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VAST 4.1
This revision includes updates that 

addresses most of the gaps identified in 

VAST 4.0. The Digital Video Technical 

Standards Working Group expects VAST 

4.1 to be the first version of VAST4 to be 

widely adopted. The following are 

highlights of the changes introduced in 

VAST 4.1:

• Verification via Open Measurement

• SSAI workflow and reporting 

enhancements

• Ad Request macros

• Closed Caption delivery

• DAAST (audio delivery)

• Deprecating VPAID
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For more details, please download the VAST 4.1 

specification from our website.

Updates for Improved Ad Verification, Ad Creative 

Measurement, Server-Side Ad Insertion and 

Integration of Audio Advertising

https://www.iabaustralia.com.au/research-and-resources/research-resources/item/12-research-and-resource/2656-video-ad-serving-template-vast-4-1


CREATIVE 
RESOURCES
In digital, creative can sometimes come 

second to reach, frequency and targeting. 

We have rounded up our latest creative 

including:

• Advertising Creative Guidelines, 

updated for HTML5

• Creativity in Video Whitepaper

• Video Ad Volume: Loudness Guidelines

• Native Advertising Playbook

• Audio Creative: Best Examples

• The Role of Creative in Digital 

Advertising Effectiveness

• Digital Advertising Glossaries
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For more details, visit the IAB Creative 

Resources page on our website.

Designed to fully embrace creative in digital 

advertising in all shapes, sizes and formats

https://www.iabaustralia.com.au/iab-creative-assets/assets


OPEN MEASUREMENT 
SDK

The Open Measurement Software 

Development Kit (OM SDK) is designed to 

facilitate third-party viewability and 

verification measurement for ads served to 

mobile app environments without 

requiring multiple ad verification service 

providers’ (Measurement Providers) 

Software Development Kit (SDK).

Find out more about the OM SDK on our 

website.
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https://www.iabaustralia.com.au/research-and-resources/research-resources/item/12-research-and-resource/2569-open-measurement-sdk


DIGITAL AUDIENCE DEVICE SHARE OF TIME

60% 23% 17%

20.6m Australians online in August 2018

19.5m Australians online each day

89% Australians have a smartphone

16m Australians online on their mobile daily
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18+ 92hr 33min

18-24 91hr 22min

25-34 108hr 59min

35-44 103hr 05min

45-54 98hr 37min

55-64 82hr 58min

65+ 60hr 52min

Time Online Per Month

Sources: Nielsen Digital Panel August  2018; IAB Australia Enumeration Study July 2018, ages 14+



DEVICE OWNERSHIP
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PEOPLE 14+ (‘000) %

Smartphone ownership 18,096 89%

iOS 10,336 51%

Android 7,489 37%

Other OS 324 2%

Own more than 1 smartphone 1,794 9%

Daily use of internet on smartphone 15,958 78%

PEOPLE 14+ (‘000) %

Tablet ownership 11,180 55%

iPad 7,908 39%

Android tablet 3,272 16%

Use iPad daily 4,214 21%

Use Android tablet daily 1,301 6%

7.7m Australians access internet via a TV
4.8m access daily

Sources: Nielsen Digital Monthly Ratings July 2018; IAB Australia Enumeration Study July 2018, ages 14+

5,439,106

27%

1,478,065

7%

668,228

3%

1,085,582

5%

628,292

3%

318,806

2%

HOW IS THE CONTENT VIEWED? % of CONNECTED 
TV VIEWERS

Always viewing alone 9%

Mostly viewing alone 12%

Viewing with another household member about half the time 27%

Mostly viewing with another household member 35%

Always viewing with another household member 16%

Half of Connected TV viewers mostly or always 
watch with someone else

# of people

% of population 14+



DIGITAL VIDEO 
UNIVERSE – 18+

Monthly digital video 
audience – August 2018
84% of Australians aged 18+ 

(16.1m) viewed 28 hr 55 mins on 

average. (desktop, smartphone & tablet only)
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Share of all video by 
age – Q4 2017
Digital accounts for a 54% share 
of all video for Australians aged 

18-24, compared to 23% share of all 

video for Australians aged 50-64.



1. $3.6bn spent on Mobile advertising 

in FY2018, up 38.5% year on year. 

2. $1.3bn spent on Video advertising 

in FY18, up 44.6% on FY17

3. Mobile made up 54% of total 

General Display in FY18

4. Video advertising represented 38% 

of the display market.

5. Automotive followed by Real Estate 

are the two largest advertiser 

industry categories for display

ONLINE ADVERTISING
EXPENDITURE REPORT
FY2018
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Source: IAB/PwC Australia Online Ad Expenditure Report FY2018



AD REVENUE
2H FY2018

$4.3bn Digital Ad Market

Digital represented 53.7% of Total 

Australian Ad Market ($8.0bn) in 2H FY18. 

Total Digital Ad Spend in FY18 ended on 

$8.5bn, up 11% on FY17.

Video

Fastest Growing – now 8% of total ad 

market – up 44% on 2H FY17

Mobile

Video

Mobile

Now 24% of total ad market – up 39% 2H 

FY18 v 2H FY17

$8.0bn
2H FY18

Sources: IAB Australia/PwC Online Ad Expenditure Report; CEASA
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Sources: IAB Australia/PwC; IAB US/PwC; IAB UK/PwC;IAB NZ/Staples Rodway
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INTERNATIONAL COMPARISONS

ONLINE ADVERTISING
EXPENDITURE CY2017

• Australia’s share of video advertising, 38%, is 

comparable to the United Kingdom recording 

39%. 

• Australia’s share is higher than both United 

States and New Zealand at 29% and 23% 

respectively.



The Australian Digital Advertising Practices 

have been created specifically for advertisers 

in Australia to facilitate better relationships 

with agencies, publishers and digital 

platforms, and to foster shared 

responsibilities for digital ad spends and 

outcomes.

The Practices are the direct result of the 

AANA, IAB and MFA working to build trust 

and instil confidence in the digital advertising 

value chain.

Download the Practices here.

AUSTRALIAN DIGITAL 
AD PRACTICES
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The following operating principles guide the approach we’ve taken and the 

content of the Australian Digital Advertising Practices.

https://www.iabaustralia.com.au/research-and-resources/research-resources/item/12-research-and-resource/2612-australian-digital-advertising-practices-july-2018


ADS.TXT INITIATIVE
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Sources: IAB Australia – aggregated data from Amobee, AppNexus, Google, The Trade Desk and Sizmek

ads.txt stands for Authorised Digital Sellers 

and is a simple, flexible and secure method 

that publishers and authorised partners can 

use to publicly declare the companies they 

have sanctioned to sell their digital inventory.

How does ads.txt work?

ads.txt is a secure, text-file based mechanism 

for publishers and authorised partners to 

publicly declare the companies that they 

have sanctioned to sell their digital inventory. 

As of August 2018, 91% of Australian 

domains offering display ads to 

programmatic buyers have implemented 

ads.txt.

Increasing Transparency and Trust in Programmatic Advertising

Mass adoption of ads.txt stands to 

benefit publishers, technology vendors, 

agencies and clients – helping increase 

trust and transparency in the digital 

ecosystem. Find out more about the 

technical details, adoption, and 

advocacy of ads.txt on our website.

https://www.iabaustralia.com.au/ads-txt-info
https://www.iabaustralia.com.au/ads-txt-info
https://www.iabaustralia.com.au/ads-txt-advocacy


BRAND SAFETY
1. Brand Safety applies to ALL media 

channels

2. Brand Safety means different things to 

different brands and categories

3. Publisher content is more varied than 

ever

4. Marketers need to step up, digital 

techies need to simplify

5. Actual Australian data on brand safety 

is critical

6. Keep sight of the consumer

INVALID TRAFFIC/AD FRAUD
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Valid human traffic by platform

94.5% 94.7% 98.0%

Mobile Desktop Video

Sources: IAB Australia/PwC IVT Benchmarks Apr 2018
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