, data-driven practices.
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digital audience
growth areas

major categories with audience growth
average monthly audience aged 14+ for year ending August 2025 v year ending August 2024

B A e (S

=)

online forums fashion & beauty retail property finance
18.1m, +14% fashion 14.3m, +7% property search 13.8m, +8% insurance12.4m, +12%
beauty 6.7m, +15% loans 13.5m, +9%
4 > N @
0 ©2@
Il = \YZ m
health & fithess technology automotive lifestyle
fiinesslo_3m' +10% Al ]0,4m' +76% auto search 5.1 m, +14% ticketing retail 19.5m, +11%
health retail 10.7m, +13% smart devices 8.7m, +24% auto manufacturers 4.5m, +10% games & toys retail 5.4m, +11%

pets retail 4.3m, +15%
religion 3.5m, +16%
environment 3.4m, +16%
genealogy 2.1m, +13%

°
Iab|. & Source: |psos iris Online Audience Measurement 12 months to August 2025 v 12 months fo August 2024, Age 14+, PC/laptop/smartphone /tablet, average monthly audience (000s), selected categories and sub-categories
australia




growth in online forums within social networking

Facebook & Messenger |GGG 21,529
YouTube [N 21,105
Instagram | 19,155
top 15 Google N 2772
social networking Reddit T 752
brands Microsoft R 4, 115
audience 000s ’
August 2025 Whatsapp |G 14032
TikTok |G 14,003
Linkedin [ NEEEEEEN 1,489 Online forums is the
Pinterest NN 2,32 largest growing social

networking

x I 05 subcategory

monthly audience 000s

(e.g. Reddit, Quorra,
Snapchat [ 4,468 Steam).

) Reddit audience has
Discord | 5,236 grown 24% YoY*

Quora [N 5,162

Zoom [ 4,274

°
Iab. Source: |psos iris Online Audience Measurement Service August 2025 (*year on year change 12 months to August 2025 v 12 months to August 2024), Age 14+ (YouTube age 15+), PC/laptop/smartphone /tablet, audience
australia 000s and top 20 brand groups social networking category.




retail and commerce category

'l'op 1 5 online audience (000s) websites and apps August 2025

° Temu
retail brands
Amazon
21.8 million hople
Australians aged 14+ used a retail or Woolworths
commerce website or app in eBay Australia
August 2025.

Coles Group

]
o
Key retail growth subcategories: 3 Flybuys
fashion & beauty, games & toys, 8 ey Roward
health, pets, photos, tickets™. g Fveryday Rewards
£ K Fashion and beauty
2 mart brands driving
Google subcategory audience
YoY growth™: Shein
Bunnings Warehouse , (29%), Cotton On
(29%), Depop (63%),
Big W , Match My Makeup
. (55%), Fresha (28%),
AliExpress ' Mecca (25%).
McDonalds

Chemist Warehouse

°
Iab. Source: Ipsos iris Online Audience Measurement August 2025 | *year on year change 12 months to August 2025 v 12 months to August 2024), Age 14+, PC/laptop/smartphone /tablet, retail and commerce 18
australia category top 20 brand groups, audience 000s



audience using Al continues to grow strongly,
ChatGPT usage up 70% year on year

Al Technology

13.4 million

australians aged 14+
accessed standalone
Al brands in August ‘25,
increasing 76% over the
last year*

audience (000s)

16000
Al technology category
14000 audience (000s) websites and apps August 2025
12000
10000 I
8000
9 million
6000 Australians
used ChatGPT
4000 in August,
increasing
2000 70% over the
last year®.
o 4
T N T T T T S T o o T T S SN
N R N, KR R A Y ala | G Y ol . Y R S Y A, | Y S ) VR G VG VR, VG VRO VY
& O D RXF R A SN O KA A PR R AN O
£ O & \}?*%%Q'\s\‘* TN\ NN S SR \$k“¢v SNSRI VRN

B qudience (000s) ====average minutes pp

<0

80

L]
Iab. M Source: Ipsos iris Online Audience Measurement Service August 2025 (* year on year 12 months to August 2025 v 12 months to August 2024), Age 14+, computer/smariphone/tablet, audience 000s, time per person (minutes),

australia

Al subcategory and OpenAl Brand Group

average minutes pp



increasing usage of smart home devices for increased
convenience, security and energy efficiency

20\

@

smart device
websites and apps

? million
australians aged 14+ accessed
smart device websites and
apps in August 2025,
increasing 24% year on year”™

top 5 smart device mobile apps
audience (000) apps August 2025

Google Home 2,930

Samsung SmarfThings _ 1,241 Audience
accessing Apple
Home app has
Amazon Alexa _ 1,226 increased 155% &
Samsung
SmarfThings has
Ring - Always Home - 1,183 increased 65%

over the last year

°
Iab. M Source: Ipsos iris Online Audience Measurement Service August 2025 (*year on year 12 months to August 2025 v 12 months fo August 2024), Age 14+, computer/smartphone /tablet, audience 000s, technology /smart device

sub-category top 5 apps

australia



significant year on year growth in ausiralians visiting
auvtomotive search and manufacturer websites and apps

top 10 online automotive manufacturer brands

— audience (000) websites and apps August 2025
Toyota NN 75
GWM I 596
automotive Hyundai I 535
12.6m Tesla I
australians aged 14+ visited T ———
Automotive websites and apps in GWM and BYD
August ‘25 MG Motor I 362 have entered the
top 10,
I:é\udience for the overall co’regc;rly Honda N 314 wilhpGWM
as grown 8% year on year, while audience growing
audience to automotive search has Mazda [ 312 190% and BYD
grown 14% and automotive Mercedes-Benz I 279 36% over the last
o/ * year.
manufacturers has grown 10%™. BYD [ 224
iab
Iagroh; & Source: Ipsos iris Online Audience Measurement Service August 2025 (* year on year 12 months to August 2025 v 12 months to August 2024), Age 14+, computer/laptop/smartphone /tablet, Automofive category, Automotive search subcategory,

Automotive brands sub-category, fop 10 automotive brands subcategory, Audience (000s)



there is a healthy use of fithess apps

top 10 health mobile apps

— audience (000) apps August 2025
E Apple Fimess NG 1550
Samsung Health | 1,356
health ’
18.9 million Fitbit 1,189
australians aged 14+ accessed Garmin Connect  [[IINEGGIEGEGEGEGEEEEEEEEE 1, 151
health websites and apps in
A , " Strava [ 1. 115
ugust 2025, with 9.7 million
accessing a health app. HotDoc | 1, 107 Apple Fitness is the
#1 health app with
, : Flo Period & Ovulation Tracker | 1,004 1.56 million
The audience to fitness and .
) ) accessing the app
exercise websites and apps MyfFitnessPal | ENNRHNEE 3957 in August 2025, up
have increased 10% over the , 30% over the last
« Express Plus Medicare | 501 oar*
last year™. year-.

Sweatcoin - Walking step counter | NN 712

°
Iab. Source: Ipsos iris Online Audience Measurement Service August 2025 {* year on year 12 months to August 2025 v 12 months to August 2024), Age 14+, PC/laptop/smartphone/tablet, Health category, top 10 health apps,
australia Fitness & exercise subcategory, Audience (000's),




signs of recovery in confidence, however consumers still
managing areas of spending

audience selected digital content and services
average monthly audience aged 14+ for year ending August 2025 v year ending August 2024

Reeers

loans retail loyalty insurance
13.1 million (+9%)  12.4 million (+4%) companies
: 11.5 million (+12%)

A Y 4
7. L]
|
energy & utilities  retail product &
A range of nickable slides 10.0 million (+6%) service

comparison
7.6 million (-5%)

can be downloaded by IAB
members here.

iab.

australia

& Source: Ipsos iris Online Audience Measurement Service August 2025 (* year on year 12 months to August 2025 v 12 months to August 2024), Age 14+, PC/laptop/smartphone /tablet, audience 000s, selected sub-categories


https://iabaustralia.com.au/research-and-resources/nickable-charts/https:/iabaustralia.com.au/research-and-resources/nickable-charts/




Download the full report s



https://iabaustralia.com.au/resource/ecommerce-report-2025/

importance of online
retailer offerings

Free shipping thresholds and
free and easy returns are
important for nearly all online
shoppers.

There is rising expectations for
immediacy and responsiveness.

Free shipping threshold

Easy and free returns & exchanges

Text or email updates for delivery tracking etc
Real-time product availability information
Loyalty or rewards program

Real-time delivery tracking (eg live map)

Fast shipping options (same-day, next-day)
Scheduled delivery
Flexible purchase options eg buy-now pay later
Click and collect

Live chat or virtual assistants for questions

Subscription option for frequently used items

61% 35%
57% 38%
43% 45%
41% 48%
30% 40%
28% 49%
20% 49%
17% 37%

M Very important ™ Somewhat important

®
Iab. (’) Source; |AB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
australia  Pureprofile Q- How important are each of the following when buying from an online retailer?



COSt'Of'hV"\g ImpCICfS Delaying purchase of bigitems | RN 53% |
on Shopplng Switching products or brands to cheaper alternatives || EEEREGNEEEEEEEE 57%
behaviour o | |
Spending time shopping-around and researching || RN 57%
Switching retailers to find cheaper altematives || NG 54%
% increased shopping Using shopper loyalty and rewards programs [ RN 5%
behaviour due to current
rises in costs-of-living Shopping at sales events [ 46%
Switching to discounters [ 44%
Purchasing larger quantities for lower unit price [ 43%
Purchasing pre-owned items [N 37% o
Sticking to brands | frust [ 31%
Using buy now, pay later methods [ 27%

Using credit cards [ 22%

®
Iab. Q Source; IAB Australia and Pureprofile Australia & New Zealand Commerce Report 2025 (Australia n=1,000 per wave)
australia  Pureprofile Q@ - How have the following areas of your shopping behaviour been impacted by the current rises in costs of living? (increased significantly or somewhat)
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' IAB Australia
Internet Advertising
Revenue Report

For the financial year and quarter ended 30 June 2025

—

® Historic IARR reports and data can be

downloaded by IAB members here. | e ol - — v
®

l. /
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https://iabaustralia.com.au/research-and-resources/advertising-expenditure/

Headline results — Financial year ended 30 June 2025

Search
$7.6bn +9.9% on FY24

Search advertising reaches record high in FY25

Video
$5.0bn +21.9% on FY24

Video advertising continues to outperform the broader Display advertising
market

Internet advertising market growth FY25 v FY24

Classifieds
$2.6bn +3.1% on FY24

Classifieds grows on prior year with mixed performance across Real
Estate, Recruitment and Automotive sub-sectors

Display (excluding Video)
$2.0bn -0.1% on Fy24

Infeed/Native and Standard Display sub-sectors decline on FY24

+10.6%

iab IAB Australia Internet Advertising Revenue Report
L ]

ausiralia  Compiled by PwC Australia

Audio

$331m +14.1% on Fy24

Audio advertising is the only non-Video Display format recording growth
on FY24

For the financial year ended 30 June 2025



Video continues to take share from Classifieds and other Display
formats, while Search maintains largest share

Internet advertising expenditure — category share by financial year

0,

Video

[ $5.0bn

17% 17% 17% 16% ke

Display*

OVl 2 0bn

Classifieds

$2.6bn

Search

$7.6bn

1]

44% 44% 44%

FY19 FY20 FY21 FY22 FY23 FY24 FY25

* Display advertising includes the use of banners, images or audio elements, which may be presented on websites, personal feeds, social platforms and/or streaming offerings. This does not
include video formats, which are presented separately in the chart above. For further information on definitions see “Category definitions, scope, methodology and format” section.

For the fi ial ded 30 J 2025
iab IAB Australia Internet Advertising Revenue Report orihe financiat year ende une

4 Compiled by PwC Australia
australia



Social and Non-Social Display & Video’s shares of the total market
grow in FY25, benefiting from Summer Olympics and election spend

Internet advertising expenditure — category share by financial year

Search Social Display Non-Social
. Display &
0 & Video A
44 /0 1 7 0/ Video
$7.6bn 0 229%
$2.9bn $3 8bn
Classifieds Audio
15% 2%
$2.6bn $331m
FY24 44 4% 16.2% 15.7% 1.9% 21.8%
FY25 44.0% 15.2% 17.0% 1.9% 21.9%
Movement in share -0.4 -1.0 +1.3 +0.0 +0.1

* Social comprises expenditure on all display formats (banners, images, video) on Meta platforms, TikTok, Snapchat, Pinterest, LinkedIn, X.
~ Display advertising (excl. Social) comprises the use of banners, images or video elements, presented on non-social platforms
For further information on definitions see "Category definitions, scope, methodology and format " section.

For the fi ial ded 30 J 2025
iab IAB Australia Internet Advertising Revenue Report orihe financiat year ende une
L ]

ausiralia  Compiled by PwC Australia



Search advertising surpasses two billion dollars for the first time

Total internet advertising expenditure, by category over time ($ millions)

4,590m

:[>:|| Video
[Jv| Display*
13.6% -
65%  612m 1% 7oom 48%  730m  222% | s7sm  148% | O%0M
583m 114%  649m  -115% | 575m o Classifieds
k
o 1,896m oX] Search
WU 1.636m XN 1.724m AL EIL 1,791m 1,834m ,
Jun Qtr 23 Sept Qtr 23 Dec Qtr 23 Mar Qtr 24 Jun Qtr 24 Sept Qtr 24 Dec Qtr 24 Mar Qtr 25 Jun Qtr 25
* Display advertising includes the use of banners, images or audio elements, which may be presented on websites, personal feeds, social platforms and/or streaming offerings. This does not include
video formats, which are presented separately in the chart above. For further information on definitions see "Category definitions, scope, methodology and format " section.
iab IAB Australia Internet Advertising Revenue Report For the quarter ended 30 June 2025
L ]

ausiralia  Compiled by PwC Australia



Video is the fastest growing General Display sub-sector

Display and Video advertising — by type compared to prior and comparative quarters ($ millions)

25.4% -0.7% 0.3% 8.5% -8.6%

onJun Qtr 24 $ onJun Qtr 24 $ onJun Qtr24 $ onJunQtr24 § onJunQtr24 §

@ $1,368m

$1,165m
$1,092m

$280m  gr55m  $278m

136m 136m
- - : - em ST $18m  $14 $17
m m
] B - - " s
Video Infeed/Native Standard Display Audio Other
[ Jun Qtr 24 MarQtr25 [ JunQtr25 [ Market Share
Please note, subtotals may not sum to totals in the visual above due to rounding
* Display advertising includes the use of banners, images, video or audio elements, which may be presented on websites, personal feeds, social For the quarter ended 30 June 2025

L] - ..
IAB Australia Internet Advertising Revenue Report - B
IQb. Compiled by PwC Australia platforms and/or streaming offerings.

australia For further information on definitions see “Category definitions, scope, methodology and format” section.



All Video formats experience double-digit growth

Total Video expenditure by Video platform classification, by financial year

$5.0bn

Total Video

+21.9% onFy24

$4.1bn

$3.5bn

$1.4bn Social Video*

Other Video™*

$2.6bn + .
5206 e 13.5 onrva4

.Jbn

BVOD Video*

T s o wen *18. 3w on ey
FY23 FY24 FY25

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

** Other video comprises expenditure on video ads displayed on YouTube, SBS On Demand, Foxtel, short form editorial video and other video formats

~Social video comprises expenditure on video ads displayed on Meta platforms, TikTok, Snapchat, Pinterest, LinkedIn and X

Growth rates presented above may not agree to the face of the graph due to rounding.
° For the financial year ended 30 June 2025
lab. |AB Australia Internet Advertising Revenue Report

australia Compiled by PwC Australia



Top five industry categories remain unchanged on June 2024 as Retail
benetfits from strong end of financial year spend

Top five industry categories for reported General Display by expenditure type, June 2025 quarter

|
ol s
>

16.4% 13.5% 10.5%
Jun 25 Qtr Share Jun 25 Qtr Share Jun 25 Qtr Share
15.0% 14.9% 12.8%

Jun 24 Qtr Share Jun 24 Qtr Share Jun 24 Qtr Share

t* $ $

o0
A

9.4% 5.7%

Jun 25 Qtr Share Jun 25 Qtr Share
7.9% 6.1%

Jun 24 Qtr Share Jun 24 Qtr Share

* $

Reported General Display market refers to General Display expenditure reported by survey contributors and therefore excludes
iab IAB Australia Internet Advertising Revenue Report Facebook, Google, X (formally known as Twitter), Snapchat, Spotify, TikTok, Pinterest, Amazon, LinkedIn, Foxtel General Display For the quarter ended 30 June 2025
L ]

qusiralia  ©ompiled by PwC Australia advertising.



iab US latest outlook report

% CHANGE U.S. AD SPEND 2025 vs. 2024, BY CHANNEL
(Jan "25 vs. Sep 25 Projection)

i i 14.3%
Social Media q,‘}%

cTv N 11.4%

13.8%
Paid Search (SEM) W 8.3%
I 7.9%
Podcasts 7.4%
Digital Video excl. CTv e 7.4%
- . 6.8%
tal Out-of-H H
Digital Out-of-Home (DOOH) 6.2% m Sep 25
B 5.1
Digital Display 4?4%% Jan '25
B 4.7%
Digital Audio excl. Podcasts 4.8%
, Bl 3.5%
Gaming 3.2%
Other Traditional Media -3.4% .
{Radio, Print, OOH, Direct Mail) -1.5%
Linear TV 11]4%’7%




brisbane
market update

industry trends

iab.

australia



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.

AUS market

US market

Executing cross-channel media

Executing cross-channel media

measurement measurement
Slowing Australian
9 - _ 51% Managing reach and frequency 36%
economy/global economic impacts
Understanding the opportunities in
gthe opp N - Media nflaon -
Having budget to increase _ 49, Understanding evolving 20,
emerging channel spend ° consumer viewing :
Understanding evolving consumer _ ) Having enough first-party data 209,
viewing 28% for targeting ’
Chart Area | ® b
Sources; IAB Australia Video Advertising State of the Nation 2025 n=76; I1AB US 2025 Outlook Study n=200 (I]grqlla

Q - What are your greatest concerns and/or challenges regarding marketing and advertising investment in 20252 Select all that apply.

video advertising


https://iabaustralia.com.au/resource/video-advertising-state-of-the-nation-report-2025/

industry measurement approaches

important tools for assessing the effectiveness of
programmatic digital out of home campaigns

65%

Campaign audience (reach and frequency) 50°L

oy

Campaign volume (impression delivery) _4” 579,
Digital brand It survey 5.
Market Mix Modeling  —— 517 B

Cross-media brand lif suvey  ———— /5% B

Creative fesfing |G 0.

Online conversion tracking _2";’?-335?.3
Ad attention measurement [ B%PSU”J

Multi-touch attribution modelling _ 31% 1

Offline conversion fracking g — 21%?'“

Other attribution modelling iﬁ‘] 0%
' 2024

Carbon footprint calculator  gu™se, ' W 2025

Source: IAB Australia Attitudes to Programmatic DOOH 2025



https://iabaustralia.com.au/resource/attitudes-to-programmatic-dooh-report-2025/

measurement

top measurement challenges for planning and/or assessing

cha"enges effectiveness of digital video advertising
Data quality, volume and granularity for _ 42%
Market Mix Modelling ’
Quality of data signals for attribution or _ 30,
conversion °
Standardised campaign reach and frequency _ 37%
Standardised audience across digital video and _ 299
linear TV for planning ’
Ad investment not reaching the scale for _ 299
measurement ’
Cost of measurement outweighs the ad _ 39,
investment ’
Linking the impact of brand advertising to long _ 19,
term outcomes ’
iab.
Source; |AB Australia Video Advertising State of the Nation 2025 n=76 Slﬂlizll.dqvl!'?sing

Q - Which (if any) of the following measurement aspecis have presented a challenge for planning and /or assessing effectiveness of digital video advertising? Select all that apply.
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market mix modelling
landscape report
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https://iabaustralia.com.au/resource/market-mix-modelling-landscape-report-2025/

(_'/?I'/df A told us that
ohline privacy matters

Australian Government

Ay, e | cavvas

Attorney-General®

ked children i d
Harnessing data and e i vears 71200 el s how hey P
feel about online privacy. -\ 7
d'gl‘al t“hnology Over 235 children wrote answers to our — 2%'5 —

questions, meaning everything you read
in this short report comes from children. children answered

Interim report

Privacy Act Review
Issues Paper

Top 6 things

children want online companies to do better

Ask for permission!
Children want to be asked
more often if their personal

information can be collected
and used

?

Privacy policies should
be short and simple to read!
Children don't want long texts

with big words. Make it fun!

Help children when
they have questions!
Children want a person or
place to go to online to
ask for help.

More explanations!
Children want to learn and
understand why online
companies want their personal
information.

L

Make important information
and buttons easier to find!
Children want the important

stuff to be clearly marked.

e

Make it fair!

Children know that some online
companies can make money
from their personal information,
and this feels unfair. Children
want their time online to be fair.

3

The OAIC has the important
job of creating the Children’s
Online Privacy Code.
The Children's Online
Privacy Code will be a
special set of rules that
tells online companies and
the Government what they
can and can't do with your
personal information.

Carly Kind,
the Privacy Commissioner
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Signal Loss & Privacy Obligations
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The Privacy Sandbox Home Web Android Business Resources Learning Hub  News and Updates

”~ -
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V
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Update on Plans for Privacy
Sandbox Technologies

share X EH [ B o

Oct 17, 2025

_ Anthony Chavez
VP, Privacy Sandbox
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australia

IAB Australia has named Sarah Kruger as Director of Policy
and Regulatory Affairs, bringing extensive experience from
Seven West Media and CRA.
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United States European Union

Consent Model

What it means

Default assumption

Cultural driver

Example laws

Notice and Opt-Out

You are informed about
privacy-invasive data practices and

given the opportunity to broadly object

You automatically agree until you say

otherwise

Stronger emphasis on the freedom of
individuals and companies to contract

and exchange information.

California Conusmer
Privacy Act (CCPA)
US CAN-SPAM Act

Notice and Opt-In

You are informed upfront about
privacy-invasive data practices and
asked to expressly consent to each

You do not agree until you actually
do

Stronger emphasis on protecting
individual’s privacy rights and
freedoms.

General Data Protection
Regulation (GDPR)
ePrivacy Directive (ePD)

|c|b

australia



Consent Payload: “3FDF299BE572" appended to every request

iab.
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iabtechlab.com/standards/iab-tech-lab-2025-roadmap-status/

iab
Ia ® Membership ~ Standards ~ Working Groups Events ~ Software ~ News & Blog ~ Tools Portal Compliance ~

TECH LAB

Privacy Lab

Addressability
and Privacy
Enhancing
Technologies

Addressability and
Privacy Enhancing
Technologies
(PETs) Working
Group

Tech Lab is launching a Privacy Lab to educate the industry on Privacy
Enhancing Technologies (PETs) applications in digital advertising and
to experiment with what technologies work most effectively for each
stakeholder's business. By providing this test-bed, Tech Lab can
reduce the costly implementation time for many companies to
evaluate these new technologies. Test various PETs in the Tech Lab
Privacy Lab, tune them to your optimal settings, and redeploy them in
your environment, saving time and money.

Q2 2025
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Demand-Side
Platform

Used by marketers to buy
ad space and impressions

Exchange

Facilitates commerce between
DSP and SSP in real-time

Supply-Side
Platform

Used by publishers to
sell available ad space



Prebid OpenAds
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About v Membership ~  Products v Events & Insights + Q e

In June 2023, Prebid.js version 8 introduced support for TIDs, which were originally added to the OpenRTB specification in 2013. From the
start, TIDs in Prebid have been opt-in, based on legal guidance and publisher feedback regarding data-sharing concerns. Publishers who
wish to send TIDs must enable them manually — a policy that remains in place today.

Earlier this year, TIDs became a flashpoint in the programmatic ecosystem, with some DSPs requiring them as a condition for spend. To
address this and promote flexibility across the market, the Prebid Publisher Committee voted in August 2025 to modify TID handling,
making them SSP-specific rather than global. This decision reflected broad community consensus, not the actions of a small group of
resellers as has been suggested publicly.

The update was implemented in Prebid.js version 10.9, following the release of version 10.0 in July 2025. Because many publishers take
time to update major versions, the new TID logic currently represents approximately 1% of total Prebid traffic. The remaining 99% of TIDs

continue to use the original global format.

To ensure flexibility and reduce confusion, Prebid.org will release an additional update this week allowing publishers using the latest
version of Prebid.js (and who have opted to pass TIDs) to choose whether to send global or SSP-specific TIDs. All earlier versions of
Prebid.js will remain unchanged, continuing to send a single global TID when enabled.

Prebid.org remains committed to transparency, interoperability, and publisher choice as it continues to support the open internet and
strengthen collaboration across the advertising ecosystem.
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Crowdsourcing or Al Sourcing? "Considering the impact of generative artificial intelligence on data annotation tasks“ (ACM, March ’25)

Al (¥ Human

¢ Pure Human Annotations (HA) ¢ Simultaneous Human * Al annotations (AlA)
* Human Annotation Supported Annotation + Auditing of * Al validations /

by Al (HA-AI) GenAl (HA-HV) verifications (AlV)
¢ Simultaneous Human ¢ Al annotations audited by

Annotation + Auditing of Human (AIA -HV)

Fluctuation in the type of

human effort as GenAl advances

Al-Supported Human-Audited

GenAl (HA-HV)

Human GenAl
Task Annotation Annotations Discussion
Content Creation N A » Human annotation effort decreases for tasks previously requiring HA.
» Tasks that required AIA-HV, we envision an increase in the human auditing effort with the
introduction of GenAT.
Sentiment A A= » We envision a shift to tasks that require HA-HV.
detection/ » Tasks needing AIA-HV, we foresee continued intense human auditing efforts, regardless of
classification GenAlI reliance.
Verification and - A » We envision a relative increase in the human auditing effort involving ATA-HV.
Validation
Information N A » Human annotation (HA) may decrease - transitioning to intense auditing, eliminating the
Finding need for direct human annotation, thus moving towards ATA-HV.
Image labeling A A » Given the level of dependence from GenAI we envision image labeling tasks to either need

an intense human effort in HA-AI and AIA-HV tasks as well as increase HA-HV tasks.
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Common Standards help advance and grow the digital media ecosystem

Reducing product
development efforts & costs

o
Enabling market innovation

7

Improving interoperability

& quality

Mitigating risks

o«

Increasing speed to
market

H @

As with many other essential and
common technologies, global
standards are indispensable for the
growth and health of the digital media
ecosystem




iab.

australia

programmatic
transparency standards
- an explainer & update

[onas jaanimagi
technology lead, iab australia



https://iabaustralia.com.au/guideline/programmatic-transparency-standards-explainer-update/

All Images Videos News

Meet Al Mode

Ask detailed questions for
better responses

AlMode All Images Videos News Shopping : More

I'm looking to understand different coffee brewing
methods. make a table comparing the differences...

For those exploring the world of coffee, the variety of brewing methods can seem
overwhelming. The right method for you depends on your preference for a particular
taste, your budget, and how much time you want to spend brewing. ¢

Here is a comparison of popular coffee brewing methods:

Brewing Taste Profile Ease of Use Equipment Needed
Method &

Espresso

Lo

our-Qver

o C 1

Coffee
Brewin

st Skill

Coffee
Comps
Jan 9, 2

a hand-

C Clive

Coffee
make y

A A

y 26,




Major News Sites Are Seeing Huge Drops In Traffic

US News Sites, Year-over-Year % Change In Web Traffic [July '25 vs. July '24]

60%
b Bubble size = total visits
4 substack.com (+47%)
© e
= 40%
=
H
O N
c) -
=
© >
50 20%
- =
= cnbc.com (+2%)
6
()]
£ 0
5 0%
2 > "G bbe.com + bbe.co.uk (-13%)
g3
3 c.. & foxnews.com (-25%)
o -20% e, »
u; nytlmes.com (-7%) ‘ ‘ y cnn.com (-34%)
& i, <4
msn.com (-17%) “'.‘ “
-40% Q'
»
46 of the top 50 sites are
seeing lower traffic this year forbes.com (-52%) —* &
-60%

CHARIR Source: Similarweb via Press Gazette



LLM Content Monetization
Protocols (CoMP)

iab.TECH LAB



https://iabtechlab.com/standards/llm-framework/

22

CLOUDFLARE

e

DNS
Email
Spectrum
SSL/TLS

Security

Events

WAF

Page Shield
Bots

DDoS

Settings
Access
Speed

Cachina

Collapse sidebar

Q_ Go to... @ Add site Support ¥ English ¥

B3 groovypost.com /' Active Pro plan

JavaScript Detections

Use lightweight, invisible JavaScript detections to improve Bot
Management. Learn more about JavaScript Detections.

groovyPost.com

New Al Scrapers and Crawlers

Block bots from scraping your content for Al applications like
model training.

Contact What we do Resources Support About us

Contact support © Plans &3 Documentation & Help Center & Our team &



Leveraging the Power of Al ‘For Good’

2026 IAB TL Projects: ACIF & LEAP

Community & Mentorship




Capital expenditures, quarterly

$100 billion

Meta

Google

Microsoft

Amazon

2018 19 '20 '21 ‘22 '23 ‘24 '25

Note: Data are for calendar quarters and include finance leases.
Source: the companies



Hype Cycle for Artificial Intelligence, 2025

EXPECTATIONS

Sovereign Al
Multimodal Al
Al TRiSM

-

Composite Al
Antificial General Intelligence

Meurosymbolic Al

Al Agents

AHReady Data

Al Engineering
Responsible Al

MaodelOps

Foundation Models

FinDps for Al ,
Decision Intelligence Synthetic Data
World Models
Al Simulation
Embodied Al {) Edge Al
Causal Al Generative Al
Al Governance Platforms
First-Principles Al
Model Distillation
Knowledge Graphs
Quantum A
AlNative E‘nn-fhua?am ! Cloud Al Services
Engineering
As of June 2025
Innowvation Peak of Inflated Trough of Slopeof Plateau of
Trigger Expectations Disillusionment Enlightenment Productivity

Plateau will be reached: O <2yrs. () 2-5yrs.

@® 5-10yrs.

TIME

A >10yrs. & Obsolete before plateau

Gartner



k& Paradigms of Al Change

A DIFFERENT
- Different products and
-+ services
BETTER - Core/ Existential Change
- Improved products and - Al first thinking
J services

FASTER/CHEAPER - Departmental Change
& - Turbo changing existing - Al oriented workflows
E processes & structures o
Q - Change at the edges §
>
< - Siloed Al =
@ <
z
®]
=
B
WAVE 1 WAVE 2 WAVE 3
- Al Enhanced/ Al - Al Enabled/ Al Digital - Al First/ Al Reimagined
Digitalization Transformation

ALL
WE
HAVE
IS



Highly capable
general-purpose Al

Highly capable
narrow Al

Agentic Al or Al
agents

» Foundation models that can * Foundation models that can = An emerging subset of Al

perform a wide variety of tasks.

Their capabilities can match or
exceed those presentin today’s
most advanced models.

Such models will span from
novice through to expert
capabilities, with some even
showing superhuman
performance across a range of
tasks.

perform a narrow set of tasks,
normally within a specific field
like biology.

Their capabilities can match or
exceed those presentin today’s
most advanced models.

Generally, such models will
demonstrate superhuman
abilities on these narrow tasks
or domains.

technologies that can
competently complete multiple
sequential steps over long
timeframes - e.g. sending email
or instructions to physical
equipment - to complete a
high-level task or goal.

These systems can use tools
such as coding environments,
the internet, and narrow Al
models to complete tasks.



Source: Microsoft Work Trend Index 2025 Report: Journey to the Frontier Firm

Journey to the Frontier Firm
Every organization’s Al transformation will look different, but here's how we see it playing out over
time.

Phase 1 Phase 2 Phase 3
Human with assistant Human-agent teams Human-led, agent-operated

= @ OO
P+Q | 060 9000

~

- >
Every employee has Agents join teams as Humans set direction and
an Al assistant “digital colleagues,” agents execute business
that helps them work taking on specific tasks processes and workflows,

better and faster at human direction checking in as needed




tm«'ﬁ 4 ADVANTAGES OF USING
- AUTONOMOUS AL

TASK TRIMMING SPEED, ACCURACY & OVERALL

Like existing Al models, autonomous EFFICIENCY
agents can effortlessly handle
repetitive and even complex tasks by
utilizing Large Language Models and
other digital tools.

Autonomous Al agents take these
benefits further by saving even more
time for humans to focus on crucial
strategic activities.

PERSONALIZED APPROACH

Autonomous Al agents track

SCALABILITY AND RELIABILITY

Autonomous agents significantly reduce
the possibility of logical errors, offering
greater reliability than previous Al
versions.

data from past events or
actions to perform tasks in a

personalized manner.

52
e
A =




IAB Australia

Al Working
Group

Pillar1 - Al Education & Upskilling

Pillar2 - Al Standards & Governance

Pillar3 - Al Innovation & Use Cases

Pillar4 - Al Infrastructure & Readiness

Pillar5 - Al Measurement, Impact & Sustainability
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ACIF

Ad Creative ID Framework
iab.TECH LAB



https://iabtechlab.com/standards/acif/

ONE AD, MANY IDENTITIES

Different
Demand Paths

Direct

Indirect

Reseller
Programmatic

Inventory Split partners
Content Rights
Device Rights
Programmer rights

PeG

Buying across a lot of
different endpoints

P&G
Procter
Procter & Gamble
Pand G
PG
P-G

Same ad, over and
over and over




One Ad, Many Identities

Agency Hﬂ

£}

Best Brand
Video Ad
Platform B
Platform A

CEE ideo A

Video Ad
Platform C

E

B66458

BB
Video Ad Request

C-15-442
\

Best-Brand

Video Ad

A22-436

iab.1EcH LAB



More than reconciliation

Knowing what ad is in the response is critical...

@) Is it competitive to other ads in the same ad pod?
. How many times has this ad already been shown?
. Does the ad fit with content for brand safety?

. Where has my ad been?

1ab.TECH LAB



Benefits Summary

*1

Creative Reconciliation

ACIF eliminations millions of hours
spent tracking down ads, matching
data logs and validating campaign
information.

"4

Cross-platform
TV measurement

One persistent creative ID enables
accurate counting with de-duplication
across linear and digital channels.

#2

Frequency Capping

Today, the same video ad often has
different sources, identifiers, and
labels. ACIF makes it easier for
ad-decisioning algorithms to manage
ad frequency.

*3

Campaign ROI

Understanding campaign performance
for specific ad creative enables
advertisers to take action and vastly
improve the overall campaign ROI.

*3

Competitive Separation

ACIF will make it easier to ensure
that competitive ads are appropriately
separated.

*6

Brand and publisher
reputation

A stable unique ID helps ensure
contextual relevance, competitve
separation and brand suitability,
providing high-quality content
experiences.



Key Components of ACIF

Unique Identifier for Each Ad Creative

At the core of ACIF, a unique identifier (ID) is assigned to every ad creative. This ID acts as a dig-
ital fingerprint, ensuring the ad is recognized and tracked consistently across all platforms and
throughout its entire lifecycle. Registering ad creative and using the unique ID assigned is essen-
tial for maintaining consistency in how the ad is handled, whether delivered on a CTV platform, a
mobile app, or a web video player.

Registries

The organizations responsible for maintaining records of these unique IDs and the associated
metadata for each registered ad creative. Examples of such registries include AD-ID in the United
States and ARPP in France. These registries ensure that the unique IDs are standardized and that
the metadata attached to each ad is accurate and consistent.

Standardized Use of IDs

ACIF promotes the standardized use of these unique IDs across all platforms and systems in-
volved in the ad supply chain. This means that regardless of where the ad is served or what plat-
form it appears on, the same ID is used to track its performance, manage its delivery, and report its
results. This standardization eliminates the discrepancies that can occur when different platforms
use different identifiers or labels for the same ad.

Directory

The framework includes a directory that lists all participating registries and provides information
on validating the unique IDs administered by listed registries. This directory helps all stakeholders
in the ad supply chain to easily verify the authenticity and details of an ad’s unique ID, making it
easier to manage and optimize ad campaigns.

Validation API

To facilitate the verification process, a standardized API will allow systems to validate unique reg-
istered IDs and access the associated metadata. This APl ensures that every platform or system
involved in delivering or reporting on the ad can easily confirm its identity and retrieve the correct
information, ensuring consistency and accuracy across the board.



IAB ACIF

Framework

Clearcast (UK) Ad-ID (US)
Format: Format:

AAA/BBBB123/456 ABCD1234567H

Auditel (IT) ARPP (FR)
Format: Format:

ABC123D4ES567GH AB_ XXXX_XXXX




Cc 25 tools.iabtechlab.com/transparencycenter/explorer/business/adoption/adCreativeRegistry

Home / Transparency Center / Data Explorer / Specification Adoption

qj) iab.1ecH LAB

TOOLS PORTAL

'|/|-|\[ Home

B Resource Center

Q Transparency Center

@ Getting Started

8

Data Explorer
Compliance
Business

Supply Chain

API Access
Compliance
Business

All

Specification Adoption

Q Search for domain

AdTech Type: Specification: Version:
‘Ad Creative Registry V‘ ‘AII V‘ ‘AII V‘ Find Companies
Domain
Company AdTech Type Specifications
Name
Ad Creative ,
Clearcast clearcast.co.uk _
Registry
ARPP - Autorité de Régulation Professionnelle de le Ad Creative ,
Publicite Registry
Ad Creative
AD-ID ad-id.org _
Registry

20 rows - 1-3 of 3



Live Events Ad
Playbook

iab.TECH LAB



https://iabtechlab.com/standards/leap/

S t r e q m i n g A n q I yt i c S Super Bowl LIX Streaming Insights (FOX)

B Total Viewers UHD UHD %
Roku Total Roku UHD Roku UMD %
Apple TV Total Apple TVUHD Apple TV UHD %
Viewer Count Over Time Android Total Android UHD Android UHD %
16M | 15.55741M
14M
12M
10M
&M
7.098011M |
6M
4M
M
0
08:00 10:00 12:00 14:00 16:00 18:00 20:00

Feb 9, 2025






Live Inventory Ad Decision Architecture
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The Live Event Ad Playbook (LEAP)

1. Concurrent Streams API - how many devices are actually streaming a piece of content that's

happening in real time?

2. More Detailed & Meoningful Signc:ls - Clearer live event(s) signalling via OpenRTB.

3. Better Plonning & Fo recasting - Build a ‘Forecasting API" to help provide forecast data of what

events are happening, when they are happening and estimated viewership info. Thereafter streamlining creative
processes and compatibility for live events can be better standardised. /n development.

4. Pre-Fetching Bids - Standardise bid pre-fetching to help manage bid request volume more

proactively and give buyers more time to run decisioning and respond to opportunities within any forthcoming ad
breaks. /n development



< c %
[ Files
< ¥ develop
Q. Gotofile
> [ assets
Y 2.6.md
[ README.md

github.com/InteractiveAdvertisingBureau/openrtb2.x/blob/develop/implementation.md#livestream

openrtb2.x / implementation.md T Top

Preview Code  Blame Raw (0 & 2 ~

7.15 - Live Event Signaling

Publishers may provide metadata regarding the "liveness” of a video stream using the following 4 attributes:

livestream, recorded, capturedlive,and firstbroadcast .

These attributes help answer different permutations of commonly asked questions:

[ implementation.md

* |s this a live event?
® |s it being broadcast as it is happening?
® |s it being broadcast for the first time?

® |s the broadcast linear or on-demand?

For example, a popular episodic season premiere released on video on demand (VOD) might be functionally very similar
to a premiere on live TV in terms of user behavior and concurrency. By adding additional fidelity, they can be packaged
and described more appropriately.

% O EJ@F



Prefetching allows for addressable ad delivery at scale

AD DECISION PREFETCHING PREFETCHING...

CONTINGENCY BREAK CONTINGENCY BREAK
PREFETCHING PREFETCHING




iab.

australia

ad fec h programmatic curation

- an explainer
LTI ATI T ] O wim . A ,
jonas jaanimagi "

jonas jaanimagi
technology lead, iab australia

iab.

australia

de-identification, synthefic data

an explainer
encryption & anonymisation
an explainer

jonas jaanimagi
technology lead, iab australia



https://iabaustralia.com.au/guideline/de-identification-encryption-anonymisation-an-explainer/
https://iabaustralia.com.au/guideline/programmatic-curation-an-explainer/
https://iabaustralia.com.au/guideline/synthetic-data-an-explainer/




retail media deep dive

gaile roy rob odd janice hoogeveen
technology lead, regional ceo, head of marketing,
iab australia epsilon retail rediq,
moderator terry white chemmart

brisbane
market update

iab.

australia



retail media
state of the nation

july 2025

iab.

australia

retail media
1




reaching shoppers at the point of purchase
is the key opportunity in retail media

top opportunities in agencies and brands partnering with retailers

Reach shoppers at the point of purchase _ 41%
Influencing customers across the entire _ 379
purchase funnel ’

34%

Access to retailer first-party data

20%

Closed loop attribution

Efficiency of targeting audiences based on el

deterministic data

Source; |AB Australia Retail Media State of the Nation 2025 n=142 retail media advertising decision makers and influencers from agencies and brands
Q - What do you see as the key opportunities of partnering with retailers2 (Please select your top 2)

iab.

australia 5

retail media




brands and agencies broaden the number of retail media partners

number of retail media partners brands and agencies have worked with

77% 26%

are now 24%
working with

3 or more 18%

21%

retail media
partners

13%

11%

Source; |AB Australia Retail Media State of the Nation 2025 n=142 retail media adverfising decision makers and influencers from agencies and brands
Q - How many different Retail Media partners have you worked with so far2 (Please select one); Rate your experience working with Retail Media partners so far2 (Please select one)

24%
19% 19%
12%
8%
: I

Three Four Five More than five

m2024 m2025

|c|b

australia 4

retail media




7 in 10 ad buyers consider retail media as part of
holistic media mix planning

consideration for retail media in media planning amongst agencies and brands

Use data to inform planning retail media activity _ 86%
In combination with above-the-line campaigns _ 78% 4
It has a clear role in holistic media mix planning _ 73%
Only if the product is listed in the _ o
retailer/marketplace offering ’
Trade and media plans sit separately _ 60%
Use data and media even if product is not listed in _ B
the retailer/marketplace offering ’

iab.

australia

retail media

Source; IAB Australia Retail Media State of the Nation 2025 n=142 retail media advertising decision makers and influencers from agencies and brands
Q - How have you mostly considered Retail Media within your media planning?




for nearly half, investment for retail media activity is partially
reallocated from other channels and partially new

spend on retail media being shifted from channels ad spend being shifted from
other advertising channels to spend on retail media
Fully re- 45% 43%

allocated

0,
: from other 33%
Partially X | 28%
cnannels
reallocated ’ 23% .
35% 20%
a nd 15%
. 0,
partially 12%
new, 47%
Fully from
new Trade retail ~ Tradifional ~ Social media Other digital Search media Programmatic Digital out-of- CTV or digital
bu dge’rs, budgets advertising advertising advertising home \ﬂde‘lo‘
channels channels advertising
19%
iab
Source; |AB Australia Retail Media State of the Nation 2025 n=142 retail media advertising decision makers and influencers from agencies and brands Ia @
Q - In terms of spending on Retail Media advertising, is the expenditure being re-allocated from other channels? (Please select one); Which channels is this spend on Retail Media advertising being shifted from? australia

retail media




re.l.ail media On-site search ad or sponsored product t
° o On-site stafic display ad
advertising o
. In-store or front of store digital signage/screens
prOdUC'I'S agencies Off-site extensions powered by retailer data 68% 16% t
Clnd brands have Retail out-of-home 68% 18%
Used or plan o use In-store stafic point of sale or signage
in 'I'he next year On-site video display ad 61% 27%
In-store activation 61% 13%
Electronic direct mail (EDM)
In-app advertising
Catalogue
Retailer magazines 53% 10%
Video on Connected TV
Sampling 41% 18%
In-store audio 29% 2%
M Have used M Haven't yet used but plan to in next year
iab
Source; IAB Australia Refail Media State of the Nation 2025 n=142 retail media adverising decision makers and influencers from agencies and brands IGUanl’Gli;

Q - Which of the following Retail Media advertising products have you used?

retail media



addressing challenges in measurement are needed to drive
further investment in retail media

top barriers to partnering with retailers for retail media activities

amongst agencies amongst brand advertisers
8 Demons’rro.hng ’rh'e ROI of _ o
retail media

34%

Measurement and reporting

Attribution and reporting o Cost of parinering

capabilities

How retail media fits in the mix 17% Measurement and reporting 28%

|c|b

australia 13

retail media

Source; |AB Australia Retail Media State of the Nation 2025 n=142 retail media advertising decision makers and influencers from agencies and brands
Q - What do you see as the key barriers to partnering with retailers? (Please select all that apply)




retail media deep dive

gaile roy rob odd janice hoogeveen
technology lead, regional ceo, head of marketing,
iab australia epsilon retail rediq,
moderator terry white chemmart

brisbane
market update

iab.

australia



local panel discussion

vikki pearce

head of digital
(melbourne and brisbane)
zenith media

moderator

casey greig

head of strategy
audience group

marcel hashimoto

head of media
youi insurance

kirsten bucceri

sales executive
nine

brisbane
market update

kelly healy

general manager client
partnerships
qld/sa/wa

news australia

iab.

australia
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