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2.

Global growth is forecast at 3.8% in 2019, amounting to US$625
billion, reflecting a relatively benign economic environment and
continued broad-based recovery.
The pace of ad spend growth is decelerating from 4.1% in 2018. In 32
out of the 59 markets included in our forecasts, growth is forecast to
slow down in 2019, but globally growth will likely accelerate to 4.3%
in 2020.
Despite political uncertainties around Brexit, we’ve upgraded the UK’s
ad spend forecast from 4.7% to 6.1% in 2019, reflecting the digital
maturity of the UK market.
Digital remains the dominant force in ad spend and is forecast to cross
the 40%-mark for the first time in 2019.
In the US, digital is predicted to overtake TV’s share of 2019 ad spend
for the first time.
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Mobile remains the fastest growing platform and is forecast to grow
by 19.2% in 2019.
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In China, Mobile is forecast to account for more than three-quarters of
2019 digital ad spend for the first time.
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3.

In 2019, TV is expected to make up just over one-third of global ad
spend, its lowest share since our forecasts began in 2000.
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Television’s ad spend growth is forecast to decline to 0.5% in 2019, but is
expected to show some signs of recovery by 2020, reaching 1.6%.

10

Online video is forecast to grow by one-fifth in 2019 and is the fastest
growing category within digital ad spend, driven by viewing habits on
mobile devices and the popularity of streaming services.
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Market Outlook
A picture of modest growth globally
The latest Dentsu Aegis Network Ad Spend forecasts show that growth is likely to hit
3.8% in 2019 (see Figure 1), amounting to US$625 billion. As a leading indicator of
wider economic performance, this forecast reflects the global economy’s continued
broad-based recovery with moderate growth expected into 2019, according to the
World Bank. In 2020, we expect ad growth to bounce back to 4.3%.
Figure 1: Growth in global ad spend 2018-20f (selected markets)
Year-on-year % growth at current prices
2018a

2019f

2020f

Global

4.1 (3.9)

3.8 (3.8)

4.3

North America

3.4 (3.4)

3.1 (3.2)

3.6

United States

3.4 (3.4)

3.0 (3.1)

3.6

Canada

3.7 (2.3)

5.2 (5.1)

5.1

Western Europe

3.4 (2.9)

3.2 (2.9)

3.3

United Kingdom

6.5 (4.2)

6.1 (4.7)

7.1

Germany

1.0 (2.6)

0.5 (2.9)

0.5

France

3.6 (2.5)

3.1 (2.8)

2.5

Italy

1.6 (1.4)

0.8 (1.1)

1.6

Spain

1.8 (1.5)

1.2 (1.2)

0.8

Central & Eastern
Europe

8.6 (7.8)

5.8 (6.6)

6.2

12.0 (11.7)

6.9 (8.5)

6.7

Asia-Pacific

4.6 (4.5)

4.5 (4.4)

4.9

Australia

3.7 (2.8)

2.4 (2.4)

2.6

China

7.8 (6.5)

7.0 (6.0)

6.4

India

9.6 (10.5)

10.6 (11.1)

11.6

Japan

0.2 (1.5)

0.6 (1.2)

2.4

Latin America

9.9 (6.9)

7.9 (7.3)

8.6

Brazil

7.1 (2.3)

3.6 (2.6)

6.2

Russia

Figures in brackets show our previous forecasts from June 2018
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U.S. Market Overview
As digital continues to grow, traditional media focuses on integrating
digital marketing strategies
Year on year % growth at current prices

United States

2018f

2019f

2020f

3.4% (3.4%)

3.0% (3.1%)

3.6% (3.5%)

Previous forecasts in brackets from June 2018

1.

Key changes from the JUNE 2018 report. Three key significant messages
from this update
- TV remains relatively flat (+1.2% in 2018), in terms of revenue. Although
advertisers continue to believe in the power of TV, they have concerns about
audience ratings putting pressure on the price of ads. With more networks
experimenting with TV attribution solutions to directly attribute TV campaign
exposure to advertiser business outcomes, such as sales lift, in-store visitation
lift and brand lift.
- Local TV has overall remained static, with an influx of money in a
few categories in the latter half of 2018; due to mid-term elections and
gaming deregulation.
- Digital continues to grow (+13.5%) and change at a fast rate. The importance
of brand safety and customer privacy stay at the forefront, with ongoing issues
facing both members of the duopoly, Facebook and Google. Mobile fuels growth
as consumers continue to increase time spent on devices. Video ad spend is
healthy across both advertising and subscriptions. Both segments are facing
positive disruption as new platforms enter the mix. These include ad-driven
social media channels and subscription-based providers that deliver live TV
bundles over the internet.

2. WHAT IS the ad spend forecast for 2019? What is expected to drive this?
- With no major events, such as elections or Olympics, effecting US ad spend in
2019, Linear TV will remain relatively static.
- Digital ad spend continues to thrive (+13.5), being powered by mobile and
video. Traditional marketers focus more on integrating digital marketing
strategies, utilizing the omnichannel approach to reach consumers and optimize
engagement and conversions.
- Out Of Home sees growth (+2.5% vs +2.2% in June 2018) due to an increase in
Digital OOH ads, that have the ability to create a more personalized experience
based on location.
- Print continues to decline (-8.2% in 2018) as most news outlets move their
focus to digital, where consumers are able to receive news updates in real time.
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3. How is the advertising market currently performing in 2018?
- Digital Video continues to grow (+25.3% vs +25% in June 2018), with almost
a quarter of all Video ad spending going to YouTube. Although Mobile viewership
remains popular, over half of all Digital Video ad spending will go PCs and
connected TVs. Showing that viewers still enjoy watching long-form video
content on a larger screen.
- The 18/19 TV Upfront continued to show the strength of traditional TV (+1.2%
in 2018); with both Upfront spend up +3-5% vs. 2017/18, and CPM increasing
+8-10%. Spending was driven by disruptor brands like Google and Amazon, as
well as DTC brands like Peloton and UnTuckit, while legacy categories like CPG,
Pharma, and Auto were flat to slight up.
- Local TV has seen a spike in spend due to the upcoming mid-term elections
and heated political environment, pushing spend over $3.5B. The mid-term
elections have been getting a lot of attention, and not just in swing states.
Spending in California has been more active then expected with many proposals
on the ballot. Candidate spending in New York, Pennsylvania, and Illinois have
also been higher than expected.
4. Rationale for any changes to the 2018 & 2019 ad spend forecasts
from what was previously predicted? (June 2018 UPDATE)
- Although Network TV is holding flat, it is facing internal and external
challenges and uncertainties caused by leadership shakeups. 2018 has been
a tumultuous year for the biggest broadcast networks as they experience top
rank leadership exits and reshuffling due to pending mergers (Disney and FOX),
scandals (CBS) and losing top talents to big tech competitors (Netflix, Amazon).
All these changes pose questions on Networks’ content strategy, sales strategy
and long term corporate stability.
- A surge in Search ad spending (11.5% vs +11.4% in June 2018) has been seen in
the second half of 2018. Search’s growth is mainly attributable to Google, who’s
search ad revenues over performed during the first half of 2018, increasing the
investment in mobile search advertising.
Economic context
The GDP has increased at a 4.2% rate, which is up from the 3.2% reported in the
first half of 2018. This has been the fastest growing rate we have seen since the
third quarter of 2014. Additionally, the September 2018 Consumer Confidence
Index (CCI) jumped to 138.4 from the 134.7 reported in August, which shows a
high level of confidence . The unemployment rate also hit an all time low, dipping
below 4%. Household wealth is also at a record high($100.8 trillion) as the value
of stocks, bonds, and homes keep climbing, but consumer optimism is starting to
wobble as inflation increases.
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5. What are the consumer trends driving changes in the profile of ad spend?
The subscription VOD/OTT (67mins per day) landscape is becoming crowded,
with over 200+ subscription Video-On Demand/Over-the-Top services in the
marketplace. OTT households continue to grow and have become mainstream
with almost 60 mm households now using OTT in the US.
- Given the increasingly shortened attention span and unprecedented access
and choice, traditional advertisers are innovating and re-inventing the TV
(235mins per day) experience to catch viewer’s attention. TV networks have
embraced ad innovation such as short video ads like 6-second creatives and
reduced ad loads (e.g., FOX, NBCU and Turner).
- Voice search is on the rise, with almost one third of all Google searches being
from “personal assistant” devices. Voice search differs from desktop or mobile
search, where one sees hundreds of search results; when a question is asked
through a device it will only provide one to a ten results at most. If one’s website
is one of them, the completion rate can potentially be much higher; making SEO
strategy for voice search essential.
- With millennial spending differing vastly from the traditional model of both
the Baby-Boomers and Gen X, advertisers are forced to build a relationship with
the consumer via less traditional media outlets. Many brands have started using
the power of social media influencers to sell their products, and Instagram’s new
in-app shopping option.
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Performance By Category
Automotive
The market forecast remains relatively flat now through 2020. The US Auto Industry
remains the largest advertising sector in 2018. Although the primary medium for
automotive campaigns, TV, has seen a decline (-3% in 2018), digital has benefited
as the industry moves towards cross-platform spending. Dealers are also funneling
more than two-thirds of their digital budgets into mobile in 2018.
CPG (Packaged Foods, Beverages, Toiletries, etc.)
Digital Ad Spend for CPG products continues to rise (+19%) as traditional ad budgets
decline. Although budgets are down, TV continues to be a safe and effective medium
when looking to reach the masses. CPG companies are experiencing significant
business disruption from the increasing amount of ecommerce, especially in the
grocery space. Social Media has become imperative, especially influencers, since
consumers are more likely to purchase a product from someone that they trust.
Retail
The retail category continues to evolve due to new competitors entering the
marketplace, varied interaction points with brands, the demand for a seamless
shopping experience, and the fight to garner consumer attention. As consumers
evolve, so does how they make purchases. Instagram and Facebook have adapted
to this by adding buy buttons on their platforms. TV is still important for brand
awareness, with some retailers focusing even more spend into the traditional
medium, while others are finding more value in digital and the power of search.
Pharma & Healthcare
Although overall ad spend in the Pharma & Healthcare industry is relatively flat
(+3%), Direct-to-consumer ad spending is rising due to consumers changing how
they manage their health. While the majority of brands still consider TV a safe space
to guarantee reach, many brands are recognizing the value of digital. Social Media
has begun to be recognized as a way to reach real physicians and engage directly
with patients.
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Key Media Ad Spend Trends
Shift From Traditional TV to VOD & OTT Services
TV networks are racing to directly reach consumers via Direct-To-Consumer OTT
offerings. As the video ecosystem becomes more fragmented with unprecedented
access via a myriad of content sources, devices, and platforms, more TV networks
are going direct to consumers. Bypassing distribution intermediaries offsets
rating declines, creates new revenue streams, and forges direct relationship with
consumers. Multichannel Video Programming Distributors (MVPD) viewership has
experienced an upward growth, demonstrating the value and appeal of both live
programming and on-demand viewing amidst the ongoing cord-cutting trend. In
addition, ad-supported OTT (AVOD) viewing has shown the strongest viewing growth
according to leading OTT service providers and platforms.
Brand Safety & Privacy Issues Faced By The Duopoly
Recent issues with advertising next to controversial videos on YouTube and
information sharing by Facebook, has brought the subject of brand safety and
privacy to the forefront. After a report that over 300 companies advertised on
YouTube channels promoting white nationalists, Nazi, pedophilia, and North Korean
propaganda, Google has promised to work on guaranteeing brand-safety. Google
Preferred has become the recommended approach for brands on YouTube, where
there is zero tolerance for non-brand safe activity; however, there is a significant
premium for this inventory. With ongoing privacy and data-sharing issues, Facebook
users have changed the way that they interact with the platform within the last
year. Reportedly over half of active users adjusting their privacy settings in the last
year and over a quarter of users saying they have deleted the Facebook app from
their device. Yet, reports indicated that Facebook has maintained data-sharing
partnerships with mobile device manufacturers obtaining data about a user’s
Facebook friends, even if those friends privacy settings are set to deny information
sharing with third parties.
The Effect Of Major Mergers
Media mergers have become more prevalent, which has people concerned about
the adverse effects that could be caused by media ownership becoming more
concentrated. The impact that the Disney/Fox merger, which has been approved
by the Department Of Justice, will have on the film industry is significant, largely
affecting Marvel Studios. Disney will be releasing all of Fox’s movies that are
completed or in production at the time of acquisition under their name, and it is
unclear whether Disney will maintain the Fox movie brand and continue to produce
new films under it following the acquisition. There have yet to be reports on how this
merger will effect TV. AT&T and Time Warner are still working towards the

9

Ad Spend 2019

government approving their merger. With the chief concern being whether
Time Warner’s bargaining power over pay-TV distributers would increase by
merging with AT&T, meaning if other providers do not agree to pay higher fees for
access to Time Warner channels they may face black outs of networks such as
CNN,TNT, & TBS.
Amazon, The E-Commerce Powerhouse
The biggest change in the Retail Category has been the growth of E-Commerce,
especially Amazon, which has 49% share of the category. Amazon can contribute
a large portion of its growth to the company’s priority to “make smarter
recommendations” for customers while driving new brand awareness and discovery.
Companies such as e-Bay continue to take a hit, losing market share for the second
year in a row, due to their inability to gain more sellers, as well as sellers that differ
from Amazon. Walmart, the fourth largest digital retailer, puts more focus on their
online grocery service by introducing delivery to more than 100 metro areas by
the start of 2019. Although, Amazon recently acquired Whole Foods, prices cannot
compete with Walmart’s, finally giving the traditional retailer an edge.
Audio Consolidation & Rebuilding
As the media marketplace continues to grow and change, Radio has had to rebuild
and consolidate to keep up. Pandora, who has suffered against competitor Spotify,
has been purchased by SiriusXM; making SiriusXM the largest Audio entertainment
company in the world. Other more traditional radio companies, Cumulus and
iHeart, fight to maintain business as usual amid bankruptcy. While, US Traffic
Network closes its doors as Entercom takes ownership of all CBS Stations. During
the collapse and rebuilding of FM/AM Radio, digital audio standout Spotify has
differentiated itself by being first to market with family plans, offline listening, and
integrations with other services like Hulu and effective social sharing tools. Samsung
also announced a partnership with Spotify for their Galaxy Home devices, making
Spotify the “go-to music provider” and will be fully integrated with Samsung’s voice
assistant, Bixby.
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US Data Tables
Y-O-Y % Growth At Current Prices
2018a

2019f

2020f

1.2

0.3

1.0

Newspapers

-10.4

-10.5

-10.2

Magazines

-6.0

-7.6

-5.8

Radio

1.0

0.0

0.3

Cinema

5.0

6.5

4.9

OOH

2.7

2.5

2.5

Total

13.5

12.3

11.3

Television

% Share Of Total Advertising Spend
2018a

2019f

2020f

36.4

35.4

34.5

Newspapers

7.9

6.8

5.9

Magazines

8.3

7.5

6.8

Radio

9.0

8.8

8.5

Cinema

0.6

0.6

0.6

OOH

3.8

3.8

3.8

Total

34.0

37.0

39.8

Television
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Y-O-Y % Growth At Current Prices
2018a

2019f

2020f

Total Digital*

12.3

11.0

9.4

Display*

8.0

7.5

6.1

Online Video

25.3

19.3

15.9

Social Media

n.a.

n.a.

n.a.

Paid Search

11.5

10.9

9.5

Classified

6.1

5.2

4.1

2018a

2019f

2020f

Mobile^

27.2

18.6

15.7

Programmatic
Spend^

20.3

16.8

13.1

*Includes Mobile/Tablet and Desktop, ^Subset of Total Digital Spend

% Share Of Total Advertising Spend
2018a

2019f

2020f

Total Digital*

100

100

100

Display

30.0

29.0

28.1

Online Video

19.5

20.9

22.1

Social Media

n.a.

n.a.

n.a.

Paid Search

42.3

42.2

42.2

Classified

8.3

7.9

7.5

2018a

2019f

2020f

Mobile^

67.2

71.5

74.8

Programmatic
Spend^

68.3

71.7

73.7

*Includes Mobile/Tablet and Desktop, ^Subset of Total Digital Spend
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Despite uncertainty around the impact of Brexit, the UK market will likely prove
resilient. We forecast it to grow by 6.1% this year, a slight decrease on 2018 but still
a relatively buoyant outlook. This amounts to £22.2 billion (around US$29.8billion)
and is an upward revision from the 4.7% growth predicted in our June 2018 report,
reflecting how the digital maturity of the UK ad spend market may insulate it against
future geopolitical shock. Other notable markets include China, where ad spend is
forecast to grow by 7% in 2019, reaching RMB 682 billion (around US$104 billion)
and accounting 17% of global ad spend. And in the US, ad spend is predicted to grow
by 3% in 2019 to reach US$223.6 billion.
Some markets will experience a small increase in growth this year from 2018. For
example, Canada’s ad spend is expected to rise from 3.7% to 5.2% in 2019, reflecting
its wider economic growth trajectory supported by strong oil and gas exports.
Meanwhile, in India ad spend will increase from 9.6% to 10.6%, strengthened in
particular by events such as this year’s Indian general election and coverage of the

Despite uncertainty around the impact
of Brexit, the UK market will likely
prove resilient.
Cricket World Cup in England & Wales. Japan, too, is forecast to see improved growth
at 0.6% this year (up from 0.2% in 2018) due to key events like the G20 Osaka
Summit, the Rugby World Cup and national events centred around the ascension of
Japan’s new emperor.
However, in 32 out of the 59 markets included in our forecasts, global ad spend
growth is expected to decelerate. While global economic growth helps to support
continued ad spend growth, the absence of key global sporting events in 2019 is
clearly having an impact.
Russia stands out as a market whose ad spend growth is predicted to decline sharply,
with 6.9% growth this year from 12% in 2018. Rising taxes, pension reforms and
declining consumer demand are leaving their mark—consumer confidence fell to
-14 in Q3 2018, its lowest reading since Q2 2017 (according to Russia’s Consumer
Confidence Index).
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Media outlook
Digital by default (nearly)
Digital ad spend is forecast to grow by 12% this year, reaching US$254 billion. In
2019, it will constitute more than 41% of global ad spend and in 2020, this will
increase to almost 44% as the impact of the digital economy extends its reach (see
Figure 2).
In the US, digital ad spend is forecast to overtake TV for the first time this year and
will represent 37% of the total share. This represents a major landmark in a market
where television has for decades been king. US digital ad spend growth will be at
12.3% in 2019 amounting to US$82.8 billion.
More widely, digital is predicted to have the largest share of ad spend in 26 out of 59
markets analysed this year (up from 21 markets in 2018), with not only the US, but
also Japan, Czech Republic, Malaysia and Singapore joining this list for the first time
this year.

Figure 2: Share of global ad spend by media, 2018-20 (%)
2018a

2019f

2020f

35.4 (35.5)

34.1 (34.5)

33.2

Newspapers

8.0 (8.1)

7.1 (7.2)

6.3

Magazines

5.0 (5.0)

4.5 (4.5)

4.1

Radio

6.2 (6.1)

6.0 (6.0)

5.8

Cinema

0.6 (0.6)

0.6 (0.6)

0.6

Outdoor

6.3 (6.2)

6.3 (6.0)

6.2

38.5 (38.4)

41.4 (41.1)

43.8

Television

Digital

Figures in brackets show our previous forecasts from June 2018
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Mobile on the march
Within digital, Mobile ad spend remains the fastest growing platform and is forecast
to grow at 19.2% in 2019. It owes much of its growth to the fast-increasing number
of smartphone users, particularly within Asia-Pacific markets where it is estimated
that there will be 1.59 billion smartphone users in 2019, up from 1.19 billion in 2016,
according to eMarketer. As far as Mobile’s share of ad investment is concerned, it will
make up 29% of global ad spend in 2019 and more than 30% of global ad spend in
2020.
In China, Mobile is forecast to account for more than three-quarters of 2019 digital
ad spend for the first time and in India, it is expected that the growth of mobile
ad spend will accelerate at pace, growing by almost half in 2019. Meanwhile in
France, where a strong smartphone user base has already been established, Mobile
constituted more than half of digital ad spend in 2018 and still looks to rise on a
year-by-year basis.
Figure 3: Growth in global ad spend within Digital, 2018-20
(% year-on-year growth at current prices)
2018a

2019f

2020f

Display*

12.2 (12.0)

11.7 (11.0)

9.7

Online Video

27.8 (24.6)

20.0 (17.7)

16.7

Social Media

21.9 (21.6)

18.4 (18.3)

14.6

Paid Search

9.5 (8.9)

9.2 (8.6)

7.9

Classified

7.2 (5.4)

6.8 (5.1)

5.1

2018a

2019f

2020f

Mobile

25.8 (23.3)

19.2 (18.8)

16.6

Desktop

-2.8 (-0.3)

-1.8 (-0.4)

-2.8

Figures in brackets show our previous forecasts from Jan 2018

Figures in brackets show our previous forecasts from June 2018

The comeback kids?
The decline of traditional media channels’ share of global ad spend is expected to
endure. TV is expected to make up just over one-third of ad spend in 2019, its lowest
share since our forecasts began in 2000. TV, newspapers and (to a lesser extent)
magazines, radio and Out-Of-Home (OOH) ad spend will all experience a slightly
smaller share of global spend this year and in 2020.
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In markets like Australia and Germany, ad spend on press media (newspapers and
magazines) is in steady decline. For example, in Australia, the 2018 Gold Coast
Commonwealth games did not strengthen investment as hoped and ad spend on
newspapers and magazines is forecast to decline by -8.6% and -24.0% respectively
this year (from -4.5% and -26.0% in 2018).
While traditional media spend is expected to decline by -0.7% this year, there are
some signs of recovery on the horizon. OOH is showing the highest growth rates,
forecast to reach 4% in 2019 to reach a 6.3% of total ad spend, encouraged by
digital innovation that creates ads using contextual information like references to
the region or weather to help resonate with audiences. For example, in April 2018,
McDonald’s launched an eye-catching weather-reactive campaign on giant screens
around the UK, teaming up with the Meteorological Office to re-imagine a typical
menu as weather icons for a 5-day forecast.
Despite its shrinking share of ad spend, TV will see its growth improve from 0.8%
in 2018 to 1.6% in 2020 supported by ad innovations, such as Connected and
Programmatic TV. Moreover, in recent months we’ve seen digital disruptors like Uber
and Dollar Shave Club investing in TV advertising, recognising the potential value of
traditional mediums to strengthen their emotional connection with consumers (see
our recent white paper New Brand Balance for more about this shift).
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Online Video is
forecast to grow by
one-fifth in 2019
and is the fastest
growing category
within digital ad
spend

Keeping it social
Online Video is forecast to grow by onefifth in 2019 and is the fastest growing
category within digital ad spend, putting
its growth ahead of Display, Social
Media, Paid Search and Classified.
Advertisers are strengthening their
investment in Online Video as video
platforms—like Instagram Stories and
Snapchat—continue to boast hundreds of
millions of daily active users. As of June
2018, Instagram Stories had 400 million
daily active users, according to Statista,
and streaming services grow in popularity
supported by increased mobile usage and
expanding mobile data packages. In July
2018, Spotify announced it had reached
83 million paid Premium subscribers, up
from 70 million in January 2018.
In the US, Online Video is predicted to
grow by 19.3% this year (compared with
18.5% in the June 2018 report), with
YouTube representing 11% of Google’s
net US revenues, according to eMarketer.
Meanwhile, in the UK, Online Video is
predicted to represent more than half of
display ad spending by 2020.
Social Media is forecast to grow by
18.4% in 2019. Despite lingering concerns
around brand safety and personal data
use, the number of social network users
continues to rise globally; Statista
estimates that there will be 2.77 billion
social network users in 2019 up from
2.46 billion in 2017. Understandably, then,
advertisers will continue to utilise Social
Media as a key platform for engagement
with consumers.
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Figure 4: Share of global ad spend by digital sub-category, 2018-20 (%)*

2018a

Display**

2019f

2020f

13.6 (13.3)

14.6 (14.2)

15.3

Online Video**

6.3 (5.9)

7.2 (6.6)

8.0

Social Media**

2.9 (3.1)

3.3 (3.5)

3.6

Paid Search**

14.5 (14.5)

15.2 (15.2)

15.6

3.2 (3.2)

3.3 (3.2)

3.3

Classified**

Figures in brackets show our previous forecasts from June 2018

2018a

2019f

2020f

Mobile

25.1 (25.2)

28.7 (28.7)

31.9

Desktop

14.9 (14.8)

14.0 (14.0)

13.0

Figures in brackets show our previous forecasts from June 2018
*Excludes a few markets where digital spend has not been broken out
**Includes advertising that appears on Desktop, Mobile & Tablets

Methodology
Advertising expenditure forecasts are compiled from data collated from
around the Dentsu Aegis Network’s brands and based on our local market
expertise. We use a bottom-up approach, with forecasts provided for 59
markets covering the Americas, EMEA, Asia Pacific and Rest of World
by medium: Television, Newspapers, Magazines, Radio, Cinema, Out-ofHome and Digital Media. The advertising spend figures are provided net
of negotiated discounts and with agency commission deducted, in current
prices and in local currency. For global and regional figures, we convert the
figures centrally into USD with the average exchange rate. The forecasts
are produced bi-annually with actual figures for the previous year and
latest forecasts for the current and following year.
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About Dentsu Aegis Network
Part of Dentsu Inc., Dentsu Aegis Network is made up of ten global
network brands—Carat, Dentsu, dentsu X, iProspect, Isobar,
mcgarrybowen, Merkle, MKTG, Posterscope and Vizeum and supported
by its specialist/multi-market brands. Dentsu Aegis Network is Innovating
the Way Brands Are Built for its clients through its best-in-class expertise
and capabilities in media, digital and creative communications services.
Offering a distinctive and innovative range of products and services,
Dentsu Aegis Network is headquartered in London and operates in 145
countries worldwide with more than 45,000 dedicated specialists.

For further information
please contact
Global head of thought leadership
tim.cooper@dentsuaegis.com

19.

Ad Spend 2019

