IAB/Nielsen mobile panel pilot data reveals 52% of digital
screen time now spent on mobile devices

8th August 2014: Mobile screen time is leading the way according to new data released by IAB Australia and Nielsen which shows that 52 percent of
digital screen time is spent on mobile devices. The findings, which come from the second round of data in the IAB / Nielsen Mobile Audience Panel
Pilot study, found that average digital screen time per person for the month June was 38 hours for desktop and laptop, 29 hours for smartphone
(browsing/apps) and 24 hours for tablet (browsing/apps).

As with previous data released, application usage dominates smartphone usage, representing 86 percent of time. Application usage on smartphones
and tablets is dominated by social and gaming activities; however, browsing on both devices is spread across a range of different categories.

Another trend identified in the report is that our love of news is translating from desktop to mobile devices with 14 percent of smartphone browsing
time now spent on news sites compared to only 11 percent in the US.

IAB Australia Director of Research, Gai Le Roy said, “If you compare Australian’s behaviour on their phones to Americans, you find that we are
incredibly social with nearly half of all application time being spent on social networking brands. We have seen for many years that Australians are
heavy users of social media across all platforms.

“Marketers should keep in mind that consumers are devise agnostic, but when it comes to design, measurement and marketing there need to be
different considerations,” said Le Roy.

IAB Australia and PWC are due to release June quarter digital advertising revenue figures in late August and it is expected that mobile will represent
at least 25 percent of digital display.

Le Roy commented “If you're not spending at least quarter of your digital marketing budget on mobile you should ask yourself why not.”

Alex Smith, Nielsen’s Regional Product Lead for Mobile noted; “It’s important that mobile use is considered as behaviour, not just a channel.”

In terms of total screen time, monthly broadcast television consumption represents 57 percent of screen time with 93 hours according to the latest
Oztam Australian Multi-Screen Report, while mobile represents 22 percent (phone and tablet) and desktop 21 percent of all screen time.

A panel of 1,500 people across age, gender and income demographics provide the data for browsing and app usage on smartphone and tablets and
provides the industry with the most accurate picture to date of the amount of time Australian consumers spend across screens.
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About the Interactive Advertising Bureau
The Interactive Advertising Bureau (IAB) Limited is the peak trade association for online advertising in Australia and was incorporated in July 2010. As
one of over 40 IAB offices globally, and with a rapidly growing membership, IAB Australia’s principal objective is to support and enable the media and
marketing industry to ensure that they thrive in the digital economy.

IAB Australia’s board includes representatives of Carsales.com, Fairfax Media, Google, Mi9, Network Ten, News Australia, REA Group, Telstra Media
Group, TressCox Lawyers and Yahoo!7. It has four objectives: To be the ‘big tent’ for the entire digital advertising industry and define the future of
digital advertising To deliver the benefits of ad funded interactive experiences to Australians To develop, coordinate and promote industry standards
and guidelines that make interactive advertising a simpler and more attractive medium for agencies, advertisers and marketers To prove and promote
the effectiveness of interactive advertising to advertisers, agencies, marketers and the press
For further information about IAB Australia please visit: www.iabaustralia.com.au
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