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1. Introduction



Background

• Census of all major Australian online media owners

• Official Online Advertising Association figures since 
2002

• Information collected each quarter

• Analysis available by 

– Format 

– Industry category



2. Methodology



Reported vs estimated survey data 
Reported data

• PricewaterhouseCoopers collects 
information from participants and 
collates the Report.

• Report includes revenues submitted 
by 25 participants

• The figures are drawn up on the basis 
of submitted declarations and have 
not been not verified

• Estimated Google revenues for search 
are based on an estimate prepared by 
PwC

Actual data, estimates and
adjustments

• Since March 2007, General Display 
and Classifieds does not currently 
include any estimated figures.

• For December 2006 and prior, the 
previous preparer included estimates 
for both General Display and 
Classifieds.

• No adjustment is made to historical 
figures for new contributors

• Participants disclose sales to other 
contributors and these are eliminated



2011 participants
Ad2One, Adconion, Allure Media, carsales.com.au, CBS 

Interactive, dgmAustralia, Empowered Communications, 
Fairfax Digital, Max Interactive, mcm Entertainment, 

Microsoft Media Network Australia, Multi Channel Network, 
Network Ten, News Digital Media (including Fox Interactive 

Media), ninemsn, PermissionCorp, Postclick, 
realestate.com.au, SEEK, Sensis (including Trading Post), 3D 

Interactive, viva9, Webfirm, Yahoo!7, Yahoo! Search 
Marketing

Representing >1,000 Australian websites



3. Market background & trends



Key influencers 2010 – 2011

• Total AU advertising market CY2010 = $13.5bn
• recovery to pre GFC spend level (up 7% from $12.6 bn CY 2009)
• Automotive sector strong recovery

• Increased buying confidence in online channel –
• audience measurement tender
• higher budgetary share of client spends to online

• Better pricing on broadband access and data plans by ISPs
• Increased internet access from multiple devices
• Growth in online video consumption and advertising
• ‘new’ advertisers to online – retail, fmcg
• Growth in social media usage

Source: CEASA



4. Australian online 
advertising expenditure 
headline results



$AU 2.456 Billion
market in FY2010/11

Source: PricewaterhouseCoopers / Internet Advertising Bureau / WARC



FY09/10 v FY08/09

$AU238m 

or 

13%

year-on-year

$AU412m 

or 

20%

year-on-year

Source: PricewaterhouseCoopers / Internet Advertising Bureau / WARC

FY10/11 v FY09/10



Annual Online AdSpend Growth

FY0203 – FY11 $AUmillions

£165.7m £196.7m
£465.0m

£825.1m

£1,366.5m

£2,015.8m

£2,812.7m

£3,349.8m

$AU2.04b



The digital media mix

From 

50.2% 

FY0910

From 

23.0% 

FY0910

From 

26.8% 

FY0910



Q2 2011 Record quarter $655 million



5. Online in Context
Breaking market trends 
in the Australian ad industry



Australian Advertising Expenditure 

12 months to 31 Dec 2010

Source: CEASA ‘Advertising Expenditure in Main Media Report’  Year Ended 31 December 2010
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Growth of Online’s market share



Australian advertising market share 2005-2010

Source: CEASA ‘Advertising Expenditure in Main Media Report’  Year Ended 31 December 2010. Data are for 12 months to end 31 Dec in each year period.
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6. The Digital Media Mix
Online general display



Online General Display 
12 mths to June 2011

12%

$65m



Online General Display – quarterly



General display – Q2 annually

2%

$3m



General Display – annual



Online video advertising expenditure

FY 2011 FY 2010

$38.8m $25.3m

$13.5m

53%



Online Video Advertising expenditure 
US v UK v AU

12 months to 31 Dec 
2010

US UK AU

$US CY 2010 $1.4b $89m $33m

Increase yr on yr 54% 93% 81%

% of total online ad ex 5% 1.3% 1.5%

% of online display ad ex 14% 5.7% 5.5%

Note: Currency exchange rates were calculated as at 8 August 2011 and may not 

accurately reflect averaged annualised rates of exchange.



Email advertising expenditure

FY 2011 FY 2010

$33.1m $33.8m

$0.7m

2%



7. Industry Categories

Online General Display



Online general Display - Australia



IAB United States (note includes display, search and directories)



Note: iab UK data



Note: iab UK data



Note: iab UK data



8. Online Classifieds 



Online classifieds

Real Estate was the leading Category for 
Classifieds advertising expenditure in the 
12 months ended 30 June 2011 followed 
by Recruitment, then Automotive. 

The is the same order as the prior year.

$110m

23%



Classifieds – quarterly



Classifieds – Q2 annually

19%

$25m



9. Search and Directories



Search & Directories – annually

23%

$237m

Search expenditures have 

grown more strongly than 

directories expenditures



Search & Directories – quarterly



Search & Directories – Q2

28%

$75m



10. Summary



Summary
• Online ad spend grows to $2.445 billion in 2011

• On track to surpass $3 billion in 2012

• Up 20% year on year 
• all categories up

• highest annual growth since 2008

– Display up 12% year on year - $612million

– Classifieds up 23% year on year - $580 million

– Search & directories up 16% year on year - $ 1,264 million

• Online video growing dramatically

• Display still dominated by Finance, computers & communications and 
automotive

• Retail, real estate and automotive highest growth display sectors

• CPM dominant purchase currency

• Share and volume shift from other media



Full report available on 

www.iabaustralia.com.au

to IAB members only

http://www.iabaustralia.com.au/


Big thank you

and all contributing media owners



Disclaimer

The Interactive Advertising Bureau Australia (‘IAB’) retained PricewaterhouseCoopers Australia (the 

Australian firm) (‘PwC’) to compile the IAB Online Advertising Expenditure Report based on 

submissions to PwC from participants in the online advertising industry in Australia. PwC collects and 

collates the information and delivers to the IAB the IAB Online Advertising Expenditure Report from 

this review; PwC has not audited or verified the information which it received from participants, and 

provides no opinion or other form of assurance with respect to such information.

This publication has been prepared for general guidance on matters of interest only, and does not 

constitute professional advice. You should not act upon the information contained in this publication 

without obtaining specific professional advice. No representation or warranty (express or implied) is 

given as to the accuracy or completeness of the information contained in this publication, and, to the 

extent permitted by law, neither PwC, the IAB nor any of the IAB’s contributors/subcontractors accept 

or assume any liability, responsibility or duty of care for any consequences of you or anyone else 

acting, or refraining to act, in reliance on the information contained in this publication or for any 

decision based on it.
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International online advertising 
expenditure 

12 months to 31 Dec 2010 $US million

Source: CEASA ‘Advertising Expenditure in Main Media Report’  Year Ended 31 December 2010.  

Note, not all data actual adex, some data forecast adex.



11. Questions
For more information

iabaustralia@iabaustralia.com.au 

+61 (0) 2 9248 7905



12. Looking Ahead



Looking ahead

Megan Brownlow

Executive Director

PwC


