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10 ad spend take-aways
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Our latest global ad spend forecasts point to a modest recovery, with
growth accelerating from 3.3% in 2017 to 3.9% in 2018—amounting
to a global spend of $613.5 billion.
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We’ve upgraded our mid-year growth forecast for 2018 from 3.6% to
3.9%, reflecting a more positive outlook globally. Contribution to new
global ad dollars in 2018 is driven in particular by the United States
and China, accounting for around one third and one quarter of new
growth, respectively.
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2.

Global ad spend is forecast to grow at 3.8% in 2019—an outlook
consistent with 2018’s performance, despite the lack of significant
sporting and political events to drive growth.
Digital continues to drive growth and is forecast to increase by
12.6%–over three times the rate of all media in 2018. Video growth
on mobile-first social platforms will be the biggest driver for digital
with Video (24.6%), Mobile (23.3%) and Social Media (21.6%) all
seeing the highest increases in 2018.
Digital overtakes TV for the first time this year and will account for
38.4% of total ad spend vs. 35.5% for TV, as the shift towards online
video, subscriber video-on-demand and catch-up services continues.
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Paid Search’s share of global spend is projected to overtake Print
(Newspaper and Magazine) spend for the first time in 2018.
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Mobile ad spend is forecast to represent a quarter of global ad spend
(25.2%) in 2018, exceeding the previous prediction of 24.8%.
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Television ad spend is forecast to return to modest growth of 1.2% in
2018, following a decline in spend of -0.7% in 2017. Growth will be
driven primarily by sporting and political events (e.g. FIFA World Cup,
US mid-term elections). Television ad spend is forecast to continue
on a positive growth trajectory (1.1% in 2019), driven by new tech
developments such as Addressable TV and Connected TV.
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Programmatic ad spend is expected to grow by 23.2% in 2018 and
19.1% in 2019 as the ability to consolidate programmatic buying
strategies across formats and devices continues to be an opportunity
for advertisers to reach the most valuable audiences at scale.
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3.

Traditional media spend is forecast to decline in 2018 by -0.5% and
by -0.4% in 2019. Print spend continues to decline in 2018 and 2019,
but the rates of decline will not be as high as in recent years. All
other media types are expected to show moderate growth driven by
technological innovations e.g. Digital Out-Of-Home, Digital Radio
and Digital Cinema.
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Market outlook
A modest economic recovery
In the context of synchronised economic growth across the US, Europe and Asia, the
Dentsu Aegis Ad Spend Forecasts for June 2018 point to a more positive outlook
today than at the beginning of the year. While we forecast 2018 global ad spend
growth of 3.6% in January, the upward revision to 3.9% represents a modest but
positive source of optimism. As Figure 1 shows, upward revisions have been seen
in most key markets, with emerging economies such as India continuing to realise
stellar rates of growth. Given their size, the majority of new growth is contributed by
China and the United States.
Figure 1: Growth in global ad spend 2017-19 (y-o-y % growth at current prices)
2017a

2018f

2019f

Global

3.3 (3.1)

3.9 (3.6)

3.8

North America

2.5 (2.5)

3.4 (3.1)

3.2

United States

2.6 (2.6)

3.4 (3.2)

3.1

Canada

0.0 (0.0)

2.3 (1.1)

5.1

Western Europe

3.2 (3.3)

2.9 (2.6)

2.9

United Kingdom

4.2 (3.6)

4.2 (3.8)

4.7

Germany

2.3 (2.2)

2.6 (2.6)

2.9

France

2.7 (1.7)

2.5 (2.0)

2.8

Italy

0.9 (0.9)

1.4 (1.9)

1.1

Spain

2.3 (1.9)

1.5 (1.4)

1.2

C&EE

8.8 (8.3)

7.8 (7.4)

6.6

Russia

14.3 (12.9)

11.7 (10.4)

8.5

Asia-Pacific

4.0 (3.5)

4.5 (4.2)

4.4

Australia

2.3 (2.7)

2.8 (2.9)

2.4

China

6.3 (6.0)

6.5 (5.4)

6.0

India

8.9 (9.6)

10.5 (12.5)

11.1

Japan

1.6 (1.0)

1.5 (1.6)

1.2

Latin America

8.3 (8.1)

6.9 (8.8)

7.3

Brazil

2.8 (2.1)

2.3 (5.0)

2.6

Figures in brackets show our previous forecasts from Jan 2018
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China: BAT to the future
China’s advertising market is predicted to grow in 2018 at a rate of 6.5%, up from
the previous forecast of 5.4%, to reach RMB 630 billion—16.2% of global ad
investment. Growth will be driven by Digital spend, which is forecast to command
60% of advertising spend and increase by 14.8% in 2018. The online giants Baidu,
Alibaba and Tencent (BAT) are projected to contribute c.80% of this growth,
underlining their dominance of the marketplace. The China ad market is forecast to
grow by 6.0% in 2019 driven by a 12.5% growth in Digital spend, with E-commerce
spend forecast to make up 40.5% of total digital spend in 2019. Mobile payments
are also one to watch in the coming years as platforms such as WeChat or Alipay
make cash obsolete in large parts of the country.
United States: TV times
US advertising spend is forecast to show continued growth in 2018, increasing by
3.4% to reach US$217.3 billion. The Winter Olympics brought in around US$1.6
billion of advertising spend. And although overall viewership was down, NBC had
a dominant presence, bringing in 82% of the primetime viewers. Local TV is where
politicians look to spend, with TV reaching 90% of the US population. It is predicted
that more than US$2.8 billion will be spent on the upcoming mid-term elections.
US ad expenditure forecasts for 2018 have been revised up from the 3.2% predicted
in the January 2018 report following improved digital growth projections—revised
up from 12.8% to 13.5%. Mobile ad spend is forecast to grow by 21.2% in 2018,
revised up from 20.2%, with the majority of spend (80%) going towards in-app
advertising. Thanks to a forecast of continued economic growth, the US ad market
is expected to grow by a further 3.1% in 2019.
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Spotlight on
UK ad spend outlook
At a time of debate around the UK’s post-Brexit growth prospects,
investment in the UK ad spend market is expected to grow in 2018 by
4.2% to reach £20.4 billion—an upward revision on the 3.8% forecast
in our January 2018 report. Q1 revenues out-performed expectations
driving optimism of further growth across full year 2018. TV, Print
and Radio revenues are 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 Q2. Ad spend in 2019 is forecast to grow
by 4.7%, driven by healthy growth in the Digital market which will
account for 62% of total spend by 2019. The downward trend in Print
spend will continue into 2019 with Newspapers falling by -7% and
Magazines -8%. However, rates of decline will not be as high as recent
years. All other media types are expected to show moderate growth.
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Media outlook
Digital calls the tune (still)
Worldwide Digital media spend is forecast to increase by 12.6% in 2018 (see Figure
2), more than three times the rate of all media (3.9%), to reach US$230.6 billion—a
US$25.7 billion incremental increase compared to the previous year. As previously
predicted, Digital overtakes TV for the first time this year and will account for 38.4%
of total ad spend vs. 35.5% (see Figure 3). In 21 out of the 59 markets measured it is
predicted that Digital will be the number 1 media type in 2018, with Russia joining
this list for the first time this year. In the US, Digital spend is forecast to overtake TV
in 2019. Programmatic ad spend is expected to grow by 23.2% in 2018 and 19.1% in
2019 as the ability to consolidate programmatic buying strategies across formats
and devices continues to be an opportunity for advertisers to reach the most
valuable audiences at scale.
Figure 2: Growth in global ad spend by media, 2017-19
(y-o-y % growth at current prices)
2017a

2018f

2019f

Television

-0.7 (-0.9)

1.2 (0.5)

1.1

Newspapers

-9.4 (-9.0)

-7.5 (-7.9)

-7.4

Magazines

-7.6 (-7.2)

-6.5 (-5.9)

-6.4

Radio

1.2 (0.5)

2.0 (1.3)

1.2

Cinema

6.1 (4.8)

5.9 (4.6)

5.2

OOH

2.6 (3.0)

2.2 (2.4)

2.1

15.2 (15.0)

12.6 (12.6)

11.3

Digital

Figures in brackets show our previous forecasts from Jan 2018

Figure 3: Share of global ad spend by media, 2017-19 (%)
2017a

Television

2018f

2019f

36.6 (36.7)

35.5 (35.5)

34.5

Newspapers

9.1 (9.1)

8.1 (8.1)

7.2

Magazines

5.6 (5.7)

5.0 (5.1)

4.5

Radio

6.3 (6.3)

6.1 (6.1)

6.0

Cinema

0.6 (0.6)

0.6 (0.6)

0.6

OOH

6.3 (6.3)

6.2 (6.2)

6.0

35.6 (35.4)

38.4 (38.3)

41.1

Digital

Figures in brackets show our previous forecasts from Jan 2018
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Paid Search’s share of global spend is projected to overtake Print (Newspaper and
Magazine) spend in 2018, however year-on-year growth rates are pacing slower than
total digital growth at 8.9% in 2018 and 8.6% in 2019 (see Figure 4). Paid search will
continue to account for the largest share within digital with over 36% of the overall
spend in 2018, however it is Mobile (23.3%), Online Video (24.6%) and Social Media
(21.6%) seeing the highest increases year-on-year.
Figure 4: Growth in global ad spend within Digital, 2017-19 (y-o-y % growth at
current prices)
2017a

2018f

2019f

Display*

12.7 (11.0)

12.0 (8.7)

11.0

Online Video

32.6 (34.3)

24.6 (24.5)

17.7

Social Media

31.5 (30.8)

21.6 (23.5)

18.3

Paid Search

10.7 (13.5)

8.9 (12.5)

8.6

7.6 (8.8)

5.4 (7.3)

5.1

Classified

Figures in brackets show our previous forecasts from Jan 2018
*Includes e-commerce spend

2017a

Mobile
Desktop

2018f

2019f

30.5 (30.5)

23.3 (23.8)

18.8

-0.1 (0.4)

-0.3 (-0.2)

-0.4

Figures in brackets show our previous forecasts from Jan 2018
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Spotlight on
Social Media marches on
Given recent concerns about Cambridge Analytica’s use of Facebook
data, and ongoing issues relating to brand safety on other social
media platforms, we might have expected to see a slight dip in
the level of ad spend related to social media. In the near term,
however, nothing could be further from the truth. According to
our forecasts, social media ad spend will grow at 21.6% in 2018.
Reflecting this, Facebook advertising revenue in Q1 2018 increased
by 50% compared to Q1 2017, reaching US$11.8 billion. Looking
ahead, we forecast social media ad spend growth to fall to 18.3%
in 2019, although most likely this is down to a slight ‘levelling off’
of previously stellar growth, rather than linked specifically to any
concerns being felt by consumers, who continue to embrace social
media platforms. Daily Active Users on Facebook reached on average
of 1.45 billion as of March 2018, an increase of 13% year-on-year.
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Mobile on the go
The mobile device is steadily becoming our primary point of access to all digital
services and content. In 2018, 52.2% of all worldwide online traffic was generated
through mobile phones, up from 50.3% in the previous year, according to Statista.
People now spend an unprecedented amount of time on their smartphones—more
than five hours a day, according to some estimates. This growth in usage is largely
driven by the widespread availability of high-quality digital Video. Mobile Video
consumption is exploding among all age groups and content categories.
Reflecting this, mobile is forecast to represent a quarter of global ad spend (25.2%)
this year, exceeding the previous prediction of 24.8% (see Figure 5). With new
platforms such as Mobile payments driving demand, Mobile ad spend is forecast to
grow by 23.3% in 2018 and 18.8% in 2019.
Figure 5: Share of global ad spend by digital sub-category, 2017-19 (%)*

2017a

Display**

2018f

2019f

12.3 (12.2)

13.3 (12.7)

14.2

Online Video**

4.9 (4.8)

5.9 (5.7)

6.6

Social Media**

2.7 (1.8)

3.1 (2.2)

3.5

Paid Search**

13.9 (14.6)

14.5 (15.9)

15.2

3.2 (3.5)

3.2 (3.6)

3.2

Classified**

Figures in brackets show our previous forecasts from Jan 2018

2017a

2018f

2019f

Mobile

21.4 (20.9)

25.2 (24.8)

28.7

Desktop

15.6 (16.0)

14.8 (15.3)

14.0

Figures in brackets show our previous forecasts from Jan 2018

*Excludes a few markets where digital spend has not been broken out
**Includes advertising that appears on Desktop, Mobile & Tablets
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Spotlight on
The changing face of TV
Television ad spend is forecast to return to a modest growth rate
of 1.2% in 2018, following a decline of -0.7% in 2017. Growth
will be driven primarily by sporting and political events. A further
positive increase of 1.1% is predicted in 2019. Television ad spend
is forecast to evolve and have a modest recovery, driven by new
tech developments such as Addressable TV and Connected TV.
Addressable TV is beginning to gain strength, reaching almost
65 million households in the US. This means that advertisers can
deliver different ads to different households as they watch the same
programme in the hope to have a higher ROI. TV viewing also gets
more connected. Activities undertaken on a connected TV include
Broadcaster catch-up services, clips through websites (e.g. Facebook
and YouTube) and Online Subscription services (e.g. Netflix, Amazon).
Streaming digital video on TV has become a daily habit in the US,
with 78% of Hulu’s viewership occurring on TV. The decline in linear
TV viewing is being replaced by other activities taking place on the
TV set, with tech assisting this. TV is forecast to remain a powerful
media platform commanding US$213.2 billion in ad spend in 2018.
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Traditional media: digital disruption continues
Newspaper and print
Traditional media spend is forecast to decline in 2018 by -0.5% and
by -0.4% in 2019. Traditional Newspaper spend declined by -9.4% in
2017, but in 2018 the rate of decline is forecast to improve -7.5% revised
up from -7.9% previously forecast. However, the share of Newspaper
spend will decrease by 1% to 8.1% in 2018 and 7.2% in 2019. Despite
good overall audiences, especially due to digital consumption and the
demand for high-quality print content, the consumption shift towards
digital media has not been fully monetized by media owners. Publishers
are investing and preparing their data offering to improve their digital
business performance and allow for programmatic buying across media
and in real time. Defensive consolidation is also apparent, witnessed
through mergers between press groups like Gravity and Skyline in France.
The downward trend in Magazine spend continues with ad spend growth
forecasts of -6.5% in 2018 and -6.4% in 2019, with share of spend
declining by on average 0.5% year-on-year to reach 4.5% in 2019.
Out-of-home
Out-of-home (OOH) has benefited from significant technological
innovation in recent years. Digital displays across all formats have
transformed the medium. OOH is forecast to grow by 2.2% in 2018 and
2.1% in 2019 to hit US$37.7 billion—a 6% share of total global spend.
Radio
Radio’s digital offering is growing. The uptake of home assistant devices,
such as Amazon Echo and Google Home, has opened up different
possibilities in how listeners interact with audio advertising. Radio is
forecast to grow by 2.0% in 2018 and 1.2% in 2019 to reach US$37.3
billion—a 6% share of total global spend.
Cinema
Cinema continues to receive just 0.6% of total global spend, however
year-on-year growth is strong with 5.9% growth forecast in 2018 and
5.2% in 2019. Digital is changing the way we engage with cinema, with an
emerging trend towards on-demand screening. For example, the Chinese
video-streaming giant iQiyi has launched its first on-demand, brick-andmortar movie theatre with many more planned across the country.
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For further information
please contact Tim Cooper
Global head of strategic communications
Tim.Cooper@dentsuaegis.com
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