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background



intfroduction

It has been extremely rewarding to see the growth of the digital audio
industry over the past 12-18 months across audio streaming and
podcasting all thanks to the hard work of the IAB and the members of
the IAB Audio Council. The council is made up of industry experts
across 15 different media and tech companies as well as industry
body Commercial Radio Australia.

From the very first State of the Nation back in 2017 to the release of
Wave 6, the Audio Council continually looks forward to exploring
opportunities for growth, education, and investment into digital audio
from the industry data we collect. This research continues to support
best practices and collaboration to highlight digital audio as a
successful and essential advertising channel for publishers and

advertisers.

Richard Palmer

Director of Market Development (APAC)
Triton Digital

Co-chair, IAB Audio Council
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audio advertising

The IAB are pleased to release the 6" wave of the State of the Nation
audio advertising industry survey and appreciate the input from our
respondents in helping us to identify ways to enhance audio buying.

2021 has certainly been a year of strong rebound for digital advertising
after COVID-19 impacted expenditure levels and usage of digital audio
has continued to grow throughout this time. Digital audio advertising is now
more consistently considered, there has been strong growth in
programmatic buying and usage of a wide variety of formats and content
genres with a more strategic brand building approach being employed.

As the industry matures different opportunities emerge for driving growth. |
look forward to the IAB Audio Council’s continued involvement in industry
collaboration to further promote a stronger role for streaming audio and
podcast advertising in the media mix.

Gai Le Roy
CEO
IAB Australia



background

* This study was conducted by independent research company, Hoop Research Group
* Fieldwork was carried out in December 2021 and January 2022
e 198 survey responses

* Respondents are decision makers or influencers in the allocation of marketing spend and
either placed or planned audio advertising campaigns

* The analysis in this report focuses on the attitudes of decision makers from a range of
media agencies

* This is the 6™ wave of the IAB Advertising State of the Nation which has been conducted
at a similar time each year

The survey covers usage and attitudes to advertising in
broadcast radio, streaming digital audio, DAB+ and
podcasts.

Iab Hoop

G U Sh-q |O Insights + Strategy
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executive summary
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7 in
10 (73%) media agencies now have streaming digital audio advertising as a significant part of their activity or regularly consider it. 6 in 10
(59%) media agencies now regularly consider podcast advertising (increasing from 36% last year).

COVID19 impacted budgets have minimally affected media agencies usage of streaming digital audio and podcast advertising in the last year.
84% of media agencies used streaming digital audio advertising in 2021 and 71% used podcast advertising (62% used podcast original content
and 50% used podcast catch up radio content).

. 64% of media agencies intend to use programmatic for audio
advertising over the next 12 months. Media agencies intend to buy multiple types of programmatic, with a strong increase in intention to buy on
open exchanges this year.

While data & targeting is still the dominant factor in buying digital audio advertising programmatically, there has been an increase this year in
flexibility and operational efficiency as factors driving programmatic usage.

87% of agencies using audio advertising have
used streaming digital audio to increase brand awareness and 84% have used podcast advertising. Increasing engagement also remains an
important objective for digital audio and podcast advertising. In a COVID 19 influenced year there has been an increase in focus on lower
funnel objectives (direct response) for broadcast radio, streaming digital audio and podcasts.

Despite the dominance of branding as a campaign objective, consistent usage of brand metrics to assess effectiveness remains low (only 24% of
media agencies are usually using brand metrics to assess performance of streaming digital audio and 36% to assess podcast advertising).

australia

audio advertising



executive summary
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To optimise the
impact of creative, there is an opportunity to educate further on the benefits of using branding assets in creative and clarity on the different
techniques for audio branding, along with greater frequency of adjusting creative to suit the particular audio environment. Dynamic
creative remains an elusive format that many have intended to try over the years but has not translated to actual usage increases.

Greater campaign integration maybe be hampered by audio advertising continuing to be planned and bought in silos. Only 40% of
media agencies are both planning and buying all audio activities within the same team (down from 51% last year).

There is room to further increase integration of digital audio with other forms of digital advertising. 65% of agencies report planning and
buying digital audio collaboratively with digital display activity, while 59% report planning and buying in combination with digital video
activity.

Lack of standardized metrics across audio continues to be a key barrier and lack of integration of streaming digital audio and podcasts
intfo wider campaigns has emerged as an opportunity to drive growth this year.

Lack of
integration of streaming digital audio and podcasts into wider campaigns has emerged as an opportunity to drive growth this year. Lack of
addressability has also increased as a barrier for podcast advertising.

australia
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audio advertising:
planning and buying




significant level of

usage

Over 9 in 10 respondents (93%) have ever used streaming digital audio and it is now a significant or regular part of activity for 69% of
respondents. 8 in 10 (79%) have used podcast advertising within original content and this is a significant or regular part of activity for 45% of
respondents. 7 in 10 (72%) have used podcast advertising within catch up radio content and this is a significant or regular part of activity for 38%

of respondents.

experience with all types of audio advertising

47%

42%
37% 38%
o 34%
329 320  SANV
28%
250 24%
0 8%
= - i I

It is a significant part of our activity It is regularly considered as part of ~ We have experimented with it
our activities

Broadcast radio (AM/FM) B DAB+ only radio stations B Streaming digital audio

|c|b

australia

Q- Which of these best describes your organisation’s experience with the following forms of audio advertising to date?
audio advertising

Base all respondents n=161

24%

16%

110 37012%
0,

9% 8%

3% 4% 3% l
L ]

No experience but have plans to No experience and no plans to use
use

Podcasts - Catch up radio B Podcasts - Original content



agencies audio advertising

Media agency usage of streaming digital audio advertising and podcast advertising has shown steady and consistent growth over the last 6 years.
7 in 10 (73%) of media agencies now have streaming digital audio advertising as a significant part of their activity or regularly consider it. 59% of
media agencies are now regularly considering podcast advertising (increasing from 36% last year). For the first time in 2021 the usage of specific
podcast types has been spilt into original content (53% of media agencies have at least regularly considered) and catch up radio (41% of media
agencies).

media agencies where audio advertising is a significant part of activity or regularly considered

93%
91% 59% of media agencies use podcast

a0 mm o 85% [ 85%
advertising as a significant or regularly
73% considered part of their activity
65 /0620/64% |
52% 53%
41% 41%
36/
20% 20%
11% 14%

Broadcast radio (AM/FM & DAB+ only stations Streaming digital audio Podcasts Podcasts - Original content  Podcasts - Catch Up radio
DAB+)

Iab 2016 w2017 w2018 =2019 m2020 m2021

a USTrO IG Q- Which of these bests describes your organisation’s experience with the following forms of audio advertising to date?
audio advertising Base media agencies n =119 (2021), n=143 (2020), n=204(2019),n=194(2018),n=133(2017),n=213(2016)



of digital audio continues through
another covid impacted year

COVID 19 minimally affected media agencies plans to use streaming digital audio and podcast advertising. 84% of media agencies used streaming digital
audio advertising in 2021 and 71% used a form of podcast advertising (62% used podcast original content and 50% used podcast catch up radio content).

media agencies usage of digital audio advertising through 2021

13%

04

H Didn't use in 2021

M Planned to use in 2021 but
didn't due to COVID 19

investment changes

Used in 2021

Streaming digital audio  Podcasts - Original content  Podcasts -Catch up radio
content
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Q- Which of the following types of digital audio buys have you used in 20212
audio advertising

Base media agencies n=100



most media agencies plan audio advertising

[
Promoting a stronger
7 in 10 (71%) media agencies plan across all audio activities within the same team. This has not changed greatly over previous role for ‘:re“’:;i"g audio
years but is down slightly on last year (79% in 2020). 40% of media agencies are both planning and buying all audio activities (::':ivsr?isicnas-t
within the same team (down from 51% last year). “Focus on inieg}ated
measurement and
planning sitting with the
media agencies where audio advertising is a significant part of activity or regularly considered Audio Flanner - should
9 M 9 9 P vity 9 Y be planned with 'radio’
not in silo.”*
51%
46%
o 439 49%
41% 40%
0,
32% o 33% by 31%
0 27%
2305 25% 0 26%
I I ] I I
Planned and bought by different teams Planned by the same team but bought by Planned and bought by the same team
different teams
Iab 2016 m2017 m2018 =2019 m2020 =2021

australia

Q- How does your agency plan and buy audio advertising? Base media agencies n=100,
audio advertising

*Q - What single thing would the industry need to do to promote a stronger role for streaming audio and podcast advertising open-ended response



increasingly agencies plan and buy
with other digital advertising

Media agencies planning and buying digital audio (streaming or podcasts) in combination with other digital advertising types has increased year on year.
65% of agencies report planning and buying digital audio collaboratively with digital display activity, while 59% report planning and buying in combination
with digital video activity. The greatest increase was in buying digital audio in combination with digital OOH (45%). Respondent verbatim comments reiterate

more focus is required on integrating audio into the wider media mix.

media agencies panning and buying digital audio
with other digital advertising types

Promoting a stronger
role for streaming audio
and podcast advertising: o
“Audio and podcasts 6%
p
often sit so separately on
the media plan as we
are unable to track it as
we would like to and so
it is often not integrated
into the wider media
mix.”

65%
59%

53%

45%

31%

with digital display with digital video with digital OOH

b 2020 m 2021
[e|

a USTrO IG Q- When buying digital and/or programmatic audio what best describes where digital audio (streaming or podcasts), typically fits info your campaign plan2 (Always/Frequently/ Sometimes) Base media agencies n=83 *Q - What single thing
audio advertising would the industry need to do to promote a stronger role for streaming audio and podcast advertising? open-ended response.



expected to increase this year

The intention to buy audio advertising programmatically has increased strongly over the last few years with 64% of media agencies intending to use
programmatic for audio advertising over the next 12 months. Media agencies intend to buy multiple types of programmatic over the next 12 months with

intentions to buy on open exchanges, guaranteed and private marketplace deals increasing on last year.

buying methods media agencies intend to use for audio advertising

74% 74%

70% 9% 71%
6% 66% 65%66%
60% 599
55% 55%
b o, 49%
46% ° 45% 47%

1% o 37%

31% 33% 34% o
Traditional radio spot  Broadcast radio spot buy  Bundled with other media  Programmatically traded Programmatic private  Programmatic guaranteed

buy/Broadcast radio spot  combined with cross- opportunities inventory on open marketplace deals deals

buy (AM/FM/DAB+) platform buy (radio live exchanges

streaming, display and
social assets)

2017 m2018 m2019 2020 m 2021

|c|b

a USTFO IG Q- In the next twelve months which of the following buying methods do you expect to use for audio advertising?
audio advertising Base media agencies n=97 (2021) n=123 (2020) n=204 (2019) n=94 (2018) n=133 (2017)n=213 (2016)

/6:%

56%38%57%

Net Programmatic



and

increasing reasons

to buy audio advertising programmatically

While data & targeting is still the dominant factor in buying digital audio advertising programmatically, there have been significant increases this year in
flexible buying options and operational efficiency as factors driving programmatic usage. Enhanced reach, reporting/attribution and price have all

decreased as factors in buying programmatic audio this year.

factors in buying programmatic audio amongst agencies buying programmatically

88%
82%82%83%
0 o 11%749
70% 70%
66% 63% 0
59% 60% b 60% 509 I 62%
55%x g 56%
2% 50% 49%50% 47
I I I 44%42%I 0 |
Data & targeting Flexible buying Operational Enhanced reach Cross channel Reporting and Price
options efficiency planning attribution
management

2018 m2019 m2020 =2021
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audio advertising industry need to do to promote a stronger role for streaming audio and podcast advertising? open-ended response.

Promoting a stronger role
for streaming audio and
podcast advertising:
“More supply available
programmatically.”
“Omnichannel
programmatic
improvement needed -
supply, metrics and
tech””

28%29%

Utilise Client Data

Q- For your programmatic audio buying which of the following have been factors in buying via programmatic? Base media agencies buying programmatically n="70 (2021), n =121 (2020), n=198 (2019}, n=93 (2018) *Q - What single thing would the



digital audio plays a strong role in

Increasing brand awareness is a predominant objective for all digital audio formats. Streaming digital audio and podcasts are used by media agencies
primarily for increasing brand awareness and engagement. This year, broadcast radio has played a greater role in lower funnel objectives such as direct
response and support for specific promotions.

objectives of audio advertising over the last year
amongst those media agencies with experience in audio advertising type

64%
84%
20%
66%
51%
33%
65%
Support for specific promotions F 57%
23%
28%
Increase keyword search activity 26%

N%

Broadcast Radio (AM/FM &/or DAB+) B Streaming digital audio B Podcasts

1ab.

a U_STFO Iq ) Q- What have been the objectives of the (Broadcast Radio AM/FM &/ or DAB+)(Streaming digital audio) (Podcast) advertising activities you’ve been involved with over the past year? (Please select all that apply)
audio advertising Base media agencies n=76



streaming digital audio has also played an
increasing role in .

Streaming digital audio has steadily grown in its importance for branding with 87% of media agencies using it for the predominant objective of increasing

brand awareness. Using streaming digital audio advertising to support specific promotions has emerged this year as a stronger secondary objective (57%),
along with increasing engagement (54%).

objectives of streaming digital audio advertising over time
amongst those media agencies with experience in audio advertising

82%

0,

80% 27%s0

74% " 70 75%
0,
53% 5194 54% 57%
45% )
37%410/0 38% 300 % 41%40%40%
33%
30% 0
28Y% 29%
) 25% 26%
13%

80/0 l

Increase brand awareness Increase engagement Direct response Support for specific promotions Increase keyword search activity

b 2016 m2017 m2018 ®=2019 m2020 m=2021

a USTrO |G Q- What have been the obijectives of the streaming digital audio adverfising actfivities you've been involved with over the past year? (Please select all that apply)
audio advertising Base media agencies n=76 (2021), n =121 (2020}, n=203 (2019), n=96 (2018}



podcast advertising has also played an
increasing role in .

More media agencies are using podcast advertising for brand building again this year. 84% of media agencies are using podcast advertising for the
predominant objective of increasing brand awareness. Two-thirds of media agencies are also using podcast advertising to increase engagement. During this
last covid impacted year, direct responses has also lifted as an objective with a third of media agencies using podcast advertising for this purpose.

objectives of podcast advertising over time
amongst those media agencies with experience in audio advertising

84%
73%
65% 20 " 66%
54% .
50% 48% 48%
43%
33% 31%
0
0, 18% 18%
11% 2% 11%
7% S 9%
{1
Increase brand awareness Increase engagement Direct response Support for specific promotions Increase keyword search activity
Idb 2016 m2017 m2018 ®m2019 m2020 m=2021

a USTFO IG Q- What have been the objectives of the podcast advertising activities you’ve been involved with over the past year? (Please select all that apply)
audio advertising  pgse media agencies n=76 (2021), n =121 (2020), n=203 (2019), =96 (2018)



audio creative formats



increased usage of sirecaming audio
advertising types.

There has been an increase in usage of streaming audio, particularly ads within music streaming services over the last year. 78% of media agencies used ads
within music streaming services last year, up from 2% in the previous year. 71% of media agencies have used ads within live radio streams last year, up from
63% in the previous year.

types of streaming audio advertising used or intend to use
amongst media agencies with previous experience or intent to use streaming audio

B Will use in the next
12 months

- 84%
- /9%

® Have used in the last
12 months

Iab Ads within music streaming services Ads within live radio streams

a UStrG IG Q- In regard to your experience and infentions with streaming digital audio, which of the following types of services have you used in advertising activity or intend to use in the future?
audio advertising Base Media Agencies with experience or infent o use streaming audio n= 85 (2021), n=113 (2020)




creative formats used

Client produced 15/30s spots remain the most popular streaming audio creative format with 84% of media agencies have now used them, increasing from
74% last year. There has also been consistent growth in the usage of call to action spots over the last few years with two-thirds of media agencies having now
used this creative format of streaming audio.

streaming audio creative formats used
amongst media agencies with previous experience or intent to use streaming audio

A;%

74% /
6206 L0 66%
(0}
53%
49%
42%
230 25% 26% 27%

12% 11%
9% 0

. 6 8% oo 8%
[ ] B ==

Client produced 15/30s Publisher produced Call to Action spots to click  Dynamic Audio Creative Voice Activated Shake Me ads - shake
spot 15/30s spot Streaming/to click on phone to complete Call To
companion banner Action

2018 m2019 m2020 =2021
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a USTrO IG Q- In regard to your experience and intenfions with streaming digital audio, which of the following types of services have you used in advertising activity or intend to use in the future?
audio advertising Base Media Agencies with experience or intent to use streaming audio n= 88 (2021), n=113(2020)



appelite to try streaming audio formats.

Over 9 in 10 media agencies have either used client produced 15/30s spots or intend to in the next 12 months. Intention to use publisher produced 15/30s
spots and call to action spots indicates some further growth in these already popular formats over the next year. While usage of Dynamic Audio Creative

and voice activated formats has not grown over the last few years, intention to use remains high.

streaming audio creative formats used
amongst media agencies with previous experience or intent to use streaming audio

28%
11% 8%
Client produced 15/30s  Publisher produced Call to Action spotsto  Dynamic Audio Creative Voice Activated Shake Me ads - shake
spot 15/30s spot click Streaming/to click phone to complete Call To
on companion banner Action
1 Have used this format in the past B Intend to use this format in the next 12 months

|ab

d USTI'CI |G Q- In regard fo your experience and infenfions with streaming digital audio, which of the following types of services have you used in advertising activity or intend to use in the future?

audio advertising Base Media Agencies with experience or intent to use streaming audio n= 88 (2021)



recorded radio spots and brand ads the most
used .

Amongst media agencies, usage of most podcast formats has increased on previous years. In particular, the usage of recorded radio spots and brand ads
(repurposed radio spots) and native audio have increased significantly. Usage of brand supplied and publisher created podcast specific spots was assessed in
the survey for the first time this year, with 44% and 41% of media agencies using these formats.

podcast creative formats used
amongst media buyers with previous experience using podcasts

/ 73% 72%
65% 68%

53% 53%

45% 46% 44%
38% 40% 41%
33% 34%
28%
20%

Recorded Radio Spot Brand Ad (repurposed  Native Audio/Live Read  Brand supplied Podcast Publisher created, Podcast Bespoke branded

radio spot) on Podcasts/Host Read specific spot specific spot 'podcast'/Branded
Podcast

50%

Iab 2018 m2019 m2020 =2021

a USTrO IG Q- Which of the following creative formats have you used/or plan to use for audio advertising on Podcasts?
audio advertising Base Media Agencies with experience or intent to use podcasts. n=82 (2021), n= 112 (2020), n= 177 (2019)



reduction in frequency of
to suit the audio environment

In previous years, 64% of media agencies were always or sometimes changing creative to suit particular audio environments. Frequency of adjusting
creative has reduced this year to 56%. Creative quality is one of the most important drivers of digital advertising effectiveness so its worth putting effort
intfo adapting creative to suit the different audio environments.

frequency of changing creative to suit particular audio environment amongst media agencies with
previous experience of any audio

- Promoting a stronger

role for streaming

audio and podcast

advertising:

“Make it easier to

- 56% develop compelling
creative - work with

M Sometimes client closely”

Almost always

- 64%

H Not often

Never

2019 2020 2021
|c|b
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dio adverti Q- When running campaigns across different Broadcast and Digital Audio ad opfions (e.g. Broadcast & podcasts or broadcast & Streaming), how often does the creative change to suit the different audio environments 2 Base: Media Agencies with experience
audio advertising

using any audio n=82 (2021), n=112(2020), n= 177 (2019)



the most used in audio branding

46% of media agencies with experience in any audio consistently use an audio or sonic logo as a branding asset in their creative, this usage has
increased from 35% last year. 39% are consistently using brand voice and 24% are consistently using a brand anthem for audio branding (unchanged on
previous year). Further education is needed on the benefits of enhancing brand with audio and clarity on the techniques that can be used, as a high
proportion of agencies are not sure or not using these audio branding assets.

Promoting a
stronger role for
streaming audio and
. . . podcast advertising:
consistent use of audio branding assets

) . . . ) ) “Explain what the
Omongst medlCl OgenCleS Wlth experlence n Gny CIUCIIO difference is

between the
different sonic
branding options”.*
Audio or Sonic Logo Brand Anthem Brand Voice
Not sure, Yes, 24%
23%
Not sure, 37%
’ Y 9%
Not sure, 41% o5, 39%
Yes, 46%
No, 30%
° No, 34%
No, 24%
1ab.
a lj_str? |I? . Q- Does your brand or any of your client brands use any of the following audio branding assets consistently? Base: Media Agencies with experience using any audio n= 82 *Q - What single thing would the industry
audio adverrtising

need to do fo promote a stronger role for sireaming audio and podcast advertising? open-ended response.



uvsage of all genres of podcast has increased.

With the overall increase in usage of podcast advertising over the last year, all content genres have benefited from the increased investment.
Society and culture podcasts have overtaken news as the most popular genre.

podcast content genres used in the last 12 months amongst media agencies
with previous experience using podcasts

o
47 %
New
v — 7
Business 427%
52%
31%
Comed
oo 55
29%
Sport
o 5
29%
Tech
oo e 1,
. 27 %
o b = 2020 m2021
10D.
a USTI‘CI Ia Q- Which of the following podcast content genres have you invested in over the last 12 months2 Base Media Agencies with experience or infent fo use podcasts. n= 81 (2021}, n=112 (2020)

audio advertising *Q - What single thing would the industry need to do to promote a stronger role for streaming audio and podcast advertising? open-ended response.



strategies still emerging

There has been minimal change in the number of media agencies looking at or involved with voice marketing strategies. 43% of media agencies
have looked at or are looking to consider voice marketing strategies this year (up slightly from 38% in 2020 but currently at similar to levels to

2019 and 2018).

consideration of voice marketing strategies
amongst media agencies

Yes we have already

done so, 12%
Unsure, 28%

Yes we are looking to
do so, 31%

1ab.

australia Q- Is your organisation looking at voice marketing strategies (e.g. search voice strategies / smart speaker skills) for any clients or brands2 Base: Media Agencies. n=75
audio advertising * Source; IAB Australia Nielsen Digital Enumeration Study September 202 1- November 2021 quarter ages 14+ n=3000 per quarter
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effectiveness



assessment of
streaming audio and podcasts

Reach

Frequency

In-target reach

Completion

Visits to website

Companion ad click through
Brand impact metrics

Sales

Audible quartiles

Ad muted/unmuted

Instore visits

|ab

australia

audio advertising audio n=78

for

metrics usually or sometimes used by media agencies in assessing ad effectiveness

streaming digital audio

69% N oo
50% I oo
43% T o1 %
65% B so%
38% I c5%
35% I c0%
2T 9%
7z N 8%
s NG 55%
21% [ 54%
12% [ 54%

Usually B Sometimes

Completion

Visits to website

Brand impact metrics

Reach

Frequency

In-target reach

Sales

Ad muted/unmuted
Audible quartiles
Companion ad click through

Instore visits

podcasts
58% I 5%
24% T 529%
36% T 0%
58% B 3%
37% I 0%
39% B 3%
1 I 0%
12 SN 5%
e I 4%
17% 43%
5% IS 39%

Usually M Sometimes

Q- What metrics are you using fo assess the effectiveness of your audio campaigns on Streaming digital audio?, What metrics are you using to assess the effectiveness of your audio campaigns on Podcast? Base: Media Agencies with experience using any



reach is still most often used metricin

There has been a decrease in the ‘usual’ usage of several metrics to assess streaming audio advertising over the last year, in particular the metrics of
reach, frequency, brand and sales. There has been an increase in less frequent usage of these metrics (ie ‘sometimes use’), so that overall usage (usually

or sometimes) has remained stable year on year for most metrics.

metrics usually used by media agencies in assessing effectiveness of streaming digital audio advertising

86%
74%
69%
65% 64%
59% 56%
50% 50%
43%
38%38%38%
9
32%35 Yo
I I 250/OI I
Reach Completion Frequency In-target reach  Visits to website  Companion ad

click through

o
33%634%
’ 29%
9
24% 21% l% .
0 0
I i /014%I I I 2%100/ 12% I /010%
Brand impact Sales Instore visits ~ Audible quartiles

metrics mufed/unmuted

2019 m2020 m2021
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Q- What metrics are you using to assess the effectiveness of your audio campaigns on Streaming digital audio?
audio advertising

Base: Media Agencies with experience using any audio n=78 (2021)



reach and completion most often used in

As with streaming audio, there has been less frequent usage of some metrics used by media agencies in assessing effectiveness of podcast advertising, in
particular reach, frequency and visits to website. Overall usage (usually or sometimes) has increased or remained stable year on year for most of the
metrics, except for companion ad click through (43% usually or sometimes used this metric in 2021, compared to 61% in previous year).

metrics usually used by media agencies in assessing effectiveness of podcast advertising

66%
°/o
58% 560/58%
43 / 42‘7
40% 39%39%
° 349349387 33%
29%
24% 23%
20%

I I |

Reach Completion In-target reach Frequency Brand impact  Visits to website  Companion ad

metrics click through

2019 m2020 m2021
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Q- What metrics are you using to assess the effectiveness of your audio campaigns on Podcaste
audio advertising

Base: Media Agencies with experience using any audio n=73 (2021)

25%
14% o o
13% 12%1 09, 12% N%09.1% 109,
I I'E
II il Uns
Sales Audible quartiles  Instore visits

mufed/unmuted



lack of measurement/ standardised metrics
the #1 industry opportunity to address.

Standardised planning and reporting metrics across all audio, cross-channel audio measurement and measurement of audio in
the cross-media context continue to be important opportunities for the industry.

opportunities to drive a larger proportion of ad volume

5204 Podcasts
Streaming digital audio
33% 3204 0
0 0 32% 0
31% 29% 31% 2896
24%
7 I I
Lack of measurement  Lack of evidence of Lack of integration into Lack of understanding  Difficulty in creating Lack of measurement Lack of addressability — Lack of evidence of Lack of integration into Lack of understanding
and effectiveness wider campaigns of the cost versus compelling audio and effectiveness wider campaigns of the cost versus
tracking/standardised benefit creative tracking/standardised benefit
metrics metrics
a USTI‘CI IG Q- What are the three biggest issues stopping (Podcasts) (Streaming Digital Audio) from being a larger proportion of ad volume? Base: Media Agencies with experience using any audio n=75 e

audio advertising  *Q - What single thing would the industry need to do to promote a stronger role for streaming audio and podcast advertising open-ended response.



lack of effectiveness evidence reducing as a

barrier to

Although lack of measurement/standardized metrics and evidence of effectiveness remain key barriers for media agencies to invest a greater proportion
of ad volume to streaming digital audio, these barriers have reduced over the last few years. Lack of integration of streaming digital audio into wider

campaigns has emerged as a key barrier in 2021.

media agencies opportunities for streaming digital audio

to become a greater proportion of ad volume

40%
% 37‘7
36% 359, o
’ 32% 31%
I I I 1
Lack of measurement and Lack of evidence of effectiveness  Lack of integration into wider
tracking/standardised metrics campaigns

2019 m2020 m2021

|ab

a USTrO |G Q- What are the three biggest issues stopping (Streaming Digital Audio) from being a larger proportion of ad volume?
audio advertising Base: Media Agencies with experience using any audio n=75 (2021)

o 29%
27% 28%

Lack of understanding of the cost
versus benefit

Promoting a
stronger role for
streaming audio

advertising:
“Proof of how this

will work in the

media mix"*

23%

17%
15%

Difficulty in creating compelling
audio creative



addressability and integration emerge as
opportunities for .

Lack of measurement/standardized metrics continues to be the most important opportunity for the industry to drive greater
podcast ad investment. Similar to streaming digital audio, lack of evidence of effectiveness has reduced as a barrier over the last Promofing a stronger
few years, however lack of integration of podcast advertising into wider campaigns and lack of addressability have emerged as role for streaming audio
barriers in 2021. and podcast advertising
“Move to more
addressable technology
...TVs are geiting smarter,

media agencies opportunities for podcast advertising but I don't feel like radio is

) - s HE
to become a greater propor’rlon of ad volume el o i

52%
47% 48%
44%
39% 39%
32% 31% 31%
28%
24%
15% 16%
12%
Lack of measurement and Lack of addressability Lack of evidence of effectiveness  Lack of integration into wider  Lack of understanding of the cost
tracking/standardised metrics campaigns versus benefit
Ia 2019 m 2020 m=2021
austra iG Q- What are the three biggest issues stopping (Podcasts) from being a larger proportion of ad volume?

audio advertising Base: Media Agencies with experience using any audio n=75 (2021)
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further resources.

One stop shop on audio advertising

A hub of resources on the IAB Australia website provides media and marketing professionals
with education, information and advice on the streaming audio and podcasting.

AUDIENCE

WEEKLY ONLINE AUDIO LISTENING
-% OF AUSTRALIAN 18+*

66% 9
AAn

2021 2020 2019

AVERAGE LISTENING TIME PER WEEK IN 2020*
12 HRS 11 MINS

USES OF SMART SPEAKERS
(AMONGST THOSE USED A SMART SPEAKER IN LAST MONTH)

Streami i
b S 82%
e
et e IE )
Horves 4.1 MILLION
Listening to radio 37% _ AUSTRALIANS
OWN A SMART
THESE, 34% USE
Checking the news 32% IT DAILY
N—

OPPORTUNITY
DIGITAL AUDIO ADVERTISING OPPORTUNITIES

Sk

Original
% Catch-up
Live radio narrative .
- m content radie

Podcast is a digital audio file down-
loaded via internet connection and

d audio is delivered over a

connection between the audio source and the
listener.

69% OF MEDIA AGENCIES REGULARLY STREAMING DIGITAL AUDIO ADVERTISING
& 36% REGULARLY USE PODCAST ADVERTISING

WHY ARE AGENCIES AND ADVERTISERS USING AUDIO ADVERTISING

M Broadcast radio M Streaming digital audio M Podcasts

83%

Increase brand 82%

awareness

Increase
engagement

Direct response

Promotion
support

Listening to podcast/s 21%

Sources: * The Infinite Dil 2021 Edison Research; * * 1AB Australio Device & Usage Report Mar 2021; *** 1AB Ausiralio Audio Buyer's Guide; ***

* 1B Australia State of the Notion 2021

AUDIO ADVERTISING ONE STOP SHOP

can be played now or saved for later.

|c|b

australia

CREATIVE FORMATS USED

STREAMING AUDIO CREATIVE FORMATS USED OR INTEND TO USE AMONGST MEDIA
BUYERS WITH PREVIOUS EXPERIENCE OR INTENT TO USE STREAMING AUDIO

™ Intend to use this format in the next 12 months M Have used this format in the past

Voice activated

Callto Action spotsto  Dynamic audio creative
click on companion
banner

Publisher produced

Client produced 15/30s
spot 15/30s spot

AGENCY INVESTMENT IN PODCAST GENRES IN THE LAST YEAR

Q@66

News Society/Culture Business Comedy
47 % 46% 42% 31%
Sports Tech True crime

29% 29% 27%



https://iabaustralia.com.au/resource/your-one-stop-shop-on-audio-advertising/

further .

We have gathered examples of effective digital campaigns from across the industry into one place in the IAB case
study library. This showcase of campaigns includes effectiveness results from a range of audio campaigns.

Australian Red Cross Lifeblood | Lifeblood Summer

Inside Tracks: How \nS\dk , o3 THE POWER ﬂ)\
Carlton United {racks OF DIGITAL N e
Breweries reaches 2
their audience on

Spotify

AUDIO

Programmatic Case Study

QM | *omes
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audio advertising


https://iabaustralia.com.au/members-and-councils/industry-case-studies/

(02) 9211 2738
iabaustralia@iabaustralia.com.au
Suite 101, Level 1, 54 Foveaux St, Surry Hills, 2010

iab

audio advertising



