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CONFIDENTIAL: NOT FOR PUBLIC RELEASE WITHOUT MEDIA I’S PRIOR CONSENT. 

This report is made available only for use in Australia and for the Users own internal business purposes or as 
otherwise expressly approved in writing by Media i. 

The User acknowledges and agrees it must not (and must not allow or authorise any third party to) use, copy, 
store, save, transmit, reproduce, distribute, disclose, display, sell, publish, broadcast or circulate the Report or any 
information, material or underlying data contained in the Report to any third party. 



INTRODUCTION

The following presentation reports on Media i’s latest instalment of its Industry Mood & Sentiment Survey. With 
over 4,500 respondents, the Media i Survey remains without doubt the largest and most significant industry 
sentiment survey for the media industry.    

The surveys are aimed at helping to positively address the widening gap between media agencies and media 
owners. This is achieved through collating attitudes and opinions on issues that are affecting the industry and 
tracking over time the sentiments and performance of agencies, media channels and media owner sales 
representation. 

As such, this survey is split into two tranches, one aimed at media sales professional's, the other at media agency 
practitioners. This report outlines the outcomes of each tranche.

Through this process Media i hopes to create more meaningful discussions with its clients, agency partners and 
industry observers 



SURVEY COMPOSITION



MEDIA AGENCY SURVEY 
COMPOSITION

Source: Media i Industry Survey 3rd October – 18th October 2024 



MEDIA AGENCY COMPOSITION 
2,641 media agency professionals participated in the Media i October-24 survey, in line with participation from both the October-23 
and May-24 surveys. Being 80% of the media owner facing agency market the survey composition is representative of the industry 
across all filters. 



MEDIA AGENCY COMPOSITION
69% of respondents were aged under 34 years with a strong female skew [64%]. 



MEDIA OWNER COMPOSITION
2,155 media owner sales professionals participated in the Media i October-24 Survey, up 3% on May-24. Being 80% of 
the media agency facing sales roles, the survey composition is representative of the industry across all filters. 



MEDIA OWNER COMPOSITION
63% of respondents were aged under 34 years with a strong female skew [62%]. 



OCTOBER 2024 SURVEY 
HIGHLIGHTS



Market sentiment is 
resilient in what continues 
to be a challenging market. 



INDUSTRY  
STATEMENTS



MEDIA AGENCY STATEMENTS 

Media agency sentiment remains resilient 
in what is best described as a challenging 
market.  

Whilst there is backward movement 
across the majority metrics this 
movement is small in comparison to 
shifts in overall market performance. 

Notable is the rise in the number of 
respondents actively looking for a job. 

Expectations of spend growth in CY25 
remain tempered in line expectations 
heading into this year, CY24. 



MEDIA AGENCY STATEMENTS - YOY



MEDIA OWNER STATEMENTS

Similarly to that of agencies, media owner 
sentiment also remains resilient

Backward movement presents across the 
majority of metrics which is not surprising 
given the markets under performance in 
CY24. 

Notably, media owner respondents found this 
year the toughest since the pandemic began 
in 2020 with expectations of spend growth in 
CY25 remaining tempered.  



MEDIA OWNER STATEMENTS YEAR ON YEAR
Whilst many metrics are back year on year, so is the number of respondents actively looking for a job. This is despite 
respondents citing it toughest year since the pandemic began. 



INDUSTRY
HAPPINESS



AGENCY HAPPINESS - NATIONAL
Media agency happiness levels have reduced slightly survey on survey which is consistent with sentiment tracking.   



MEDIA OWNER HAPPINESS - NATIONAL
Media owner happiness levels have increased slightly on May-24 reversing a 2-year trend.  



Agency CY25 growth 
estimates sit under 1% which 
is back compared to CY24 
estimates 12 months ago.   



MEDIA INDUSTRY GROWTH
NATIONAL



MEDIA INDUSTRY GROWTH - AGENCY 
Agencies’ CY25 total market [excluding search] growth expectations sit at 0.85%, down from 1% expectations for CY24 
and 2.3+% expectations for CY23. 



MEDIA IMAGERY
CHANNEL PERCEPTIONS OF MEDIA AGENCIES



Media agency perceptions of 
channels continue to evolve 
along with digital capabilities. 



CHANGING WITH THE TIMES



DELIVERS STRONG ROI



COST EFFECTIVE



CONSUMERS ENGAGE WITH



CREDIBLE AUDIENCE INSIGHTS & DATA



MEDIA AGENCY 
NPS



Media Agency NPS has 
increased +3 on May-24 with 
improvements seen in most 
markets



AGENCY NATIONAL NPS



TOTAL NPS TIME SERIES



MEDIA OWNER 
NPS



Media owner NPS has 
decreased by -2 in Oct-24 with 
only Publishing Media & 
Adtech improving period on 
period. 



MEDIA OWNER NATIONAL NPS



MEDIA OWNER NATIONAL NPS – BY CHANNEL
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