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about the industry review

why?

The first wave of this research was produced in 202 1. While the digital advertising industry has long measured its revenue and economic impact in
Australia, less information has been available on the workforce and talent supply and demand.

The aggregated industry data provides important insights that will be used to develop training, support and diversity programs for the industry.

how?

The IAB issued a survey to eligible IAB members to fill out with both quantitative and qualitative responses in relation to their business in June 2025. All
data supplied to the IAB remains confidential and is presented in aggregate form only, supported by unattributed quotes.

who?

The information in this report was gathered from 52 ad tech and media owners in the Australian market and relates to people in commercial roles, client
support, ad operations, trade marketing, insights, research, analytics, data, ad product, programmatic, engineering, technical development and support
roles. The sample looks at people employed in a role directly linked to digital advertising.

Although the sample is not exhaustive it is deemed representative of the wider industry.
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report key findings

The IAB Australia Digital Advertising and Ad Tech Talent Review 2025 provides a snapshot of how the industry’s workforce is evolving in response to
economic, technological, and regulatory shifts. Based on input from media owners and ad tech companies, this review helps inform industry
development programs, training initiatives, and workforce planning. While the market has stabilised following several years of disruption, organisations
continue to adapt their talent strategies to manage cost pressures, build resilience, and remain competitive in a changing environment.

key themes

Selective Hiring Amid Low Vacancy Rates: The industry vacancy rate has declined to 4%, with fewer overall roles available. Businesses are
focusing hiring efforts on experienced candidates in commercial and technical roles.

Managing Resources Strategically: To support short-term business needs or manage reduced headcount, many organisations are increasing their
use of contractors and offshoring certain functions—particularly in operations and reporting.

Moderating Salary Growth: The average salary increase has slowed to 3.1%, though Australia continues to be a high-cost talent market
compared to global peers.

Flexible Workforce Models: Hybrid working remains standard, though a small number of organisations have moved toward more in-office
expectations. The use of part-time staff has remained steady.

Upskilling for a Changing Market: Organisations are prioritising training in areas including Al, privacy regulation, product knowledge, and
leadership, with a clear focus on building adaptable, future-ready teams.

Shifts in Gender Representation: Female representation at the executive level rose to 38%, while trends in technical roles showed both gains and
setbacks.

This review reflects a sector in transition - optimising existing talent, cautiously adopting emerging technologies, and building the foundations for long-
term capability and inclusion.
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job function and state distribution

Over three quarters (77%) of employees in the digital advertising and ad tech sector are based in NSW which is a slight increase compared to 2024,
with Victoria being the only other state that has a significant representation of people employed by the industry. The population measured in this report is
for people in roles directly related to digital advertising (commercial, technical, support, etc.) and it is expected that media owners’ staff in programming
and editorial roles would be somewhat more equally distributed across the states. A few businesses are looking at slightly higher representation QLD and
WA, leveraging both direct hires and reseller models.

The percentage of the industry in commercial roles (sales and client management focused) has increased from 47% to 50% this year. Organisations that
have headquarters based overseas tend to have a higher representation of commercial roles. There has been a slight decline in technical /engineering

roles (22% to 19%) as well as marketing (6% down to 3%).
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job vacancy rate

The industry job vacancy rate has decreased to 4.0% in 2024, however, due to redundancies and non-replacement of roles following employee
departures across the industry, the population base is smaller so the vacancy rate for 2024 represents fewer jobs available than in 2023. This vacancy

rate is well down from the peak of a post COVID employment flurry in 2022.

For the roles that are available there has been a shift from the high demand for people with 1-3 years experience to more experienced employees with
45% of the open roles suitable for people with 6+ years experience. The percentage of open roles suitable for entry level to three years’ experience has

undertaken a significant drop since last year from 38% to 15%.
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salary increases & future hiring plans

The average salary increase over the last twelve months was 3.1%, down from 3.8%
last year and 4.2% in 2023. However, overall, the cumulative increase in digital
advertising specialist salaries over the last few years has increased the cost of talent
and Australia remains a premium job market with higher employee costs than many
other markets.

45% of companies intend to retain the same headcount over the next 6 months, with 4
in 10 hoping to slightly increase employee numbers.

With the low vacancy rate and lack of new head count approvals many organisations
are managing their resources through contractors and offshoring.

The companies looking to increase headcount are typically locally based tech firms
and have product as well as engineering roles in Australia.

“We’ve expanded our product and delivery teams to meet rising client expectations and keep pace
with business growth in a competitive market.” Emerging Ad Tech Company

“Economic pressures have led us to tighten operations, with a stronger focus on offshoring and
efficiency rather than local expansion.” Marketing & Ad Platform
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workplace flexibility

In the ad tech and media industry, 45% of organisations have mandated three days a week in
the office often with one “anchor” days where most team members are in the office. A number of
smaller organisations have remained completely virtual. In 2025 there has been a few more

organisations infroducing 4 or 5 days in the office.

The percentage of the employees on work visas remains steady at 4%. Most companies have
retained the same number of part timers but in 2025 there was a strong uptick in companies

using contractors as well as offshoring some of their operations.

At the same time, some companies noted a growing reliance on offshore support—particularly
for ad operations, reporting, and administrative functions—driven by cost pressures.

Overall, these results highlight a shift toward strategic workforce planning that balances local

expertise with global delivery models.
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gender representation

Overall, there has been a reduction of senior management positions as workforces become leaner in the executive ranks. However, while still short of equal
representation, there has been an uptick in the ratio of females holding these roles increasing from 34% in 2024 to 38% in 2025.

Female representation for commercial roles (which represent 45% of industry headcount) remained at 53% in 2025.

Marketing roles in ad tech and media, primarily consisting of trade marketing positions, continue to be female dominated. There has been a shift back to a higher
percentage of males in research/analytics as well as product roles. The increase in the percentage of females in tech and engineering roles that we saw in 2024
has reduced declining from 22% to 15%. However, the percentage of females in tech support roles has increased from 35% to 49%.

2025 2024

marketing marketing
commercial commercial
tech support tech support
research/analytics research & analytics
product product
senior management senior management
tech & engineering tech & engineering

male Hfemale male B female

@ ® @ @®
iab.

OUStrOIIO Source; |AB Australia Digital Advertising and Ad Tech Industry Talent Review July 2025



organisational policies

Most organisations in the Australian digital advertising industry have formal policies for a wide range of issues impacting their staff. Organisations without mental
health, DEI and environmental policies tend to be smaller and newly established companies. Overarching diversity, equity and inclusion (DE&I) policies are present
in 85% of organisations, for those who track different types the most common codes are in relation to gender and the least common of the factors that were tracked
by this study were neurodiversity and disability.
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Al - impact and upskilling

The impact of artificial intelligence on the Australian digital advertising workforce is still unfolding, with most organisations reporting no significant change to
local headcount over the past year. While some anticipate moderate reductions in roles — particularly in functions like operations or campaign management —
many businesses are adopting a cautious and considered approach. Al is seen more as an augmentation tool rather than a replacement for human talent. Some
noted reallocation of resources rather than job loss, using Al to support efficiency, automate repetitive tasks, and redirect human effort toward strategy and
innovation.

Some global businesses noted that there have been more losses in their organisations in other markets with larger workforces particularly with engineering,
operations and virtual customer support.

Looking ahead, a few businesses flagged potential local headcount reductions, especially where generative Al tools can streamline content creation or
planning. However, others anticipate headcount growth in technical, strategic, and governance-focused roles as they scale Al capabilities responsibly. There is
also an emerging focus on upskilling existing teams to work effectively with Al, rather than relying solely on new hires.

To stay informed and competitive, organisations are engaging in a range of activities. Internal experimentation is widespread, often through working groups, Al
champions, or dedicated exploratory projects. External engagement includes vendor briefings, agency education, and active monitoring of global
developments. Many are leaning on legal and compliance teams to shape governance frameworks, while others are partnering with specialist providers to test
use cases in a controlled way.

There's a strong awareness that understanding both the benefits and the responsibilities of generative Al is essential. Several organisations referenced the need
to build internal knowledge before rolling out tools more broadly. The development of formal policies is underway across a number of businesses, though for
many this remains a work in progress.

“We expect Al will gradually reduce the need for “Our approach to Al is twofold: trialing tools in specific “A small internal group is exploring how generative
some manual roles, but not dramatically. It's more teams while building internal expertise. We’re focused Al can support planning, reporting and content
about changing how people work — increasing on understanding risks & benefits before scaling production. It’s early days, but we’re already seeing
speed & accuracy — rather than cutting headcount anything. Policies, education & experimentation are all how it could free up time for more strategic, creative
across the board.” Global Measurement Company part of the plan.” Regional Data Provider thinking.” Global adtech company
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talent demand & supply

Shifts Since 2024

There is a trend toward seeking more experienced candidates, with some businesses also offshoring roles or
restructuring local teams to align with efficiency and capability priorities.

Jobs in High Demand

Although vacancy levels are currently low across much of the digital advertising sector the roles that are open
tend to fall in commercial and technical buckets. There are still selected opportunities for senior commercial
positions for experienced proven sales leaders, as there are for technical roles including developers and
engineers. These shortages reflect continued investment in client engagement and technology.

Training & Education

Across the industry, organisations are prioritising upskilling in areas that reflect current market and regulatory
shifts. Key focus areas include Al and automation, data privacy and regulation, product knowledge, and
leadership development. Soft skills, commercial training, and measurement capabilities are also highlighted.
While some are still defining plans, the overarching trend is towards building adaptable teams equipped to
navigate evolving technologies, client expectations, and compliance requirements within the digital advertising
landscape.
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“We've seen steady demand, but
there's a clear shift toward hiring
more senior, versatile talent who
can adapt quickly to evolving
client needs. Junior roles are
being filled more cautiously or
moved offshore to manage costs
and increase efficiency.”

“We're prioritising Al fluency,
privacy compliance & commercial
acumen. There’s also growing
emphasis on soft skills and
leadership development to
support both team growth & client
relationship management in an
increasingly complex ecosystem.”

“Demand has increased in specific
pockets like engineering & client
strategy, driven by growth in
advanced advertising formats &
analytics. However, most teams
are now expected to do more with
fewer resources, prompting

selective hiring.”
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Foundations of market mix modelling Foundations of retail media (introduction) Foundat
Dear IAB Community,
18 Lessons Free 35 Lessons $99.00 33 Lessons.

This week we released the third wave of our Retail Media State of the Nation research,

providing updated insights into investment growth, barriers, measurement needs, and future
opportunities. Retail media is gaining strong momentum, but we’re at a pivotal point—greater iqb_
structure and collaboration are now essential. The IAB Australia Retail Media Council will ausirala
continue to lead industry initiatives to help support this growth.
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austalia | market mix g Iab, introducfion to

We also launched the 2025 Australian and NZ Commerce Report, produced with Pureprofile. _ e | et

iab. | dg
. | digik
australia cghcud

Subscribe to the IAB Australia Check out the IAB Australia

newsletter

training courses
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