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DECEMBER 2017
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CURRENT USAGE
DECEMBER 2017

Uses an ad blocker

Don’t know about

(Apr 17 - 25%)

Have never used
an ad blocker

ad blockers
(Apr 17 - 37%)

Not now,

(Apr 17 - 20%)

but in the past
(Apr 17 - 17%)

ADBLOCKING USAGE BY DEVICE

% THAT USE ADBLOCKING

H

N’

d b
33%

#1 Primary Reason - Fear of
Getting a Virus

#1 All Reasons - Ads Are Disruptive

22%

ACTIONS THAT WOULD INFLUENCE PEOPLE

TO STOP USING AD BLOCKERS

Favourite Site Blocks Content

Guarantee that Ads are Safe From Virus

Site Guarantee of no Autoplay Video or Audio

Guarantee Ads Won’t Slow Down Browsing

Frequently Blocked Content on Sites

Site Guarantee of no Autoplay Video Even if

Audio is Muted

Site Guarantee Ads Won't Cover Content

Site Messages Requesting Turn Off Ad Blockers

35%
31%
30%
28%
28%
26%

25%

22%

Very Likely mmm

Likely m—

IMPACT OF COMMUNICATION

HAVE YOU BEEN ASKED BY A SITE TO

TURN YOUR AD BLOCKER OFF?

No

HAVE YOU EVER DONE ANY OF THE
FOLLOWING WHEN ASKED BY A WEBSITE?

Turned Off Ad Blocker
For That Site -

47%
Whitelisted Site

25%

Deleted Ad Blocker

3%

No Action Taken 36%

Yes

Source: IAB Australia ‘Ad Blocking: The Consumers Perspective - Wave 3" December 2017

Base: Apr 17 n=1,659, Dec 17 n=1,938
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