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Online landscape review

What do the numbers
really mean for
broadcasters?
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16%

Total Online Advertising Market Growth
2014 Vs 2013

4 O 6billi0n

Total Online Advertising Market, 2014
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Mobile & Video Continue To Climb

Video ON Mobile is the fastest growing section in the market

Display | Directories || Class¥ieds MeEHe video
$1.4bn | $2.3bn | $0.9bn | $0.8bn | $0.2bn
+25% on CY2013 +8% on CY2013 +25% on CY2013 +118% on CY2013 +52% on CY2013
iab
Source: IAB Australia / PWC Online Advertising Expenditure Report Dec 2014 Ia ®
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Video: Now 18% of Display Market

52%

Growth, 2014 vs 2013

iab.

Source: IAB Australia / PWC Online Advertising Expenditure Report Dec 2014 .
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Australian Advertising Spend 1H 2014

outdoor cinema
4%, 1%

radio

magazines (incl

rural & biz)
3%
_ digital
newspapers | 37%
16%
pay o

4%

= 27% @



Time Shift : Device Shift

Digital Time Split in Dec 2014

Desktop Smartphone Tablet

40% 20%

Source: IAB/Nielsen Mobile Panel Pilot Study, Dec 2014, ppl aged 18+ Iab
australia



Apps Dominant
But Mobile Browsing Looks a Lot Like Browsing

Phone Browsing By Category

Other, 11%

Finance, 2%

Govt/NFP, 5%

News & Info , 9%
' Search, 15%

“_  Entertainment,

Portals, 13% 15%

iab.

Source: IAB/Nielsen Mobile Panel Pilot Study, Dec 2014 |
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Top Brands For Video Streaming on
Desktop (browsing)

Mix of Local & Global Players

December
YouTube 10,065
Facebook 5,962
VEVO 3,374
Vimeo Websites 2,396
news.com.au 1,955
smh.com.au 1,602
ONEWS Websites 1,393

Yahoo!7 1,143
ABC Online Network 1,119

Dailymotion 751 I

Source: Nielsen Online Ratings Dec 14, Streaming Unique Audience (‘000) austr O I C]



|c|b

australia
Digital Video is in demand

Scarcity - An Industry Issue
WHAT TYPE OF INVENTORY IS SCARCE?

SELLERS 2014
AUSTRALIAN | 35
SELLERS 2013 INVENTORY

. BUYERS 2(H4

LONG FORM

. BUYERS 22 CONTENT

SHORT FORM
COMTENT

Source: IAB Australia / Adap.tv State of Video Industry 2014
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Digital Video is in demand

PROGRAMMATIC VIDEO

RESOURCES Ju Tras |35%

OTHER

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



Triple Screening is the new Black

Among the Total Mobile
Population:

About &

Active Smartphone &
Active Tablet Users
are ]

Source: Telstra Smartphone & Tablet Index 2014 Report

93-.

MULTI-TASK
USING THEIR
SMARTPHONE

563

HAVE USED THEIR
SMARTPHONES TO FIND
RELATED CONTENT

DURING THEIRMULTI-TASKING
BEHAVIOUR
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Triple Screening is the new Black

HAVE DONE

SOTO FIND
RELATED CONTENT
(AMONG THOSE WHO

HAVE MULTI-TASKED
EACH MEDIA):

MULTI-TASKED

USING THEIR

SMARTPHONE 8 O%
(AMONG

MULTI-TASKERS):

‘
FTV )
WATCHED WATCHED WATCHED PLAYED VIDEO
FREE TV SUBSCRIPTION TV INTERNET TV GAMES
Source: Telstra Smartphone & Tablet Index 2014 Report Iab
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Know the time, place, format and device choice of
your consumer across the day

3In4 1Ih2

own/use a smartphone own/use a tablet

SMARTPHONE

2014

|ab

Source: Telstra Smartphone & Tablet Index 2014 Report au STFO iq
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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.

e Cross-channel initiatives such as measurement,
engagement and targeting are critical.
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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
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Detining the future of digital advertising

|AB Australia empowers

the media and marketing
industry to thrive in the

digital economy by

generating innovative
tools and education to
help companies deliver

the benefits of ad funded
inferactive experiences

to Australians.



