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About.the Report

« 27 gnnual report on digital video
advertising market in Australia

2 « Opinions of over 130 senior media buyers

& sellers

« Co-produced by Adap.tv & IAB Australia

- Part of a global analysis by Adap.tv with
4 over 800 respondents from all markets
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Size of the Market - AU

- Digital video market: $196m (FY 2014)

« 179%o of display market (Q2 2014)

« 290 of total ad market (FY2014)

- Double cinema & half of pay tv
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Global Market
Video Proportion of Display $

1H 2014

/ Growth % \

(1H 2014 vs 1H 2013)

Uus 13%

UK 50%

AU 65%
\o "
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AOIPLATFORMS, | RESEARCH

STATE OF THE

VIDE®
INDUSTRY

THE YEAR OF EXPERIMENTATION ISOVER AS THE VIDEO ADVERTISING
INDUSTRY SOLIDIFIES AND LOOKS TO GAIN EFFICIENCY.

2014 AUSTRALIAN
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BUYERS

CHANGE IN SPEND 2014 T0 2015

INCREASE




BUYERS

WHERE IS THE MONEY COMING FROM?

36%

ONLINE [297

AU 2014 DISPLAY |4
45%

AU 2013 PRINT [y y0r
0,

FraTy [O08

38%

16%
PAY TV 25%

INCREMENTAL 7%

0,
SPEND —

0,
OUTDOOR ;1/0

0,
SEARCH %%

%
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BUYERS

TRANSFER FROM FTA TV GREATER THAN US AND EUROPE
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SELLERS

INCREASED INVENTORY AND HIGHER FILL RATES
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SELLERS

PUBLISHERS: CHANGE IN CPMs IN LAST 12 MONTHS

2012to 2013 o | 6
AU 2013 52%
SAME [ AVERAGE INCREASE AVERAGE DECREASE
17%
21%
PN 300 STRONGER YIELDS
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MOBILE

 Videois fastest growing segment of the mobile ad space.

« 78 percentof publishers now have mobile video
Inventory available.

84 percent of agencies have purchased mobile
video inventoryin the last year.
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EVEN THOUGH INVENTORY HAS INCREASED
SCARCITY IS STILL A SIGNIFICANT ISSUE
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SCARCITY

WHAT TYPE OF INVENTORY IS SCARCE?

SELLERS 2014 L7%
AUSTRALIAN 35%

SELLERS 2013 INVENTORY 56%
50%

73%
LONG FORM 50%

[ BUYERS 2014

l BUYERS 2013 CONTENT  [EERA
38%
47%

SHORT FORM

CONTENT

MORE RESPONDENTS BELIEVE SCARCITY IS AN ISSUE
63% THIS YEAR, UP FROM 52% LAST YEAR
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BUYING HABITS

HOW AUSTRALIAN AGENCIES ARE BUYING VIDEOQ ADVERTISING

AU 84%
PUBLISHER DIRECT [Somg/
Us
55%
AD NETWORK |2 o,
45%
EXCHANGE | gpor
DSP 66%

74%

38%
45%

AUSSIE AGENCIES MORE LIKELY TO BUY DIRECT

PRIVATE MARKETPLACE
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BUYING HABITS

AGENCIES: DO YOU PLAN TO START PURCHASING VIDEQ INVENTORY
THROUGH PRIVATE MARKETPLACES IN THE NEXT 12 MONTHS?

AU NO [135%
45%
Us

66%
YES [ 559

SHIFT TO PRIVATE MARKETPLACES LIKELY
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PROGRAMMATIC

PUBLISHERS AGENCIES

22% 45%

VIDEO INVENTORY OF RESPONDENTS HAVE THE TECHNOLOGY

61% 1/3

MAKE SOME OF THEIR PREMIUM CONTENT AVAILABLE OF PREMIUM INVENTORY BROUGHT THIS WAY
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PROGRAMMATIC

PUBLISHERS: WHAT ARE THE ADVANTAGES
OF PROGRAMMATIC VIDEQ SELLING?

BETTER MERCHANDISING 520
OF INVENTORY

ACCESS TO BUYER DEMAND [ESo

FREES UP TEAM 359
RESOURCES AND TIME

OTHER F
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PROGRAMMATIC BARRIERS

PUBLISHER AGENCY

PERCEIVED RISK OF
COMMODITISATIONOF CONTENT

LACK OF CLARITY OR DIFFERENT
STYLES OF CAMPAIGN
REPORTING

LACK OF EXISTING

LACK OF EXISTING
PROCESSAND SYSTEMS

PROCESS & SYSTEMS

DONTKNOWHOW TO LACK OF EXPERTISE
INTEGRATE IT INTO SALES
CHANNELS

| LEAVE IT TO MY
TRADING DESK

i

LACK OF EXPERTISE

DON'TKNOWHOWTO
INTEGRATEIT INTO
PLANNING & BUYING SYSTEM

NOT SUREFROM WHERE TO
ALLOCATE THE BUDGET
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QUALITY ISSUES

VIDEO QUALITY INVENTORY ISSUES

AU SELLERS 359
62%
B AUBUYERS 3%
B USBUYERS AD VERIFICATION
40%
43%

AD FRAUD

ONLY 20% OF RESPONDENT FEEL THEY ARE UP TO SPEED
ON ISSUES OF AD QUALITY AND FRAUD
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DATA

 Datatargetedfor video buying—84% of agencies
- 86% of those use third party data

* Australia ahead of US for data management platforms

— 59% of agencies use one
— Half of the remainder will in next 12 months

« 27% of agencies use automated data processto inform TV investments
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DATA

 (Crossscreenbuys, 38% are using universallDs to target consumers

* Only 25% of buyers using multi-touch attribution to understand
Impact of their video investments

— 44% of remainder planning to do so in the next 12 months
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THE NEXT 12 MONTHS

“A greater blurring of the lines between terrestrial

and streamed viewing of TV programming.” Slgmflcant reduction in the

amount of inventory available
due to client restraints, such as
brand safety, and targeting.”

“There will be a push to trade on on-target
percentages and viewability. As the lines
between TV and online become even "Accountability—not the

most impressions, the

blurrier there will be a push to measure S o,
right impressions.

them in an equal fashion.”

#stateofvideo lab

australic ~ AdapIv



THANK YOU

ab &
australia AdapTV




Alice Manners Mitch Waters Jessica White Cameron King John Miskelly

(@ =0) Managing Director General Manager = Head of Head of Digital
IAB Australia Adapt.tv Cadreon Commercial Group M
Platforms and
Products
News Corp
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