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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 O

_ _ energy & utilities  retail product &
A range ohickableslides 10.0 million (+6%) service

can be downloaded by IA
membershere.

comparison
7.6 million (-5%)

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
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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. /
australia


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%
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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.

i ' i 20%
Online conversion tracking S
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

SourcelAB 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.



20
25

market mix modelling
landscape report

iab.
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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

a) * 7 \“
RO gk
N

e
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The Homogenisation of EVERYTHING

=
= L)

BV

Navigating the Negative Impacts of Al




The Privacy Sandbox Home Web Android Business Resources Learning Hub  News and Updates

”~ -
A\/
{ )
V
-~

Update on Plans for Privacy
Sandbox Technologies

share X EH [ B o

Oct 17, 2025

_ Anthony Chavez
VP, Privacy Sandbox



Display Ads Linkedin Facebook
. . Emaill . . ¢ .
_ —_— O - — Webslte
, Social Website / \ (
Media Ads . b\ ? Linkedin \
* - Landing
* Search ‘ Facebook Page ‘ Emaill
. - I I * Messaging
Forums/ I Apps
l o Groups I
e . L. l : - - :
Awareness Consideration Register Event Date Loyalty
L, - | |
? Word of | | !
Mouth " &
L Word of é Word of Word of oKae
| Mouth Mouth T Mouth I
1 Print l ’ Personal \ Personal | | * Call
Call Interaction , Interaction . .
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\
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N~

o et .
“

Severely Impacted
from Signal Loss

Less Impacted from
Signal Loss



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









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






























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
























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





















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/
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