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36% of population 14+ access
internet content via their TV

CONNECTED TV TRENDS
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Over half of Connected TV viewers consume
Internet content on their TV at least 4 times a week

HOW IS INTERNET CONTENT VIEWED ON TV? HOW OFTEN DO VIEWERS CONSUME INTERNET CONTENT ON TV?

Source: IAB Australia Enumeration Study Jan 18, ages 14+, n=3000 per quarter
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Continued growth reflects 
the popularity of video as 

brands seek premium, 
brand-safe environments


