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total online advertising
expenditure, by financial
year ($ million)

S14.2 billion

Total online advertising market FY23

22.1% 1.8%

+1.8%

Online advertising market growth
FY23 vs FY22 £Y17 FYn Y19 Y20 P a2 £

b update

brusbane
market.

Iab Source; IAB Online Advertising Expenditure Report, financial year and quarter ended June 2023 prepared by PwC

australia



General display advertising — By type compared to prior comparative quarter ($ million)

Growth 4 12% ¥ 18% ¥ 27% * 14% * 14%

Total
) +0.4%
o Search and
;——Q-—-JQ Directories
+2.9%
) General
l 2/\| Display
-0.0%
1% %
——— - 0 $133  $15.1
ED Classifieds -5.2% S
et Video Infeed/Native Standard Display Audio Other
. Jun Qtr 22 Jun Qtr 23 =1 Jun Qtr 22 B Jun Qtr 23
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The total Australian online audio
advertising market in FY23 was

$235.6m

representing

4.3%

of total FY23 general display
advertising expenditure

$91.2m

Podcast advertising expenditure

Streaming advertising expenditure
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Top five industry categories for reported general display by expenditure type, June 2023 Quarter

[>]

16.3% 13.6% 10.0% 6.8% 6.3%

Jun 23 Qtr Share Jun 23 Qtr Share Jun 23 Qtr Share Jun 23 Qtr Share Jun 23 Qtr Share
15.7% 11.6% 9.7% 5.6% 6.5%
Jun 22 Qtr Share Jun 22 Qtr Share* Jun 22 Qtr Share Jun 22 Qtr Share Jun 22 Qtr Share

Reported General Display market refers to General Display expenditure reported by survey contributors and therefore excludes Facebook, Google, X (formally known as Twitter),
Snapchat, Spotify, TikTok, Pinterest, Amazon, Linkedln General Display advertising.
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IAB Australia Online Advertising
Expenditure Report

For the financial year and quarter ended 30 June 2023
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what’s different

* Buyers are looking for more control and assurance
game advertising with an increase in PG and direct buys.

ER D * Although brand is still number one referenced object
i i 4 mid funnel and performance objectives have increased

sharply over the last year

* Increase in cross media effectiveness assessment (incl

offiliate & partnership audio advertising MMM), decrease in siloed measurement and

morke'. sicle of he nahon repor . .
T R SR measurement challenged by signal reduction.

( dowriood now )

2023 * Finally, a little more tailoring of creative for

environments and audiences.

retail media

state of the nation report
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The new IAB endorsed
digital audience ratings
system




digital ad market supports australian content and
service consumption across multiple screens

21 million eege!l7hourspee -

australians (age 14+) online
mobile desktop tablet connected tv

19.1 million 14.3 million 4.0 million OzTam & YouTube

av 32 hours p/m av 62 hours p/m mtegrqhon-s into Ipsos iris
coming soon

av 92 hours p/m
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GUS‘ITG o] @ Source: Ipsos iris Online Audience Measurement Service July 2023, Age 14+, PC/laptop/smartphone/tablet, online population audience and average time spent per person (hours)




cost of living pressures impact Australians
- increased consideration of supermarket purchases

usage of supermarket websites and apps

T monthly time spent and audience
L
5 O 471
o L J

13% Increase .
in total time spent 2
in July, compared to £
January. 2
5.2 million Australians using
supermarket websites and
apps inJuly. Jan'23  Feb'23  Mar'23  Apr'23  May'23  Jun'2 Jul'23

audience 14.7m 147m 154m 149m 149m 15.1m 15.2m
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‘Barbenheimer’ drives 27% growth in usage of
movie and cinema websites and apps in July 2023

usage of movies & cinema websites and apps
audience 000’s January to July 2023

o-o‘ 6,261
5,295 5,144
6.26 million 4,520 4354 4,569 4,912
Australians aged 14+
used a movie/cinema
website or app in July.
Launch of the Barbie
and Oppenheimer films
fuelled 27% audience

growth on month prior. Jan-23  Feb-23  Mar-23  Apr-23  May-23  Jun-23  Jul-23
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usage of online sports

m qtl Id as an d -websites and apps on computer, smartphone, tablet-audience 000’s

women’s world cup
up 5% MoM

State of Origin, The Ashes, final 20th August

captivated Australians oo 5% Mo —‘ [] wemaiic

Women'’s World Cup commences 20" July

13 600 14,431
13,091 '
12,772 12,574
12,448 11,913 12,430

14.4 million
Australians aged 14+ visited an
online sports website or app
in August 2023. This represents
further growth recorded in July, a
total 10% increase in online sports
audience since June. JAN'23  FEB'23  MAR'23  APR'23  MAY'23  JUN'23  JUL'23  AUG'23

av mins pp 34 36 74 85 71 72 83 72
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young women lead increase in audience to online sport content
in August 2023, driven by Women’s World Cup

usage of online sports

-websites and apps on computer, smartphone, tablet-
audience 000's

6.8m women 7.7m men
up4% Mo M up7%MoM
. Highest
72 m I n S time spent pp
leraes in Aug132 mins
av time spent per person audience |
. . increase
on online sports website 0p18% Mo M

or app in August 2023.

& Jul 176 mins
Online sports audience ..
increased across a range : - |
of age groups driven by female 14-24 female 25-39 female 40-54 female 55-64 female 65+ moe 1424 mde25-39 male40-54 mde55-64 maleb5+
/4
Women's World Cup. #JUL'23 mAUG'23 5JUL'23 mAUG '23

I
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OpenAl (Chat GPT)

ver 3.2 million Australians visited OpenAl in July 2023

audience and time spent tren audience profile
4,500 35
4,000
30
3,500
25
3,000
g 20 £
80 2,500 E 14-24, 36%
o &
‘1§ 2,000 15 ¢
o =
1,500
10
1,000
5 o,
500 25-39, 36%
0 0

Apr'23 May '23

=z Avdience (000's)  em===Time pp (mins)
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MeasureUp

DIGITAL. &% & nickable

LANDSCAPE
REPORT ;
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after significant growth in peak
pandemic years, australian
consumer online retail spend

contracted -5% year on year
in 2023.

$53.29 billion

Australians' expenditure
on online retail in the 12 months
ending June 2023, according to

NAB.

This represents around 12.7% of
the total retail trade estimate.

|ab

NAB online retail sales, 12 months ending June

($ billion and year on year change) e
= -5.1%

34.9%

$ billion

2019 2020 2021 2022 2023
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https://business.nab.com.au/nab-online-retail-sales-index-june-2023/

products bought
online over last year

iab. ©

Clothing, shoes, fashion

Groceries

Meals & takeaways

Personal care & beauty

Books, toys, games,

Electronics and technology (incl mobile phones)
Furniture, household goods & appliances
Alcoholic drinks

Home & garden

Petfood and supplies

Jewellery, handbags, accessories

Fitness, sporting goods & outdoor equipment

Prescription medicafion

I, 71%

I 59°%
I 55%
I 527
I, 1%
I 6%
I 7%
K
I 2%
I 25

I -3

I 2>

I 0%

qus’rrq“q Pureprofile Source; IAB Australia and Pureprofile Australian Ecommerce Report 2023 (n=1,000 per wave)
Q - Which products have you bought online in the past 12 months?
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Amazon [ 14,825
Woolworths I 12,282
Apple I 12,212

: eBay Austrolic I 1.
retail category top 20 oy e -
. emu [N 10,
online brands, momhl)’ Everyday Rewards NN 10, 119
audience aged 14+ Fybuy: I 9,95;

Coles NG 570
Google NG S, 550
Kmart [N 5,267
Bunnings Warehouse | S, 1450
BigwW I 7,350
McDonalds I 5,503
Shopify INIININININGEGEGEN 4,347
Chemist Warehouse | I 5 703

20.6 million

Australians aged 14+ used a retail
website or app in July 2023.

audience 000s

|ab

JB-Hi-Fi
Catch.com.au
Ubereats

Target Australia

Woolworth Gift Cards

I 5 418
I 5,256
I 4,898
I 4,878
I /761

GUSer 14 & Source: Ipsos iris Online Audience Measurement Service July 2023, Age 14+, PC/laptop/smartphone/tablet, (audience top 20 retail & commerce category)
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online purchasing drivers

Convenience remains the #1 reason for purchasing
online but has declined as a driver for buying online
in 2023 (down -10% pts on last year).

Idb Pureprofile

Convenience

Lower prices

Free delivery

Discounts

Price comparison

Click and collect

More product options

Fast shipping

Finding certain products/brands
Products only sold online
Reviews from other customers
Safety (avoid public places)
Free retums

Find new brands

Collect from a 24 /7 parcel locker

CIUSiTG 1A Source; |AB Australia and Pureprofile Australian Ecommerce Report 2023 (n=1,000 per wave) Q - Why do you buy online?

76%‘

4 77%

67%

#2021
#2022
m 2023
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price assurance now a factor

fo r S.U bscrl pho n de I ve ry what do subscribers like about product delivery services
services

It saves me fime / is more convenient

subscription to a product delivery service | always know how much the product

will cost me
Currently
Never been subscribed to
subscribed to a one service
service, 23% &% | dont have to worry about running
out
Currently
—_subscribed to
"‘”'"P'Z;e”‘ces' | find the products are better quality
’ than what | could get if | bought them
myself
w2022
Notcomeniill | don’t have to worry about deciding
which brand to buy each time | shop m 2023

subscribed to
any services,
53%

iab update to
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GUSTFCI“CI Pureprofile Source; IAB Australia and Pureprofile Australian Ecommerce Report 2023 (n=1,000 per wave)
Q - Are you currently subscribed to any product delivery services (e.g. meals, cleaning products, toilet paper, wine etc)2
Q - What do you like about product delivery services? What are the reasons you don't subscribe to any product delivery services?




cost-of-living impacts
on shopping behaviour

more

* brand, product and retailer switching
* fime spent researching

 usage of shopper loyalty/ rewards

* delaying purchases

less

* spending on non-essentials

* frequency of shopping

% increased shopping behaviour due to current rises in cost of living

Switching products or brands you buy to cheaper alternatives
Spending time shopping-around and researching
Using shopper loyalty and rewards programs
Delaying purchase of big items

Switching retailers to find cheaper alternatives
Shopping at sales events

Switching to discounters

Shopping closer to home

Shopping online

Purchasing pre-owned items

Spending on essential items

Sticking to brands | trust

Shopping in-store

Using buy now, pay later methods

Using credit cards

Frequency of shopping

Spending on discretionary (non-essential) items

Needing to return items to the store

— 63%
—— 62%
e 62%
e 60%
. 59%
e 51%
e 49%
I 38%
I 32%
I 31%
I 30%
I 26%
I 26%
I 23%
I 21%
I 16%
I 15%

I 15%
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Source; |AB Australia and Pureprofile Australian Ecommerce Report 2023 (n=1,000 per wave)
Q - How have the following areas of your shopping behaviour been impacted by the current rises in costs of living? (increased significantly or somewhat)




sources of inspiration
and discovery

Search remains key to
discovering brands when
shopping online.

iab. ©

sources used for product inspiration and discovering brands

Searching for products online
Retailers and online stores
Speaking to friends or family
Online marketplaces

Price comparison/advice sites
Social Media

Online catalogues

Email from a retailer or brand
Content or advertising online
Shopping events

Content or advertising on TV

Hard copy/physical catalogues

Content or adverfising in a magazine or newspaper

I 18%

Qus’rrq“q Pureprofile Source; |AB Australia and Pureprofile Australian Ecommerce Report 2023 (n=1,000 per wave)
Q - When buying something online, what sources do you use for product inspiration and discovering brands?

#2022
m 2023
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frequency read content produced and distributed by retailers

retailer

communications Websies
Emails

consumed

Digital catalogues

Mobile apps

Social posts

60% of online shoppers often

read content produced by retailers. ALl Gol e I

Online video content

Free magazines

Mobile messages

In-store digital screens and signage
Packaging

Events

B Often @ Sometimes 8 Rarely ® Never

iab update to
° : brisbane
|ﬂb. PurePFOflle market.

CIUSiTGlIG Source; |IAB Australia and Pureprofile Australian Ecommerce Report 2023 (n=1,000 per wave)
Q - How often do you read or look at content produced and distributed by retailers in the following ways?




Everyday Rewards I 10,119
Flybuys I © 988
Cashrewards GGG /4,081
Shopback GG 3218
7-Eleven I 0 561

popular retail loyalty, VeoctyFreuent iy — 2,570
BP NN 1,590
rewqrds qnd cqshchk Qantas Airways Lo'\i/\c;lz —]1;156810
Qantas Wellbeing I ],1423
brCInCIS Receiptior NN 1,017

Sweatcoin I 996
OnePass I 791
Honey I 693
Coupert N 582

17.6 million Australians visited a

. Mistplay N 487 .
retail voucher, rewards or loyalty pustralian Football League I 474 retail loyalty, rewards and Fashback brands
program website or app in July Rewardlink NN 458 audience (000s) aged 14+ in July 2023
2023. RefreshMe I 446

Smileio HH 364
Soreto Il 299
JustPlay IR 294
FlybuysTravel I
Return and Earn M
FlashRewards M 259
Freecash W
The Australian Frequent Flyer Il
MyShopping.com.au W
Plus Rewards W 165
Grab Points W 149 iab update to

brisbane
market.
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GUStrG Ia & Source: Ipsos iris Online Audience Measurement Service July 2023, Age 14+, PC/laptop/smartphone/tablet, audience Vouchers/

Reward and Loyalty Retail subcategories and selected retail loyalty, rewards and cashback brand groups




trust and transparency key for retailers collecting shopper data

Concern with how retailers use shopper data has increased over the last year.
6 in 10 online shoppers have some level of concern over how data, collected via loyalty cards and transactions, is used by retailers.
A further 10% say concern varies depending on how much they trust the retailer.

level of concern about how retailers use data level of concern about how retailers use data
provided via loyalty cards provided via any transaction
A [ A
59% concerned, up 8% pts \ 60% concerned, up 5% pts
o 42%
42% 38%
31%
17% 139, 18%
12% 1% 10% 10%
B [ . 1
Very concerned Somewhat Not at all concemed It varies depending Very concemned Somewhat Not at all concemed It varies depending
concerned on how much | trust concerned on how much | frust
the particular retailer the particular retailer
#2022 m2023 #2022 m2023
iab update to
. brisbane
iab. © morke:
GUSer“G Pureprofile Source; |AB Australia and Pureprofile Australian Ecommerce Report 2023 (n=1,000 per wave)

Q - How concerned are you about how retailers use the data about you that you provide to them via the loyalty program/reward card or general transactions?
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Known Trust Unknown

™ ™ N N N N ™
" Uncertainty N~
™ N N N N N N

. brisbane
|db. market.
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iab update to




knowns...
& known unknowns

N 1.signal loss
o 2.responsible addressability

@ 3.known unknowns
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App Privacy

l‘.’\

-

Data Used to Track You

Allow “PalAbout” 1o track
your activity across other
companies” apps andd
websites?

Data Linked 10 You
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the three core

scendarios
€ No linkable user ID available = Linkable user ID available
Unlinked 1*-party Audiences Browser/0S-linked Audiences Linked 1:1 Audiences
Advertiser/Publisher data not connected No 3"-party tracking Advertiser/Publisher data connected

a8 08 08 00 00 00 a8 08 08
80 80 @88 o000 88--88--8A
08 08 08 0 00 00 08 08 08

* Contextual * In-browser cohorts & = User-enabled ID matches
* Seller-defined audiences interest groups = Clean rooms
* Private marketplaces * In-browser auctions
* On-device measurement i
& attribution brisbane
Iab market.

australia




june 2021

contextual targeting

handbook.
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https://iabaustralia.com.au/resource/contextual-targeting-handbook-2021/

[ ]
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https://iabaustralia.com.au/resource/1st-party-data-handbook

|qb I exclusive

australia member briefing. ==
] l,i'“ [
ac fech matters.

seller defined audiences:
an explainer

Jonas Jaanimagi
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identifiers
explainer guide.

this document provides a very simple explainer of the various identifiers in the
Australia market, including an ID Matrix of the 20 most popular solutions

|c|b
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https://iabaustralia.com.au/resource/identifiers-explainer-guide-and-matrix

iab.
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identity providers.

ID Solution Data Sources | Base Identifiers | Consent Type Availability and | Interoperability
Addressability

Publishers must have
Global publishers & . Yes, via all major Interoperable with
LiveRamp ATS & RamplD Bl Bl Hashed emails 1, 2nd & 3rd party DSPs & SSPs mosl global ideniiiens occess to user
outhenficofions
Global publishers & Probabilistic & Interoperable with
. Eemteoec ok srhass L aksrmnialic viod T 1 2k & 3ra pekly i Yo ERRATRR PO o
All Custom Audiences
Hashed emails, phone ;
Met Facebook Custom - ' I Authenticoted & Only across owned customers are vetted
Auvdiences &On oddremf posal consensual 15t porty & operoted e with very clear
requirements
Global publishers + Hashed emails, phone Must have a common
Neor Proximo online & offline doto numbers ond home 13, 2nd & 3rd porty  Yes, via Neor Allspork Yes, vio Near Allspork identifier within any
poriners oddress datasets
Oracle Data Globol publishers & Probabilistic & Yes, via oll major =
Cloud Oracle ID Graph RO l ik Ao 1, 2nd & 3rd party DSPs & SSPs Via Unified ID 2.0  Ability o sync
- . Must ogree to obide b
Hashed emails, which
’ : A Authenticated and Interoperable with  UID2 ecosystem terms
Unified ID 2.0  Unified ID 2.0 Global publishers o';too?zpdm.on S T8 Rty Yes most globol idenkiiers Source code d '
enizafion solulio by The Trade Desk
Yes, via Yohoo Publishers or brond
Hashed emails, Preferred Network  Interopercble with  must have
Yahoo ConnectiD Owned & Operated Gy 13, 2nd & 3rd porty (prev'Gemini') + B e b

Yohoo DSP & SSP gathering user emails
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& & # 1abaustralia.com.au/iab-tech-lab-identity-solutions-quidance

Subscribe to our newsletter >

austral IO
Home Blog Articles IAB Tech Lab ldentity Solutions Guidance
IAB Tech Lab Identity
Soluti Guid
On October 06, 2023 ad tech matters, industry standards
iab update to
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https://iabaustralia.com.au/iab-tech-lab-identity-solutions-guidance
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2023

data collaboration
plattorms explainer

iab.
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https://iabaustralia.com.au/resource/data-collaboration-platforms-explainer
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2 C @ Chrome | chromey//settings/adPrivacy

O Settings Q  Search settings
=~ You and Google € Ad privacy
B Autofill and passwords
") Privacy and security
]
(& Performance
@  Appearance
v

Q. search engine L)
B  Default browser vo Ad topics

°®  Basedon your browsing history. This setting is off.
()  Onstartup

v Site-suggested ads
@ Languages ¥~ Basedon your activity on a site. This setting is off.
#  Downloads Y Ad measurement

Sites and advertisers can understand how ads perform. This setting is off.

T Accessibility
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<  C @ O 8 https;//privacysandbox.com/open-web/£the-privacy-sandbox-timeline B v

The Privacy Sandbox Home v Web v Android v Learning Hub News and Updates

Third-Party Cookies (3PC) and Testing

() Opt-in Testing with Labels @ 1% 3PC Deprecation & Third-Party Cookie Phase Out

...............................................................

2022 2023 2024
Q1 Q2 Q3 Q4 a Q2 Q3 Q4 (o] I

Chrome facilitated testing
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C @ developer.chrome.com/tags/cookie-countdown/

Tags > Cookie Countdown

Preparing for the end of
third-party cookies . ®

® ©

Preparing for the end of third-party
cookies

Privacy Cookie Countdown

Q Rowan Merewood
October 11, 2023
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CMAﬁ

Competition & Markets Authority

Quantitative testing of Google’s Privacy Sandbox
technologies = CMA guidance to third parties on testing

29 June 2023

Summary

Google intends to test quantitatively the effectiveness of its Privacy Sandbox
technologies between Q4 2023 and Q2 2024 in order to inform the CMA's
assessment of the tools. We are also seeking evidence from testing carried out
by third party market participants.

In this note, we are seeking to advise ad techs, publishers, and advertisers on
how they can test the Privacy Sandbox tools in a way that would contribute to
our assessment of the Privacy Sandbox technologies.

It provides details of two preferred approaches to testing, the metrics we would
like to capture, and information market participants can submit to the CMA so
we can understand the results of their testing.
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Overview Transcript

pp. That's why SKAdNetwork helps ad networks measure how successfully

N
T

: . L e ‘ - - _.. b "' lv .' v .'7' e of '.‘ Now ) ...“ rle .. 7' '3 ' ) lanquage
| e : ' = - ‘ - o - - : . iab upd.cneto
#, s brisbane
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ad tech
Mmarlters.

summary of recent
updates to industry
standards

open to all

. |jonas jaanimagi
lﬂb_- technology lead | iab australia

australia


https://iabaustralia.com.au/summary-of-recent-updates-to-industry-standards

june|2023

digital ad
fraud handbook
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iab.
australia



https://iabaustralia.com.au/resource/digital-ad-fraud-handbook




privacy act reforms

|c|b

the definition of personal information

the definition of targeting

the fair and reasonable test & legitimate interests
the proposals in relation to data trading

children’s online privacy code

australia
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Website Data Collection Preferences

Segment uses data collected by cookies and javascript libraries to improve your browsing experience,
analyze site traffic, deliver personalized advertisements, and increase the overall performance of our site,

By using our website, you're agreeing to our Website Data Collection Policy as described here.
The table below outlines how we use this data by category. To opt out of a category of data collection,

select “No” and save your preferences.

Allow Category Purpose Tools

To personalize and measure the effectiveness of Adwords,
advertising on our site and other websites. Facebook Pixel

For example, we may serve you a personalized ad based
on the pages you visit on our site.

Functional To monitor the performance of our site and to enhance
your browsing experience,

For example, these tools enable you to communicate
with us via live chat.

Marketing & To understand user behavior in order to provide you with
Analytics a more relevant browsing experience or personalize the

At At e A el
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OUR PRIVACY
POLICY HAS
CHANGED

CONSENT

IFICATION

AGREETO )
OUR TERMS
OF USE

e

i WE STORE

COOKIES

-
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)

WE SHARE s
DATA WITH
THIRD PARTIES
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LET'S TRANSFORM OUR ENTIRE BUSINESS
USING THE GENERATIVE AI I JUST USED
TO WRITE A POEM ABOUT MY DOG.
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Distribution of output
quality across all the
tasks. The blue group
did not use Al, the
green and red groups
used Al & the red - Did not Used Al
group got some PR
additional training on
how to use Al.

° b source: Centaurs and Cyborgs on the Jagged Frontier, www.oneusefulthing.org
1dD.
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Clickbait style headline

Lorem ipsum dolor slt amet, consectetur adipim:ing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim
veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea
commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit
esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat
non proident, sunt in culpa qui officla deserunt mollit anim id est laborum.

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim
veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea.

australi ICI




member q&a

ai in digital
advertising

andy houstoun
chief commercial officer
crimtan
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Actions

Server power

Device power

Data transmission

Content production

Ad production

Ad delivery

Content and ad consumption

Media Agency

Programmatic Supply Chain

|

Advertiser —‘J 1‘_

DsSP

p | Ll
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Consumers
Publishers

SSPs

Ad servers
Verification partners
DMPs

DSPs

Agencies

Brands

‘ — Publisher
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¢B GREAT BRITAIN

HOW EMISSIONS SOURCES VARY &y rus s

Breaking out the Impression level numbens =
e @ B @ @ oo
Pubishir, Shows tha importancs of

Paang a robust data set

For the report, we seiecied 5 of the top 50 |

oo et Emissions also vary by publisher and region. More granular |
IMEresson amesons. £ven among emissions data Is more accurate data. Better data makes it easier

POpUY Sits I the same Category, carbon

Soniai i urkion 1o e Bl to find partners or processes that are high emissions sources.

BN gt eure R e i T S g -t Total emissions
- : per impression

DTN 8285 ocoumm

433.5 gCo.PM
367.6 gCosPM

-- 821.7 gCo.pu

-- 766.7 gco.pu
-- 395.5 gco.pu
D 3578 oo
D 2106 ocouem
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how to best engage with us as a member.

We get asked, where do | begin with my IAB membership and how should | best stay across what you are doing? So here
are a few ways to get the most out of your |AB Australia membership...

1. Sign up to our newsletter from the IAB Australia homepage
It comes out every Thursday afternoon and contains our key releases for the week, a great overview of what is happening from Gai and

some member content|

2. Follow us on socials
@IAB Australia is on Twitter, Meta, Linkedin and most recently on Instagram. If you really want to stay up to date also follow @Gai Le Roy
and @Jonas Jaanimagi

3. Check out our range of content
Through the IAB Australia website we have written Q&A articles, Podcasts, Video Content, Handbooks all to keep you informed - have a
look through the website and if you cant find what you are looking for, reach out!

4. Getintouch
We all look after a different speciality - Privacy, Research, Technology, Landscape, Training & Development, Marketing and Events - we
love to hear from our members so don't be a stranger and feel free to reach out to any of us for a chat
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iab resources
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ecommerce data ad fraud
report collaborations handbook
explainer
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https://iabaustralia.com.au/resource/australian-ecommerce-report-2023/
https://iabaustralia.com.au/resource/data-collaboration-platforms-explainer/
https://iabaustralia.com.au/resource/digital-ad-fraud-handbook/



