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introduction



•

•

•

•

•

•

The survey covers usage and attitudes to advertising in broadcast 

radio, streaming digital audio, DAB+ and podcasts.
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background
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streaming 

digital audio 

and podcast 

advertising

executive summary
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significant level of audio advertising usage

9 in 10 have 

used digital 

audio
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agencies regularly consider audio advertising

7 in 10 regularly 

consider digital 

audio
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audio investment plans for 2023

streaming audio podcast
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most agencies plan audio within the same team

7 in 10 

plan across the 

same team
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increasingly agencies plan and buy in 

combination with other digital advertising 
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programmatic expected to increase again

8 in 10 

intend to buy 

programmatic



15

data & targeting continues to drive programmatic

8 in 10 

driven by 

data & targeting
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7 in 10 agencies say digital audio is effective for 

increasing brand awareness
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7 in 10 brands say digital audio is effective for 

increasing engagement



18



19

•

•

•

agency usage of 

dynamic audio creative

Dynamic Audio 

Creative
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agency usage of podcast creative formats
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consistent usage 

of sonic branding

Sonic branding
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assessment of advertising effectiveness for 

streaming digital audio

Streaming digital audio 

effectiveness metrics 

used
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assessment of advertising effectiveness for 

podcasts

Podcast advertising 

effectiveness metrics 

used



podcast

25

agency usage of key metrics increasing over 

time

Streaming
audio
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measurement is a key industry opportunity

Top 3 agency

challenges

1. Lack of measurement and 

tracking/standardised 

metrics

1. Lack of measurement and 

tracking/standardised 

metrics

1. Lack of measurement and 

tracking/standardised 

metrics

2. Lack of measurement and 

tracking/standardised 

metrics
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strengths of streaming music and radio 

advertising
“reach”

“targeting and

flexibility in 

targeting options”“incremental reach”

“cost effective reach”

“contextual 

advertising”

“variety of 

environment

s”

“continuous, 

real-time, sequential”

“continuity, 

real-time and 

timing”

“accessibility

”

“reach of younger

demographics”

“access to hard-

to-reach audiences”

“addressability”

“cost 

efficiencies”

“highly engaging 

content that is most 

often listened to in 

a 1-1 capacity”

“attention”

“streaming has 

proven lower carbon 

footprint than 

physical format”

“data and 

measurement”
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opportunities for streaming music and radio 

advertising

Top 3 agency challenges
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strengths of podcast advertising



30

opportunities for podcast advertising

Top 3 agency challenges



31

brands/advertisers see different opportunities

Top 3 

brand/advertiser

challenges



further 

resources 

audio in the attention economy online advertising expenditure 
report 2022 (incl audio advertising)

https://iabaustralia.com.au/resource/audio-buyers-guide-2022/
https://iabaustralia.com.au/resource/iab-member-qa-audio-in-the-attention-economy/
https://iabaustralia.com.au/research-and-resources/advertising-expenditure/
https://iabaustralia.com.au/research-and-resources/advertising-expenditure/
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