


Online landscape review

What do the numbers 
really mean for 
broadcasters? 





Mobile & Video Continue To Climb

Video ON Mobile is the fastest growing section in the market

Source: IAB Australia / PWC Online Advertising Expenditure Report Dec 2014



Video: Now 18% of Display Market

Source: IAB Australia / PWC Online Advertising Expenditure Report Dec 2014







Time Shift : Device Shift

Digital Time Split in Dec 2014
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Source: IAB/Nielsen Mobile Panel Pilot Study, Dec 2014, ppl aged 18+



Source: IAB/Nielsen Mobile Panel Pilot Study, Dec 2014

Apps Dominant 

But Mobile Browsing Looks a Lot Like Browsing

Social, 19%

Search, 15%

Entertainment, 
15%Portals, 13%

Commerce, 11%

News & Info , 9%

Govt/NFP, 5%

Finance, 2%

Other, 11%

Phone Browsing By Category



Source: Nielsen Online Ratings Dec 14, Streaming Unique Audience (‘000)

Top Brands For Video Streaming on 
Desktop (browsing)

Mix of Local & Global Players



Digital Video is in demand

Scarcity - An Industry Issue

Source: IAB Australia / Adap.tv State of Video Industry 2014



Digital Video is in demand

Source: IAB Australia / Adap.tv State of Video Industry 2014



Triple Screening is the new Black 

Source: Telstra Smartphone & Tablet Index 2014 Report



Source: Telstra Smartphone & Tablet Index 2014 Report

Triple Screening is the new Black 



Source: Telstra Smartphone & Tablet Index 2014 Report

Know the time, place, format and device choice of 
your consumer across the day 



What’s Next?

• The digital media and marketing industry thrives in 
a state of continual transformation. 

• Integration matters deeply to marketers who want 
to make better use of their data and technology. 

• Cross-channel initiatives such as measurement, 
engagement and targeting are critical.



Walking the Cross Channel Walk

1) Create a data strategy

2) Prioritize integration

3) Banish silos

Align your strategy and marketing operations around 
the customer journey




