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AGENDA

The digital content consumption explosion

The hidden opportunities in digital News content 

The right digital environment provides strong benefits to advertisers
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THE DIGITAL AD MARKET SUPPORTS THIS CONTENT EXPLOSION

THE DIGITAL LANDSCAPE

11.6%
Total Australian Market Growth 

- 2018 vs. 2017

Total Australian Online Advertising Market 2018
$8.8 Billion

Source; PricewaterhouseCoopers - IAB Online Advertising Expenditure Report CY 2018 



THE HIDDEN OPPORTUNITIES IN TODAY’S DIGITAL CONTENT EXPLOSION

THE DIGITAL LANDSCAPE

AUSTRALIANS ARE ONLINE EACH DAY ACROSS MULTIPLE SCREENS

16.6 million 7.9 million 5.7 million 4.4 million – iPad 
1.4 million – Android

+2% YOY iPad
-2% YOY Android

+5% YOY +2% YOY +22% YOY

+2 million
in last 2 years

Source; IAB Australia Nielsen Digital Enumeration Study May 2019, ages 14+
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THE DIGITAL LANDSCAPE

AUSTRALIANS CONTINUE TO INCREASE TIME SPENT ONLINE

AUSTRALIANS SPEND AN 
AVERAGE OF 107 HOURS 

ONLINE EACH MONTH 

TOTAL TIME SPENT 
ONLINE UP 20% YOY

Source; Nielsen Digital Panel, text, May 2019, PC P2+, Smartphone and Tablet P18+

Ave time pp/month 94hrs 55min 21hrs 44min 45hrs 25min

Share of device time 68% 18% 15%

Total time YoY +39% -5% +5%
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OF ONLINE TIME IS SPENT 
USING INTERNET TOOLS 

SUCH AS SEARCH, SOCIAL, 
EMAIL, MESSAGING AND 

PRODUCTIVITY TOOLS

THE DIGITAL LANDSCAPE

NOTE: Productivity tools incl online share drives, e.g. Google Drive.  Source: Nielsen Digital Panel, text, average Jun 2018 - May 2019, PC P2+, Smartphone and Tablet P18+

Search
6%

Productivity tools
9%

Other content 
53%

Social
19%

Email & messaging
13%

47%
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THE DIGITAL LANDSCAPE

OF ONLINE TIME IS SPENT
CONSUMING INTERNET CONTENT

Entertainment
60%

Lifestyle
14%

News
7%

Shopping
6%

Finance
4%

Computers
4%

Other
5%

Source: Nielsen Digital Panel, text, average Jun 2018 - May 2019, PC P2+, Smartphone and Tablet P18+

53% 
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DIGITAL CONTENT DEEP DIVE: NEWS, SPORT & WEATHER

17 MILLION AUSTRALIANS CONSUME NEWS, SPORT & WEATHER ONLINE IN A MONTH, 
INCREASING TIME SPENT 6% YOY

Source; Nielsen Digital Panel, text, May 2019, PC P2+, Smartphone and Tablet P18+

14.8 million

23 visits

2hr 6min

Av 6 brands

11.4 million

24 visits

2hr 46min

Av 4 brands

12.8 million

27 visits

1hr 33min

Av 2 brands
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DIGITAL CONTENT DEEP DIVE: NEWS, SPORT & WEATHER

News

43%

14%

44%

Weather

15%

11%

75%

Sport

16%

11%

73%

DESKTOP

TABLET

SMARTPHONE

Source; Nielsen Digital Panel, text May 2019 P18+, PC, Smartphone and Tablet

SHARE OF TIME SPENT BY DEVICE IN NEWS CATEGORIES
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DIGITAL CONTENT DEEP DIVE: NEWS, SPORT & WEATHER

TOTAL TIME SPENT IN NEWS CATEGORY AVERAGE BY DAY OF WEEK

Source; Nielsen Digital Content Ratings, June 2019, P18+, Mobile & Computer, 
Text, Current Events & Global News Category tagged, Total Time Spent averaged by day of week

Monday Tuesday Wednesday Thursday Friday Saturday Sunday

COMPUTER SMARTPHONE & TABLET

ON WEEKDAYS, 58% OF 
NEWS TIME IS SPENT 

ON MOBILE, WHILE ON 
WEEKENDS 68% OF 
NEWS TIME IS SPENT 

ON MOBILE.
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DIGITAL’S ROLE IN SHORT AND LONG TERM BRANDING

WHEN WE LOOK AT THE LONG TERM RETURNS, TV DOES A GREAT JOB, BUT SO DOES DIGITAL VIDEO

Source; Analytic Partners Genome ROI IAB MeasureUP Conference Presentation 2018

SHORT-TERM EFFICIENCYLO
N

G
-T

ER
M

 E
FF

IC
IE

N
CY

ROI Genome    - Short-term vs. Long-term Impacts of Different Media TM

SPONSORSHIP

CINEMA

DISPLAY

SOCIAL

PAID SEARCH

OOH

OLV

TV



THE HIDDEN OPPORTUNITIES IN TODAY’S DIGITAL CONTENT EXPLOSION

Consumption on mobile devices continues to drive increased time spent with digital 
media. Optimise campaigns to the Smartphone screen and exploit the power of mobile 
advertising capabilities. 

There are hidden opportunities beyond the big digital categories, in content segments 
where consumer usage is exploding.

Digital contributes to achieving short- and long-term ROI. Context has the potential to 
provide strong benefits for advertising. With increasing regulation on data privacy, 
expect contextual advertising to become even more prevalent moving forward.

CONCLUSION


