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INTRODUCTION
Streaming audio is now cemented as part of the 

commercial media market with over eight in ten 

media buyers have already used streaming audio. 

Podcasting adoption from both a consumer and 

advertiser point of view really hit it strides in 2018 

and reviewing strategic opportunities that a new 

ñvoiceò market offers in on the radar of many.

It is an important role of industry body to invest in 

research to provide the market with objective market 

wide data an we are pleased to release the third 

wave of this important industry research to help the 

audio market thrive in 2019. 

This project is a truly collaborative industry project 

with support from 13 different media and tech 

companies as well as industry body Commercial 

Radio Australia. 

Our independent research partner for this project is 

Hoop Research Group.

With 13.8m Australians streaming audio content on 

their digital devices in December 2018, the media 

buying community is continuing to increase their 

investment in streaming audio ad opportunities as 

well as starting to embrace the commercial 

opportunities that podcasting is bringing to the 

market. 

The IAB Audio Council drives the Audio Advertising 

State of the Nation research to educate the market, 

ensure buy side voices are front and centre in 

industry discussions as well as to help shape 

industry priorities and initiatives. 

Last year this research identified a need for more 

education on both podcasting measurement and 

audio creative development, the IAB Audio Council 

which saw us launch a number of project addressing 

these needs. We are looking forward to launching 

new initiatives this year based on the new wave of 

research.

RICHARD PALMER
DIRECTOR OF MARKET DEVELOPMENT

(APAC), TRITON DIGITAL

CO-CHAIR, IAB AUDIO COUNCIL



IAB Australia launched the Audio Council in 
2015 in response to the growth of the 
Australian digital audio marketplace. The 
Council strives to educate marketers & 
agencies on the value of online audio & 
podcasts as powerful and effective 
advertising mediums. The Audio Council has 
an expert membership base from which to 
leverage competency & experience, with the 
following primary goals:

1. Education of and for the digital audio 
marketplace

2. To develop relevant business models to 
direct the future of the sector

3. To increase the value of the online audio 
advertising , 

4. To establish standards and guidelines for 
audio to define the future of the market.

IAB AUSTRALIA AUDIO COUNCIL

For more information on the IAB Audio Council click here.

https://www.iabaustralia.com.au/members-and-councils/our-councils/item/25-our-councils/2114-audio-council
https://www.iabaustralia.com.au/members-and-councils/our-councils/item/25-our-councils/2114-audio-council
https://www.iabaustralia.com.au/members-and-councils/our-councils/item/25-our-councils/2114-audio-council


WHY CARRY OUT THIS RESEARCH

CONSUMPTION INCREASE
13.8m Australians now stream audio content each month

*
with time per person 

consuming streaming music services, radio and podcasts continuing to increase

Sources : * Nielsen Digital Panel December 2018 unduplicated audience for streaming audio, music and podcast applications;

** IAB / PwC US Internet Advertising Revenue Report;

*** PwC Australian Entertainment & Media Outlook 2018

INDUSTRY
Drives priorities for industry initiatives for the year with strong buy side input 

on their plans and needs.

INVESTMENT
Ad revenues continue to climb. Online audio advertising was a $2B+ market in US 
in CY18

* * 
and podcasting advertising expenditure in Australia is expected to have a 

CAGR of 86% between 2018-2022 
* * *

.  



THEMES FROM LAST YEAR

PODCASTING 
MEASUREMENT

CREATIVE 
OPPORTUNITIES

Themes identified in the second wave of the Audio Advertising State of the Nation research released in 

February 2018 helped the IAB Audio Council to align industry initiatives with market needs. 

https://www.iabaustralia.com.au/choosi/
https://www.iabaustralia.com.au/research-and-resources/research-resources/item/12-research-and-resource/2440-audio
https://www.iabaustralia.com.au/research-and-resources/research-resources/item/12-research-and-resource/2603-iab-podcasting-measurement-and-local-market-update-july-2017


BACKGROUND & METHODOLOGY

ÅThis study was conducted by independent research company, 

Hoop Group

ÅFieldwork was carried out online in December 2018

Å241 completed surveys (194 worked in media agencies)

ÅRespondents are decision makers or influencers in the allocation 

of marketing spend & either placed or planned audio advertising 

campaigns

ÅCovers broadcast radio, streaming digital audio, DAB+ & 

podcasts

+



AUDIO ADVERTISING: STATE OF THE NATION
EXECUTIVE SUMMARY

Å Experience and understanding of digital audio advertising is growing. Streaming audio advertising was used by 87% of respondents and is regularly bought by 

more than 6 out of 10 of media buyers. Ads within on-demand streaming services will be considered by all surveyed media buyers over the next year.

Å Podcast and DAB+ advertising had the largest traction in 2018 in terms of usage and understanding. 

Å The introduction of new ad placements and creative formats have continued to gain traction with media buyers. 8 in 10 media buyers have used or will consider 

Dynamic Audio Creative.

Å Increasing brand awareness is the key objective for broadcast, streaming and podcast advertising. 77% of media buyers had used streaming digital audio advertising.

Å Regular usage of podcast advertising increased to 20% of media buyers up from 14% in the last year. 45% had bought podcast brand advertising. There is a strong 

appetite to try a variety podcast advertising formats. 

Å Use of bespoke branded podcasts doubled over the last 12 months from 10% to 20% in 2018. There is still strong appetite to experiment with their own podcasts but 

many are shifting their focus to advertising within existing podcasts with established audiences.

Å Half of people investing in podcast campaigns had used the channel for brand awareness compared to 12% for direct response purposes. This differs from the US 

market where early podcast advertising investment has been very direct response driven. 

Å Advantages of data and targeting is driving the adoption of programmatic trading in the audio advertising space. 56% of buyers are accessing some of their audio 

inventory via programmatic channels.

Å The number of agency respondents using programmatic guaranteed buying has increased from 37% to 47% in the last year. While price is still a consideration, it is the 

5th most important factor.

Å Voice marketing started to hit the radar in 2018 with 1 in 10 buyers already active in this space and it is emerging as a strategy for consideration in 2019



Q3. Which of these best describes your organization's experience with the following forms of audio advertising to date? 
Base: All Respondents N = 241 (2018)

LEVEL OF AUDIO AD USAGE
Å Over 8 in 10 (87%) of media buyers have used streaming digital audio in 2018 (up from 84% in 2017). Streaming audio is now 

regularly bought by 6 out of 10 of media buyers.

Å Over 6 in 10 media buyers have had experience with podcast advertising with another 28% looking to invest in 2019.

Note: streaming digital audio =  music streaming services and live broadcast radio



REGULAR USE OF PODCAST & DAB+ ADS
INCREASED SIGNIFICANTLY IN 2018

Q3. Which of these best describes your organization's experience with the following forms of audio advertising to date? 
Base: Media Agencies N = 194 (2018) n ï133 (2017) n ï213 (2016)

Å Regular podcast advertising investment has increased from 14% to 20% in the last 12 months

Å DAB+ usage has increased from 2 in 10 media buyers to 3 in 10 over the past year

Note: streaming digital audio =  music streaming services and live broadcast radio


