AUDIO ADVERTISING:

iab.

mhysrim e STATE OF THE NATION
1 3.8 M AUSTRALIANS STREAMING
’ ) AUDIO CONTENT EACH MONTH

LEVEL OF AUDIO ADVERTISING USAGE
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Broadcast radio DAB+ only stations Streaming Digital Podcasts

(AM /FM & DAB+) Audio

B 'tis a significant part of our activity | Itis regularly considered part of our activities  [§ We have experimented with it

B No experience but plans to use it I No experience and no plans to use it

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

STATE OF PLAY - AGENCIES

USED STREAMING AUDIO ADVERTISING IN 2018

@ @ USE PODCAST ADVERTISING
ANOTHER INTEND TO USE PODCASTS IN 2019

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

Percent of media agencies where this type of media
inventory is a significant or regular part of their activity

65%  62%
52%

30%
20%
11% 14%
5%

20%

Broadcast radio DAB+ only stations Streaming Digital Podcasts
(AM/FM & DAB+) Audio

B 2016 Media Agenc B 2017 Media Agency B 2018 Media Agency
gency

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

o= RADIO BUYERS HAVE EMBRACED PROGRAMMATIC BUYING TO
CROSS PLATFORM INCREASE IN 2019

Expected audio buying methods in 2019 Expected audio buying methods for
amongst media buyers ‘any programmatic’ up from 53% last year,
70% 71% ‘programmatic guaranteed’ up from

37% last year
62%
56%
49% I 46%

Traditional radio Tradl’rlonol radio Brand Bundled Any Programmatically Programmatically

combined with spot buy sponsorships with other programmatic traded inventory on guaranteed/

cross-platform opportunities open exchanges  private marketplace
buy

STRONG APPETITE TO TRY NEW CREATIVE FORMATS

Streaming audio creative formats used or plan to use amongst media buyers

Dynamic Audio Creative 23% 37% 21%

Streaming - CTA spots to click 42% 36% 22%

Interactive spots to download
link on streaming audio

26% 43% 30%

I Have used this format in the past | Intend to use this format in next 12 months | Have never used this formo’r in the past and
no intention to use in next 12 months

O VOICE MARKETING IS EMERGING AS A STRATEGY
\% FOR CONSIDERATION IN 2019

Consideration of voice marketing strategies

2017 2018

Media Agencies Media Agencies

[l Looking to do so Jl Not considering voice ] Unsure ] Have already done so

PRIORITIES FOR 2019 INDUSTRY FOCUS

1. Measurement — cross platform & cross media

2. Demonstrating effectiveness

3. Education on programmatic audio

4. Continue to showcase creative

Source: IAB Australia Audio Advertising: State of the Nation — Wave 3 Feb 2019




