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Q "
ia Digital Landscape Report.

This report is designed to provide IAB members and lpsos iris
subscribers with an overview of the Australian Digital Landscape wij
information about: |

To the Ipsos iris and IAB A

* How many people are accessing the internet

* How often they do so

*  Who they are

* What they are doing

» What devices they are using to access different types of content
* Any interesting insights that may come up regarding the above

We will be evolving our reports over time, so feedback about
what else you would like to see is welcome and we can be
contacted at support-au@ipsos.com
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SNAPSHOT OF THE AUSTRALIAN ONLINE POPULATION 14+

%
0
Of the 14+
population
were online
yesterday

87%

Are online
more than
once or twice
a day

22,957

Australians aged 14+
are online each month

Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+
© Copyright Isos 2026

About 0.1%
O Of people 14+ have
never been online

99% v

Of people 35-44 * o
years old were online
at least once a
month

(16 v

VIiC

99% of Victorians
aged 14+ were

@ online in the last

week
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ONLINE SNAPSHOT BETWEEN DEC 22 AND DEG 25, A 9.6% INCREASE

DEC-22

online each month

Source: Ipsos iris Establishment Survey, December 2022, N = 14,593 P14+ and December 2025, N =12,009 P14+
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22.57MW

Australians aged 14+ are
online each month

20.59M __ A
Australians aged 14+ are
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FREQUENGY OF ONLINE USAGE CONTINUES TO GROW & NON-USERS

ARE DECLINING IN 2025 VS. 2022

DEC-22

92%

Of the 14+
population were
online yesterday

18%

Are online more
than once or
twice a day

6 Source: Ipsos iris Establishment Survey, December 2022, N = 14,593 P14+ and December 2025, N =12,009 P14+
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DEC-25

96%

Of the 14+
population were
online yesterday

87%

Are online more
than once or
twice a day

Non-Users
2% §
0.1%
Dec-22 | Dec-25

People 14+ who have never been online
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22.34M PEOPLE 14+ OWN AT LEAST ONE SMARTPHONE FOR PERSONAL USE,
WHILE THERE ARE 16.9M COMPUTERS AND 22.3M SMARTPHONES IN
AUSTRALIAN HOUSEHOLDS

PERSONALLY USED DEVICES DEVICES IN HOUSEHOLD
NUMBER OF DEVICES NUMBER OF DEVICES

J OO 0 0O G

25M 123M 23.5M 223M 96M 16.9M

Smartphones Tablets Computers Smartphones Tablets Computers
USE PENETRATION USE PENETRATION
98% 48% ’ ‘ 81% ’ 74% 52% ’ 68% ’

|ab

australia

Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+
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ALMOST ONE-THIRD OF AUSTRALIANS OWN A SMARTPHONE, COMPUTER, AND
TABLET FOR PERSONAL USE AND ALSO HAVE A SMART TV IN THEIR

HOUSEHOLD

DEVICE OVERLAP

Devices for Personal Use

Smartphone

40%

59%

Computer 31% Tablet

31%

Smart TV

Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+
© Copyright Ipsos 2026

31%

Of Australians own a
smartphone, computer and
tablet for personal use, and
have a smart TV in their
household

2.7

Average number of any
personally used devices
(excl. smart TV)

Devices include: Smartphones,
Tablets and Computers

iab

australia

Ipsos/



SMARTPHONE OWNERSHIP & USAGE

55% of females are Apple iPhone users, while 55% of SA residents uses Android smartphones.

AVERAGE DEVICES DEVICE RECENCY

-

A$ Average ® Average sl Average owned by e 2% 20
- 5%
number of number of an employer or
smartphones smartphones educational o
per household per person institutional 7%
OPERATING SYSTEM LUSAGE [
80% )
£ People aged 18 to 24 are most . 7o
1%, ' inclined to use Apple smartphones
with 74% choosing iPhone. 39%
Android
48% & |n contrast, those 35 and over
51% :
° Apple "' predominantly use Android , : : ,
m Other smartphones. Apple iPhone Android Phone Other smartphone
509 Northern Territorians have the highest vesterday " Past 7 Days = Past month
MR 5ycrage number of smartphones in the More than month ago ® Never ® Don't Know

HH at 2.89

Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+ Iqb
Ipsos ;

*Filter; P14+ who are employed or studying. H
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MOBILE OWNERSHIP INCREASED STRONGLY FROM 23.3M TO
25M DEVIGES, ANDROID UPTAKE INCREASED BY 13
PERCENTAGE POINTS (PPT)

SMARTPHONE 0S Dec 25 vs Dec 22
Smartphone Operating system 14+

2 51%
' Apple iPhone
0
I o2
Py 48% m Dec-22
l'l Android phone

Apple iIOS ownership has declined by 13ppt, while Android has gained 13ppt.

Android has closed the ownership gap down to 3ppt, a major shift from three years ago when Apple had a 29ppt advantage
over Android.

iab.

q Source: Ipsos iris Establishment Survey, December 2022, N = 14,593 P14+ and December 2025, N =12,009 P14+ au s’rro|io |pSOS /
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MOBILE OWNERSHIP TREND CHANGE BY AGE

SMARTPHONE 0S
" '

3% 71%

08% 657 59% 58%

(0] (0]

500, ’ 55%
47%
44% 499, 40%
37% 36%
27% II 9%
Apple iPhone Dec-2022 Apple iPhone Dec-2025 Android phone Dec-2022 Android phone Dec-2025

14-24 years old 25-44 years old  m45-64 years old ~ m 65+ years old

Most Android gains were recorded by 45 and over, 45-64s grew by 19ppt and 65 and over, which grew by 18ppt compared
with three years ago.

14-24-year-olds prefers or uses the Apple iPhone, only dropping 2ppt compared with three years ago. 25 and over all saw a
reduction in Apple ownership.

2 Source: Ipsos iris Establishment Survey, December 2022, N = 14,593 P14+ and December 2025, N =12,009 P14+ au sfro i Cl |pSOS /
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TABLET OWNERSHIP & USAGE

Apple iPad users are likely to be main or joint grocery buyers at a higher rate than users of Android tablets.

AVERAGE DEVICES

DEVICE RECENCY

2% 3% 4%

0.38*

ﬁ Average ® Average = Average owned by 9%
number of number of an employer or 1% 15%
tablets per tablets per educational
household person institutional
OPERATING SYSTEM LUSAGE
2%
A, Android tablet users are likely to be 58%
"' from Regional areas at 39.5% 49% o
35% Android compared to Metro areas at 33% 40%
Apple
m Other
63% # 18-24s are heavy users of Apple ' ' ' ]
. iPads at 79% compared with Android Apple iPad Android Tablet Other Tablet
tablet at 19% Yesterday B Past 7 Days ® Past month
More than month ago B Never ®m Don't Know

Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+ Idb
g Filter; P14+ who are employed or studying. |pSOS
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TABLET OWNERSHIP INCREASED 3PPT, ANDROID UPTAKE
INCREASE BY OVER 11PPT

TABLET OS Dec 25 vs Dec 22

Tablet Operating system 14+

’

63%
' Apple iPad
0,

-
"' Android tablet

Apple iPad declined by 10ppt, while Android tablet has gained 11ppt during the same period.

35% m Dec-22

Similar with smartphone ownership, Apples loss was picked up by Android, but the gap difference in December 25 is still at
28ppt advantage for Apple iPad.

iab
1AD.
14 Source: Ipsos iris Establishment Survey, December 2022, N = 14,593 P14+ and December 2025, N =12,009 P14+ |pSOS

: australia
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COMPUTER OWNERSHIP & USAGE

79% of Tasmanians use a Windows PC, while 39% in Paid Employment rely on computers at work.

AVERAGE DEVICES

0.58*

DEVICE RECENCY

1% - 2%
(0]

3%

3%

6%

8%

m Average ® Average sma Average owned by
number of number of an employer or
computers computers educational
per household per person institutional

OPERATING SYSTEM USAGE
79%
8% 69%
q 39% in paid employment 56% 46%
HHE Australians use a computer at their
18% Windows workplace or educational setting
Apple (not in the home).
m Other . . . . .
Work / school PC or PC Mac Other PC

74%

[

Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+
*Filter; P14+ who are employed or studying.
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10%

Mac
Yesterday

84% of 65 and older online

Australians use a Windows PC m Past 7 Days

More than monthago  ® Never

m Past month

m Don't Know
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WINDOWS PG OWNERSHIP INCREASED BY 3PPT

PC/LAPTOP 0OS Dec 25 vs Dec 22

Computer/Laptop Operating system 14+

74%

Windows PC
0,

18% m Dec-22

Apple Mac

Apple Mac ownership has declined by 3ppt, while Windows PC has gained by 3ppt.

iab.

16 Source: Ipsos iris Establishment Survey, December 2022, N = 14,593 P14+ and December 2025, N =12,009 P14+ au s’rrolio
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72% OF ONLINE AUSTRALIANS HAVE A SMART TV IN THE HOUSEHOLD, AND
25% OWN MULTIPLE SMART TVS

SMART TV OWNERSHIP

SMART TV OWNERSHIP TOTAL HOUSEHOLDS

NUMBER OF SMART TV’S IN ONLINE HOUSEHOLDS

2%
. |
5%
28%

Average number
of smart TVs per
household 3

25% 26%

4
47% of online o
households have at . . .
least 1 smart TV in their 47% TV with no access to  Smart TV directly TV that connects by a
home the internet in HH connected to the streaming device (e.g.

internet in HH Chromecast) in HH

47 Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+ |pSOS /
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GCONNEGTED TV OWNERSHIP INGREASED DEC 22 vs. DEC 25, AN
INCREASE OF 4.4PPT

CONNECTED TV

\/
bEc.22 [ ] bEC-25

66.9% 70.9%

Australians aged 14+ Australians aged 14+

01 )

iab.

48 Source: Ipsos iris Establishment Survey, December 2022, N = 14,593 P14+ and December 2025, N =12,009 P14+ 0usfrc1|io |pSOS /
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OTHER DEVIGES HAVE DECLINED WITH THE EXCEPTION OF SMART HOME
DEVICES LIKE GOOGLE HOME AND AMAZON ECHO

OTHER DEVICES IN HOUSEHOLD

ol o b e N
S Gences oo, Siomecest HEstee Ape 10 o
0
Smart watch (excluding fitness trackers
S ' I

Smart home device (e.g. Google Home, Amazon Echo) _ 059
(4]
An internet connected set top box or DVR (e.g. Telstra TV) _ 6%
()
Fitness tracker (excluding smart watches, e.g. Garmin fit bit) _ 200,
0

15%

E-reader (e.g. kindle) _ 179
0

Source: Ipsos iris Establishment Survey, December 2022, N = 14,593 P14+ and December 2025, N =12,009 P14+
© Copyright Ipsos 2026

Dec-25
m Dec-22

-6%

PPT decline in
Gaming console
ownership compared
with Dec 2022

-9%

PPT decline in
Fitness tracker
ownership compared
with Dec 2022

+2%

PPT increase Smart
home device
ownership compared
with Dec 2022
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SMART TVs REMAIN THE MOST POPULAR DEVICES FOR SUBSCRIPTION
STREAMING AND FREE ONLINE TV, WITH AUDIO AND SOCIAL MEDIA MOST
GCONSUMED WITH SMARTPHONES

DEVICES USED TO STREAM (LAST 7 DAYS)

FREE ONLINE TV AUDIO CONTENT SOCIAL MEDIA VIDEOS

80% 83%
(0}

70% 69%

35%

06% 29%

21%
14% 14% 170 -
0
7% 6% i I 4% 6% 5% 5% I 3% 4% 00y 2%
-_ _- —

0,
1185 11%
3% 6% 4%
] Streaming Dewce Internet Connected

20 Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+ au S’ﬂ'O i CI M
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SMARTPHONE STREAMING OF SUBSCRIPTION VIDEO BY
AUSTRALIANS AGED 35 AND OVER SAW A 5.6PPT INGREASE

DEVICES USED TO STREAM SUBSCRIPTION VIDEO (LAST 7 DAYS) - SMARTPHONE

21.8% M 27.4%

Australians aged 35+ Australians aged 35+

iab.

ment Survey, December 2022, N = 14,593 P14+ and December 2025, N =12,009 P14+ au str0|ic1
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PEOPLE AGED 45 AND ABOVE STILL DEVOTE THE MOST TIME TO BOTH FREE

ONLINE AND SUBSCRIPTION TV. PEOPLE AGED 14-24 SPEND THE MOST TIME
WITH SOCIAL MEDIA VIDEO

AVERAGE HOURS SPENT PER WEEK (CLAIMED) ON ANY DEVICE DEC 25

14

13 13
11 11
. 14-24
/ / 7 m25-44
4 45-64
65+
Free online TV Subscription TV Social Media Video

Average number of hours Australians 14+ claim to spend watching free
online TV, subscription TV or social media videos per week. Among all age
groups, those aged 25-64 watch the most, averaging 21.3 hours per week,

followed by those aged 65 and over with 20.7 hours per week and 18.3
hours for those aged14-24.

20.7

23 Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+ |pSOS /
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AVERAGE HOURS SPENT PER WEEK BY AGE

AVERAGE HOURS SPENT PER WEEK (CLAIMED) ON ANY DEVICE DEC 22 VS DEC 25

20 21 21
18
17 17

14-24

m25-44
45-64
65+

Streaming Dec 2022 Streaming Dec 2025

Average number of hours Australians 14+ claim to spend watching free online TV, subscription TV
or social media videos per week have increased by 10 hours . 14-24 groups claimed reduction in

streaming hours by 2 hours, while those aged 25 and over all claimed increase in streaming hours
per week by 3 hours.

a4 Source: Ipsos iris Establishment Survey, December 2022, N=14,593 P14+ and December 2025, N =12,009 P14+ CIUSfI'C]liC] |pSOS /
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DECEMBER 2022 VS DECEMBER 2025 AVERAGE HOURS SPENT ON
STREAMING VIDEO

AVERAGE HOURS SPENT PER WEEK (CLAIMED)

12

10 10

7

m Dec-22
- b

Free online TV Subscription TV Social Media Video

Average number of hours Australians 14+ claim to spend watching free online TV, subscription
TV or social media videos per week on any device increased, up 2 hours on Free online TV, up
1 hour in Subscription streaming services and 3 hours on Social media videos per week.

iab.

5 Source: Ipsos iris Establishment Survey, December 2022, N=14,593 P14+ and December 2025, N =12,009 P14+ au sfro|io |pSOS /
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THERE HAS BEEN A 2.7 HOUR OR 15% INCREASE IN AUSTRALIANS
AGED 14+ WATCHING VIDEO ON ANY PLATFORM

AVERAGE HOURS SPENT (CLAIMED) L7D Dec 22 vs Dec 25

18.0 hrs A 20.7hrs

Australians aged 14+ Australians aged 14+

iab.

Source: Ipsos iris Establishment Survey, December 2022, N = 14,593 P14+ and December 2025, N =12,009 P14+ 0usfr0|io |pSOS /
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WEEKLY REACH OF PAID STREAMING SERVIGES DEGLINED, FREE
ONLINE TV HAVE GAINED COMPARED WITH FREE LIVE TV

ONLINE MEDIA CONSUMPTION (L7D) ON ANY DEVICE

66%ga50, 66%

62%
61% ° gon  59%

o 459
85 A) 43% 0 42% ~
Watched any video 37 % 339,
online in the past 7 32%6°°7
days 27%

22% 219
18%

66%
Listened to any audio

online in the past / Watched a Watched Watched Listenedto Watched Listened to Listened to Listenedto Watched Listened to
days video on paid free live TV live radio free online paid music free music a podcast Foxtel or online radio
social media streaming vV streaming  streaming Fetch TV
service service service or
unpaid
mDec-22 mDec-25 Version
7 Source: Ipsos iris Establishment Survey, December 2022, N=14,593 P14+ and December 2025, N =12,009 P14+ (I]ggq Ipsos /
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THOSE UNDER 44 ARE MORE LIKELY TO CONSUME SOCIAL MEDIA VIDEOS,
WHEREAS THOSE AGED 45 AND ABOVE ARE MORE LIKELY TO HAVE WATCHED

FREE ONLINE TV, LIKE BVOD.

ONLINE MEDIA CONSUMPTION BY AGE (L7D)

9% / 86% 83% o 84%

4% \ 77% . 81% 224, -
(0]
63%  66% 9 62%
61% 6 —
47% 49%
39% 8%
29% 29%

49%8%

6cy|

30%
20% 919 209% 24%

— 14%18%

12% | 9
I13% 7% | I 700\ i4%)

Watched any Listened to any Watched paid Watcheda  Watched free  Listened to

video online  audio online streaming  video on social live TV paid music
service media streaming
service

Watched free Listened to free Listened to a Watched Foxtel Listened to
podcast or Fetch TV online radio

online TV music
streaming
service or
unpaid version

14-24 years old " 25-44 years old m45-64 years old = 65+ years old

28 Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+
© Copyright Ipsos 2026
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NETFLIX DOMINATES LAST 30-DAY USAGE OF SVOD SERVICES

PAID STREAMING CONSUMPTION 14+ YEARS OLD (L30D Claimed)*

Dec-25
60%
33%
28%
5% 15%
° 13%
° 1% 10% 10% 10%
Netflix Amazon Prime Disney+ Stan. Paramount+ Kayo Sports Apple TV+ YouTube Binge Foxtel Go /
Video Premium Foxtel Now

9 Source: Ipsos iris Establishment Survey, December 2025, N= 12,009 P14+, * New question added June 25, effective sample size n= 5,957 P14+, average monthly
© Copyright Ipsos 2026
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KEY TAKEOUTS DECEMBER 2025 VS. DECEMBER 2022

Do
e¢

Smartphones are virtually
universal with 98% of
Australians 14+ using to
access the internet in the last
month compared with 95%
three years ago.
Android ownership has gained
over 13 percentage points from
35% to 48% at the expense of
Apple iPhone ownership.

96% of 14+ were online
yesterday, compared with
92% three years ago. 87% of
those were online multiple
times a day compared with
78% three years ago.
This trend is mirrored by
device ownership, as the
average number of
smartphones per household
has risen from 2.58 to 2.74.

1 Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+

© Copyright Ipsos 2026

.0
e

Online Australians 14+
spend on average 20.7
hours watching free online
TV, subscription TV or social
media video per week,
compared with 18 hours
three years ago.

In contrast, the time spent
by individuals aged 14-24
has decreased. This group
now spends 18.3 hours per
week on these activities,
down from 20.3 hours per
week three years prior.

o000
o000
LN
A
40>

P65+ continue to spend the
most time consuming both
free online & subscription TV.
14-24-year-olds are
spending less time
streaming subscription
service, a reduction of over
18% from three years ago
from 9 hours down to 7.3
hours.

iab
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KEY TAKEOUTS DECEMBER 2025 VS. DECEMBER 2022 CONTINUED

EH ) $

Usage of most music and

audio services has declined.  Gonnected TV ownership Ownership of several Consumption of paid streamin
élstenlng (thb“V? éad|o _in'household has connected devices has  services ﬁas deolﬁ)ned, likely du%
gcreatsle " Y Itk’) increased from 66.5% to declined, with gaming to cost-of-living issues
pé) CtaS 'g en!gg cll Dy 70.9%, or 4.4ppt increase. consoles decreasing by impacting Australians.
PPL, and paid music The average number of 6ppt and fitness trackers Specifically, general paid
§tretagn|ng slerwcets Sat‘VVf an connected TVs per online by 5ppt. In contrast, smart streaming is down by 5pr’[,
2RI QIO 17 (GOANEEI, IS ‘Australian household home devices like Google  paid music streaming has fallen
musmhstreatl’nlng SErVICes increased shg%htlg from Home and Amazon Echo by 8ppt, and subscription TV
g(%reerite necgng%(ﬁﬁg\?vri ht% 1.07 to 1.08. were the %nly category to services like Foxtel and Fetch
1opt iRCrease. see growt ) plBEreasmg by have decreased by 5ppt.

iab
®
32 Source: Ipsos iris Establishment Survey, December 2022, N=14,593 P14+ ousfr0|ic| |pSOS
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ESTABLISHMENT SURVEY PROFILE DECEMBER 2025

22,577,000

Total Internet 6% 0P 17%
Population™

*Australians 14+ who have
accessed the internet in the
past month

20%

15% 149

14-24 25-34 35-44 45-54 55-64 65+

1%
.
T
11%e 0 0, 0 (1)
. 32% 87% 53% 64% 27%
7% e 2% Grocery  Inpaid Live in metro  Tertiary
26% buyers employment areas (5 cap)  educated
[ ]
2%

a4 Source: Ipsos iris Establishment Survey, December 2025, N=12,009 P14+
© Copyright Ipsos 2026

49%

91%

)

1% 83%
1 2+

ETHNICITY

=)o =e =e =s =D+

person person

° o o Caucasian,

{1

e o o Asian (excl. Middle
FFF * East), 15%. N

ﬂ T ,m g)g/?er ethnicities,
YY Aboriginal or Torres
ﬂ gg : Strait Islander, 5%
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australia | 1PSOS




BACKGROUND & METHODOLOGY

As the preferred digital currency provider, lpsos surveys 12,000 Australians aged 14 and
over per annum to capture their digital device ownership and usage at both a household and
personal level.

The survey is designed to create a digital universe on which to project online audiences and
to provide panel recruitment targets covering demographics and device type ownership and
usage. This is an lpsos run combination of a phone-based survey (via CATI) and online
survey (via Ipsos Interactive Services) set up specifically for lpsos iris that will provide quality
statistics vital for panel control and weighting.

The survey delivers a true understanding of the Australian digital landscape covering
demography and geography; personal and household digital device usage and type as well
as frequency of using the internet.

The survey includes questions common to OzTAM Establishment Survey to enable CTV data
integration.

JAS-ANZ

C— iab. K

australia
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