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SPONSORS
The IAB thanks the following organisations for their support in this study.
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EXPERIENCE WITH DIFFERENT AUDIO FORMATS  

41%        

6%

1%         0%        

43%        
46%

9%        

5%        
9%        

31%

23%        

33%        

0%        

11%

21%        

29%        

7%         6%

45%        

33%        

Broadcast radio Streaming Digital Audio DAB+ Podcast
It's a significant part of our activity It is regularly considered as part of our activities
We have experimented with it No experience but have plans to use
No experience and no plans to use

Q3. Which of these best describes your organization’s experience with the following forms of audio advertising to date? 
Base: media agencies N = 213



4

AGENCY TEAM STRUCTURE ACROSS BROADCAST & STREAMING

Planned by the same team but 
bought by different teams

Planned & bought by 
different teams Planned & bought 

by the same team

Other

19%

33% 46%

2%

Q4. How does your agency plan and buy audio advertising? 
Base: Media agencies, N = 213
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BUYING METHODS IN 2017

Traditional radio spot buy

Bundled with other media opportunities

Brand sponsorships

Programmatic Private Marketplace

74%

56%

66%

Q5. In the next twelve months, which of the following buying methods do you expect to use for audio advertising? 
N = 213

36%

50%Programmatically traded inventory
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LEVEL OF UNDERSTANDING

Q6. How well do you feel you understand the following forms of audio advertising?
 N = 213
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Broadcast
radio

DAB+ Streaming Podcasts

Expert (8-10 level of understanding) Novice (1-2 level of understanding)

Average Level of Understanding Scale 
(1= no understanding, 10=Complete Understanding)

7.9

4.3

7.2

5.1

Broadcast 
Radio

DAB+ PodcastsStreaming 
Digital 
Audio

Experts vs. Novices
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ADVERTISING OBJECTIVES

11%        

31%        

13%        

48%        

54%        

6%        

43%        

28%        

53%        

80%        

6%        

38%        

38%        

64%        

88%        

0%         20%         40%         60%         80%         100%        

Customer relationship
marketing

Increase engagement

Direct response

Support for specific
promotions

Increase brand
awareness

Broadcast radio Streaming Podcast

5%        

5%        

15%        

32%        

35%        

0%

9%        

18%        

18%        

53%        

1%        

5%        

18%        

27%        

44%        

0%         10%        20%        30%        40%        50%        60%        

Customer relationship
marketing

Increase engagement

Direct response

Support for specific
promotions

Increase brand
awareness

Broadcast radio Streaming Audio Podcast

All Objectives Primary Objective

Q7a. What have been the objectives of the broadcast radio advertising activities you’ve been involved with over the past year? 
N = 213; broadcast=196, streaming=175, podcast=80
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81%

SATISFACTION WITH OBJECTIVES – ALL AUDIO

Increase brand awareness

Increase engagement

Direct response

Promotions

CRM

89%

71%

91%

67% Nett. Satisfied %

Q9. How satisfied are you with the results of your audio advertising activities for the following objectives? 
N = 213
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COST EFFECTIVENESS AUDIO VS. OTHER MEDIA

59% ↑
41%         38% ↓

66% ↑

22% ↓

27%        

37% ↑
25%        

23%        

31%        

9%        
13%        

27% ↑

4% ↓

20% ↑

4% ↓ 9% ↓ 11% ↓ 7% ↓
27% ↑

Increase brand
awareness

Increase
engagement

Direct
response

Support for
specific

promotions

Customer
relationship
marketing

NETT Cost Effective Similar to other media NETT Less  Cost Effective Not sure at this time

86% 78%

63%

89%

53%

Q10. How cost effective do you find audio advertising compared to other forms of paid media advertising? 
N = 213
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ADVANTAGES OF AUDIO ADVERTISING

Q14. What are the major creative OPPORTUNITIES for audio advertising? N = 253

•	Integration & Talent access
•	Emotional saliency & storytelling
•	Visual & audio combinations
•	Data driven opportunities
•	Dynamic Creative
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OPPORTUNITIES FOR MARKET GROWTH

Q11. And what are the three biggest issues stopping audio advertising from being a larger proportion of ad volume? 
N = 213

•	Market Education
•	Effectiveness Proof Points & Research
•	Improvement Measurement & Standardised Metrics 
•	New creative opportunities

Agencies identified very similar areas for all forms of audio advertising
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DIRECT QUOTES

SHOW US HOW BROADCAST AND STREAMING DEVICES 
CAN WORK TOGETHER TO INCREASE AUDIO REACH.“

“

- Media Planner, VIC

REACHING CONSUMERS IN A PLACE WHERE THEY ARE RECEPTIVE TO 
BRANDS THAT ARE RELATED TO THE TYPE OF ENTERTAINMENT THEY 
ENJOY - CORRECT TIME AND PLACE AND RECEPTIVE AUDIENCES.“

“
- Agency Director, NSW

OUR EXPERIENCE HAS BEEN THAT WITH THE RIGHT CREATIVE 
PARTNER, WE CAN PRODUCE HIGHLY ENGAGING AND MEMORABLE 
CREATIVE THAT CAN DRIVE GREAT BUSINESS RESULTS.“

“

- CMO, NSW
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KEY TAKEAWAYS
•	Audio expertise is being leveraged within agencies with nearly half using the same team for broadcast 
radio and streaming digital audio planning and buying.

•	8 in 10 media buyers have used streaming digital audio.

•	Half of agency people are eit.her already buying programmatic audio inventory or expect to be in the next 
12 months

•	Podcast usage expected to increase in 2017 with 3 in 10 people having plans to trial this advertising 
option on top of the 38% who have already experimented with it. 

•	Brand awareness is the most common and main objective for broadcast, streaming and podcasts, followed 
by support for promotions. 

•	High level of agency satisfaction with audio advertising in terms of both meeting objectives and being 
cost effective.

•	There is desire from the buyers to see improvement in audience measurement systems and guidance in 
measuring effectiveness.
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WHAT CAN THE INDUSTRY DO TO PROMOTE THE ROLE OF AUDIO?

Q16. What single thing would the industry need to do to promote a stronger role for audio advertising? 
N = 253

•	Creative showcases
•	Better measurement 
•	Case studies/insights that highlight ROI & effectiveness
•	More innovation
•	Education, especially of new forms of audio advertising 
•	Better planning tools
•	More programmatic & programmatic integration
•	Beyond spots & dots
•	Integration & collaboration across broadcast & streaming
•	More integration with other media
•	Contemporise the medium & highlight the new forms more
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METHODOLOGY

THANK YOU


