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O1l. introduction &
background



Introduction

The IAB Audio Council are pleased to release the 7th wave of the State
of the Nation Audio Advertising Industry Report. From the very first
State of the Nation back in 2017, the Audio Council continually looks
forward to exploring the industry survey data we collect. This data
supports best practices and ways to drive growth in digital audio as a
successful and essential advertising channel for publishers and
advertisers.

It has been rewarding to see continued growth in regular consideration
of streaming and podcast advertising this year and the confidence
advertisers have for increased investment over the next year.

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

Richard Palmer

Director of Market Development (APAC)
Triton Digital

Co-chair, IAB Audio Council
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The IAB State of the Nation Audio Advertising Industry Report continues
to provide insight on buyer behaviors and plans allowing us to further
understand the growth in advertiser investment. The IAB has also
recently released CY22 digital advertising expenditure with PwC which
found digital audio expenditure reached $221.2m for the year.

Most agencies are now consistently considering digital audio
advertising and are buying digital audio in combination with other
audio and digital media for optimal ROI that comes from multi-channel
campaigns.

Digital audio campaigns remain highly effective for brand building.
Considering the importance of long-term brand building to business
success during and after economic downturns, I'm looking forward to
seeing agencies and advertisers continue to rely on digital audio to
help them thrive during whatever conditions 2023 brings and beyond.

¥
\
' Gai Le Roy

-

CEO
IAB Australia
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background

* This study was conducted by independent research company, Hoop Research Group
* Fieldwork was carried out in December 2022 and January 2023
* 249 survey responses were collected

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

ResearchGroup

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

* Thisis the 7™ wave of the IAB Audio Advertising State of the Nation which has been conducted at a
similar time each year, full reports are available on the IAB website

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

|qb audio advertising state of the nation report wave 7 2023 6
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executive summary

streaming
digital audio
and podcast
advertising
continues to play
a consistent and
integrated role in
media planning.
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Streaming digital audio and podcast advertising is a significant or
regularly considered part of most agency media planning. 75% of
media agencies now have streaming digital audio advertising and 70%
have podcast advertising as a significant or regular part of their activity.

Consideration of podcasts has increased significantly over the last
year. 70% of agencies now regularly consider podcast advertising up
from 59% 2020. Usage of both podcast original content and catch-up
radio have increased.

As greater economic uncertainty looms and proving ROl becomes even
more scrutinised, most agencies intend to increase expenditure in
digital audio over the next year.

Integration of streaming digital audio and podcasts with other
digital and audio channels is more consistent. Planning and buying
digital audio in combination with other digital advertising types has
continued to increase, for example 80% of agencies now at least
sometimes buy digital audio in combination with digital video
advertising. 69% of agencies intend to buy digital audio bundled with
other media opportunities (up from 51% last year).

Intention to buy audio advertising programmatically continues to
increase, 82% of agencies intend to buy programmatic audio in the next
year (up from 64% in year prior).

Streaming digital audio and podcast advertising are effective
brand builders. Streaming music and radio are also seen as
effective reach extensions to broadcast radio. Podcasts are also
seen as effective for accessing hard to reach audiences and
increasing engagement.

There is increased focus on measuring ad effectiveness despite
the industry challenges. Measurement of brand impact of
streaming digital audio has increased, while usage of all key
metrics has increased to assess podcast effectiveness.

Proving to brands/advertisers the effectiveness of audio for
brand building will be important this year considering the role of
long-term brand building to business success during and after
economic downturns. Brands/advertisers see the effectiveness of
digital audio for engagement and reach but will need more proof of
its effectiveness for brand.

The lack of measurement and standardised metrics is an
industry opportunity, however brands/advertisers see different
challenges. Brands see the key challenges stopping audio
advertising being a larger proportion of ad volume as creating
compelling creative in broadcast and streaming radio, along with a
lack of understanding across all formats.

audio advertising state of the nation report wave 7 2023



02. audio advertising
planning and buying

audio advertising state of the nation report wave 7 2023 8



significant level of audio advertising usage

9in 10 have Streaming formats have been split out in the survey for the first time this year with 75% having streaming music and
used digital  58% having streaming radio as a significant/regular part of their activity. 70% have podcast original content and
audio 64% have podcast catch up ratio content as a significant/regular part of activity.

a7en 7% 497

42% 42%

36% .
339, 34%

28%
25% 25%
21% 22% 21% 21%
18%
16%

11%

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) DAB+ only radio stations Streaming Music Streaming Radio

Iqbl Q- Which of these best describes your organisation’s experience with the following forms of audio advertising to date? Base all respondents n=249
australia

. . 10%
8% sop 5% 6% 8% 7%
3% 1o, 3% 2% 3%

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

Podcasts - Original content Podcasts - Catch Up radio content

audio advertising state of the nation report wave 7 2023 9



agencies regularly consider audio advertising

75% of media agencies now have streaming digital audio advertising as a significant or regular part of their activity.

7 in 10 regularly
consider digital

70% all podcast 2022

audio
Significant or regular usage of podcast original content and catch-up radio have increased on last year.
01%, 93% 75% all streaming digital audio 2022
84% 88%85% 85% (from 73% in 202 1 )

80%
73% 73%

56%

Broadcast radio Streaming Music Streaming Radio

(AM/FM & DAB+)

DAB+ only stations  Streaming digital audio

2016 2017 2018 2019 2020

Q- Which of these best describes your organisation’s experience with the following forms of audio advertising to date? Base media agency respondents
n=131(2022),n=119(2021), n=143 (2020), n=204 (2019),n=194(2018),n=133(2017),n=213(2016)

iab
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2021

36%

33%

20%
14%

5%

Podcasts

2022

Podcasts (Or
content)

(from 59% 2021)

68%

53%

iginal

radio)

audio advertising state of the nation report wave 7 2023

Streaming formats have been split out in the survey for the first time this year with 73% of agencies regularly considering
streaming music and 56% streaming radio. 70% of media agencies are now regularly considering podcast advertising.

54%

41%

Podcasts (Catch Up



audio investment plans for 2023

74% (71% of media agencies) 81% (78% of media agencies) intend to increase
streaming audio infend to increase investment in podcast  investment in podcast advertising in 2023.
streaming audio in 2023.

59%
52%
22% 22% 29%
15%
2% 1% 2% 2%
Increase Increase slightly Remain the same ~ Decrease Investment for Increase Increase slightly Remain the same ~ Decrease Investment for
significantly the 1sttime significantly the 1sttime
Iqb Q - What best describes your audio investment plans for 2023 for the following forms of audio adverfising? Base all respondents n=216, media agencies n=113 audio OdVerfiSing state of the nation report wave 72023 11
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most agencies plan audio within the same team

Zin 10 70% of media agencies plan across all audio activities within the same team, this has not changed greatly over
plan across the  previous years. 35% of media agency respondents report that their agency’s audio channel planning approach and
same team team structure has changed in last year and a further 32% expect change this year.
51%
46% ., 45%
43% 41%
40% 3g9,
32% 33% - 1o 32%
00 o oo o 2 00
o, 25% 28 27% 8% 26% 5%
23%
19% 19%
Planned and bought by different teams Planned by the same team but bought by different Planned and bought by the same team
teams
2016 2017 2018 2019 2020 2021 2022
Iab Q- How does your agency plan and buy audio advertising? Base media agencies n=113 audio cdvertising state of the nation report wave 7 2023

Tl Q - Has your organisation's audio channel planning approach and team structure changed over the last 12 months? Base media agencies n=113



iIncreasingly agencies plan and buy In
combination with other digital advertising

Planning and buying digital 80%
audio (streaming or podcasts) in 799

combination with other digital 65%
59% .

, 53% 6% 52%
to increase year on year.

. . L 45%
Buying digital audio in
combination with digital video 31%
advertising has increased
significantly this year (from 59%
always/frequently /sometimes
buying in combination, to 80%).

advertising types has continued

with digital video with digital display with digital OOH

2020 m 2021 2022

Iab Q- When buying digital and/or programmatic audio what best describes where digital audio (sireaming or podcasts), audio cdvertising state of the nation report wave / 2023
australia typically fits info your campaign plan2 (Always/Frequently/Sometimes) Base media agencies n=113



programmatic expected to increase again

8in 10
intend to buy
programmatic

buying methods media agencies intend to use for audio advertising over the next 12 months

81%
74% 74% o 75%
70% 69% 71%
66% 65% 66%
60%
55%

Traditional radio spot Broadcast radio spot buy

buy/Broadcast radio spot  combined with cross-

69%

66% 65%

o7 55%
49% 3% 519 )

45% 46% o 45%
e 44%

31% 33% 347

Bundled with other media
opportunities

Programmatically traded Programmatic private

inventory on open marketplace deals

buy (AM/FM/DAB+) platform buy (radio live exchanges
streaming, display and
social assets)
2017 2018 2019 2020 2021 2022
Iq Q- In the next twelve months which of the following buying methods do you expect to use for audio advertising? Base media agencies n=

australia

113(2022), =97 (2021) n=123 (2020) n=204 (2019) n=94 (2018) n=133 (2017) n=213 (2016)

63%
47% 49%

37%

Programmatic guaranteed
deals

The intention to buy audio advertising programmatically has increased steadily over the last few years with a
significant increase this year to 82% (from 64%). Intention to buy programmatic guaranteed deals has increased the
most. Intention to buy bundled with other media has also increased significantly this year to 69% (from 51%).

82%

64%

s6% 58% 9%

Net Programmatic

audio advertising state of the nation report wave 7 2023



data & targeting continues to drive programmatic

8in 10
driven by P
data & targeting accountability.

factors in buying programmatic audio amongst agencies buying programmatically

88%
% 82% 83%
82% 82% 80% 80%
77%
74%
70% 70%

66% 63%
60% 62% 599 61%  60% 62% sgo °
56% 55%

52%

55%
50%
44%

Data & targeting ~ Operational efficiency Flexible buying options Price Enhanced reach

2018 2019 2020 2021 2022

iab
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Q- For your programmatic audio buying which of the following have been factors in buying via programmatic? Base media agencies buying programmatically
n=74(2022),n=70(2021),n=121(2020), n=198 (2019), n=93 (2018)

60%

a7 %%

Reporting and
attribution

As the industry has moved out of covid impacted years, flexible buying has normalised to previous years as a factor
for buying programmatic audio. Price has reemerged as a more important driver as we move into a year of greater

49% 50% 49%

44% 429%

28% 29% 28%

Cross channel planning  Utilise Client Data
management

audio advertising state of the nation report wave 7 2023



7/ 1n 10 agencies say digital audio is effective for
Increasing brand awareness

Agency rating digital audio effectiveness for campaign objectives

top 2 box
Digital audio remains most
. . . 75%
effective for campaigns with Increase brand awareness 68%
' . 71%
brand building objectives.
66%
Broadcast radio reach extension 67%

. . . 51%

Streaming music and radio are
i ) 58%
also seen as hlghly effective Accessing hard to reach audiences 45%
70%
reach extensions to broadcast N
radio. Support for specific promotions 50%
41%
47%
Podcasts are also seen as highly Increase engagement 38% -
effective for accessing hard to .
; ; ; Increase keyword search activit 25%
reach audiences and increasing Y Y s,
engagement. 23%
Direct response 26%
33%
Streaming Music Streaming Radio Podcasts
Iqb Q- How effective do you think Streaming Music/Streaming Radio/Podcast advertising activities are for the following objectives® audio OdVe”iSing state of the nation report wave 7 2023

australia (top 2 box - effective/very effective) Base media agencies n=113



7/ 1n 10 brands say digital audio is effective for
Increasing engagement

Most brands/advertisers
surveyed who are using digital
audio advertising, see it as
effective for increasing
engagement.

Brands also see digital audio
advertising as effective for
extending the reach of
broadcast radio and accessing
hard to reach audiences.

Iqb Q- How effective do you think Streaming Music/Streaming Radio/Podcast advertising activities are for the following objectives?

australia (top 2 box) Base brands/advertisers n=53

Brand/advertising rating digital audio effectiveness for campaign objectives
top 2 box

75%
Increase engagement 69%
76%
. . 60%
Broadcast radio reach extension 65%
53%
. . 58%
Accessing hard to reach audiences 54%
61%
ofe . 57%
Support for specific promotions 59%
45%
45%

Increase keyword search activity 52%
41%

. 40%
Direct response 56%
49%
36%

Increase brand awareness 37%
41%

Streaming Music Streaming Radio Podcasts

audio advertising state of the nation report wave 7 2023



03. audio creative
formats
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agency usage of
dynamic audio creative

44% of agencies have used Dynamic Audio

Dynamic Audio . X
creative over the last year, an increase from

Creative )
the year prior.
Comments from respondents highlight the main
reasons for not using dynamic audio creative — 539
* not suited to the campaign strategy 4o, .
. . . . ° 3%
* creative resourcing limits
* not understanding the format
27 %
19%
12%
Have used Have not used butintend to in  Have never used and no
next year intention in the next year
2021 2022
Iqb Q- Have you used/or plan to use dynamic audio creative on digital audio? Base media agencies n=113 CIUC“O OdVe”iSing state Oi: the nation "eporf wave 7 2023

australia Q - Why have you not used dynamic audio creative to date?



agency usage of podcast creative formats

Agency usage of podcast creative formats

13%
9% 18%
18% 26%
Host read podcasts and 30%
recorded radio spots remain the
most used podcast creative
) 86% )
formats amongst agencies. 79% 759,
64% 63%

There is high appetite to try 539,
branded podcasts and brand
supplied podcast spots.

Host Read Recorded Radio Spot Publisher created,  Repurposed Radio Brand supplied Branded Podcast

Podcast specific spot Spot Podcast specific spot
Have used Intend to use in next year
Iqb Q- Which of the following creative formats have you used/or plan to use for audio advertising on Podcasts? Base media agencies n=113 audio GdVe”iSing state of the nation report wave 7 2023

australia



iab

australia

consistent usage
of sonic branding

Brand building is the predominant objective for
digital audio campaigns, however only 27% of
agencies consistently using sonic branding.

The strategic use of music, voice and sound to
articulate a brand creates an emotional impact,
and with consistency can make a brand more
memorable. So, its worth looking to introduce
sonic branding more regularly into audio
campaigns.

Q- Does your brand or any of your client brands have and use sonic branding consistently? Base media agencies n=113

27% of agencies use sonic branding
Sonic branding  consistently. Intention to intfroduce consistent
sonic branding is high at 43%.

No plans to use Yes. 27%
in future, 30%

No, but looking
to introduce,

43%

audio advertising state of the nation report wave 7 2023



04. audio advertising
effectiveness



assessment of advertising effectiveness for
streaming digital audio

Reach 96%
Streaming digital audio Frequency 91%
effectiveness metrics Completion 989%
used
Reach extension on other activity 84%
Completion, reach and Visits to website 83%
Freque.ncy are used by r.1eor|y all In-target reach 289
agencies at least sometimes to
assess effectiveness of streaming Companion ad click through 77%
audio campaigns. Brand impact metrics 87%
Measuring success of the Sales 67%
predominant campaign Ad moted/ .
. S t t %
objective of brand building is at moieesanmue 60%
least sometimes done by 87% of Audible quartiles 59%
agencies. Instore visits 51%
Usually = Sometimes

iab

audio advertising state of the nation report wave 7 2023
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Q- What metrics are you using to assess the effectiveness of your audio campaigns on Streaming digital audio? Base media agencies n=113



assessment of advertising effectiveness for
podcasts

Completion 93%
.. Reach 97%
Podcast advertising oo
effectiveness metrics Frequency 83%
used Visits to website 79%
Completion and reach are used Reach extension on other activity 80%
by nearly all agencies at least
Y . Y 9 Brand impact metrics 81%
sometimes.
In-target reach 75%

Measuring success of the Sales 66%
predominant campaign
objective of brand building is at Audible quartiles 1%
least sometimes done by 81% of Ad muted /unmuted 519
agencies.

Instore visits 53%

Usually Sometimes
Iab Q- What metrics are you using to assess the effectiveness of your audio campaigns on Podcast? Base media agencies n=113 audio Odverﬁsing state of the nation report wave 7 2023

australia



agency usage of key metrics increasing over

time

Agencies have increased usage of completion
Streaming gnd brand impact metrics. Reach extension,

i T
audio added to the survey for the first time in 2022,
is a key metric.
88%
Completion 890/903%
97%
95%
95%
Reach o7,
96%
83%
Frequenc o9
q )4 94%
91%

76%
76%
79%
87%

Brand impact metrics

Reach extension on other

activit
4 84%

2019 2020 w2021 2022

Iq Q- What metrics are you using to assess the effectiveness of your audio campaigns on Streaming digital audio/podcaste
australia (top 5 mefrics usually or somefimes used) Base media agencies n-113

podcast

Brand impact metrics

Agencies have increased usage of all key metrics on
previous years. There has also been an increase for the
lesser used metrics; in-target reach and instore visits.

84%
84%
Reach 289,
97%

63%
. 77%
Completion -

93%

68%
Frequenc 70%
q )4 70%
83%

66%
70%
79%
82%

Reach extension on other

activity

80%

2019 2020 m 2021 2022

audio advertising state of the nation report wave 7 2023



measurement is a key industry opportunity

Top 3 agency
challenges

iab

australia

Broadcast Radio

a top issue for all types of audio advertising.

Streaming music

Streaming Radio

Amongst media agencies, the lack of measurement and standardised metrics is a key issue stopping all audio
advertising formats becoming a larger proportion of ad volume. The lack of evidence of effectiveness also features as

Podcast

1. Lack of measurement and
tracking/standardised
metrics

2. Lack of evidence of effectiveness

3. Lack of addressability

1. Lack of measurement and
tracking/standardised
metrics

2. Lack of advertisers'

understanding around audio
advertising

3. Lack of evidence of effectiveness

Q- What are the three biggest issues stopping audio advertising in the following format (Broadcast radio/ Streaming
Music/ Streaming Radio/Podcasts) from being a larger proportion of ad volume? (top 3) Base media agencies n=113

1. Lack of evidence of effectiveness

2. Lack of measurement and
tracking/standardised
metrics

3. Lack of advertisers'
understanding around audio
advertising

1. Lack of measurement and
tracking/standardised
metrics

2. Lack of evidence of effectiveness

=3. Lack of advertisers'
understanding around audio
advertising

=3.cost

audio advertising state of the nation report wave 7 2023 26



strengths of streaming music and radio

advertising

Q: ast s

1 2 13
“roach” 10¢  “reach of younger

“targeting and demographics”
flexibility in
targeting options”

“highly engaging
content that is most

S — often listened to in

to-reach audiences”

“‘incremental reach” a 1-1 capacity”

“data and
measurement”

“streaming has
proven lower carbon

“continuous,
real-time, sequential”

“contextual “continuity,
advertising” real-time and

“variety of
environment

“cost effective reach” “addressability”

“cost

efficiencies”

footprint than
physical format”

“accessibility “attention”

°
Iab|. Q- What is the single biggest strength of streaming audio? (open-ended response) QUdiO deerﬁSing state Of the nation repOl'f wave 7 2023 27
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opportunities for streaming music and radio
advertising

44%
Top 3 agency challenges o,
36% .. 37%
35% 540, . .
Amongst media agencies, lack 28% 279 L
of measurement and 2w 22% 229 23%

31%

° ° o o 19%
17% ]7%184,184, 17% 18% 18%

standardised metrics continues 16% 15% i 15% .
. o 1%
to be the predominant 8% 8%

challenge for streaming music,

while the lack of evidence of

effectiveness is the predominon’r Lack of measurement  Lack of advertisers Lack of evidence of Difficulty in creating  Lack of integration into Lack of agencies
and understanding around effectiveness compelling audio wider campaigns understanding around

tracking/standardised ~ audio advertising creative audio advertising

metrics

challenge for streaming radio.

“ We are challenged by the lack of
understanding on audibility
standards and the effectiveness of
audio with how much scale it has.”

2018 2019 2020 2021 2022 (Streaming Music) 2022 (Streaming Radio)

Iqb Q- What are the three biggest issues stopping audio advertising in the following formats audio odvertising state of the nation report wave 7 2023 28
australia (streaming audio) from being a larger proportion of ad volume? Base media agencies n=113



strengths of podcast advertising

Q: What is the single biggest strength of podcast advertising®

“attention is greater “in-car / opportunities for
as audiences' level of
engagement with
“context o increase podcast is generally

relevance and memory” higher.”

u o[
reach specific
audiences as there are

“contextual targeting” “ability to leverage

trusted voices to bring
authenticity to campaign
messaging”

hard-to-reach moments”

many podcasts that have
“compelling narratives,

engaging stories &
informative content
enhance the understanding

& memory of the content” “the production of a
podcast only requires a

stable working studio and

different genres.”

“reaching niche
audiences” “able to build reach

through a large variety
“targeting to specific of different podcasts.”

“ability to do a deeper
integration, helping
improve brand metrics

D “create something
and association.

audio editing software.

audience segments” relevant for an audience

Therefore, audio in the

who are deeply involved in
the subject matter or person
they are listening too”

production cost advantage

“one to one, engaged “cut-through of

“brand trust * is also obvious.”

audience.” message using talent”

[ ]
Iqbr0 Q- What is the single biggest strength of podcast advertising? (open-ended response) audio advertising state of the nation report wave 72023 29
ausiralia



opportunities for podcast advertising

Amongst media agencies, the top challenges with podcast advertising have reduced
over time. The predominant challenge continues to be lack of measurement and
“We are challenged by a lack of standardised metrics, although this has also reduced in 2022. Cost was added into

understanding around the T .
effectiveness and impact on brand the survey for this first time this year.

Top 3 agency challenges

metrics without a huge volume of

spend that gives you access to brand .

studies that still only give you one 48%

piece of insight in a siloed

o 47%
46% 44%

39%

environment, rather than a wholistic 36%  36%
view across all audio publishers.” 3% 30% .
2% 24% o, 22 -~
" 18%
12% 12%
Lack of measurement and Lack of evidence of Lack of advertisers' Cost Lack of integration into
tracking/standardised effectiveness understanding around wider campaigns
metrics audio advertising
2018 2019 2020 2021 2022
Ia Q- What are the three biggest issues stopping audio adverfising in the following formats audio Odverﬁsing state of the nation report wave 7 2023

australia (Podcasts) from being a larger proportion of ad volume? Base media agencies n=113



brands/advertisers see different opportunities

Amongst brands/advertisers, the key challenges stopping audio advertising being a larger proportion of ad volume

Top 3
brand/advertiser are in creating compelling creative in broadcast and streaming radio, along with a lack of understanding across all
challenges formats.

Broadcast Radio Streaming music Streaming Radio Podcast

=1. Difficulty in creating compelling 1. Lack of their own understanding 1. Difficulty in creating compelling 1. Lack of measurement and

audio creative around audio advertising audio creative tracking/standardised metrics

=1. Lack of internal agency resource  =2. Lack of evidence of 2. Lack of cgeney un.d.erstcmdmg 2. Lack of cgeney un.d.erstondlng
, , - _ around audio advertising around audio advertising

dedicated to audio advertising effectiveness

2. Lack of agency understanding =2. Cost 3. Lack of evidence of effectiveness 3. Lack of addressability

around audio advertising

|ab Q- What are the three biggest issues stopping audio advertising in the following format audio advertising state of the nation report wave 7 2023 31
australia ( Broadcast radio/ Streaming Music/ Streaming Radio/Podcasts) from being a larger proporfion of ad volume? (top 3) Base brands/advertisers n=53



further
resources

2022

audiobuyers

guide

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

|ab audio advertising state of the nation report wave 7 2023
australia


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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