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FRANCE: ‘The Recovery is confirmed’
OVERVIEW OF THE TOTAL ADVERTISING MARKET
Year on year % growth at current prices

France

2017a

2018f

2019f

2,7%

2,5%

2,8%

b. Please describe the economic context

Retail still will be the first sector invested far away automotive mainly due to Internet and
Television and should raise +6%, with a SOM at 19%, with Lidl as first advertiser,

Growth in the first quarter of 2018 should slow down: households' purchasing power fell

Automotive should stay at 2nd rank but flat (SOM 10%). Food at the 3rd rank food sector is

by -0.2%, they will have to draw on their savings, and consumption should increase by

expected to raise +2% while maintaining a staggering 80% share of market on TV (SOM

only + 0.2%. But as of the second quarter, the purchasing power should increase again

9%). The global investment in gross budget should be 31,040 B€.

and in the last quarter it should increase by 1.5%. At the same time, the economic
recovery will create jobs - about 200,000 / 300 000 this year - and raise wages.
Economic conditions are favorable and the government's growth forecasts are
PLEASE SUMMARISE THE KEY CHANGES FROM THE JANUARY 2018 REPORT. 3 KEY

revised up +2% in 2018 (vs +1,7% Oct.) and + 1.9% in 2019.

SIGNIFICANT MESSAGES FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018

2018f Gross Local
Currency Million

2018f vs. 2017
YOY%

RETAIL

6 012

+6,3

AUTOMOTIVE

3 144

+0,1

FOOD

2 685

+1,8

CULTURE & LEISURE

2 359

-1,7

DRIVE THIS? PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.

BEAUTY CARE

2 094

-1,3

In 2019 the rugby world cup in Japan should be added to the recovery of economic

BANK & INSURANCE

1 845

-5,6

TOURISM

1 581

-2,0

MEDIA INFORMATION

1 541

-5,3

FASHION &
ACCESSORIES

1 349

-3,3

TELCOMS

1 319

-8,0

Top 10 Categories
2018f

UPDATE. WHAT DO THESE FINDINGS MEAN FOR CLIENTS?

• The fourth quarter, which was favorable for all media and, of course, the growth of
digital and, to a lesser extent, the growth of TV, helped revitalize our market. The

2. PLEASE PROVIDE STRONG RATIONALE FOR ANY CHANGES TO THE AD SPEND
FORECASTS FROM WHAT WAS PREDICTED PREVIOUSLY FOR THE JANUARY 2018
UPDATE

economic situation is in favor of these results (and vice versa), despite this being a
presidential year which traditionally attracts less enthusiasm amongst advertisers.

The effectiveness of traditional media does not falter and the difficulties encountered by

• Net investments in digital have risen sharply and exceeded market expectations.

the Gafa, the various alliances "French Data" like Gravity or Skyline, encourage advertisers

• With the presidential elections traditionally not being very favorable to the advertising

not to turn away drastically from traditional media. In addition, investments in digital are

market, the economic recovery and the confidence following this change of

still very strong, driven by mobile, video and social networks.

president seem to be there.
3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO
1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE
BREAK DOWN 2018’S PERFORMANCE BY QUARTER.

activity.
The first quarter will not be very dynamic and will remain stable compared to last year.
The second quarter should benefit from the excitement that will precede the World Cup
and should be up by + 2%. The third and particularly the last quarter should see a change
of +3%.

a. This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US

Our all-media advertising market should grow by + 2.8%, still driven by digital
investments, by + 7.4%, TV media up + 0.8% and OOH media up + 2.9%. At the
end of the year 2018, our president should review the laws concerning the media
calendar, the forbidden sectors in TV like the promotion of the retailers and the
cinema, the programmatic TV. If legislative changes were decided, our market in
2019 could be positively impacted.

mid-term elections. Please quantify the affect of this on your market’s ad spendwhat would the total market forecast be without these events?

Olympic Winter Games were well attended and generated good audiences despite the
jet lag. On the other hand, it does not really constitute a windfall in terms of advertising
revenue. The world cup, on the other hand, will benefit mainly the audiovisual media, and
of course the Internet, due to the short time zone of broadcasting.

4. WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?
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QUOTE: ‘BY MEDIA TREND’

Television should benefit from the World Cup, which is the most expected sporting event.
The new communication possibilities in sponsorship, lengthening of the billboard and
possibility to show the product will also strongly contribute to the progression of the

5. BY MEDIA,

media which should finish at + 1%. Even If sponsoring weighs 6% of the total net
investment on TV, it should be raised by +15%. Traditionally the broadcasted programs at

In this section please expand on and develop the 5 biggest by media ad spend trends

the end of the year are very attractive and expensive. Programmatic TV still is in

in 2018. Please include top spending, stand out media types (due to year-on-year

discussion with a lobby composed by media networks, to make laws change about data

growth or decline) including TV and DIGITAL SUB-CATEGORIES.

and geolocalization.

• What’s new since the previous update made in January 2018?
• What is the long term forecast trend e.g. mobile based social ad spend in 2012 was

c. Print

just 6%, four years later it is 81% and we expect by 2021 it will represent 94%.

• Details by media owner e.g. Online Video growth driven by rapid increase in YouTube
sales.

The daily press as Magazine will suffer the biggest drop compared to the other media
even if it slows down (-5,0% for Daily Newspapers and -6,5% for Magazines). Despite
good audiences especially on the digital, the press can not find a virtuous business
model that would lead to a dynamic progression. The Gravity and skyline alliances do not

a. Internet

manage for the moment to reverse this trend. These alliances between press groups but
The +12% increase at the end of 2017 exceeded the advertising market forecasts. This

also TV and e-commerce sites, have the ambition to share their data and allow agencies

year we estimate the increase of the Internet to + 8.2%, almost three times higher than

to buy in programmatic and real time. The scourge of the press in France is not only the

that of all the media, to reach € 4,459B. At the end of 2019, the SOM of Internet should

GAFAS and the closing of the kiosks, but its free. Advertising that finances the non-

reach 41%, equal to the one of total press in 2007. This year, even if we can not assess the

paying model can no longer finance newspapers alone.

impact of voice search, digital growth will be driven by mobile search + display (+22,5%),
video(+31,0%), and the growth of programmatic buying (+23.3%).
Paid Search will still be the

1st

d. Outdoor

Digital lever, weIghts for 47% of Digital Investments for

which we expect an increase of +2,7%. This lever has many attractions that do not denies, with

2018 will be favorable to the OOH on the one hand thanks to the world cup, and the

high growths up to 2020. Especially with the arrival of vocal search that arrives in France

other hand especially with the natural progression following a presidential elections year

this growth will not slow down.

(+2,9% with a SOM at 10,6% and 1,214 B€). Displayce expects a +78% increase in DOOH

Mobile (Search + Display) represents 54% at FY2018 with 2,4B€, and an expected growth

advertising expenditures (end of 2017 to 2019), which will contribute to growth for the

of +22,5% in 2018. At the end of 2020, it should weight for 60% of Digital.

whole media close to +3,0%.

The growth of social lever should be +32,4% at 886M€ driven by Mobile.
Total Video should be raised +31% and weights with 912M€ 17% of digital investments. The

e. Radio

popular outstream formats and the video instream on the replay platforms will also make
it possible to better monetize this lever.

The radio should regain stability in 2018 after a year back. Radio, despite its effectiveness
on sales that continues unabated, has suffered bad results from Europe 1 audience and
probably the fraud of last year to the measure continues to weaken the media. Radio

b. Television

should reach 695M€ (vs 694M€ in 2017) with a 6.1% market share down -0.2 pt. the
acquisition of RTL by M6 Group should change the market with packaged offers, and
maybe encourage other mergers and acquisitions.
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FRANCE - Data Tables
MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Television

+1,0

+0,8

+0,8

Television

Newspapers

-5,3

-5,0

-4,2

Magazines

-9,7

-6,5

Radio

-2,5

Cinema
Outdoor
Total Digital

MEDIA

% SHARE OF TOTAL
ADVERTISING SPEND

MEDIA

2017a

2018f

2019f

29,6

29,1

28,6

Newspapers

7,5

7,0

6,5

-4,5

Magazines

8,2

7,5

6,9

+0,2

+0,2

Radio

6,3

6,1

6,0

+5,6

+4,5

+3,0

Cinema

0,9

0,9

0,9

-2,1

+0,8

+2,9

Outdoor

10,6

10,5

10,5

+12,0

+8,2

+7,4

Total Digital

36,9

39

40,7

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Total Digital*

+12,0

+8,2

+7,4

Display (Banners)

+10,9

+11,6

+8,7

Online Video

+38,4

+31,0

Social Media

+47,7

Paid Search

MEDIA

% SHARE OF TOTAL DIGITAL
SPEND
2017a

2018f

2019f

Total Digital*

100

100

100

Display (Banners)

21,3

21,8

22,1

+20,6

Online Video

14,1

16,9

19,0

+32,4

+25,8

Social Media

46,1

51,2

56,6

+8,3

+2,7

+2,9

Paid Search

50,1

47,2

45,3

Other incl.
Classified

+6,3

5,0

+4,5

Other incl.
Classified

14,5

14,0

13,6

Mobile^

-2,5

-3,2

-1,1

51

46

42

Programmatic
Spend^

+31,1

+23,3

+16,9

62,1

70,3

76,6

Mobile^
Programmatic
Spend^

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

4

GERMANY: Careful optimism
OVERVIEW OF THE TOTAL ADVERTISING MARKET
Year on year % growth at current prices

Germany

2017a

2018f

2019f

2,3%

2,6%

2,9%

Brexit processes will have a heavy impact on the Germany economy, unemployment
rates are falling and there is a record budget surplus.

2. PLEASE PROVIDE STRONG RATIONALE FOR ANY CHANGES TO THE AD SPEND
FORECASTS FROM WHAT WAS PREDICTED PREVIOUSLY FOR THE JANUARY 2018
UPDATE

PLEASE SUMMARIZE THE KEY CHANGES FROM THE JANUARY 2018 REPORT. 3 KEY

With a newly constituted government and positive economic forecasts there is no reason

SIGNIFICANT MESSAGES FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018

to change the prediction for 2018, despite a slightly weakened gross ad spends

UPDATE. WHAT DO THESE FINDINGS MEAN FOR CLIENTS?

development so far in this year. As the international political situation lacks stability and

• As 2018 shows no real signs so far for a weakening the forecast has not changed for

5.284 €

4,1

3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO

Media

4.759 €

-1,8

Services

3.632 €

4,8

Body Care

2.592 €

12,1

Automotive

2.418 €

1,5

Food

2.264 €

2,3

Health & Pharmaceuticals

1.822 €

3,1

Home and Gardening

1.558 €

4,6

Finance

1.359 €

10,1

Tourism

996 €

-3,2

DRIVE THIS? PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.

• We have, however, lowered the forecast for 2019 based on hesitant economic forecasts

While the shares of the different media channels change/shift the overall expectations

1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE

economy and a stable consumer climate. Together with improved data driven options

BREAK DOWN 2018’S PERFORMANCE BY QUARTER.

and measurement possibilities further ad spends growth is expected for the ad

are still fairly optimistic for the next year. Experts foresee a further expansion of the

market – especially for thriving digital media channels. In 2019 several federal
So far the first 3 months of 2018 see a stable gross advertising market similar to the year

elections will take place, but without real impact on the advertising industry. The

before with a slight negative development in March.

same applies to sport events with the women football world cup and the handball world
cup (men) being the two top events.

mid-term elections. Please quantify the affect of this on your market’s ad spendwhat would the total market forecast be without these events?

2018f vs. 2017
YOY%

Retail

the year.

a. This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US

2018f Gross Local
Currency Million

could have some economic impact the forecast for 2019 was lowered slightly.

• The development of the German advertising market in 2017 did meet the general
expectations – growth was even a little bit higher than expected.

Top 10 Categories
2018f

4. WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?
2018 will see some changes in the category ranking: Due to expected investment

As in the years before we don’t expect the big sport events to have a significant impact

declines for beverages and telecommunication are not ranked in the top 10 anymore –

on the ad spends in Germany. While a larger part than ever is now broadcasted on pay

they would be on 11 and 12. They will change places with finance and tourism. Only media

TV, the rest is mostly shown in public channels with restricted ad times. Thus, clients

and tourism are expected to lose ad investments on a low level. Retail will keep gaining

might shift their volume to avoid clutter or invest into sponsorship or other non-observed

gross income and will overtake the media sector, body care is also expected to improve

vehicles.

growth rates.

b. Please describe the economic context
Despite weakened economic figures in the beginning of 2018 with falling export figures
and facing threatening US protectionism experts and institutions expect that the
industries will gain momentum during the next months. Neither the US taxes nor the

5

QUOTE: ‘AD TECHNOLOGY AND DATA ARE KEY’

5. BY MEDIA,
Programmatic: The spread continues
In this section please expand on and develop the 5 biggest by media ad spend trends
in 2018. Please include top spending, stand out media types (due to year-on-year

The spread of programmatic buying continues – audio and OOH particularly, grow

growth or decline) including TV and DIGITAL SUB-CATEGORIES.

exponentially pushed by sales houses like RMS or Ströer. The growth in Addressable TV is
slower, since it remains a 2nd tier revenue stream for German TV sales houses.

Hot Topics: GDPR and Ad-Tech

Transparency in the time of walled gardens will remain a central topic, as 3rd party
monitoring is even more complicated through GDPR which already has a significant

GDPR (starting 25th may) is the hot topic of the year, but as long as the e-privacy

impact on the relationships between advertisers, tech-services and other suppliers. This

regulation has not been decided, there’s still hope for an accommodating ruling.

will not ease holistic campaign management or the introduction of newcomers.

Walled gardens find in it a selling point for their full-stack solutions and might
significantly affect market opportunities for 3rd party special tech-services.

OOH: reaching a tipping point ?
In a fragmented media landscape, OOH continues to deliver in both reach and time spent

Mobile: Video, Social, m-Commerce – the success story goes on

with the medium. OOH is reaching a tipping point where data, technology and the OOH
infrastructure are able to integrate and connect to deliver more impactful, efficient and

Video streaming, the big driver of mobile ad spends, is continuously optimized (vertical

effective campaigns than ever before. We will see new and more flexible ways to plan and

and shorter formats, filter and lenses…) for better mobile experience – and conversions.

trade the medium, more relevant and engaging creative, served at the right time, in the

Social remains a central mobile topic, boosted by stories (Snapchat, Facebook,

right location, and consequently more return on investment.

Instagram) and mobile commerce (with Instagram Shopping closing the gap between
inspiration and store). Snapchat Stories attracts media houses looking for a younger
audience and developing their own advertising inventory on these platforms (i.e. Vice
Media, Media Impact, G+J).

Television: With broadcast in the age of data at last
Traditional linear TV continues to bind a large part of the ad invest. Both major TV sales
houses have built up a large range of ad-tech services and set the foundations for a fully
automatized future. As for now, for demand and supply to have access to a common
platform – like DAN with IP Deutschland – already means a significant enhancement of
digital booking processes and a sine qua non condition for holistic real time and - in the
end - programmatic video optimization.
The TV-measurement joint-industry-committee AGF will at last switch to comprehensive
data for linear and non-linear TV (even if mobile and advertising won’t be part of it at
first).
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GERMANY - Data Tables
MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

1,3

1,5

1,1

Newspapers

-6,3

-4,9

Magazines

-7,0

Radio

MEDIA

32,0%31,5 SHARE OF TOTAL
ADVERTISING SPEND
2017a

2018f

2019f

Television

32,4

32,0

31,5

-4,0

Newspapers

12,4

11,5

10,7

-7,5

-7,0

Magazines

10,7

9,7

8,7

2,4

2,0

1,5

Radio

5,3

5,2

5,2

Cinema

0,1

0,0

-0,2

Cinema

0,5

0,5

0,4

Outdoor

9,5

-0,4

1,0

Outdoor

4,4

4,3

4,2

Total Digital

9,5

9,9

9,6

Total Digital

34,4

36,9

39,3

Television

MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Total Digital*

9,5

9,9

9,6

Display (Banners)

-0,3

-0,3

Online Video

19,9

Social Media

MEDIA

% SHARE OF TOTAL DIGITAL
SPEND
2017a

2018f

2019f

Total Digital*

100

100

100

-0,5

Display (Banners)

19,2

17,8

16,4

18,0

15,4

Online Video

9,8

10,7

11,5

23,8

23,0

18,7

Social Media

11

12,6

13,9

Paid Search

5,5

6,0

6,2

Paid Search

59,9

58,9

58,1

Other incl.
Classified

n.a.

n.a.

n.a.

Other incl.
Classified

n.a.

n.a.

n.a.

Mobile^

43,4

34,6

28,6

Mobile^

7,9

9,7

11,4

Programmatic
Spend^

46,4

41,5

25,7

Programmatic
Spend^

16,0

20,6

24,0

*Includes Mobile/Tablet and Desktop, ^Subset of Total Digital Spend
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ITALY: ‘quote on the current ad market’
OVERVIEW OF THE TOTAL ADVERTISING MARKET
Year on year % growth at current prices

Italy

2017a

2018f

2019f

0.9%

1.4%

1.1%

Positive all the macro-economic indices. Unemployment is declining; GDP is growing;
Italy has been promoted at a BBB rating by Standard&Poor. A negative effect might
come from the result of the elections, that have failed to identify a leading faction. This
might lead to a long-term deadlock situation.
2. PLEASE PROVIDE STRONG RATIONALE FOR ANY CHANGES TO THE AD SPEND
FORECASTS FROM WHAT WAS PREDICTED PREVIOUSLY FOR THE JANUARY 2018
UPDATE

PLEASE SUMMARISE THE KEY CHANGES FROM THE JANUARY 2018 REPORT. 3 KEY
SIGNIFICANT MESSAGES FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018
UPDATE. WHAT DO THESE FINDINGS MEAN FOR CLIENTS?

• 2017 in line with expectations (0.9% vs 2016), with no changes on media balance:
television enjoyed a trend slightly better than expected

• In 2018 the positive trend is confirmed. Two factors will determine the lower growth: the

The failed qualification for the World Cup of the Italian National Team has a strong
impact on the new forecast 2018. Tv still shows a positive trend, but restrained (+1%
negative effect of fake news on safety and the Cambridge Analytica scandal.
3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO
DRIVE THIS? PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.
2019 will be an odd year, with no relevant events. Digital will still have margins of growth
in the Italian market, where it hasn’t reached a share comparable to the rest of Europe

1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE

2018f Gross Local
Currency Million

2018f vs. 2017
YOY%

FOOD

1000

+1.7%

AUTOMOTIVE

876

+1.9%

TELCO

485

+2.4%

RETAIL

462

+2.2%

PHARMACEUTICALS

450

+5.1%

CLOTHING

359

-2.4%

MEDIA/PUBLISHING

354

+1.9%

BEVERAGES/ALCOHOLICS

333

+0.3%

FINANCE/INSURANCE

329

-3.0%

PERSONAL CARE

325

-3.3%

(+1.6%)). Web has let up its growth (+6.2% (7.5%)) basically for two main reasons: the

failed qualification of the Italian National Team for the FIFA World Cup and the fake
news and Cambridge Analytica for what the Web & Social is concerned.

Top 10 Categories
2018f

(28%) yet. Slightly positive the trend of tv, that will maintain its share at the 51%.

BREAK DOWN 2018’S PERFORMANCE BY QUARTER.
4. WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?
Positive start for 2018, Q1 might collect a +1.5% . Despite the absence of the Italian
National Team, the World Cup will have a positive impact on the revenue (Q2+2.2% e
Q3+1.7%). Q4 is expected to slow down (+0,6%) due to a comparison with an extremely
positive Q4 2017 (+4,4%).

In 2018, food is expected to be a driving sector (+1.7%), thanks to the increase in the
investments for Biological and healthy foods. Automotive will show a growth too (+1.9%),
basing its market on new technologies Irbid/Electric. The expected entrance in the Italian
market of Iliad (Telco operator) will give a positive boost to the Telco, that is presented to

a. This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US

revitalize thanks to the communications of the competitor players (+2.4% vs 2017).

mid-term elections. Please quantify the affect of this on your market’s ad spend-

Despite being quite small, Energy sector will grow, thanks to the liberalization of energy

what would the total market forecast be without these events?

and gas markets.
Positive trends also for Retail, Pharmaceutical and Media/Publishing.

2018 in Italy is marked by a deep change for what the rights of transmission of sport
events is concerned. The Winter Olympic Games have been broadcasted by Eurosport,
with a low amount of hours left to National Television broadcasters. For the first time, the
World Cup will be on air exclusively by a free commercial broadcaster. We forecast that
sport events might give a contribution of about 50-60mio overall. Our forecast net of
these events is +0.5% about vs 2017.
b. Please describe the economic context

8

QUOTE: ‘BY MEDIA TREND’

although it will remain marked (-6.0% vs 2017). In addition, the Tax Credit will support
press and local media. Magazines situation is not expected to be that positive (-8.0%).

5. BY MEDIA,
In this section please expand on and develop the 5 biggest by media ad spend trends

In terms of share, Press have passed through a strong crisis, aided by the important
growth of web in these last years. In 2020, Press will benefit only of the 9% of the
investments, losing more than the 1% vs. last year.

in 2018. Please include top spending, stand out media types (due to year-on-year
growth or decline) including TV and DIGITAL SUB-CATEGORIES.
c. Radio

• What’s new since the previous update made in January 2018?
• What is the long term forecast trend e.g. mobile based social ad spend in 2012 was
just 6%, four years later it is 81% and we expect by 2021 it will represent 94%.

• Details by media owner e.g. Online Video growth driven by rapid increase in YouTube
sales.

In 2017 the medium has shown a blooming health for what the revenue is concerned
(+5.0% vs. 2016). Prices have increased in comparison to the previous year and the
different vendors have proposed an enriched bouquet of radio stations. In these years,
advertising investors seemed to have found again their interest for the medium.
In 2018 we forecast a revenue and an audience growth (+1.6%), together with an

a. Tv
In 2017, the medium has closed with no recovery in the adv revenue, leading to an

expected costs increase.

d. Online

inflation data only partially positive vs. 2016. Main televisions performances and revenue
declined, while free to air digital tv enjoyed a very positive revenue trend. In a year with

Mobile and video are the sectors with the highest growth. The high demand for high

no events, Sky Sat suffered a revenue fall.

quality formats in terms of viewability has lead to an increase in terms of costs and

Thanks to the World Cup, 2018 is characterized by an upswing of the investments on the

revenue, that have closed the 2017 with a +9.6% vs 2016 overall.

medium (+1.0%) vs 2017) and on the audiences. The highest growths will be on Main

In 2018 too, Video will show the highest levels of inflations as a result of the

Channels (+0.8% vs 2017) , that for a long time have suffered of declining audiences, and

premium price requested by publishers and vendors.

on free DTT Channels, that after years of growth might slow down their audience

The mistrust toward the medium, given by the uncertainty of the last year, will lead

performances. Sky Sat is expected to be in light sufferance (-5.3%) . The recent news of

to a slight slow down of Display, Video and Social.

the agreement Digitalia-Sky, that leads to the entrance of Mediaset Pay Channels on Sky

We forecast that in 2020 Online might represent a quarter of the investments on

Pay Platform (and vice versa) might lift the interest of the subscribers up again,

every medium, reaching almost the 30%.

especially of those particularly tempted by VOD offers.
In a long term period, television has shown a loss in its market share, but it is still and will
remain way above the European average (in 2010 – 53% of the total market, in 2020 –
50.6%).

e. OOH
The positive performances of Digital OOH in 2017 (+1.4%) have paved the way for
programmatic. The medium will become always more attractive even in its classic

b. Press

activities, thanks to technological improvements.
Substantially confirmed the increase of the adv investments for the Digital OOH in 2018

Despite the fact that weeklies and monthlies have tried to contain the discharge of

(1.3%).

the investments toward the digital with multiplatform offers and a better
integration with the contents, in 2017 their revenues have been in contraction (less
marked for magazines).
In 2018, thanks to sport events, newspapers should manage to reduce their contraction
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ITALY - Data Tables
MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Television

-1,4%

1,0%

0,4%

Newspapers

-8,0%

-6,0%

Magazines

-6,8%

Radio

MEDIA

% SHARE OF TOTAL
ADVERTISING SPEND
2017a

2018f

2019f

Television

51,7%

51,5%

51,1%

-8,7%

Newspapers

6,3%

5,9%

5,3%

-8,1%

-8,7%

Magazines

5,4%

4,9%

4,4%

5,0%

1,6%

1,2%

Radio

5,9%

5,9%

6,0%

Cinema

2,4%

0,0%

0,0%

Cinema

0,3%

0,3%

0,3%

Outdoor

1,4%

1,3%

1,1%

Outdoor

4,8%

4,8%

4,8%

Total Digital

9,6%

6,2%

6,4%

Total Digital

25,5%

26,7%

28,1%

MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Total Digital*

9,6%

6,2%

6,4%

Display (Banners)

-1,0%

-3,6%

-3,0%

9,1%

4,2%

3,9%

Online Video

23,0%

15,0%

14,0%

Paid Search

7,8%

6,2%

6,3%

Display (
Performance)

MEDIA

% SHARE OF TOTAL DIGITAL
SPEND
2017a

2018f

2019f

Total Digital*

25,5%

26,7%

28,1%

Display (Banners)

21,8%

19,8%

18,0%

15,2%

14,9%

14,6%

Online Video

27,3%

29,5%

31,7%

Paid Search

35,7%

35,8%

35,7%

Display (
Performance)

DIGITAL FOCUS

DIGITAL FOCUS
Mobile^

31,7%

19,1%

15,7%

Mobile^

39,5%

44,3%

48,2%

Social

18,5%

9,0%

6,4%

Social

16,0%

16,4%

16,4%

Programmatic
Spend^

31,2%

29,6%

25,3%

Programmatic
Spend^

16,6%

20,2%

23,8%

*Includes Mobile/Tablet and Desktop, ^Subset of Total Digital Spend
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SPAIN: ‘moderate growth expected in the next 2 years’
OVERVIEW OF THE TOTAL ADVERTISING MARKET
Year on year % growth at current prices

Spain

2017a

2018f

2019f

2.3%

1.5%

1.2%

2. PLEASE PROVIDE STRONG RATIONALE FOR ANY CHANGES TO THE AD SPEND
FORECASTS FROM WHAT WAS PREDICTED PREVIOUSLY FOR THE JANUARY 2018
UPDATE
Just slight upwards review due to economy forecasts revised upwards by government as
well as international actors.

PLEASE SUMMARISE THE KEY CHANGES FROM THE JANUARY 2018 REPORT. 3 KEY

3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO

SIGNIFICANT MESSAGES FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018

DRIVE THIS? PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.

Top 10 Categories
2018f

2018f Net estimated
Local Currency Million

2018f vs. 2017
YOY%

UPDATE. WHAT DO THESE FINDINGS MEAN FOR CLIENTS?
2019 is expected to grow under the last years, as economy slows down. General and

• 2017 market figures have been released, with digital having better results than forecast.

regional elections will take place, with slight impact in OOH and print mainly.

AUTOMOTIVE

521

3,1%

4. WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?

RETAIL

478

-0,2%

FINANCE

412

0,1%

SERVICES

386

6,8%

CULTURE AND MEDIA

329

4,5%

BEAUTY & HYGIENE

315

-4,0%

FOOD

311

-3,0%

TELECOMMS AND INTERNET

263

1,9%

TRANSPORT, TRAVEL AND
TOURISM

206

1,5%

DRINKS

202

5,3%

• 2018 economic estimations by IMF and Spanish government have been revised
upwards.

• Moderate growth expected, still under economy increase.
Automotive remains the biggest sector with ad spend increase, but growing under car
1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE

registrations (+7.7% 2017 vs ya), so car advertisers still cautious regarding economy and

BREAK DOWN 2018’S PERFORMANCE BY QUARTER.

return on investment.

Q1 figures have not been released yet and it’s especially difficult due to Easter belonging

Automotive demand has started strong in 2018, as car registrations have increased by

to this quarter in 2018. First months have started with moderate growth, as expected.

10,5% in Q1 2018 (vs +7,9% increase Q1 2017).

a. This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US

Retail and Finance remain stable, with just slight increments/decrements.

mid-term elections. Please quantify the affect of this on your market’s ad spendwhat would the total market forecast be without these events?

FMCG categories declining (especially Beauty & Hygiene and Food), despite household
increase in consumption of +2.5% in 2017. It is expected to slow down and grow by 2% in
2019-2020.

Football World Cup will have an estimated impact of 0.2 over total year (approx. 5% for
the month), as aired in private channels with special ad offering.
Other events such as Winter Olympics will have no incremental effect over total market.
No national or regional elections announced for 2018.
b. Please describe the economic context
Spanish economy is stable with 1.5 GDP growth forecast by IMF, just revised upwards.
Tourism and also internal consumption are main economy drivers with good 2017 results
and positive expectations for 2018.
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QUOTE: ‘TV AND ONLINE VIDEO CONCENTRATING ADVERTISING DEMAND’

5. BY MEDIA,
In this section please expand on and develop the 5 biggest by media ad spend trends
in 2018. Please include top spending, stand out media types (due to year-on-year
growth or decline) including TV and DIGITAL SUB-CATEGORIES.

in 3rd position).

c. NEWSPAPERS
Expected to continue decline as circulation keeps downwards. Consumer advocacy
capacity due to print credibility maintains advertising demand.
Overall consumption stable due to digital consumption increase, balancing delivery

• What’s new since the previous update made in January 2018?

across ages.

• What is the long term forecast trend e.g. mobile based social ad spend in 2012 was

National titles suffering more than regional the circulation loss, and consumption shift

just 6%, four years later it is 81% and we expect by 2021 it will represent 94%.

• Details by media owner e.g. Online Video growth driven by rapid increase in YouTube
sales.

towards digital media not fully monetized by media owners.
Main publishers are investing and preparing data offering in order to improve their digital
business performance.

a. TELEVISION

d. RADIO

Commercial offer concentrated in 2 main groups (Mediaset and A3 Advertising), that

Competitive costs, flexibility and content integration actions maintains demand, with

makes 85% market volume (GRPS), with planning and buying methods based on

slight growth in 2017. National groups have concentrated market share in the last years, in

cost/GRP for standard targets (Housewives and Adults 16+ mainly).

detriment of smaller local stations. High saturation in peak time (early morning) is driving

High clutter in free-to-air channels is moving advertisers towards pay TV channels.
Also, pay TV platform penetration has increased up to 36% of households.
Important TV consumption reduction specially in younger targets (up to 45 years),

price increases in top stations.
Radio consumption maintains stable and digital offer growing (77% of population listens
to music through web/apps).

that is affecting campaign %reach. This is stimulating expenditure towards online
video, that is capable of balancing reach loss.

b. DIGITAL

e. OUT OF HOME
Two main operators (JCDecaux and Clear Channel).
Digital Signage gaining relevance but only represent around 9% over OOH market.

Second biggest media in Spain, with growth of 6.3% excepted for 2018.

Programmatic offering of DOOH is expected to be developed in the market by 2018.

Online penetration is very high (78% daily), 69% of time via mobile (31%
desktop).
There are no market figures of mobile advertising delivery (%share), but for
key sites such as social the consumption is over 50%. Most advertising
campaigns are bought without device discrimination, in order not to restrict
campaign reach.
Online video is the highest growing segment within digital, with most
agencies and advertisers planning with an audiovisual approach (TV and
online video).
Social media penetration is very high in Spain, being Facebook the most
extended and Instagram growed by 31% to the second place (Twitter stable
12

SPAIN- Data Tables
MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Television

1.0

0.8

0.7

Newspapers

-8.1

-8.4

Magazines

-4.8

Radio

% SHARE OF TOTAL
ADVERTISING SPEND

MEDIA

2017a

2018f

2019f

Television

39.2

39.0

38.8

-7.3

Newspapers

10.9

9.9

9.0

-5.9

-5.6

Magazines

4.3

4.0

3.7

1.7

3.5

1.7

Radio

8.7

8.9

8.9

Cinema

12.7

10.0

4.8

Cinema

0.6

0.7

0.7

Outdoor

0.3

0.2

1.0

Outdoor

5.9

5.8

5.8

Total Digital

8.3

6.3

5.0

Total Digital

30.4

31.8

33.1

MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Total Digital*

8.3

6.3

5.0

Display (Banners)

6.5

4.0

Online Video

13.0

Social Media

MEDIA

% SHARE OF TOTAL DIGITAL
SPEND
2017a

2018f

2019f

Total Digital*

100

100

100

3.6

Display (Banners)

37.9

38.0

37.6

9.4

12.2

Online Video

10.8

11.1

11.8

n.a.

n.a.

n.a.

Social Media

n.a.

n.a.

n.a.

Paid Search

7.5

5.4

3.8

Paid Search

50.6

50.2

49.6

Other incl.
Classified

15.4

13.0

25.4

Other incl.
Classified

0.7

0.8

0.9

Mobile^

67.9

46.0

26.0

Mobile^

9.1

12.5

15.0

Programmatic
Spend^

39.4

36.6

26.,

Programmatic
Spend^

17.9

22.8

27.8

*Campaigns purchased exclusively mobile, ^Subset of Total Digital Display
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UK: ‘quote on the current ad market’
OVERVIEW OF THE TOTAL ADVERTISING MARKET
Year on year % growth at current prices

2017a

2018f

2019f

4.2%

4.2%

4.7%

United
Kingdom

1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE

of the year.

a. This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US
mid-term elections. Please quantify the affect of this on your market’s ad spend-

3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO

what would the total market forecast be without these events?

DRIVE THIS? PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.

b. Please describe the economic context

BREAK DOWN 2018’S PERFORMANCE BY QUARTER.
The near and medium term economic outlook for the UK economy remains relatively
•

performance in Q1, driven by a strong news content schedule.

Q1 revenues out-performed expectations driving optimism of further growth across

unchanged from the previous quarter. GDP % growth forecasts for 2018 were revised up

FY18.

slightly YoY following the Spring budget review due to a stronger world economy, but

Ad spend in 2019 is forecasted to grow by 4.7%; this will be driven by healthy growth in
the Digital Market (will account for 62% of total spend by 2019), The downward trend in
Print Spend will continue into 2019, but rates of decline will not be as high as recent
years. All other media types are expected to show moderate growth.

the UK continues to show the lowest level of growth amongst all the G7 nations.
•

TV, Print and Radio revenues were all up vs. turn of the year forecasts whilst all media
channels are looking to exploit this summer’s World Cup to further drive growth in

The squeeze on sterling and associated upward pressure on prices, combined with real-

Q2.

terms wage stagnation, is fueling the ongoing malaise in the UK economy with the effect
now being felt on the high street. The anticipation of further interest rate rises as early as

• Video growth on the mobile first Social platforms will be the biggest drivers of
growth for Digital with Mobile (+30%), Video (+16%) and Social (+20%) all seeing
the highest increases YoY.

May is doing little to alleviate this pressure in the short-term. With consumers feeling a
knock-on effect on their spending power the market remains tough for retailers in
particular – sharply evidenced by the collapse of Toys ‘R’ Us and Maplin in late
February.

• Digital will be hoping for a boost from a number of key sporting events starting with
the Winter Olympics and the FIFA World Cup in the summer to help ease ongoing
uncertainty around Brexit.

Forecasts for consumer spending growth remain flat vs last quarter, but optimism around
business investment growth has been revised down from +3.7% to +2.3%.

• Early 2018 spend reports indicate that Social/Social Video spend will be the only

2. PLEASE PROVIDE STRONG RATIONALE FOR ANY CHANGES TO THE AD SPEND

digital sector outside of search to grow. But it has been the social media giants

FORECASTS FROM WHAT WAS PREDICTED PREVIOUSLY FOR THE JANUARY 2018

that have been dominating industry headlines in the first quarter of this year.

UPDATE

• Following slight growth in Q417 the TV market continued to out-perform expectations

Investment in the UK market is now expected to grow in 2018 by 5.5% (3.7% excl. PPC)

in Q118 with YoY revenues climbing by 5.1%. This is coming from a low base in Q117 (7.1%) and largely driven by an earlier Easter which pulled spend forward into March. But

This growth is predominantly driven by a better than expected performance in Q1 and

there are signs of resilience within the emerging 2018 market with H1 spends forecast

higher investment expectations around the World Cup. All media types, except Print, are

to grow by 2.7% This is mainly driven by expectations of increased investment around

expected to show growth in 2018.

the World Cup in June and any lack of traction around the tournament this time round
will leave a significant hole in full year forecasts; it should be noted that H1 like for
like revenues are not expected to return to pre-referendum H116 levels. As it stands
FY18 is now expected to be +2.1%, up markedly on the flat position forecast at the turn

The downward trend in Print Spend will continue into 2018, however year end forecasts
are more positive than previously expected (-15% à -8.8%) following a good
14

QUOTE: ‘BY MEDIA TREND’

5. BY MEDIA,
a.

d.
•

driven more digital growth and have also opened up different possibilities in how

• 2018 TV viewing is expected to fall further year on year with Q1 showing further
significant declines already.

Increased uptake in home assistant devices like Amazon Echo and Google Home have
listeners interact with audio advertising.

•

Digital audio listening continues to increase in the form of DAX and Spotify.

• This is all part of a continued trend as the shift away from linear TV towards online
video, subscriber VoD and catch-up services shows little sign of tailing off. Following
major declines in previous years, slower audience loss was anticipated in 2018, but this
is not in evidence yet. Sky viewing in particular has suffered this year with all adults Q1

e.

viewing expected to consolidate at -6% as their subscribers increasingly move to their
on demand platforms to access content.

•

The Industry still has a lot to do around Ad fraud and brand safety. Growth in levels of
brand risk is attributed to an increase in editorial content around sensitive topics, seen
to be non-brand safe

b.

• The headlines in Q1 2018 are continuing where 2017 left off following much
scrutiny over brand safety, transparency and effectiveness. The ongoing
Cambridge Analytica investigation has led to Facebook announcing significant
and sweeping changes to the available use of third-party data within the platform.
With GDPR looming, data protection is sure to be in the spotlight throughout 2018
and this is unlikely to be the last we hear on the subject.

c.
•

The latest ABC figures have shown an overall decline in print circulation, however an
increase in online readership for consumer magazines, which indicates that there is
still a demand for magazine content.
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CENTRAL &
EASTERN EUROPE
MARKET
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RUSSIA: ‘Ad Market showed the high growth in 2017’
OVERVIEW OF THE TOTAL ADVERTISING MARKET
Year on year % growth at current prices

2017a

2018f

inventory, resulting in high inflation (15-20%). The Football World Cup will lead on

medicines, Internet services and real estate. Medicines are the largest category in the

increasing the volume of outdoor advertising both in the capital and in the regions.

Russian market, its share in advertising expenses has increased from 10% to 16% within 5
years. The pharmaceutical market of Russia grows annually ~ 4-6%. Ageing of the

2019f
b. Please describe the economic context

Russia

14.3%

11.7%

advertising expenses in the category increased more than 1.5 times for 5 years, the top 10

8.5%

PLEASE SUMMARISE THE KEY CHANGES FROM THE JANUARY 2018 REPORT. 3 KEY
SIGNIFICANT MESSAGES FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018
UPDATE. WHAT DO THESE FINDINGS MEAN FOR CLIENTS?

• We forecast that the share of Internet advertising will reach 42% (vs. 41% of TV) in 2018,
primarily due to the high share of Performance advertising.

• Broadcast TV watching is declining, especially among young people, while online video
watching is increasing. In the coming years, we can expect rapid growth of this
segment, with a flow of part of the budgets from TV.

• Mediascope expands the geography of TV measurements at the expense of all country
residents, including small cities and rural population. Now TV measurements are limited
to large cities (with population exceeding 100 thousand people). Test submission of
data will begin in 2019. Consequences for clients - growth of TV audience, change of

population and growth of medicines consumption contribute to the growth. Real estate -

The Russian economy is coming out of the crisis: in 2017, Russia's GDP grew by 1.5%, the

major development groups occupy 40% of the advertising market (27% in 2012). Internet

largest contribution to GDP growth is made by manufacturing industries, retail trade and

services show the most active growth among all the categories. The main players are

major construction projects. In 2017, real income reduced by 1.7%, however, in early 2018,

Internet resources (Avito, Youla, Carprice, Yandex) and Internet providers (Rostelecom,

there was an increase of +2.5%. Consumer activity is also recovering, the retail turnover

MTS). Mobile Applications (VEON, GETT) Category has been actively developed since

grew by 1.2% at year-end 2017. However, ongoing strengthening of geopolitical tensions,

2016.

possible adoption of the new sanctions can worsen the economics of Russia. This makes
it difficult to do accurate forecasts regarding 2018.
2. PLEASE PROVIDE STRONG RATIONALE FOR ANY CHANGES TO THE AD SPEND
FORECASTS FROM WHAT WAS PREDICTED PREVIOUSLY FOR THE JANUARY 2018
UPDATE

Top 10 Categories
2018f

2018f Gross Local
Currency Million

2018f vs. 2017
YOY%

We expect that the advertising market growth in 2018 will be about 11-12%, which is
slightly higher than the previous forecast (10%). The forecast 2018 was improved due to
the fact that the advertising spends in 2017 increased more compared to the predicted
ones (14.3% vs. 12.9%). The Internet and outdoor markets showed the growth exceeding
the expected one. Print media expenses reduced less compared to the predicted ones.

PHARMA

48 468

6%

RETAIL

44 972

5%

FOOD

26 382

7%

BEAUTY

19 165

0%

FINANCIAL SERVICES

17 114

15%

CARS

15 152

5%

SOFT DRINKS

14 628

7%

COMMUNICATION SERVICES

13 070

5%

CONFECTIONERY

12 975

7%

REAL ESTATE

13 913

20%

its structure, high inflation.
3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO
DRIVE THIS? PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.
1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE
BREAK DOWN 2018’S PERFORMANCE BY QUARTER.

The year 2018 should be as successful for the advertising market as it was for 2017. The
economy overcoming the crisis, high inflation, Football World Cup will be the growth

In 2018, the advertising market will continue to grow, however, the growth will slow down

drivers. However, in 2019 and in the next years, the advertising market is expected to slow

(~ 11-12%). All media will show the growth; the largest one - in the online video segment ~

down up to 7-9% per year. However, uncertainty around the political situation makes it

25% and in the performance advertising segment ~ 18%. The only media that predicts a

difficult to do accurate forecasts for the next few years

decline in advertising costs is print media, however, the decline will be significantly lower
than in previous years (~ 5%).
a. This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US

4. WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?

mid-term elections. Please quantify the affect of this on your market’s ad spend- e.g.
what would the total market forecast be without these events?

In 2018, the growth was shown by all major categories, except for Beauty category, which
decreased slightly (-1%). Finance category showed the highest growth (+ 41%), a

The election of the President of Russia in March 2018 and the Football World Cup 2018

significant increase in advertising activity was demonstrated by almost all the players in

will primarily affect the TV advertising; we expect a reduction in the number of available

the category. In recent years, the following segments show the most active growth:
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QUOTE: ‘ONLINE VIDEO IS THE MOST ACTIVELY DEVELOPED SEGMENT’

5. BY MEDIA,
In this section please expand on and develop the 5 biggest by media ad
spend trends in 2018. Please include top spending, stand out media types
(due to year-on-year growth or decline) including TV and DIGITAL SUBCATEGORIES.

• What’s new since the previous update made in January 2018?
• What is the long term forecast trend e.g. mobile based social ad spend in 2012
was just 6%, four years later it is 81% and we expect by 2021 it will represent
94%.

• Details by media owner e.g. Online Video growth driven by rapid increase in
YouTube sales.

growth. Now 1.4% of all sides are in digital format, while their share is 15% of all
advertising spends. Mediascope has launched Digital Outdoor project
(monitoring more than 100 digital billboards in Moscow).
d.
The share of radio in overall budgets is gradually declining in favor of the
Internet. The market is growing, but insignificantly, just 3% in 2017 and 4% in
2018. This year growth will be at the expense of federal radio, while Moscow/local
advertising is expected to slightly decline. High inflation of 9% is expected - the
sellers have tightened the conditions and are pursuing a policy of reducing
discounts.
e.
Print media is the only declining media. But the decline is mainly due to
advertising editions in 2017, the decrease in glossy magazines was only 4%.
ACAR plans to adjust the methodology for calculating advertising expenses in
the print media, so the decline in 2018 may be minimal 2-5%.

a.
The performance advertising market is growing at a faster pace compared to the
entire advertising market. (22% in 2017, ~ 15-20% in 2018), its share in total
advertising costs is constantly increasing (32% in 2017 vs. 34% in 2018). The
growth in Performance is provided not only by existing clients, but also by new
ones; experts note that the share of new business in certain segments was 70%
last year.
b.
Online video is one of the most actively developing media segment, in 2018 it is
expected to grow by 25%, and the share from all Internet advertising will reach
5%. The growth will be contributed by: increase in investments (including the
outflow from high-inflation TV), growth in the number of inventory (development
of OTT / Smart TV, increasing the number of content and VOD watchers),
development of addressed advertising. We expect that the growth will continue
and the share will be about 6-7% by 2020
c.
In 2018, the outdoor advertising market can grow by 5-6%. Football World Cup
2018, as well as further development of digital formats will contribute to the
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RUSSIA - Data Tables
MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES

MEDIA

2017a

2018f

2019f

Television

13.0%

10.7%

7.1%

Television

Newspapers

-13.4%

-7.3%

-5.3%

Magazines

-3.5%

-3.3%

Radio

3.0%

Cinema
OOH
Total Digital

MEDIA

Total Digital*
Display (Banners)

Online Video

Programmatic
Spend^

2018f

2019f

41%

40%

Newspapers

2%

2%

2%

-1.3%

Magazines

3%

2%

2%

4.0%

0.0%

Radio

4%

4%

3%

6.1%

0.0%

0.0%

Cinema

1%

1%

1%

9.4%

5.0%

0.0%

OOH

9%

9%

8%

22.4%

17.3%

13.7%

40%

42%

44%

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

22%

17%

14%

23%

11%

5%

26%

25%

18%

Total Digital

MEDIA

Total Digital*
Display (Banners)

Online Video

% SHARE OF TOTAL DIGITAL
SPEND
2017a

2018f

2019f

100%

100%

100%

16%

15%

14%

5%

5%

6%

79%

80%

81%

37%

42%

46%

7%

8%

8%

Social Media

22%

18%

15%

Other incl.
Classified
Mobile^

2017a

41%

Social Media
Paid Search

% SHARE OF TOTAL
ADVERTISING SPEND

Paid Search
Other incl.
Classified

41%
61%

31%
30%

24%
24%

Mobile^
Programmatic
Spend^

*Includes Mobile/Tablet and Desktop, ^Subset of Total Digital Spend
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BRAZIL: Ending of the Economic Crisis.
OVERVIEW OF THE TOTAL ADVERTISING MARKET
Year on year % growth at current prices

when officially starts the Presidential Race, there is an decrease of investments.
b. Please describe the economic context

2017a

2018f

2019f
The economic future gives Brazilians some uncertainty. From economic point of view, the

Brazil

2.8%

2.3%

2.6%

worst of the crisis has already passed. The Basic Interest Rates (“Selic”) has decrease, the
unemployment is still high, but slowing reducing and the inflation also retreated, helping
to increase consumption.

PLEASE SUMMARISE THE KEY CHANGES FROM THE JANUARY 2018 REPORT. 3 KEY
SIGNIFICANT MESSAGES FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018

All of this help for a better perspective of the economy for the next years, but there’s still

grew 1%, reaching a GDP of R$ 6,6 trillion, being the agribusiness the biggest
responsible for that growth.

• 2018 is election year in Brazil. Brazilians will be voting for president, governor, senator

2. PLEASE PROVIDE STRONG RATIONALE FOR ANY CHANGES TO THE AD SPEND
UPDATE
The forecast remains the same, it was already expected that 2017 didn’t have a good
performance, when compared to other years, but in 2018 the Ad Spend would gain it’s

specialists believe that Brazil will either engage years of growth or faces a scenario of

strength back and grow more than the previous year.

near stagnation.
grow much this year.

2018f vs. 2017
YOY%

Retail

23.669

1,53%

Consumer Service

17.103

11,02%

Personal Care

12.284

-4,31%

Finance

11.263

4,53%

Pharmaceutical

10.706

3,96%

Public Administration

10.138

12,90%

Sports, Leisure, Culture and
Tourism

8.001

-1,57%

Media

6.358

-0,33%

Automotive

5.061

-16,90%

Beverages

5.305

-3,46%

FORECASTS FROM WHAT WAS PREDICTED PREVIOUSLY FOR THE JANUARY 2018

and deputy. That will have a huge impact on the economy for the next couple of years,

• Due to that uncertainty and the election it is expected that the expenditure doesn’t

2018f Gross Local
Currency Million

some uncertainty due to the political scenario and the elections.

UPDATE. WHAT DO THESE FINDINGS MEAN FOR CLIENTS?

• The Brazilian economy began to recover in 2017, after two years of recession last year it

Top 10 Categories
2018f

3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO
DRIVE THIS? PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.

1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE

The new Presidency, which is due to start in the first of January of 2019, will bring some

BREAK DOWN 2018’S PERFORMANCE BY QUARTER.

doubt about the future of economy, that will probably have an impact on consumption
and so on ad spend.

On election year it is common that the advertising market doesn’t have a great
performance. Advertisers tent do invest less, due to the uncertainty moment of the

It will also be the year of the Pan American Games, which will take place in Lima, Peru. It’s

country, and also many of them like to not be related with any politics or political issue.

a major sports event, similar to the Summer Olympics, but its only held for athletes from
nations of the Americas.

a. This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US
mid-term elections. Please quantify the affect of this on your market’s ad spend-

4. WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?

what would the total market forecast be without these events?
Due to election 2018 will be an year with big investments on Public Administration
The Football World Cup and the Presidential Election tend to have an impact on Ad
Spend in the country. The first one in a positive way, with increase of sponsorship of
the games and brands talking about Brazilian football team.

category, with is forecasted to have the biggest increment of Spend, candidates that are
in office will promote the achievements of their governments. It is also expected that
Consumer Services have an increase of investments. It is expected that the Automotive
category will decrease its investment.

The Election, on the other hand, tend to have the opposite effect, since many
advertiser don’t want their brand linked with political discussions. So after August,
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DIGITAL IS STILL GROWING.

The printed media has been losing investments in the past years. Newspaper and
Magazine has, in 2017, 8,3% of share of expenditure, Newspaper is the strongest one, with
5,4% while Magazine only has 2,9%.

5. BY MEDIA,
In this section please expand on and develop the 5 biggest by media ad spend trends
in 2018. Please include top spending, stand out media types (due to year-on-year
growth or decline) including TV and DIGITAL SUB-CATEGORIES.

• What’s new since the previous update made in January 2018?
• What is the long term forecast trend e.g. mobile based social ad spend in 2012 was
just 6%, four years later it is 81% and we expect by 2021 it will represent 94%.

• Details by media owner e.g. Online Video growth driven by rapid increase in YouTube
sales.
a. TV maintain its leadership.
TV continues as the most invested and consumed media by Brazilians. It’s growth of Ad
Spend is slowing down, but it maintain the leadership of media investments, being
responsible for more then 65% of share.
After a slow grow in 2017, of only 1,7%, it is forecasted that television regains a little

After a slow increment of Ad Spend in 2016, Newspapers investment start to decrease
once again in 2017, shrinking in 3,0%, a tendency that remains the same in 2018, when the
media is expected to lose 5,0% of its invested value. This will make the media lose in
share, from 5,4% in 2017 to 4,9% in 2018.
Magazine present a different scenario, it has shown a shy increment of investments in
2017, augmenting in 0,3%, and in 2018 is expected that the investment grow in 4,0%,
which will help the media maintain its position of share, receiving 2,9% of the investments
in 2018 also.

d. OOH as a stable media.
OOH maintains its place as the third most invested media in the country. In 2017 it
represented 3,4% of the investments in the country, and it’s expected that it will maintain
this same share for the next 2 years.
This is the media with the second highest growth of investment in the year on year
analysis, it grew 2,2% in 2017 and its forecasted to increase another 6,0% of Ad Spend for
2018.

strength of grow, and reaches about 5,0% in 2018 and 6,0% in 2019, a growth similar to
the market one.

b. Digital and its fast growth.
Digital is still the media with the highest perspective of growth. In 2017 the ad spend in
this media increased in 5,6%, the highest rates on the market, and it is expected that it
will maintain the leadership for expansion, it is estimated that it will grow 8,0% for 2018
and 12,0% for 2019.
It is already the second most invested media and it will, each year, have more and more

e. Radio slow decrease.
This media have never had a good share of investment, before 2011 it was responsible for
around 4,0% of total investment, but since then the investment in the media has not
growth as the market and in 2017 it only had 3,2% of share. It is expected that the low
increment of investments in the media continues, and in 2018 the media will represent
only 3,1% of share.
In 2017 the expenditure in the media recoiled 0,2%, and it is expected that in 2018 it
regains strength and grow 3,7%, less then the market, that is expected to grow 5,0%.

share. In 2008 only 3,6% of ad spend was designated to online media, but in 2018 the
forecast is that it reaches 20% of share.
Display Banners are still the most relevant format, it represents 50% of all investment in
Digital.

c. Print Media and their constant decrease
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BRAZIL - Data Tables
MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES

% SHARE OF TOTAL
ADVERTISING SPEND

MEDIA

2017a

2018f

2019f

2017a

2018f

2019f

1,7%

5,0%

6,0%

Television

65,4%

65,4%

65,1%

Newspapers

-3,0%

-5,0

-5,2%

Newspapers

5,4%

4,9%

4,4%

Magazines

0,3%

4,0%

-1,7%

Magazines

2,9%

2,9%

2,7%

Radio

-0,2%

3,7%

6,0%

Radio

3,2%

3,1%

3,1%

Cinema

-0,9%

2,5%

2,5%

Cinema

0,3%

0,3%

0,2%

OOH

2,2%

6,0%

8,0%

OOH

3,4%

3,4%

3,4%

Total Digital

5,6%

8,0%

12,0%

Total Digital

19,5%

20,0%

21,0%

Television

MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Total Digital*

5,6%

8,0%

12,0%

Display (Banners)

5,6%

8,0%

12,0%

Online Video

-

-

-

Social Media

-

-

Paid Search

5,6%

Other incl.
Classified
Mobile^
Programmatic
Spend^

MEDIA

% SHARE OF TOTAL DIGITAL
SPEND
2017a

2018f

2019f

Total Digital*

100%

100%

100%

Display (Banners)

50%

50%

50%

Online Video

-

-

-

-

Social Media

-

-

-

8,0%

12,0%

Paid Search

45%

45%

45%

5,6%

8,0%

12,0%

Other incl.
Classified

5%

5%

5%

5,6%

8,0%

12,0%

Mobile^

21%

21%

21%

-

-

-

-

-

-

Programmatic
Spend^

*Includes Mobile/Tablet and Desktop, ^Subset of Total Digital Spend
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AUSTRALIA: ‘Growth in adspend narrowly based with Government election related spending the main driver’
OVERVIEW OF THE TOTAL ADVERTISING MARKET
Year on year % growth at current prices

2017a
Australia

2.3% (2.7%)

2018f
2.8% (2.9%)

2019f
2.4%

governments involved as a means to promote the great things they have done during their time in

had a strong growth of 18% in 2017, driven by a soft AUD which is now the equivalent value to 1990.

power. In 2018 we expect more than 40% of growth to come from this sector and a further 40% to

Given the current AUD/USD trend and economic conditions locally and abroad we have moderated

come from Gambling, Retail and Finance advertising. The banks are presently the subject of a major

growth to 9.9% forecast for CY18.

Royal Commission enquiry and it is expected that they too will be running feel good campaigns to

Real Estate: Real Estate is forecast to decrease -5.0% in 2018. Declining prices will create a new

boost public confidence in a sector that is not well trusted at present.

element of uncertainty in the sector, Experts are saying that the market has peaked, the boom is
taking a soft landing. Major advertisers in the Real State sector halved their adspend in 2017, A

Previous forecasts in brackets from January 2018

PLEASE SUMMARISE THE KEY CHANGES FROM THE JANUARY 2018 REPORT. 3 KEY

Please describe the economic context
To boost its popularity with an early election looming, it is expected that the Federal Government

SIGNIFICANT MESSAGES FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018 UPDATE.

will give significant tax concessions to middle income earners in the forthcoming budget scheduled

WHAT DO THESE FINDINGS MEAN FOR CLIENTS?

for May 8. If so this should stimulate consumer spending. At present retail spending is not showing
any growth as consumers are saddled with world record debt, mostly due to mortgages during a

• During the 6 month period Sept17-Feb18 agency advertisers lifted their adspend 5.5%. The first
positive signs of growth for the agency sector in more than 2 years. Driven by increased business
confidence and in spite of falling retail sales growth.

• Growth in advertising spend is quite narrowly based with 38% of growth coming from the

period of record house price inflation and interest rates expected to slowly rise further decreasing
disposable income. Heavy government spending is required to protect the economy, generating
jobs in the public sector, and infrastructure spending. Demand is also being pushed by sustained
record population growth via immigration presently running at 1.6-1.7% annually.

of total adspend growth. These sectors were Gambling 15% of growth, Finance 13% and Retail 21%.

• Business confidence was running above the long term average reflected in employment growth
the best since 2008, it is believed this is primarily due to low wages growth enabling good
business profits.
1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE BREAK
DOWN 2018’S PERFORMANCE BY QUARTER.

Adspend in CY18 will be primarily driven by government and pre-election related advertising.
Victoria will go to the polls on November 24, and NSW 23 March 2019.The Federal Government must
go to the polls by April 2019, but is expected to go early in Aug/Sept 2018 to avoid clashing with the

Finance: Finance sector is forecast to increase 10% to $613 million, driven by a need to project a
better corporate image with the public and also to support heavy competition in the mortgages and
loans sector which has been slowing during CY17.
Entertainment & Leisure: Household disposable income is shrinking due to high rising fixed costs
and record levels of household debt. The sector is expected to reflect likely belt tightening and
consumers resorting to cheaper in-home entertainment options. The sector is expected a decrease
6% in 2018 to $570 million.
Communications: The Communication sector is forecast to grow by 10% in 2018 to $495 million,
fueled by strong competition among telecommunication companies as an on flow from the roll out

Government sector driven by the Same Sex Marriage referendum and a pre-election year pick up
in government spending. Three more sectors grew and together with government represent 83%

market correction is perceived in the next couple of years.

2. Please provide strong rationale for any changes to the ad spend forecasts from what was
predicted previously for the JANUARY 2018 update
The changes to our forecast are incremental adjustments driven by Government, Retail, Finance and
Gambling sectors. The main driver being government spending at both a state and Federal level to
support electoral activity through to Q1 2019.
3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO DRIVE THIS?
PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.

of the government initiative of the National Broadband Network (NBN), which has been an
embarrassment for the government and requires a significant boost in consumer confidence which
expected to be driven by advertising and PR.
Insurance: The year is off to a good start with 7% Q1 2018 expected to flatten out as the year
progresses to 2.5% growth in CY18.
Food: During Q1 2018 Food category reported a strong growth of 13% against same period in 2017,
this indicates that Food category will have an upward trend in 2018, the contribution of adspend
from the Supermarket/Food category which is up 5% YTD 2018, will benefited the food industry
category, a 2.5% increased in adspend is expected in 2018.

2019 forecast has been lifted incrementally to adjust for spending in Q1 2019 related to the NSW
state election and an expected marginal pick up in the economy especially retail activity. There are
no other significant factors to drive change in CY 2019.

Gambling / Gaming: Online betting has completely transformed the category over the last 10 years
with growth of 380% through agencies in the last 10 years. We expect healthy growth again this year
in the order of 20%

state elections. These elections and the various stakeholders that are involved will drive adspend
this year and into Q1 2019. Jan-Feb 2018 has shown a healthy YOY growth of 5% whereas Jan-Feb 17

4. WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?

showed negative growth of -0.2%. We expect Q2 and Q3 2018 to be strongly boosted by Federal
Government advertising and then Q4 2018 for growth to flatten out to around the same as 2017.

elections. Please quantify the affect of this on your market’s ad spend- what would the total
market forecast be without these events?

2018f Gross Local Currency
million

2018f vs. 2017a
YOY%

Retail: Retail Advertising market is forecast to decrease 1.1% to $1.9bn in 2018, this is attributed due
to low growth in retail sales, below inflation, Australian retailers did not enjoy a strong start in 2018,
according to the ABS, sales grew by just 0.1% to 26 bn in January 2018, this may lead to retailers

a. This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US mid-term

Top 10 Categories 2018f

shifting their marketing budgets in favor of more discounts strategies impacting negatively on ad
spending.
Automotive: The Automotive sector is running flat on sales, albeit at record levels for new car sales.

Whilst the Commonwealth Games, the Winter Olympics and the FIFA world cup are important one

Sales growth 2017 was 1.1%, adspend declined 6% YOY. This scenario suggests a further marginal

off events this year they will have little or no material impact on overall adspending. The main driver

decline in adspend investment of -2.%.

of growth will be election related advertising which includes a boost in advertising by the

Travel & Accommodation: Travel & Accommodation is forecast to increase 9.9% in 2018, the sector

Retail

1,924

-1.1%

Motor Vehicles

924

-2.0%

Travel/Accommodation

874

9.9%

Finance

613

10.0%

Real Estate

600

-5.0%

Entertainment & Leisure

570

-6.0%

Communications

495

10.0%

Insurance

346

2.5%

Food

336

2.5%

Gambling/Gaming

315

20.0%
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‘FRAGILE MARKET WITH DIGITAL CONTINUING TO BE THE MAIN DRIVER, ALBEIT AS

hours and 54 minutes in 2017, showing an increase of 1 hour in 2017. Across Media

Outdoor

A SLOWER SINGLE DIGIT GROWTH’

Agencies Online Video adspend increased consistently since 2014 to almost triple in 2017

Outdoor media has benefited from significant technological innovation in recent years.

(2.5) times. Google has 35% of the adspend share among Media Agencies, followed by

Digital displays across all formats have transformed the medium. In particular, Roadside

Nine Network with 5.6% and Facebook with 5.4%, being these the top three networks

formats such as Street Furniture and Large Format have grown significantly in the last 2-

with more budget allocation in Online Video.

3 years. Much of the 2014-2017 growth is driven by Digital OOH. Industry Audience

5. BY MEDIA,

Measurement has contributed to accountability and growth in previous years. However
In this section please expand on and develop the 5 biggest by media ad spend trends
in 2018. Please include top spending, stand out media types (due to year-on-year
growth or decline) including TV and DIGITAL SUB-CATEGORIES.

• What’s new since the previous update made in January 2018?
• What is the long term forecast trend e.g. mobile based social ad spend in 2012 was
just 6%, four years later it is 81% and we expect by 2021 it will represent 94%.

• Details by media owner e.g. Online Video growth driven by rapid increase in YouTube
sales.
Digital
Digital: Continues to drive advertising revenue growth in real terms. Digital media is

measurement has now hit a cross-road as the majority of investment is now in DOOH,
Mobile.

share on a digital screen. This may impact advertiser confidence in DOOH to somewhat
It is evident that Mobile is the predominant delivery platform. Since 2014 Mobile has

stall the current significant pace. Digital OOH audience measurement, related to share of

grown rapidly, in 2014 it used to account for only 18% share of Digital spend, in 2017 it

screen factors, and deeper accountability with play data will become a hot topics over

represented 41% of the adspend, increasing 23 points of share spend. Across total Digital

the coming years.

market, Mobile spend is distributed between Search and Display with (50%) share

While a 2017 proposed merger between the two largest operators was rejected by the

respectively. A big portion of Mobile adspend from Media Agencies comes from Retail,

government due to perceived reduced competition in the sector, other buyouts and

Government, Automotive, Gambling and Communications.

mergers (consolidation) are likely. OOH sector is grew 6.9% in 2017 to $963 million. There

Mobile is forecast to increase 15.8% to $3.5bn in 2018, followed by a 22.8% and 12.8% in

is a positive outlook for Outdoor media, in the next 4 years with the total Outdoor market

2019 and 2020. Among Media Agencies BIG Mobile has 19% share of mobile adspend,

expected to reach $1 billion in 2018.

followed by Amobee with 12.8% and Newscorporation with 10.9%, across the Social media

Dentsu forecast the pace of growth to slow a little to 7% in 2018 and 5% in 2019. This

networks, Snapchat surges as the leader across Media Agencies with a 8.8%.

change of growth also reflects an anticipated reduction on growth trajectory of new,

expected to increase by 6.1% in 2018, representing 48% share of the total media spend,
since 2010 Digital media reported double digit grow, however 2017 was the first year
where Digital had a single digit growth of 7%, indicating a flattening and maturing of the
steep growth curve of recent years. This has also been exacerbated by recent trust
issues such as privacy and brand safety which continue to erode trust in the medium and
its suppliers. Brand safety was a big issue in the Australian market, with some advertisers
pulling out ads from YouTube, Advertisers and Media owners want more autonomy and
control of their content.

while the industry body is only just embarking on revising methodology to incorporate

digitized inventory which has been the fuel for recent growth.
Television.
Market conditions have been difficult for the last few years; the major TV networks have
encountered decline in audiences across key demographics, the entrance of SVOD
players such as Netflix has exacerbated the downward trend in TV audiences which
reflects in decline in advertising revenue and write down of assets, Ten Network the third
ranking Network in Australia was acquired by CBS in 2017 due to the decline in revenue

Across Media Agencies, Automotive, Retail, and Insurance where key categories that

and the inability to cover its debts. Cost of sports rights has skyrocketed with recent long

drove advertising expenditure in Digital media.

term deals seeing the Australian Open Tennis move networks and PayTV Foxtel and

Google, Facebook and News Corp account for 60% of the Digital adspend through Media

Network 7 forming a JV to acquire the Cricket rights from Network 10 and Nine. This

Agencies. Digital is forecast to continue to grow 6.1% CY18, 6.3% CY19 and 6.6% CY20.

continues to drive the cost of content ever higher and commensurate impacts on
network profitability and CPM’s . In CY18 we expect the market decline to slow to zero

Online Video

fueled by Election related advertising throughout the entire year. 2019 will return to
incremental decline with only Q1 election related advertising to spike above average

Online Video will continue to drive growth in the next couple of years, it now accounts

spending to achieve . -1.4% CY19. Better news for CY2020 with only 0.8% decline driven

for 15% of the total Digital adspend, reaching the $1bn mark for first time in 2017. The

by the Tokyo Olympics. Given that Japan is in a similar time zone to Australia this is very

upward trend will continue in the next few years with 28% and 20% in 2018 and 2019

favorable for maximizing live audiences and revenues accordingly. Expect to see mergers

respectively.

and acquisitions to occur in the sector in the next couple of years given the state of their

Video consumption has increased in the last few years, with more hours being spent a

current balance sheets.

week watching online videos, it went from 2 hours and 53 minutes a week in 2016 to 3
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AUSTRALIA - Data Tables
MEDIA

Y-O-Y% GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Television

-2.0

0.0

-1.4

Newspapers

-4.1

-3.9

-7.2

-20.1

-21.0

-18.5

Radio

0.4

2.4

Cinema

7.0

Outdoor
Total Digital

Magazines

MEDIA

% SHARE OF TOTAL
ADVERTISING SPEND

MEDIA

2017a

2018f

2019f

Television

24.3

23.7

22.8

Newspapers

10.3

9.6

8.7

Magazines

1.9

1.5

1.2

1.6

Radio

7.5

7.5

7.4

5.8

6.6

Cinema

0.8

0.9

0.9

6.9

7.0

5.0

Outdoor

6.3

6.6

6.7

7.0

6.1

6.3

Total Digital

48.8

50.3

52.3

Y-O-Y % GROWTH AT CURRENT
PRICES

MEDIA

2017a

2018f

2019f

Total Digital*

7.0

6.1

6.3

Total Digital*

Display (Banners)

-8.5

-9.5

-9.0

Online Video

38.3

28.5

Social Media

na

Paid Search

% SHARE OF TOTAL DIGITAL
SPEND
2017a

2018f

2019f

100.0

100.0

100.0

Display (Banners)

21.6

18.4

15.8

20.6

Online Video

14.6

17.7

20.1

na

na

Social Media

na

na

na

4.7

3.4

3.9

Paid Search

44.8

43.6

42.6

Other incl.
Classified

15.2

13.2

12.9

Other incl.
Classified

19.0

20.3

21.5

Mobile^

34.7

15.8

22.8

Mobile^

41.2

45.0

52.0

na

na

na

Programmatic
Spend^

na

na

na

Programmatic
Spend^

*Includes Mobile/Tablet and Desktop, ^Subset of Total Digital Spend
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CHINA : the deviation between advertising growth and GDO growth is becoming smaller
OVERVIEW OF THE TOTAL ADVERTISING MARKET
Year on year % growth at current prices

China

2017a

2018f

2019f

6.3%

6.5%

6.0%

PLEASE SUMMARISE THE KEY CHANGES FROM THE
JANUARY 2018 REPORT. 3 KEY SIGNIFICANT MESSAGES
FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018
UPDATE. WHAT DO THESE FINDINGS MEAN FOR CLIENTS?
The actual growth for 2017 is 6.3% which is a little bit higher
than our previously estimated 6%. The discrepancy was mainly
attributed to the unexpected growth from TV : it was increasing
consecutively from 3% in September, 8.1% in October, 11.6% in
November and 6.6% in December whereas it was negative
growth from January to August 2017.
Seasonality reason and moderate political & economic
environment encouraged advertisers invested on TV in the last
quarter
Digital grew by 19.6%, close to the projected 20.5%
1. HOW IS THE ADVERTISING MARKET CURRENTLY
PERFORMING IN 2018? PLEASE BREAK DOWN 2018’S
PERFORMANCE BY QUARTER.
It grew by 7.5% in 2018 Q1 and the growth was attributed by TV
(2.4%), Digital (8.2%), OOH (24.6%) and Radio (18.6%). Chinese
New Year was in Feb which is traditionally a big spending
season.

In addition we have observed that growth of Digital spending
has been slowing down consecutively in the past 3 quarters.
Therefore, we suggest to hold our 6.6% growth projection for
2018 and review it in the next report.
a. This year is set to be event-heavy e.g. Winter Olympics,
Football World Cup, US mid-term elections. Please quantify
the affect of this on your market’s ad spend- what would
the total market forecast be without these events?
There are three major sporting events in 2018 : 2018 World Cup
will be held in Russia, 2018 Winter Olympics South Korea, and
Asian Games in Indonesia. There is no much time difference
between those countries e.g. 5 hours behind for Russia and 1
for Indonesia. 1 hour ahead in South Korea. Therefore, audience
of the events is expected to be high and advertisers will make
use of the opportunities to advertise. Overall advertising growth
for 2018 is expected to be slightly increased from 6.3% in 2017
to 6.6%. If without these events driving TV, the overall growth is
expected to be down to 6.4% - 6.5%.
TV - CCTV will be the biggest winner as it is the sole
broadcasting channel. World Cup inventories sold by packages
at threshold amount@RMB 165mil (US$26mil) and with limited
supplies. That encourages advertisers/brands go to the
alternative inventories on satellite TV or local TV stations with
IP/contents or doing ambush marking.
Digital - generally no significant influence on digital media. The
major online websites iQiyi, Tecent, Youku will not live
broadcast the events due to high license fee. On the other hand
audience will prefer to watch live on big screens, instead of
delayed broadcast on small screens.
OOH – it will not be significant impact on the overall OOH
market. Sports and local brands will ride on the World Cup
platform. Spending of Tourism products related to Russia may
increase as Russia is relatively close to China.

b. Please describe the economic context
China’s 2018 Q1 GDP grew 6.% year-on-year and stayed within
the range of 6.7% to 6.9% for 11 quarters. New businesses and
industries continued to grow fast, corporate profit and resident
incomes steadily increased, while consumption and services
played a bigger role in driving growth (source : China Daily 18
Apr’18)
2. Please provide strong rationale for any changes to the ad
spend forecasts from what was predicted previously for the
JANUARY 2018 update
We have observed that TV grew negatively continuously from
2016 October 2016 to 2017 August. However, unexpectedly it
changed to positive growth continuously from September to
December. In the January 2018 update we based on the
spending data from 2012 to 2017 September and estimated a 7% growth for 2017, but it ended up with -5.5% growth as a
result the total growth for 2017 landed at 6.3% 。Whereas the
growth of Digital and other media was close to what we
projected.
We believe that TV will keep dropping, but a a reduced rate.
Also taking into consideration the positive impact of the 3
world sporting events, e.g. CCTV is the official TV channel for
World Cup. Therefore we adjusted the 2018 growth for TV from
-7.3% to -3.4% and total growth from 5.4% to 6.3% for 2018f
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OVERVIEW OF THE TOTAL ADVERTISING MARKET

3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019?
WHAT IS EXPECTED TO DRIVE THIS? PLEASE INCLUDE THE
AFFECT OF SPORTING & POLITICAL EVENTS.

• It will maintain a small growth of 6.2% as there is no major or
political event in 2019.
• Digital still holds the dominant share of media of 63.4% and
followed by TV 25.5%.
• Mobile will take up 76.2% of total digital spend.
• By type of website, E-commerce will take up 40.5% of digital
spends, followed by Portals & Vertical website 13.7%, Online
Video 12.5%, Social 9.5%.

Pharmaceuticals & Heal Product èCough & Cold preps +149%,
Hypnotics +32%, Other traditional Chinese medicine -4%,
Vitamins & Calcium ranges +137%
Foodstuffs è Baby & child milk powder +24%, Chocolate +17%,
Snacks +50%
Travel & Transport è Domestic Tour +22%, Travel agent +57%,
Cruise +46%
Retail & Service è Home design & decoration +109%

4. WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?

Digital

In 2017 the overall growth of 6.3% was mainly drive by TV and
the blow were the key contributing categories and
subcategories (it was negative growth in most other
categories). It shows that the trend is in line with the improving
life quality of the people in China è Consumption & Services
upgrades.

The growing categories in 2017 were : Automotive +9%, Retail
+47%, Food +63%, Finance & Insurance +56%, Pharmaceuticals
+44%.

TV (in order of spending level)
Beverages è Tonic & Medicine Wine +47%, Chinese wine +18%,
Carbonated soft drinks +29%, Sour milk & Yoghurt drinks +9%,
Vegetable drinks +127%

Radio
Generally it was small growth for all categories except Alcoholic
Drinks +4.5%, Automotive +9.9%, Retail 14%
Newspapers
It was negative growth in all categories. The categories with
most decrease were : Automotive -36%, Consumer Electronics
-42%, Finance & Insurance -30%, Luxury & Fashion -31%, Media
& Entertainment -47%, Retail -43%, Telecom -33%, Toys & Games
-69%
Magazines

The categories with significant decrease in ad spends were :
Media & Entertainment -31%, Toys & Games -38%, Drinks -9%,
Luxury & Fashion -8%

Similar to Newspapers, it was negative growth in most
categories : Automotive -33%, Luxury & Fashion -25%, Media &
Entertainment -56%, Toys & Games -49%, Personal Care -32%
Categories with increased spends were : Alcoholic Drinks +31%,
Household Care +32%

OOH
The growing categories in 2017 were : Retail +6%, Food +8%,
Pharmaceuticals +41%
The declining categories were : Media & Entertainment -10%,
Drinks
-18%, Finance & Insurance -7%, Alcoholic Drinks -11%,
Fashion & Luxury -24%
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Top 10 Categories
1
2
3
4
5
6
7
8
9
10

Pharmaceuticals
Retail
Food
Drinks
Personal Care
Automotive
Alcoholic Beverages
Entertainment
Telecoms
Finance & Insurance

2016 Gross Local
Currency Million
189,480
84,289
95,744
99,319
103,604
79,979
59,523
54,734
34,890
28,180

2017 Gross Local
Currency Million
206,910
108,474
105,920
102,242
99,610
96,874
75,809
57,094
38,403
36,122

2017 vs. 2016 YoY%
9.2%
28.7%
10.6%
2.9%
-3.9%
21.1%
27.4%
4.3%
10.1%
28.2%

2018f Gross Local
2018f vs. 2017 YoY%
Currency Million
225,532
135,593
119,690
107,354
94,629
119,155
97,035
58,807
42,628
45,152

9%
25%
13%
5%
-5%
23%
28%
3%
11%
25%
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QUOTE: ‘BY MEDIA TREND’

5. BY MEDIA,
In this section please expand on and develop the
5 biggest by media ad spend trends in 2018.
Please include top spending, stand out media
types (due to year-on-year growth or decline)
including TV and DIGITAL SUB-CATEGORIES.
• What’s new since the previous update made in January 2018?
• What is the long term forecast trend e.g. mobile based social
ad spend in 2012 was just 6%, four years later it is 81% and we
expect by 2021 it will represent 94%.
• Details by media owner e.g. Online Video growth driven by
rapid increase in YouTube sales.

a. Digital
It is slowing down after the massive growths in the previous
years. Estimated growth for 2018 is 14.8% which is driven by
Online Video (28.4%), Social (22.9%) Ecommerce (20.8%).
Whereas Search is declining.
Mobile will grow 25% and account for 71.5% of the total digital
spends in 2018.
Adult will spend 2 hours 39 minutes a day on mobile devices in
2018, representing 41.6% of their daily media time, up 11.1% over
last year, vs. 2 hours 32 minutes on TV. Online video viewing is
key driver on increased mobile time (source : eMarketer).
OTV - B.A.T and Mango TV have became dominant in China.
iQiyi and Mango have recently gone IPO and they will continue
to invest into contents. Smart TV is getting more common and
popular and will push OTV for next 3 years.

Mobile payment will be more popular in coming 3 years and
more relevant mini-programs embedded in mobile app will
change the way of digital marketing.

environmental improvement, Outdoor advertising will become
more stringent. Number of billboards will decrease, but quality
of OOH sites will continue to improve

Content and technology innovation are still the most important
opportunities in the market.

The trend of consumption & services upgrades will impose
transformational challenge on traditional consumer goods
advertisers. Innovative digitalized media forms are still the
trends.

Clients are shifting their budget to e-commerce to help push
sales.
Digital agencies may become dominant in a near future as
more and more campaigns are now deployed digital media as
the main platform.

The maturity of big data will gradually solve the problem of
outdoor advertising effectiveness evaluation and placement
efficiency. This will be a new opportunity for OOH industry in
the near future.

b. TV

d. Newspapers and Magazines

The real TV investment will keep flat in the coming years,
except in 2018 which will be driven by the world sporting
events. However, it will also be counter impacted by other
factors, especially by the political issue and SARFT policy
impact.

Newspapers and Magazines are still declining, but at reduced
rate.

Top national TV channels (CCTV 1,5,6 & leading satellite TV）will
still be the dominant.

For Magazines advertisers are mainly international luxury
brands and cars.

c. OOH

Some top publications digital advertising resources are
becoming abundant. in addition to content and offline event,
they also offer e-commerce platform to facilitate advertisers
online sales. Some have tried using AR & VR technologies to
enhance consumers experience. still keep integrating their
digital resources and offer

Reflected by the decline in advertising rates and investment
from large advertisers, OOH will maintain a small growth of 1.5%
in 2018. Business will still be mainly from the growing local
brands and advertisers.

Newspaper‘s advertisers are mostly local brands, categories are
mainly Real Estates, Finance, Telecom.

The long-term purchase regulation by state government has
impacted Real Estate spending to decline continuously.
Internet related products will keep increasing.
As government pays more attention to urbanization and

31

CHINA - Data Tables
MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

-5.5

-3.4

-4.0

Newspapers

-42.5

-35.0

Magazines

-29.1

Radio

0.0

Television

2017a

2018f

2019f

Television

31.1

28.2

25.6

-25.0

Newspapers

1.7

1.1

0.7

-20.0

-15.0

Magazines

0.5

0.3

0.3

0.5

0.4

Radio

2.3

2.1

2.0

Cinema
Outdoor
Total Digital

MEDIA

% SHARE OF TOTAL
ADVERTISING SPEND

MEDIA

Cinema
1.5

1.5

1.3

Outdoor

8.9

8.5

8.1

19.6

14.8

12.5

Total Digital

55.6

59.8

63.4

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Total Digital*

19.6

14.8

12.5

Display (Banners)

15.4

13.1

Online Video

27.7

Social Media

MEDIA

% SHARE OF TOTAL DIGITAL
SPEND
2017a

2018f

2019f

Total Digital*

100

100

100

12.5

Display (Banners)

13.9

13.7

13.7

28.4

14.3

Online Video

11.0

12.3

12.5

35.5

22.9

17.4

Social Media

8.5

9.1

10

25.8

20.8

19.3

36.3

38.2

40.5

Paid Search

8.7

0.5

-0.9

Paid Search

24.0

21.0

18.5

Other incl.
Classified

9.2

3.9

4.6

Other incl.
Classified

6.3

5.7

5.3

36.0

25.0

20.0

Mobile^

65.6

71.5

76.2

57.2

38.2

31.8

Programmatic
Spend^

17.1

20.6

24.1

Ecommerce

Mobile^
Programmatic

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

Ecommerce
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INDIA: ‘SLIGHT GAIN IN MOMENTUM’
OVERVIEW OF THE TOTAL ADVERTISING MARKET
categories which saw the direct impact of the Government reforms were mainly the Realty industry

Year on year % growth at current prices

2017

2018f

2019f

and Retail.
a. This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US mid-term

Some big market events like merger of 2 big Telecom companies merging and next phase of
Government reforms are also expected to bring additional thrust to 2019!
4. WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?

elections. Please quantify the affect of this on your market’s ad spend- what would the total

India

8.9%

10.5%

11.1%

market forecast be without these events?
After great response on U-17 Football World cup & ISL in India, broadcasters are expecting that 2018
Football World cup in Russia will help them gain more revenue benefit. Regional Sponsorship

Previous forecasts in brackets from January 2018
PLEASE SUMMARIZE THE KEY CHANGES FROM THE JANUARY 2018 REPORT. 3 KEY SIGNIFICANT
MESSAGES FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018 UPDATE. WHAT DO THESE

package FIFA 2018 will also help regional advertiser to be part FIFA . Also IPL this year has been
priced much higher due to consolidation under one large network. Some states have seen elections

2018f Gross Local
Currency Million

2018f vs. 2017
YOY%

FMCG

179,583

10%

Auto

63,352

10%

E-Commerce

58,822

9%

Consumer Durables

43,820

12%

BFSI

43,182

9%

Telecom

42,063

13%

Media &
Entertainment

33,098

11%

The last forecast was actually done in October with data existing till September and estimations for
the last quarter. However the last quarter did not turn out to be as optimistic as estimated!

Retail

32,877

3%

2017 started at a low note with the aftermath of demonetization. While Q2 should have picked up
owing to elections and sporting events like IPL and ICC Championship, it did not! Just prior to the
festive season, in July, Government implemented GST which adversely impacted the momentum.
Advertisers grew cautious and curbed their ad spends. On Top of it Realty Industry got hit by RERA,
another Government reform meant for the Realty sector. Normally 2 of the biggest festivals(
Dussehra and Diwali) in the country fall in the last quarter of the year but it arrived in Q3 and
beginning of Q4 dampening the advertising spends in Q4.Hence the year ended with a dampened
sentiment and low advertising. Q1 of 2018, had some decent events but Budget or elections did not
really get the kind of traction expected, the only saving grace was Cricket-India and South Africa.

Others

129,515

15%

and there was budget announcement in February. If these events were not there the forecast would

FINDINGS MEAN FOR CLIENTS?

have been similar to last year. The big spenders last year have all been quieter in the Q1 in 2018.

Top 8
Categories 2018f

b. Please describe the economic context
The January spends data that was released had actual data till
projected.

October and the balance was
The Indian economy regained its momentum in the quarter four, recovering from disruptions caused

The Government of India has supported Media and Entertainment industry’s growth by taking
various initiatives such as digitizing the cable distribution sector to attract greater institutional
funding, increasing FDI limit from 74 per cent to 100 per cent in cable and DTH satellite platforms,
granting industry status to the film industry for easy access to institutional finance. However this
increased the subscription revenue more not the advertising spends.

by demonetization and implementation of the goods and services tax (GST), to expand at 7.2%, the

In a stark contrast advertising revenue witnessed growth of just under 10%, due to several macro
issues such as: Ad spend slow down during Festive, across key categories in order to manage
implementation of GST. Cautious in spending due to RERA (Real Estate Regulatory Authority) as
well as GST impacting big categories like Real estate and others respectively. Industry focused more
on yield management and product improvement and consumer engagement.

level with new initiatives in the areas of Digital infrastructure, digital empowerment, on demand

fastest in five quarters. Based on the fiscal third-quarter gross domestic product (GDP) data, the full
year’s growth has been raised to 6.6%. The World Bank has projected economic growth to accelerate
to 7.3% in 2018-19 and 7.5% in 2019-20.While the Government is focused on taking digital to the next

Govt. services, alongside it is important to focus on increasing overall consumer confidence and
awareness, enabling a smoother transition to the new policies and reforms. Forecasts clearly show
advertising spends are being scaled down and many sectors are facing huge pressures.
2. Please provide strong rationale for any changes to the ad spend forecasts from what was

Digital ecosystem penetrated further into the consumer’s lives opening more avenues of
consumption and ad revenue. This is on the back of increasing mobile-internet and low-end
smartphones in the country along with the data tariffs going low due to heavy competition, giving
rise to alternate screen for media consumption. Original content on OTV platforms hitting the right
chord. The only media which is growing at a high pace in the country.
Festivals did not see much retail ads unlike anticipated. Radio volumes hit like Print. Not much
traction from tier 2 towns which were expected to drive the growth. Retail and Realty which normally
see high inventory during festivals hit due to GST as well as RERA(Real Estate Regulatory Authority
)respectively.
Overall the advertiser as well as consumer sentiments were low. Slower growth than anticipated at a
pace of 8.9% instead of a 9.6%
1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE BREAK DOWN 2018’S
PERFORMANCE BY QUARTER.

In an uncertain Global economic scenario, the Indian economy had still been at the spotlight due to
various reasons. Though there had been a slow start in Q1-2018, the market was picking up from

predicted previously for the JANUARY 2018 update

3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO DRIVE THIS?
PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.

March-April, fueled by a stable recovery post demonetization/GST/RERA buoyed by the State
Elections in Meghalaya, Tripura, Nagaland and Karnataka in April. The India South Africa Match in
January, Budget announcement in February. All these events lead to continued expansion and
growth of regional newspapers and television. Among product categories growth was mainly fueled
by the Telecom 4G services, Mobile wallets, Telecom handsets, Ecommerce and Education. The

2019 should be a better year with positive ad spends growth of around 11.8%. The double digit
growth is anticipated on the back of Elections at the Centre and in major states of India , World cup
Cricket in India. Consolidation of the entire BCCI Cricket event including Digital and Broadcasting
rights on One National and International Television network shall also lead to increase in rates which
would further lead to increase in ad revenues.
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INDIA : ‘Telecom sector would lead ’
FMCG (Please define what is included)
Includes all the products which are bought monthly with the grocery,
including Personal Hygiene, Personal care, Laundry, Washing Powder, Baby
food, Baby product requirements, Food items like packaged food, oil,
Chocolates etc.…Rural consumption has increased, led by a combination of
increasing incomes and higher aspiration levels; there is an increased demand
for branded products in rural India. The rural FMCG market in India is expected
to grow at a CAGR of 14.6 per cent, and reach US$ 220 billion by 2025 from
US$ 29.4 billion in 2016.
This category normally operates mainly on Television. Digital advertising has
been picking up.
Patanjali a home grown Ayurveda range of FMCG kept the momentum going
throughout at an estimated ad spend of about INR 300-400 Cr. Unilever
launched it’s range of Herbal and Ayurveda products called Ayush in 2017.
Rising income level and growing Rural market consumption have been driving
the upward trend on FMCG and have also given local brands a boost.

Automotive
Auto sector has been using Digital efficiently. They shall exhibit more
dependency on Digital platform in the coming times. From online classifieds
to buying a car online are some of the natural shifts that would be seen in a
large scale. Traditionally they spend a lot on Print, OOH followed by Television
and Digital. On OOH , spends for Auto in 2017 was slightly higher than last
year. The growth in ad spends has also been due to the fierce competition and
pricing. Tier 2 and Tier 3 towns are driving the volumes. E Bikes and eco
friendly automotive are the next trend expected in India.

E Commerce
2017 has undoubtedly been the year of wallets and payments. Come 2018 this
trend will likely grow as more and more Indians adopt digital and cashless
payments. While there may not be as steep a rise in wallet usage as there was
in 2017, it will surely become the payment mode of choice for a lot more users
A recent report projected that by the year 2020, India will have almost 320
million online shoppers. That’s 6.4 times more than the estimated 50 million
shoppers we had back in 2015.

Telecommunications

( Auto and telecom have been traditionally high OOH spenders and that will
continue in 2017 as well. Auto uses OOH more from an impact perspective
while Telecom uses it more from a local connect and visibility perspective.
Retails and FMCG have not been traditionally inclined to OOH but with home
grown FMCG companies becoming more aggressive the entire sector has seen
a rise in the usage of OOH)
Reliance Jio : It expanded the user base multiple times and penetrated the
data usage among the lower strata and smaller towns.. The advertising on
Telecom has been steady on the top players, Data has been driving the ad
spends further .Smartphone penetration (with cheaper smartphones
available) has also played a key role.

also been heavy again around the festive season. Innovations in the offering in
terms of payment gateway and loyalty cards, promo-offers pushed by
retailers. The ad spends on Outdoor will remain similar to last year.
Ecommerce space has been most active in the recent times. With innovative
period of advertising like Amazon Prime Day sale boosting the ad spends.
Amazon now also has a Grocery and Household section. Paytm the
revolutionizing mobile wallet, also has a thriving online market.
Category driven by discounts, loyalty points and promo offers.

Telecom has always been very high on OOH and it continues to be . Television
and big properties including sports are where they associate too. Next year’s
world cup would be something we would wait to see,
On-demand entertainment services led by audio and video content are at the
cusp of inflection point in India. Though the traction towards both on-demand
download and streaming of the content has just started, a very promising
supply side ecosystem is evolving for streaming with multiple players
launching their digital streaming platforms. The advent of OTT players, both
domestic and international, is providing consumers with multiple choices
around content consumption. India is seeing a shift in consumer’s attitude
from content ownership to having easy access to a vast library at any time and
place. Telecom plays a vital role in giving them the access and with smooth
downloads. This sector hence is only slated to grow even in the next few years!

Consumer Durables
2025 India would rise from the 12th to the 5th largest position in the consumer
durables market in the world. The consumer durables market in India is
expected to reach US$ 20.6 billion by 2020. Demand growth is likely to
accelerate with rising disposable incomes and easy access to credit.
Increasing electrification of rural areas and wide usability of online sales
would also aid growth in demand. The advertising is mainly around the festive
season and Print media used for product brief and Local dealer contact details
. TV has also been heavy again around the festive season

Retail

Metro consumers have started shifting to online grocery as well, bringing
down the footfalls further. The ad spends have gone down on the key medium.
The advertising is mainly around the festive season and Print media . TV has
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QUOTE: ‘DIGITAL SEES A CONSTANT UPSWING’

b.Print

We expect Outdoor to establish a growth of about 7-8 % by the end of the year 2017,
taking the total Outdoor Advertising Market close to about Rs. 3,2000 Mn. Some

5. BY MEDIA,
In this section please expand on and develop the 5 biggest by media ad
spend trends in 2018. Please include top spending, stand out media types
(due to year-on-year growth or decline) including TV and DIGITAL SUBCATEGORIES.

• What’s new since the previous update made in January 2018?
• What is the long term forecast trend e.g. mobile based social ad spend in 2012
was just 6%, four years later it is 81% and we expect by 2021 it will represent
94%.

Print Ad spends growth is mainly registered by Dailies. It’s important to remember

significant ripples were felt in the first quarter as the markets were recovering from

that TV and Print operate on a much larger scale than digital, so overall growth

the aftermath of the demonetization. As was expected BFSI, e-commerce, M-wallet

might be more, even if percentage growth may be lower, owing to the baseline

apps, Telecom service provider (driven largely by JIO), and mobile handsets made

effect, the expansion will come from regional publications and new editions by

their presence felt and were significantly aggressive on Outdoor. Real Estate and

existing publishers. Factors for this growth are likely to be organic growth from

Retail saw a dip due to GST and RERA implications. Transit and ambient saw a

various Print loyalists like Auto, Durables, Education and Mobile handsets and

positive lift on the back of Airport (supported largely by tourism), malls and Metro

Government advertisements. English newsreaders are also shifting to the new age

media advertising.

Digital News apps, with increasing smart phone penetration. Realty and retail
categories are quite hit hence they have cut down on their ad spends but the growth

The outlook for 2018 seems positive, as the latter part of the year might see a

momentum is up due to the other categories.

significant push from DAVP and Government led advertising with an eye on the
general elections slated for the first half of 2019

c. Digital :

• Details by media owner e.g. Online Video growth driven by rapid increase in
YouTube sales.

Rise of visual storytelling in the form of video and infographics. The wearable tech

e. Radio

trend will continue. Messaging app will be become next community management
platform for brands. Commerce advertising stands to be the biggest beneficiary.

Radio had been growing as the tier 2- tier 3 towns had been showing positive

Programmatic buying is on the rise. View ability and Audibility is on rise. Client are

growth. However, the impact of demonetization and now GST and RERA has

Television witnessed a slower growth in 2018 at a 8.3%, Even the subscription

ready to spend on tech solution like Ad-fraudulent and Brand safety. Brands are

completely upturned the situation. Contributing to the initial growth in the year

revenues had slowed down. However, penetration is still growing. Broadcasters’

unable to track the conversation which happened outside the regular social media

were the Mobile wallet and Ecommerce players. But those are now heavy on TV and

increasing focus on the semi-urban and rural market for increasing their advertising

platform and the size of dark social media is double of standard social media

Print. The Phase III auctions, were quite weak and those markets have not really take

revenues. Rural penetration of television are expected to grow at a healthy rate .

platform.

off as anticipated. Retail and Realty, categories which used to spend a lot on the

a. Television

The BARC(Broadcast Association Research Council) data recalibration and constant
changes in the TV measurement has also lowered the sentiments of the advertisers,
as media measurement needs to stabilize to gauge the ROI.
Broadcaster are also focusing on FTA Channels replacing Life OK (Paid ) to Star
Bharat (FTA ) With fresh content to gain more revenue and market share. Urban
market is not expanding much. Launch of urban centric JEET(Hindi Entertainment)
bombed.

medium have been sluggish and slow due to the Government reforms. Diwali set in
-Jio has opened up inventory buys, opening up a host of options for Mobile

much earlier hence the Q4 also could not take off. Hence this medium sees a slight

advertising. This would also enable the marketers to advertise to the BIMARU states

dip.

and the tier 2 towns with feature phones as well as other forms of advertising.
-Social advertising will see further growth, considering the smartphones are
doubling in penetration and the access is increasing from the smaller towns and the
rural areas

Jio Phone TV cable can connect to live stream of channels and connect it to your

-Online video growth which started With You Tube videos, has now picked up across

television set. and due to low data cost the consumers are getting addicted to more

all OTT platforms like Hotstar, Sony Liv, Voot, Zee 5 etc.. Facebook has also started

and more content through various platforms such as Hotstar, Voot, Netflix and

taking videos with different edit size opening up a plethora of options on video..

Amazon Prime. This space should see more and more content aggregators and even
independent players.

-Both social and online video will see growth for the next 5 years in our country as

OTT Platform sees further new launches with Zee Network launching Zee 5, Eros

we are still evolving as internet, mobile, cloud audience.

launching Eros Now and many media and production houses gearing for more
launches. Content is more and more screen agnostic!

d. Outdoor
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INDIA - Data Tables
MEDIA

Television
Newspapers
Magazines
Radio
Cinema
Outdoor
Total Digital

MEDIA

Total Digital*

Y-O-Y % GROWTH AT CURRENT
PRICES
2017

2018f

2019f

8.1

8.3

8.5

3.2

5.3

4.3

3.0

1.8

1.6

2.0

4.8

5.0

10.5

14.2

14.3

7.1

7.5

7.9

31.7

31.9
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Y-O-Y % GROWTH AT CURRENT
PRICES
2017

2018f

2019f

31.7

31.9

32

38.3

32.4

33.8

39.2

39.0

38.8

32.0

34.1

34.6

26.5

25.9

24.3

Display (Banners)

Mobile^
Programmatic
Spend^

Newspapers
Magazines
Radio
Cinema
Outdoor
Total Digital

MEDIA

Total Digital*

2018f

2019f

40.0

39.1

38.2

30.8

29.3

27.5

2.9

2.6

2.4

4.2

3.9

3.7

2.0

2.0

2.1

5.8

5.6

5.5

14.5

17.3

20.6

% SHARE OF TOTAL DIGITAL
SPEND
2017

2018f

2019f

100.0

100.0

100.0

20.9

21

21.3

19.5

20.5

21.6

28.2

28.6

29.2

25.9

24.8

23.3

5.5

5.1

4.6

42.6

47.2

53.3

14.5

18.5

25.1

Online Video

Social Media

Other incl.
Classified

Television

2017

Display (Banners)

Online Video

Paid Search

% SHARE OF TOTAL
ADVERTISING SPEND

MEDIA

Social Media

10.8

21.6

19.8

51.5

46.1

49.1

91.4

67.5

79.7

Paid Search
Other incl.
Classified
Mobile^
Programmatic
Spend^

*Includes Mobile/Tablet and Desktop, ^Subset of Total Digital Spend
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JAPAN: Strong Growth Continues on the Back of the Digital Transformation.
OVERVIEW OF THE TOTAL ADVERTISING MARKET
Year on year % growth at current prices

Japan

2017a

2018f

2019f

1.6%

1.5%

1.2%

•

•

PLEASE SUMMARISE THE KEY CHANGES FROM THE JANUARY 2018 REPORT. 3 KEY
SIGNIFICANT MESSAGES FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018
UPDATE. WHAT DO THESE FINDINGS MEAN FOR CLIENTS?

• Japanese ad spend in 2017 grew 0.6 points over figures reported in January.
This is due to 15.2% growth in Internet ad spend in Japan, which surpasses the
9% projected increase. It was a year of marked progress for the digital
transformation. Although economic growth was less pronounced in Japan,
this year saw the country enter its longest economic expansion since World
War II.

• Gradual economic growth is expected to continue in Japan in 2018, and this is
expected to be accompanied by strong growth for ad spend in the country.
Internet ad spend in Japan is also on track for double-digit growth (12.0%). TV
media spend is expected to rise from the previous year due to large events
such as the PyeongChang 2018 Olympic Winter Games, and 2018 FIFA World
Cup Russia.

• Compared to projections published in January, ad spend in 2019 is set to drop
0.9 points. With a last-minute surge in demand expected due to an upcoming
consumption tax increase going into effect in October 2019, positive growth is
expected for the first half of the period. However, a reactionary decline is likely
to occur after October. Slowing of Japan's economy overall was taken into
consideration.
1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE
BREAK DOWN 2018’S PERFORMANCE BY QUARTER.

•

•

Due in part to the effects of PyeongChang 2018 Olympics, the advertising
market is forecast to show growth of 0.8% year-over-year in the JanuaryMarch 2018 period.
For the April-June period, despite the presence of geopolitical risks, a 1.5%
growth increase is expected due to factors that include a strong economy
and the upcoming 2018 FIFA World Cup Russia (in June).

The July-September period is forecast to see 1.8% growth due to the
continued effect of the 2018 FIFA World Cup Russia (July) and the sales
campaign during the summer bonus season, backed up by a recovery in
corporate earnings, as well as to a reactionary increase to the ad spend drop
in the previous year caused by unseasonable weather.
The October-December period is also forecast to see ad spend growth on
account of the sales campaign during the winter bonus season, a sign of
strong business performance at Japanese companies. Specifically,
replacement demand is beginning to rise for high-value assets such as home
renovations, TVs, furniture, and cars, pushing up ad spend.

a. This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US
mid-term elections. Please quantify the affect of this on your market’s ad spend e.g. what would the total market forecast be without these events?

•

Winter Olympics +0.8%

•

Football World Cup +1.5%

•

U.S. midterm elections +0.0% (if the results impact the global economy, it will
have a negative effect)

b. Please describe the economic context

Buoyed by strong growth in the global economy, the Japanese economy is
seeing gradual but continued growth. What some call Japan's longest economic
expansion since World War II, is expected to continue. The number of foreign
tourists coming to Japan continues to increase, and inbound consumption is
having a positive effect on the Japanese economy. Moreover, although
individual industries may be up or down, overall business conditions are strong
at Japanese companies. Domestic personal consumption is also expected to
rise on the back of better jobs figures and a recovery in consumer confidence.
However, increases in areas such as social welfare spending will keep growth
sluggish. On the other hand, retained earnings at Japanese companies are said
to be at their highest levels in history. Companies are focusing on capital
investment and things like further increasing wages in order to improve
production efficiency in the face of work style reforms.

2. PLEASE PROVIDE STRONG RATIONALE FOR ANY CHANGES TO THE AD SPEND
FORECASTS FROM WHAT WAS PREDICTED PREVIOUSLY FOR THE JANUARY 2018

UPDATE

Our January 2018 forecasts are based on results from the July-September 2017
period, with a focus on four types of media. Although the Japanese economy
saw continued growth at a gradual pace, factors such as unseasonable weather
and the absence of any major events such as the Rio de Janeiro Olympics of the
previous year resulted in a downward trend for the four media types. However,
we re-estimated our projections for 2018 using values from Dentsu’s Advertising
Expenditure in Japan Survey in 2017, which were even higher than last year’s
performance for Internet ad spend.
3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO
DRIVE THIS? PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.

Ad spend will continue to grow, albeit at a slower pace. A last-minute surge in
demand is expected in the run-up to the consumption tax rate increase in
October. Although there is likely to be a reactionary decrease compared to the
previous year for ad spend following the 2018 FIFA World Cup Russia, marketing
activities are expected to see an uptick in the following year as we approach the
Tokyo Olympics and Paralympics, especially at companies sponsoring the
2018f Gross Local
2018f vs. 2017
Top 10 Categories
games.
2018f
Currency Million
YOY%
4. Information/
WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?

298,100

3.2

Foodstuffs

279,000

0.5

Cosmetics/Toiletries

273,200

0.1

Transportation/Leisure

201,300

0.1

Beverages/Cigarettes

186,800

1.0

Distribution/Retailing

164,100

0.3

Finance/Insurance

151,000

0.4

Pharmaceuticals/
Medical Supplies

147,700

0.2

Automobiles/Related
Products

144,700

-1.4

Food Services/
Other Services

134,900

0.1

Communications

*Traditional media only (excluding Satellite Media-related spending)
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of recognition and likability of DDOOH is expected, interest is gathering on
activities that combine experiences in real spaces, such as sponsoring shopping
center illumination and operating touch & try events.

QUOTE: ‘BY MEDIA TREND’

5. BY MEDIA,
In this section please expand on and develop the 5 biggest by media ad spend trends
in 2018. Please include top spending, stand out media types (due to year-on-year

c.

growth or decline) including TV and DIGITAL SUB-CATEGORIES.

• What’s new since the previous update made in January 2018?
• What is the long term forecast trend e.g. mobile based social ad spend in 2012 was
just 6%, four years later it is 81% and we expect by 2021 it will represent 94%.

• Details by media owner e.g. Online Video growth driven by rapid increase in YouTube
sales.
a.

In Internet ad spend, as performance-based ad spend advances, safety
guarantees remain an issue
Growth is on the horizon for the performance-based ad market with a level of
guaranteed safety afforded by such platforms as PMPs, and the conventional
scheduled ad market. In response to this, further measures are needed to
improve brand safety and combat ad fraud. Location data system technologies
are also gathering steam, while collaboration with platform providers is moving
ahead. As digital transformation picks up speed, business partnerships and
collaborative efforts are taking place with traditional media companies. The
media mix continues to evolve. The Broadcaster VOD ad market is growing
alongside the digital market for magazine media.
b.

TV media is heating up with major sports events
TV advertising market conditions are expected to gain momentum, starting with
PyeongChang 2018, and continuing with the 2018 FIFA World Cup Russia into
the summer. On the strength of Japanese TV content, including a variety of
major sports shows, the Broadcaster VOD ad market is seeing double-digit
growth. Consumers are rapidly becoming able to see TV shows whenever and
wherever they want.

Newspaper, magazine, and radio media are gathering steam as digital media
purveyors
Newspapers: Advertisers are spending more on newspapers' digital editions and
digital media owned by newspapers. This is due to the growing strength of the
PMP market, wherein advertisers place ads alongside highly-reliable newspaper
content. In a new development, video streaming companies and other Internetrelated service providers are expected to bump up ad placements. Also
projected is an increase in conventional mail-order product ads and continued
advertising placements targeting demographics not covered by the Internet.
Magazines: Ad placement is expected to rise in digital media content from
publishing companies, and double digit sales increases are likely. Advertising
sales have also begun in “d magazine,” a curation app. There has also been a
rapid rise in the digital businesses of various publishing companies, including
influencer businesses and the operation of highly reliable curation sites.
Radio: Along with rising name recognition, “radiko.jp” is experiencing strong
growth in monthly unique users and premium members, which is pushing up app
download results. With the release of a “radiko.jp”-compatible smart speakers in
2017, user numbers continue to grow and are likely to grow further in the future.
d.

There is increasingly diverse usage of digital signage in out-of-home media
advertising
The new installation of digital signs that are connected by networks is
proceeding at train stations, inside trains, at airports and elsewhere. In addition,
large digital billboards in shopping districts and digital signs inside shopping
centers are also being added to these networks. The market is also beginning to
see more "dynamic digital OOH (DDOOH) media advertising," whereby ads are
automatically and instantaneously streamed to screens based on the situation,
insights, or information consumers are highly interested in. While improvement
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JAPAN - Data Tables
MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Television

-0.9

1.1

1.2

Newspapers

-5.2

-0.9

-2.4

Magazines

-9.0

-3.9

-3.7

Radio

0.4

1.4

-

OOH
Total Digital

Cinema

MEDIA

2017a

2018f

2019f

30.5

30.4

30.4

Newspapers

8.1

7.9

7.6

Magazines

3.2

3.0

2.9

1.1

Radio

2.0

2.0

2.0

-

-

Cinema

-

-

-

0.3

1.0

0.6

OOH

8.2

8.1

8.1

15.2

12.0

10.8

Total Digital

23.6

26.1

28.5

Television

Y-O-Y % GROWTH AT CURRENT
PRICES

MEDIA

2017a

2018f

2019f

17.6

18.0

-

-

-

-

Display (Banners)

Online Video

32.9

39.6

-

Social Media

-

-

Paid Search

-

Other incl.
Classified

Total Digital
(Medium costs)*

Display (Banners)

Mobile^
Programmatic
Spend^

% SHARE OF TOTAL
ADVERTISING SPEND

MEDIA

% SHARE OF TOTAL DIGITAL
SPEND
2017a

2018f

2019f

40.9

-

-

Online Video

9.5

-

-

-

Social Media

-

-

-

-

-

Paid Search

39.6

-

-

-

-

-

Other incl.
Classified

10.1

-

-

28.4

25.3

-

Mobile^

68.1

72.4

-

-

-

-

Programmatic
Spend^

-

-

-

Total Digital
(Medium costs)*

*Includes Mobile/Tablet and Desktop, ^Subset of Total Digital*Note: Medium costs only; production expenditure is not included. There are
slight differences from the figures reported in Japan due to differences in how
Spend
numerical values less than ¥100 million are reported.
*Note: Paid Search includes search-related ads and content-related ads.
*Note: Paid Search is not included in Programmatic Spend.
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US: ‘While Digital Continues To Grow, TV Is Still Recognized As A Powerful Platform’`
OVERVIEW OF THE TOTAL ADVERTISING MARKET
the launch of this product over 6.7million videos have been flagged and removed.

Year on year % growth at current prices

4. WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?

2017a

2018f

2019f

a.

This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US
mid-term elections. Please quantify the affect of this on your market’s ad spend-

United States

2.6% (2.6%)

3.4% (3.2%)

3.1%

Automotive

what would the total market forecast be without these events?
While US auto sales rebounded from 2009-2016, the market is forecast remains relatively

Previous forecasts in brackets from January 2018

• Coming up 45% ahead of 2014 ($1.1billion), the Winter Olympics brought in around

flat now through 2020, with the potential for a sales dip of up to -5% in 2018. Sales

PLEASE SUMMARIZE THE KEY CHANGES FROM THE JANUARY 2018 REPORT. 3 KEY

$1.6billion of ad spend. Although overall viewership was down, NBC had a dominant

continue to shift away from cars and into crossovers/SUVs, a trend that is expected to

SIGNIFICANT MESSAGES FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018

presence bringing in 82% of the primetime viewers.

continue barring significant increases in fuel prices. The US Auto Industry remains the

UPDATE. WHAT DO THESE FINDINGS MEAN FOR CLIENTS?

• National TV is still considered the most powerful media platform reaching 90% of the
US Population, but traditional penetration is leaking, and leading brands need to
reassess its large-scale traditional use in the marketplace and focus on personalizing
the viewers experience.
•

• Even with America not making it to the World Cup 2018, ad spend will be positively
effected by the event, especially for Telemundo who has the Spanish-language rights.

• In the midst of the digital age, Local TV is still where politicians look to spend their
money. It is predicted that more than $2.8 billion will be spent on the upcoming

OTT continues to grow, allowing brands to reach the 11% of homes that have cut
the cord and rely on digital broadcasting, while also being contextually relevant
and audience focused.

• Local TV did not see an increase in spend for big ticket events, such as the Winter
Olympics, due to declining viewership (27.6mil vs 36.2mil in 2014). With such a volatile
political landscape, Midterm Election ad spend has the potential to surpass the $2.8

key swing states.

b. Please describe the economic context
The 2018 economy is projected to remain around 2-3% GDP growth for 2018, lining up to
be similar to the 2.3% in 2017. Additionally, the February 2018 Consumer Confidence
Index (CCI) hit 130.8 verse the expected 126.3. Which shows a high level of confidence;
despite the recent stock market instability the general public feels good about the
potential for continued job growth and economic success. Based on these factors, we
believe that ad spend will show continued growth.

billion spent in 2014. While other Local spend is projected to see minimal growth.

• Digital will continue to grow in the double digits (+13.5% in 2018), just falling short of
TV for the largest share of ad spend.
The importance of brand safety remains a concern as the digital market
continues to face levels of scrutiny for the environments in which ads are placed.
•

the growing Digital space, primarily in Social and Digital Video with an emphasis on
Mobile.

CPG (Packaged Foods, Beverages, Toiletries, etc.)

Addressable TV begins to gain strength, with reach of almost 65MM, true 1:1
the same program in the hopes to have a higher ROI.

•

in Q1 YOY spending, with funds being reallocated from Radio, Newspaper, and OOH into

midterm elections (November), with the majority of this spend is brought in locally by

home advertisers can deliver different ads to different households as they watch
•

largest advertising sector in 2018. There are some noteworthy shifts in channel allocations

Mobile ad spend will continue to grow with the majority of spend going
towards in-app advertising (80%).

1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE
BREAK DOWN 2018’S PERFORMANCE BY QUARTER.

2. Please provide strong rationale for any changes to the ad spend forecasts from
what was predicted previously for the JANUARY 2018 update

• Mobile Video continues to prosper (+37.9% vs 23.1% in January 2018) with over 90% of
video views on Twitter being Mobile.

• There is a slight dip in Social Media’s growth (+24.5% vs +27% in January 2018) which

• Total Video Consumption up 6% in terms of time spent verse 2016, with average

users in Gen Z (-5.6%).

• YouTube has worked to create a safer video community by launching a product that
screens content and flags any video that may violate YouTube’s privacy policies. Since

marketers, which has accelerated growth in more customized ad placements. While TV
still dominates the spending mix for large CPG advertisers, overall spend may continue to
decline as they move to balance scale with effectiveness enabled by more measurable
platforms such as OTT, social and ecommerce.

Retail

marketplace, varied interaction points with brands, the demand for seamless shopping a
experience, and the fight to garner consumer attention. In a challenging environment,
brands must evolve the way they engage with consumers—personalization and
omnichannel interactions are key to driving results. Digital channels not only help

has drop prices as there is a sharp decline in daily users.

advertisers deliver their desired brand story with scale, but it also enables more

• Out Of Home sees growth (+2.2% vs 2.0% in January 2018) due to an increase in Digital
location.

personalized media experiences that are underpinned by data. And, while desktop
remains an important screen to continue to invest in, mobile is critical due to growing
video consumption across screens, social and search habits.
Telecommunications

3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO
DRIVE THIS? PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.

TV continues to be the top medium for Telecommunications companies to advertise
across. Still facing issues with saturation, Telecom companies continue to invest in

consumers viewing almost 6.5 hours / day of video content.

• Social Media faced a tough Q1 with Facebook facing issues in privacy and a decline in

significant business disruption from the increasing number of online and on demand

can be partially attributed to Snapchat. With a recent unpopular redesign, Snapchat

LII (43.1 vs 45.3 HH in 2017), the Oscars (25.6 vs 32.9 HH in 2017), and the Grammys
(19.8 vs 26 HH in 2017)

viewing and the need for cost efficient marginal reach. CPG companies are experiencing

The retail category continues to evolve due to new competitors entering the

OHH ads, that have the ability to create a more personalized experience based on

• Q1 2018 TV ratings struggle (-15% YOY), even for major events such as the Super Bowl

TV spending will remain under pressure in the CPG sector primarily due to the rise in OTT

• Thanks to continued economic growth, the 2019 US Ad Spend is expected to grow
+3.1%.

• Unlike the most recent years there are no major sporting or political events in 2019.

advertising with goals of differentiating themselves from competitors, hoping to convince
consumers to switch service providers. Telecommunications is the second largest
advertising sector in the US

This will most likely have an impact on both national and local TV, since they will not be
seeing that extra influx of money.
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QUOTE: ‘BY MEDIA TREND’
5. BY MEDIA,
In this section please expand on and develop the 5
biggest by media ad spend trends in 2018. Please
include top spending, stand out media types (due
to year-on-year growth or decline) including TV
and DIGITAL SUB-CATEGORIES.

• What’s new since the previous update made in

January 2018?
• What is the long term forecast trend e.g. mobile
based social ad spend in 2012 was just 6%, four
years later it is 81% and we expect by 2021 it will
represent 94%.
• Details by media owner e.g. Online Video growth
driven by rapid increase in YouTube sales.
a. The Struggles Of Third-Party Data
Advertisers who rely on third-party data begin to face
new burdens as digital vendors look to eliminate third
party data providers from targeting directly from their
platforms. Facebook has shut down their Partner
Categories product after facing scrutiny for allowing
data to be collected without user’s permission for
voter targeting purposes. With the EU’s General Data
Protection Regulation (GDPR) being implemented, US
companies gear up to face the effects since any brand
that targets citizens of the EU need to be aware that
they must follow these regulations. The GDPR states
that user data can only be used if that user gives
explicit permission.
b. Broadcasters Look To Reduce Clutter and Update
Ad Format.
With ongoing trend of ditching ad-supported cable
and broadcast TV for ad-free streaming platforms,
broadcasters are looking to reduce ad loads and bring

viewers a better experience. NBCU has announced
they will be reducing both the number of commercial
breaks and ad time across all Prime programming in
hopes to boost the value of its advertising. Fox has
also stated that they hope to bring ad time down to 2
minutes an hour by 2020. Although they do recognize
this is dependent on the industry changing the way it
buys and sells media, they plan on making this
possible by using a metric based on time spent with
content versus the number of views. Fox has also lead
the way with working to hard to innovate their ad
formats in linear TV products and capitalize on high
attention audience moments – examples are their ingame 6 second “double box” formats woven into the
high attention moments of key sporting content.
c. Connected TVs Shift Digital Video Viewership
Back To The Living Room

behavior for key programming moments in SVOD
homes – there is definitively a continued role for linear
TV – but more than ever, the program environment is
critical to holding the audience.
e. Brand Safety
Recent issues with controversial videos on YouTube
and “fake news” on Facebook’s feeds, has brought the
subject of brand safety to the forefront for all
advertisers. Facebook has been working to correct
these issues by rolling out new reports that help
improve transparency for advertisers. Advertisers are
also constantly refreshing whitelist and blacklist
certain websites to help prevent advertising on
unsavory sites. The Advertiser Protection Bureau
(APB) is similarly working to develop processes to
evaluate risk categories across content and brands.

Streaming Digital Video on TV has become a daily
habit, with 78% of Hulu’s viewership occurring on TV.
This movement back to TV is mainly driven by the
prevalence of Smart and Connected TVs, and an
increase in quality and accessibility of digital video
content. More consumers are looking at their living
room as an “on-demand theatre” which means the
value of a 30-second ad spot may increase when
measured against other forms of digital video.
d. The Effects of SVOD
Subscription Video on Demand (SVOD), lead by
Netflix, Hulu, and Amazon is having a significant
impact on the way people view TV, with ratings in
homes with SVOD (70% of US) down -20% versus non
SVOD homes. The changes in the way people watch
TV also changes the way we buy TV. Many advertisers
recognize the power that SVOD has with targeting
specific clients. Hulu has created a wide array of tools
to help brands align their ads with video content that
will make their message more impactful. Whilst the
growth in SVOD viewing is unstoppable – there are
some interesting patterns emerging in viewing
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US - Data Tables
MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Television

0.3

1.2

0.7

Newspapers

-9.0

-9.3

Magazines

-6.0

Radio

% SHARE OF TOTAL
ADVERTISING SPEND

MEDIA

2017a

2018f

2019f

Television

37.1

36.3

35.5

-9.7

Newspapers

9.1

8.0

7.0

-5.9

-6.7

Magazines

9.2

8.4

7.6

-0.8

0.9

-.03

Radio

9.2

9.0

8.7

Cinema

5.0

5.0

5.0

Cinema

0.6

0.6

0.6

OOH

3.0

2.2

2.0

OOH

3.9

3.8

3.8

Total Digital

14.2

13.5

12.1

Total Digital

30.9

33.9

36.9

MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017a

2018f

2019f

Total Digital*

14.2

13.5

12.1

Display (Banners)

8.5

8.2

7.1

Online Video

37.0

25.0

Social Media

37.7

Paid Search

MEDIA

% SHARE OF TOTAL DIGITAL
SPEND
2017a

2018f

2019f

Total Digital*

30.9

33.9

36.9

Display (Banners)

29.6

28.4

27.3

18.5

Online Video

16.6

18.4

19.6

24.5

21.8

Social Media

4.9

5.4

5.9

10.3

11.4

10.9

Paid Search

40.5

40.0

39.8

7.1

6.0

5.6

Other incl.
Classified

8.4

7.9

7.5

Mobile^

23.4

21.2

19.0

Mobile^

62.9

67.2

71.4

Programmatic
Spend^

21.8

20.9

17.6

Programmatic
Spend^

64.0

68.2

71.5

Other incl.
Classified

*Includes Mobile/Tablet and Desktop, ^Subset of Total Digital Spend
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CANADA: ‘quote on the current ad market’
OVERVIEW OF THE TOTAL ADVERTISING MARKET

Year on year % growth at current prices

Canada

2017f

2018f

2019f

0.0% (0.0%)

2.3% (1.1%)

5.1%

result of a shift. Incumbencies stood through the Winter Olympics and will for the World Cup this
summer as well. While the US election is not directly relevant to Canadian audiences, the halo effect
will be felt particularly in television, where there is a heavy reliance on the purchase of US content,

2017f Gross Local
Currency Million

2017f vs. 2016
YOY%

1,050

0.5%

Automotive

859

(1.8%)

Media & Entertainment

648

0.5%

Finance & Insurance

647

16.0%

Food & Beverages

443

(3.0%)

Pharmaceuticals

288

(1.0%)

Top 10 Categories
2018f

and any interruptions impact the viewing experience. This is not however expected to impact ad
spend.

Previous forecasts in brackets from January 2018

Retail

b. Please describe the economic context
PLEASE SUMMARISE THE KEY CHANGES FROM THE JANUARY 2018 REPORT. 3 KEY
SIGNIFICANT MESSAGES FROM THIS UPDATE – DIFFERENT FROM THE JANUARY 2018 UPDATE.
WHAT DO THESE FINDINGS MEAN FOR CLIENTS?

• Existing issues around brand safety and ad fraud are not going away, but the onus has been put
on data security and consumer privacy. With the recent (March) Facebook/Cambridge Analytica

Canadian GDP growth is expected to continue above potential, albeit at a decelerating rate. The
uncertainty of NAFTA, new B-20 rules (revised mortgage qualification guidelines), minimum wage
increases in Ontario are among the risks that are contributing to this deceleration, and the growth
levels are increasing inflationary pressure, resulting in the projected move by the Bank of Canada
towards it’s target of 2% by 2019.

data scandal calling increased consumer awareness to data and privacy, advertisers can be
expected to take a conservative and protectionist approach to ad spending where they see risk in
this area. This impending GDPR regulations, while mainly affecting EU advertisers, have global

2. PLEASE PROVIDE STRONG RATIONALE FOR ANY CHANGES TO THE AD SPEND FORECASTS

implications as non EU advertisers must protect themselves and keep an eye out for how it

FROM WHAT WAS PREDICTED PREVIOUSLY FOR THE JANUARY 2018 UPDATE

Telecommunications

273

5.1%

Finalized as spend forecasts for 2017 are unavailable at this time – release of this data traditionally

Alcoholic Beverages

140

(1.0%)

Personal & HH Care

117

2.1%

Toys & Games

51

(2.7%)

changes privacy regulations in their own market.

• While there has not been a resurgence in viewership numbers, television ad spending poised to
slightly rebound in the next three years with the expected establishment of Connected and

occurs in May of each year. Spend actuals for digital channels are not available in Canada.

programmatic TV. Encouraged by the environment of brand safety, clients are beta testing these
areas and are focused on reaching new audiences definitions, resulting in a renewed interest in the

3. WHAT IS THE TOTAL AD SPEND FORECAST FOR 2019? WHAT IS EXPECTED TO DRIVE THIS?

television/video landscape.

PLEASE INCLUDE THE AFFECT OF SPORTING & POLITICAL EVENTS.

1. HOW IS THE ADVERTISING MARKET CURRENTLY PERFORMING IN 2018? PLEASE BREAK

The forecast for total ad spend is just over 12 BN (LC) by 2019. Digital is expected to represent more

DOWN 2018’S PERFORMANCE BY QUARTER.

than half of all ad spending with mobile posting the largest gains over the next few years. As for TV,
the growing rate of cord-cutting may be offset by the rise in innovations such as programmatic and

Q1 saw a modest decline due to the weakened interest in high profile properties such as Olympics,

connected TV, driving up demand slightly. Based on historical activity surrounding Federal elections,

Superbowl and Awards programming. For a second year the Superbowl aired in non-simulcast

the expectation is that the 2019 Federal elections it will saturate the market with increased ad

(CRTC regulations) contributing to decreased advertising spend. As we move further into the year,

spending.

concerns surround increased long term commitments leading to a minimal short term market.
Within Q2, ad spend is pacing similar to Q1, a trend expected to continue throughout the year.

4. WHAT IS THE AD SPEND PERFORMANCE BY CATEGORY?

(NEED DIGITAL PERSPECTIVE)
As these numbers cannot be actualized for 2017, our forecast remains the same.
a. This year is set to be event-heavy e.g. Winter Olympics, Football World Cup, US mid-term
elections. Please quantify the affect of this on your market’s ad spend- what would the total
market forecast be without these events?

We do expect ad spend within the top 10 highest spending advertisers to decline with the largest
decrease coming from Automotive. Only three categories have posted significant spending
increases from 2015 to 2016 including Electronics, Financial and Telecommunications.

While the major sporting events in 2018 will impact the cadence that advertisers introduce their
budgets to the marketplace, it does not traditionally result in a visible positive impact, more the
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QUOTE: ‘BY MEDIA TREND’

5. BY MEDIA,
In this section please expand on and develop the 5 biggest by media ad spend trends
in 2018. Please include top spending, stand out media types (due to year-on-year
growth or decline) including TV and DIGITAL SUB-CATEGORIES.

campaign performance on that platform

c. Online brand safety and Fraud concerns
Brand safety is on the priority list for all advertisers and for some global clients it
continues to deter spending with Youtube. Category exclusion across news topics and
IAB tech lab Ads.txt initiative to contract bad supply may increase pricing for vetted
inventory. Since rolled out in July, it has been adopted by nearly 5,000 publishers and

• What’s new since the previous update made in January 2018?

key Canadian sites

• What is the long term forecast trend e.g. mobile based social ad spend in 2012 was

Advertisers are moving quickly away from open exchanges to Programmatic Guaranteed

just 6%, four years later it is 81% and we expect by 2021 it will represent 94%.

• Details by media owner e.g. Online Video growth driven by rapid increase in YouTube
sales.
a. TV Viewing gets more Connected
Advertisers have shown increased interest in reaching a new audience as well as

(PG) in an effort to combat brand safety and transparency concerns. Over half of all
programmatic ad spend is predicted to be PG in 2018
In the ongoing flight to combat fraud, refunds will come from supply partners (SSPs/ad
exchanges) and be issued to advertisers for invalid traffic detected up to 30 days after
monthly billing

d. Programmatic Digital OOH & Mobile

reinforcing TV messaging across multiple screens, and connected TV is helping deliver on
their needs. Connected TV is becoming a common choice for digital TV viewers in

OOH is projected to grow almost 30% in spend by 2020 – faster than any other

Canada with 38% of all digital video viewing on internet connected TVs, a 36% increase

traditional media – thanks to opportunities in digital

vs. year ago. Connected TV provides advertisers access to approx. 2.7MM viewers who do

As digital OOH inventory grows, OOH media sellers are waking up to the power of

not subscribe to TV services, equating to 12% incremental A18+ reach, and as a result we

programmatic buying. Major players in Canada are building platforms or partnering with

expect to see new and infused ad spending in this area throughout 2018/19.

vendors to allow for programmatic buying and targeting on their digital inventory, and
Canadian owned programmatic vendors such as Campsite and Hivestack are working

b. Heightened awareness and scrutiny over data sources and consumer privacy
Consumer data and privacy compliance are at the top of priority lists for advertisers and
publishers alike, and while current events have called heightened attention to this, they
are too recent to determine what effects they will have on ad spending moving forward.

with multiple OOH vendors to increase scale and opportunity to advertisers
Mobile location and audience data is a major growth driver in this area as it becomes the
standard for measurement (foot traffic) and targeting. In turn, this is also a growth driver
for mobile ad spending as it opens up natural retargeting strategies.

Both Facebook and Google are making changes to their ad platforms that will limit what
data is available for targeting and/or performance analysis, which could impact ad
spending
Facebook will be halting access to 3rd party data targeting by Q3, requiring a shift in
many advertisers’ ad spends and strategies, especially those advertisers without
accessible or robust customer data of their own, or those desiring to target niche
audiences
YouTube will no longer support 3rd party pixel tracking in the EU, a policy that could
extend to Canada in the near future and significantly affect advertisers’ ability to track
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CANADA - Data Tables
MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES
2017f

2018f

2019f

Television

(6%)

(4%)

1.1%

Newspapers

(13%)

(14%)

Magazines

(12%)

Radio

% SHARE OF TOTAL
ADVERTISING SPEND

MEDIA

2017f

2018f

2019f

Television

23.9%

22.4%

21.5%

(15%)

Newspapers

15.2%

12.7%

10.3%

(12%)

(12%)

Magazines

2.9%

2.5%

2.1%

(2.1%)

(2.1%)

(1.1%)

Radio

5.1%

4.9%

4.6%

Cinema

N/A

N/A

N/A

Cinema

N/A

N/A

N/A

OOH

6%

6%

6%

OOH

5.4%

5.6%

5.6%

Total Digital

9.1%

11.6%

13.1%

Total Digital

47.6%

52%

55.9%

MEDIA

Y-O-Y % GROWTH AT CURRENT
PRICES

MEDIA

2017f

2018f

2019f

Total Digital*

9.1%

11.6%

13.1%

Total Digital*

Display (Banners)

16.2%

15%

16%

Online Video

8%

10%

Social Media

19.3%

Paid Search

% SHARE OF TOTAL DIGITAL
SPEND
2017f

2018f

2019f

Display (Banners)

32.8%

33.8%

34.6%

9.1%

Online Video

8.7%

8.6%

8.3%

12%

10%

Social Media

5.9%

6%

5.8%

4.8%

10.3%

13%

Paid Search

49.8%

49.2%

49.1%

Other incl.
Classified

(3.4%)

0%

(0.9%)

Other incl.
Classified

2.8%

2.5%

2.2%

Mobile^

73.3%

26%

10.6%

Mobile^

56.2%

63.4%

62%

Programmatic
Spend^

25.2%

20%

20%

Programmatic
Spend^

38.8%

42.7%

47%

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