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01. digital media 
investment trends

digital media 
investment trends 



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

14.2 billion$
Total online advertising market FY23

+1.8% 
Online advertising market growth 
FY23 vs FY22

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



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

Total 
+0.4%

+2.9%

-0.0%

$3,640m

-5.2%

$3,654m

Search and 
Directories

General 
Display

Classifieds



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

Podcast advertising expenditure 

Streaming advertising expenditure

$235.6m

The total Australian online audio 
advertising market in FY23 was

representing 

4.3%
of total FY23 general display 
advertising expenditure 

$91.2m

$144.4m

39%

61%



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

Retail

16.3%
Jun 23 Qtr Share

15.7%
Jun 22 Qtr Share

Automotive

13.6%
Jun 23 Qtr Share

11.6%
Jun 22 Qtr Share*

Finance

10.0%
Jun 23 Qtr Share

9.7%
Jun 22 Qtr Share

Travel

6.8%
Jun 23 Qtr Share

5.6%
Jun 22 Qtr Share

Entertainment

6.3%
Jun 23 Qtr Share

6.5%
Jun 22 Qtr Share

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

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, LinkedIn General Display advertising.





02. buyside trends buyside trends 



what’s different
• Buyers are looking for more control and assurance 

with an increase in PG and direct buys.

• Although brand is still number one referenced object 
mid funnel and performance objectives have increased 
sharply over the last year. 

• Increase in cross media effectiveness assessment (incl 
MMM), decrease in siloed measurement and 
measurement challenged by signal reduction.

• Finally, a little more tailoring of creative for 
environments and audiences.



03. consumption trends
consumption trends



Page 12 | Ipsos Iris proposal to <insert company name here> for audience measurement services

The new IAB endorsed 
digital audience ratings 
system



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

21 million

desktop tablet connected tvmobile
19.1 million

av 92 hours p/m

14.3 million
av 32 hours p/m

4.0 million
av 62 hours p/m

OzTam & YouTube 
integrations  into Ipsos iris 

coming soon

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)

average 117 hours pp –
australians (age 14+) online 



Source: Ipsos iris Online Audience Measurement Service Jan – July 2023, Age 14+, PC/laptop/smartphone/tablet, Text only, retail/supermarket subcategory, Audience (000’s), Total time (minutes)



Source: Ipsos iris Online Audience Measurement Service January 2023 - July 2023, Age 14+, PC/laptop/smartphone/tablet, Text only, Movies & cinema subcategory, Audience (000’s)



matildas and 
women’s world cup 
captivated Australians

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. 

usage of online sports
 -websites and apps on computer, smartphone, tablet-audience 000’s

12,448
11,913

12,430 12,772 12,574
13,091

13,690
14,431

JAN '23 FEB '23 MAR '23 APR '23 MAY '23 JUN '23 JUL '23 AUG '23

up 5% MoM
Women’s World Cup

final 20th August
up 5% MoM

State of Origin, The Ashes,
Women’s World Cup commences 20th July

34av mins pp 36 74 85 71 7272 83

Source: Ipsos iris Online Audience Measurement Service January 2023 - August 2023, Age 14+, PC/laptop/smartphone/tablet, audience, sport category, Audience (000’s), AVG Mins PP



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

Source: Ipsos iris Online Audience Measurement Service July & August 2023, Age 14+, PC/laptop/smartphone/tablet, audience, sport category, Audience (000’s), AVG Mins PP

6.8m women
up 4% M o M 

7.7m men
up 7% M o M

female 14-24 female 25-39 female 40-54 female 55-64 female 65+

JUL '23 AUG '23

male 14-24 male 25-39 male 40-54 male 55-64 male 65+

JUL '23 AUG '23

Largest 
audience
 increase

up18% M o M

Highest 
 time spent pp

in Aug132 mins
& Jul 176 mins

72 mins
av time spent per person 
on online sports website 
or app in August 2023. 

Online sports audience 
increased across a range 
of age groups driven by 
Women’s World Cup.



Source: Ipsos iris Online Audience Measurement Service January - July 2023, Age 14+, PC/laptop/smartphone/tablet, Text only, Brand Group, Audience (000’s), Average time spent per person (Minutes)



https://iabaustralia.com.au/resource/digital-landscape-report-march-2023/
https://iabaustralia.com.au/resource/september-nickable-charts/


04. commerce

commerce 



after significant growth in peak 
pandemic years, australian 
consumer online retail spend 
contracted -5% year on year
in 2023. 

NAB online retail sales, 12 months ending June
($ billion and year on year change)

$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.

Source; NAB Online Retail Sales Index June 2023

$29.32

$35.69

$48.60

$55.72
$53.29

2019 2020 2021 2022 2023
$ 

bi
lli

on 12.7%

23.1%

34.9%

14.5%
-5.1%

https://business.nab.com.au/nab-online-retail-sales-index-june-2023/


products bought 
online over last year

71%

59%

55%

52%

41%

38%

37%

33%

32%

28%

23%

22%

20%

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 medication

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?



retail category top 20 
online brands, monthly 
audience aged 14+

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

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

14,825

12,282

12,212

12,130

10,178

10,119

9,988

9,570

8,880

8,267

8,160

7,350

6,803

6,347

5,703

5,418

5,256

4,898

4,878

4,761

Amazon

Woolworths

Apple

eBay Australia

Temu

Everyday Rewards

Flybuys

Coles

Google

Kmart

Bunnings Warehouse

Big W

McDonalds

Shopify

Chemist Warehouse

JB-Hi-Fi

Catch.com.au

Ubereats

Target Australia

Woolworth Gift Cards

au
di

en
ce

 0
00

s



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).  

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

76%

45%

50%

37%

30%

25%

33%

26%

25%

25%

10%

20%

13%

11%

77%

46%

48%

34%

29%

25%

29%

21%

21%

22%

11%

20%

11%

9%

67%

48%

46%

44%

37%

31%

30%

27%

27%

26%

13%

12%

12%

10%

5%

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 returns

Find new brands

Collect from a 24/7 parcel locker

2021

2022

2023



price assurance now a factor 
for subscription delivery 
services

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)?
Q - What do you like about product delivery services? What are the reasons you don’t subscribe to any product delivery services?



63%

62%

62%

60%

59%

51%

49%

38%

32%

31%

30%

26%

26%

23%

21%

16%

15%

15%

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 I 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

11

cost-of-living impacts
on shopping behaviour

more
• brand, product and retailer switching

• time spent researching

• usage of shopper loyalty/ rewards

• delaying purchases

less
• spending on non-essentials

• frequency of shopping

Source; IAB 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)

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



12Source; IAB 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?

sources used for product inspiration and discovering brands

70%

45%

47%

35%

27%

36%

36%

26%

22%

16%

9%

67%

40%

53%

31%

29%

37%

33%

23%

24%

12%

22%

15%

8%

64%

45%

42%

35%

35%

33%

32%

27%

20%

18%

18%

14%

7%

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 advertising in a magazine or newspaper

2021

2022

2023

sources of inspiration
and discovery

Search remains key to 
discovering brands when 
shopping online. 



retailer 
communications
consumed

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?

31%

23%

17%

17%

15%

14%

12%

10%

9%

9%

8%

4%

52%

48%

44%

42%

40%

41%

40%

30%

32%

41%

41%

30%

12%

22%

24%

24%

26%

28%

32%

32%

32%

34%

34%

42%

4%

8%

15%

17%

20%

18%

17%

29%

26%

17%

16%

24%

Websites

Emails

Digital catalogues

Mobile apps

Social posts

Physical catalogues

Online video content

Free magazines

Mobile messages

In-store digital screens and signage

Packaging

Events

Often Sometimes Rarely Never

frequency read content produced and distributed by retailers

60% of online shoppers often 
read content produced by retailers.



popular retail loyalty, 
rewards and cashback 
brands

17.6 million Australians visited a 
retail voucher, rewards or loyalty 
program website or app in July 
2023.  

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

retail loyalty, rewards and cashback brands
audience (000s) aged 14+ in July 2023

10,119
9,988

4,081
3,218

2,561
2,370

1,590
1,580

1,461
1,423

1,017
996

791
693

582
487
474
458
446

364
299
294
281
276
259
238
238
220
165
149

Everyday Rewards
Flybuys

Cashrewards
Shopback

7-Eleven
Velocity Frequent Flyer

BP
Qantas Airways Loyalty

Myer
Qantas Wellbeing

ReceiptJar
Sweatcoin

OnePass
Honey

Coupert
Mistplay

Australian Football League
Rewardlink
RefreshMe

Smile.io
Soreto

JustPlay
Flybuys Travel

Return and Earn
FlashRewards

Freecash
The Australian Frequent Flyer

MyShopping.com.au
Plus Rewards

Grab Points



trust and transparency key for retailers collecting shopper data

Source; IAB 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?

level of concern about how retailers use data 
provided via loyalty cards

level of concern about how retailers use data 
provided via any transaction

13%

42%
34%

11%
18%

42%

30%

10%

Very concerned Somewhat
concerned

Not at all concerned It varies depending
on how much I trust

the particular retailer

2022 2023

12%

39% 38%

11%
17%

42%

31%

10%

Very concerned Somewhat
concerned

Not at all concerned It varies depending
on how much I trust

the particular retailer

2022 2023

59% concerned, up 8% pts 60% concerned, up 5% pts

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. 



jonas jaanimagi
technology lead
iab australia

product, data & 
privacy update







1.signal loss

2.responsible addressability

3.known unknowns

knowns… 
& known unknowns







the three core
scenarios



contextual targeting
handbook.

june 2021

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


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




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




https://iabaustralia.com.au/iab-tech-lab-identity-solutions-guidance




https://iabaustralia.com.au/resource/data-collaboration-platforms-explainer


open private join and 
activation (v1) specs
clean room interoperability  
standards













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


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




privacy act reforms

• unqualified right to opt-out of targeted advertising

• specific protections of the privacy act to de-identified
information

• 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















Distribution of output 
quality across all the 
tasks. The blue group 
did not use AI, the 
green and red groups 
used AI & the red 
group got some 
additional training on 
how to use AI.

source: Centaurs and Cyborgs on the Jagged Frontier, www.oneusefulthing.org

http://www.oneusefulthing.org/






https://iabaustralia.com.au/resource/member-qa-ai-in-digital-advertising
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Jonas Jaanimagi
Technology Lead

IAB Australia

Welcome!







https://iabaustralia.com.au/sustainability-in-digital-advertising-initial-best-practices-recommendations/








iab resources

ecommerce 
report

data 
collaborations 
explainer

ad fraud 
handbook

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/



