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“grow sustainable & diverse investment 
in digital advertising in australia”

IAB purpose

• Digital effectiveness
• Content and ad measurement 

( digital & cross media )

• Standards & guidelines
• Data & data privacy
• Digital value chain

• Demonstrating to marketers & agencies how 
digital advertising delivers on their business
objectives

Ensuring there are standards &  solutions in 
place that:

• drive trust & transparency
• reduce friction associated with the digital ad

supply chain
• improve ad experiences for consumers, advertisers

& publishers

what how

CY23 Priorities
• digital driving long term brand & business growth
• increasing confidence in digital supply chain
• data governance & consumer privacy - education and guidance
• evolution of targeting, measurement & attribution
• talent – development & training





Source; IAB Online Advertising Expenditure Report, financial year and quarter ended June 2022 prepared by PwC





key findings

• Consideration for use continues to increase

• Driven by better targeting, extended reach, attention /engagement and brand building 

• Brand building is the dominant campaign objective

• Digital formats are being planned and bought in combination with each other

• Buying programmatically has increased over time

• High appetite for experimentation with emerging creative formats

• A diverse range of data signals are being used 

• Room to improve fit for purpose creative

• Measurement is a challenge





Source; IAB Australia Video Advertising State of the Nation 2022 conducted by Hoop Insights & Strategy (n=187)
Q - What have been the objectives of the Digital Video advertising on LinearTV/Connected TV/Digital Video on computer or mobile you’ve been involved with over the past year?

branding is the predominant 
objective for video advertising.

agency objectives for digital video advertising



agencies plan and buy digital video
in combination with other advertising types.

agency planning and buying digital video collaboratively
with other advertising types

Source; IAB Australia Video Advertising State of the Nation 2022 conducted by Hoop Insights & Strategy (n=187)
Q - In the last year, which of the following buying methods have you used for Digital Video advertising (Connected TV, computer or mobile)? 



room to improve fit for purpose creative.

adjust creative to media environment

Source; IAB Australia Video Advertising State of the Nation 2022 conducted by Hoop Insights & Strategy (2022 n=187, 2021 n=174)
How often does your company/client develop creative executions for Digital Video advertising campaigns for different environments and different target segments? 

adjust creative to target segments



state of the nation
audio advertising
wave 6: february 2022



agencies regularly consider audio advertising.

84%

11%

52%

5%

91%

20%

65%

14%

88%

30%

62%

20%

85%

32%

64%

33%

93%

41%

69%

36%

85%

34%

73%

53%

41%

 Broadcast radio (AM/FM &
DAB+)

DAB+ only stations Streaming digital audio Podcasts Podcasts - Original content Podcasts - Catch Up radio

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

2016 2017 2018 2019 2020 2021

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

59% of media agencies use podcast advertising 
as a significant or regularly considered part of 

their activity





experience with game advertising.
Experience with game advertising amongst mainstream advertising agencies is mostly at the 
experimental stage with 30% regularly considering or using it (up from 20% in 2021). 

5%

25%

32%
34%

4%

It is a significant part of
our activity

It is regularly
considered as part of

our activity

We have experimented
with it

No experience with it
but have plans to use it

No experience with it
and have no plans to

use it

experience with game advertising and marketing to date

Source: IAB Australia Game Advertising State of the Nation 2022 
Q - Which of these best describes your organisation's experience with game advertising and marketing to date?

62% 
have used game 

advertising to 
date.



formats used in game advertising.

Source: IAB Australia Game Advertising State of the Nation 2022 
Q - Which of the following game advertising and marketing formats have you used or do you intend to use?

There has been 
increased usage of 

blended/intrinsic in-
game display and 
video (+10) and 

playable ads (+9) on 
last wave.  

53%

51%

46%

38%

33%

29%

28%

28%

26%

25%

22%

17%

14%

11%

8%

Streaming adjacent display and video

Mobile game ads

Live Streaming video

Playable ads

Blended/intrinsic in-game display and video

Interstitials

Direct brand engagement (custom activations)

Game influencer marketing and ambassadors

Game content marketing (bespoke advertorial/video)

Rewarded video

Esports sponsorships (leagues, teams, players)

Shoppable formats (direct response ‘shop now’)

Brand extensions (on-pack, branded cross-promotions)

Direct in-game product placement

Metaverse activations

17% used 
shoppable 

formats 
included in the 

survey for the first 
time.

game advertising and marketing formats used





experience with DOOH amongst agencies.

experience with digital out-of-home advertising 
buying via IO/direct amongst agencies

Source; IAB Australia Digital Out-of-Home Advertising State of the Nation Survey n=530 (agencies only 2022 n=380, 2021 n=101)
Q - Which of these best describes your organisation's experience with static/traditional out-of-home advertising to date? with digital out-of-home 

advertising buying via IO/direct? with programmatic digital out-of-home advertising?

experience with digital out-of-home advertising
buying programmatically amongst agencies

24% 29%

36%
40%

25%
20%

8%
8%8% 3%

2021 2022

12% 9%

22%
39%

39%

35%

24%
15%

4% 2%

2021 2022

No experience and no
plan to use it

No experience but plan
to use it

Experimented with it

Regularly considered as
part of activity

Significant part of
activity



usage of programmatic formats by agencies.

usage of programmatic DOOH ad venues/formats amongst agencies

Source; IAB Australia Digital Out-of-Home Advertising State of the Nation Survey n=530 (agencies only 2022 n=380, 2021 n=101) 
Q - Which of the following types of programmatic digital out-of-home venues and formats have you previously bought, or do you intend to buy
in the next 12 months? (Please select one response per row)

76%

67%

69%

53%

61%

46%

57%

74%

73%

68%

62%

59%

56%

55%

Roadside Billboards

Other Roadside (e.g. street furniture, bus/tram externals)

Retail (e.g. shopping centres)

Transport (including airports, train stations)

Lifestyle (e.g. gym)

Health (e.g. doctors waiting room, pharmacy)

Other venues and placed based

2021

2022





An increasing number of measurement tools.

69%

60%

51%

48%

47%

44%

43%

42%

38%

14%

Digital brand lift survey

Campaign delivery (impressions, CPM)

Market Mix modelling

Campaign verification (viewability)

Multi-touch attribution modelling

Ad attention measurement

Creative testing

Campaign ad ratings (R&F, in-target %)

Cross-media brand lift survey

Other attribution modelling

measurement tools most important for assessing the effectiveness of digital 
advertising amongst all respondents 

With a movement 
away from 

techniques impacted 
by the reduction in 

signals and towards 
sustainable 

measurement 
techniques. 

Source; IAB Ad Attention Measurement Landscape Industry Survey n=180 advertising professionals (n=115 agencies)
Q - Which of the following measurement tools are most important to you or your clients for assessing the effectiveness of digital advertising? (select all that apply)

44% say ad 
attention is an 

important tool for 
assessing 

effectiveness of 
digital advertising.



measures of advertising attention.

effective measures of advertising attention

47%

44%

42%

40%

37%

28%

7%

5%

Time In View

Cost per time in view / cost per attentive second

Time an ad is fixated on

Completion Rate

Viewability

Time an ad is in a consumer’s field of view

None of these

Don't know/not sure

A range of 
metrics

considered
as effective 

measures of ad 
attention. 

Source; IAB Ad Attention Measurement Landscape Industry Survey n=180 advertising professionals (n=115 agencies)
Q - Which of the following do you feel are effective measures of advertising attention for you or your clients? (select all that apply)



what to do.

• Continue to invest in digital advertising for long-term success, it’s a proven, cost-
efficient brand builder. 

• Experiment with formats and creative to ensure you are optimizing effectiveness by 
producing content that is tailored to the environment and audience. 

• Prepare for the retirement of third-party cookies and signals reduction, 
understanding the impact and adjusting planning, activating and measuring 
activity. 

• Measure what you set out to achieve, aligning campaign objectives with 
measurement. 





industry survey | october 2022



v

Demographics are the most 
used data signal by 8 in 10 
respondents

7 in 10 respondents are using 
first-party data signals

Data signals used
A range of data signals are being using to inform 
targeting and creative for digital advertising. 

88%

73%

69%

66%

66%

64%

63%

53%

53%

45%

44%

42%

Demographics (age/sex)

First-party (CRM, product feeds, etc.)
Audience interactions, engagement, time

spent
Contextual: page or video-level content

Site behaviour (browsing history, cart
information)

Location data

Purchase history
Device data (make/ model, browser,

operating system)
Cookie pools

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

Psychographics
Prior ad exposure (enables sequential

messaging)

Source; IAB Australia Data State of the Nation Survey November 2022 n=100 advertising decision makers/influencers 
Q - Which of the following data signals is your company/clients using to inform targeting and creative for digital advertising (on Connected TV, 
computer or mobile)? (Please select all that apply)













Impact of Google’s postponement of third-party cookie retirement
Confidence in being prepared to 
target audiences at scale without 
3rd party cookies in 2024 

Preparation for retirement of third-party cookies
Right now, 75% of respondents feel prepared and 25% under-prepared.

10%

57%

33%

We are working faster on
preparation activities

We are working to the
same timing for

preparation activities

We have slowed down
preparation activities and

pushed out the timing

28%

56%

14%

2%

Very confident Somewhat confident Not confident Don't know

Source; IAB Australia Data State of the Nation Survey November 2022 n=100 advertising decision makers/influencers 
Q - Has Google postponing the deprecation of third-party cookies until 2024 made any impact on you or your client’s preparation towards people-based marketing? (Please select one)
Q - How confident are you that you or your clients will be prepared to target audiences at scale without 3rd party cookies in 2024? (Please select one)

8 in 10 
confident in 

being 
prepared for 

2024





1st party cookies



privacysandbox.com



Source: www.dlapiperdataprotection.com

globally legislation progresses



consumer privacy obligations



Cookies & IDs Are Challenged. How Will Digital Marketing Work?

Measurement

Reach + Frequency 
Capping

Impression / Click 
Counting

All Systems Supporting the Ad Industry Will Need to be Retooled
…with Built-in Privacy

? ? ?
?

?

?

?

?

?

Audience 
Targeting

Attribution

Privacy
Controls

Creative 
Messaging

Remarketing



the three core scenarios





Page 41 | Ipsos Iris proposal to <insert company name here> for audience measurement services

The new IAB endorsed 
digital audience ratings 
system





ecommerce.
australian



Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 Q - How often do you shop online? (n=1,000 per wave)

increased buying frequency for online shoppers.
frequency of online shopping

27%
26%

24%

15%

6%

3%

31%
28%

24%

11%

4%
2%

At least weekly About once every
2-3 weeks

About once a
month

About once every
2-3 months

About once every
6 months

Less than every 6
months

2021 2022

83%
of online 

shoppers are 
shopping every 
month, up from 
76% last year.

Increased frequency of online 
shopping over the last year



Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022
Q - Why do you buy online? (n=1,000)

online purchasing 
drivers.

reasons for buying online
76%

50%

45%

37%

30%

33%

25%

25%

25%

26%

20%

13%

10%

11%

77%

48%

46%

34%

29%

29%

25%

22%

21%

21%

20%

11%

11%

9%

Convenience

Free delivery

Lower prices

Discounts

Price comparison

More product options

Click and collect

Products only sold online

Finding certain products/brands

Fast shipping

Safety (avoid public places)

Free returns

Reviews from other customers

Find new brands

2021

2022

Convenience 
is by far the 

greatest driver 
in buying 

online.



sources for inspiration
and discovery.

Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022
Q - When buying something online, what sources do you use for product inspiration and discovering brands? (n=1,000)

sources used for product inspiration and discovering brands

70%

47%

45%

36%

36%

35%

27%

26%

22%

16%

9%

67%

53%

40%

37%

33%

31%

29%

24%

23%

22%

15%

12%

8%

Searching for products online

Speaking to friends or family

Retailers and online stores

Social Media

Online catalogues

Online marketplaces

Price comparison/advice sites

Content or advertising online

Email from a retailer or brand

Content or advertising on TV

Hard copy/physical catalogues

Shopping events

Content or ads in a magazine or newspaper

2021

2022

Search remains a key to 
discovering brands when 
shopping online.
Social media plays a 
significant role for millennials.  



1,000
survey respondents

Five key takeaways for ecommerce.

1.
Steady growth in 
online retail is 
expected to continue 
even as shoppers 
return instore, 
however retailers will 
likely need strategies 
to overcome 
consumer hesitancy if 
cost-of living 
pressures continue to 
increase.

2.
Convenience and 
value for money are 
the key drivers of 
online shopping and 
brand choice. Positive 
omnichannel 
experiences are 
needed to reinforce  
behaviours as 
shoppers have 
returned instore. 

3.
Retailers should 
amplify 
communication of 
brand proof points 
(e.g. innovation, 
personalisation, 
ethical and 
sustainable 
credentials) as these 
are compelling 
reasons for brand 
choice.

4.
Retailers should 
continually build trust 
with shoppers as it 
can overcome price 
barriers and is key to 
consumers being 
more comfortable in 
sharing data valuable 
to retailer marketing. 

5.
There are a range of 
digital channels 
consumers are using 
to discover brands 
and for retailers to 
communicate their 
brand story. 
Advertisers that 
continue to invest in 
brand building during 
economic downturn 
will come out in a 
stronger position.

Source; IAB Australia and Pureprofile Australian Ecommerce Report August 2022 (n=1,000 per wave)







confidence in capabilities to tackle data-related 
opportunities and challenges

Source; IAB Australia Data State of the Nation Survey November 2022 n=100 advertising decision makers/influencers 
Q - How confident are you that you or your clients have the following business capabilities in place to tackle data-related opportunities and challenges over the next year? (Please select one per row)

31%
17% 14% 12% 10% 7% 7%

48%

40%

62%

45%
40% 45%

26%

14%

36%

19%

38%
40% 38%

43%

7% 7% 5% 5% 10% 10%
24%

Leverage
contextual
targeting

A coherent first-
party data

strategy

Direct customer
relationships

Expertise in
Australian privacy

legislation and
changes

Talent and
resourcing

Identity solutions Origin trials of 
Google’s various 
Privacy Sandbox 

Proposals

Don't know

Not confident

Somewhat confident

Very confident





IAB Tech Lab’s SDAs & Google's PPID

source: Blockthrough source: Google







Understanding of current Australian privacy laws Understanding of impending Online Privacy Code and 
Privacy Act Review in Australia

understanding of data privacy

Source; IAB Australia Data State of the Nation Survey November 2022 n=100 advertising 
decision makers/influencers Q - Please rate your level of understanding of the following aspects of data 
privacy? Please indicate on the scale from 1 to 10, where 1 means no understanding at all, and 10 means an 
expert level of understanding. 

1 2 3 4 5 6 7 8 9 10 1 2 3 4 5 6 7 8 9 10

No 
understanding

Expert 
understanding

No 
understanding

Expert understanding

Average 
5.6

Average 
4.6



review is now underway

o discussion paper process 2021

o currently awaiting government’s report & 
draft legislation

o balancing stronger privacy protections while 
supporting a rapidly developing digital economy

o recent security issues

privacy reform



• key issues include:  

o Scope of information organisations hold &
how long they hold that information

o The scope of information to be regulated & the 
definition of personal information

o Fair and reasonable requirement to reduce the 
burden of consent on consumers

o Pro-privacy default settings

• timings and next steps

privacy reform



• Is competition in Ad Tech 
Services effective?
ACCC’s final report 
published in September last 
year found not. 

“The existing regulatory 
framework is insufficient to 
ensure effective competition
in ad tech services”

recommendations for industry to address: 

o industry should establish standards to require Ad 
Tech providers to publish average fees and take 
rates for ad tech services, and to enable full, 
independent verification of demand side platform 
services;

o if effective voluntary standards are not achieved 
by industry within a reasonable time period that 
the ACCC could introduce measures instead.

accc’s ad tech services inquiry



accc’s ad tech services inquiry

next steps & timing

o ACCC published further report on 11th November 2022 reiterating the
expectation that industry lead the development of an effective voluntary standard

o Government response?
o IAB work so far



• advertising restrictions e.g :
- gambling 
- fast foods
- sugar etc

• online platform regulation & 
harmonisation of regulations

• advertising review

other issues



• development of voluntary Industry Code 
o transparency of pricing for ad tech services, 
o verification of dsps

• privacy reform is on the way, but likely a 12 month – 2 year process

• iab is working closely with government to ensure the reforms are practically workable

• welcome any feedback or questions

key takeaways



gpp (global privacy platform)



gap (global accountability platform)



source: GroupM









mentorship program 2023

For more information visit: https://iabaustralia.com.au/mentorship-program-2022/

https://iabaustralia.com.au/mentorship-program-2022/


how to best engage with iab australia.



events 2023

+IAB Australia members receive 2 free tickets to all events*

*MeasureUp is the only event that is paid for by all members, we offer a member discount on tickets


