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GLOBAL ADVERTISING REVENUE FORECAST 
SPRING UPDATE (Embargo: June 15, 2015) 

 
IPG	Mediabrands	employees	and	MAGNA	Intelligence	subscribers	can	access	other	documents	referring	to	the	Spring	Update	of	the	global	
advertising	revenue	forecast,	including	a	full	report	and	the	detailed	data	in	an	excel	file,	through	the	MAGNA	ATLAS	(atlas.magnaglobal.com).	

MAGNA Forecasts Global Ad Market to Grow 
5.4% in 2016 

• Strongest	growth	in	six	years	
• TV	ad	sales	driven	by	to	stronger	pricing	and	major	events	
• Digital	media	will	surpass	TV	globally	by	2017	

Top Stories / Key Findings – Global  
• Globally,	advertising	revenues	will	grow	by	+5.4%	in	2016,	to	$480	billion,	and	by	+3.1%	in	2017.	

That	compares	with	+4.8%	in	our	previous	forecast	(Dec.	2015).	
• Of	the	72	markets	analyzed	by	MAGNA	Intelligence,	67	are	expected	to	experience	ad	revenue	

growth	this	year	and	only	five	will	decrease,	compared	to	15	last	year.	

• The	US	(revised	from	+5.7%	to	+6.2%)	and	China	(from	+5.5%	to	+8.4%)	are	the	biggest	contributors	
to	the	higher	2016	growth	forecast	in	this	update	are	the.	

• The	biggest	downward	forecast	revision	comes	from	Brazil	(from	+5.0%	to	+1.9%).	

• Major	events	will	boost	advertising	sales,	(US	elections,	UEFA	Football	tournament,	Olympic	Games,	
Copa	America).	Neutralizing	the	impact	of	those	cyclical	events,	the	global	advertising	market	will	
still	grow	by	+4%	this	year.	

• Neutralizing	the	impact	of	political	and	Olympic	Games	spending	(a	record	$3.5	billion),	2016	ad	
growth	would	be	+4.1%	(similar	to	last	year)	and	will	slow	down	to	+3.4%	in	2017	(+1.2%	if	factoring	
the	absence	of	cyclical	events).	

	

Regional comparison 
• US	advertising	sales	will	grow	by	+6.2%	in	2015	to	$178	billion.	This	is	the	strongest	growth	rate	

since	2010.	

• US	digital	media	sales	will	equal	TV	sales	for	the	first	time	ever	(both	$68	billion,	a	market	share	of	
38.5%).	
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• Western	Europe	advertising	revenues	will	grow	by	+3.8%	to	$100	billion,	helped	by	the	UEFA	
football	event;	Eastern	Europe	advertising	revenues	will	increase	by	+5.3%	this	year	to	$16	billion,	
as	Russia	recovers.		

• Asia	Pacific	media	sales	will	reach	$139	billion	(+6%)	while	recession-stricken	Latam	will	grow	by	
only	+3.3%	(previous	forecast	+5%)	which	represents	a	decline	in	real	terms,	considering	high	
economic	inflation	in	the	region.	

	

Media based ad spend 
• Digital	media	advertising	sales	will	grow	+15%,	primarily	driven	by	mobile	advertising	(+44%),	video	

formats	(+35%)	and	social	formats	(+43%)	while	search	remain	robust	(+14%)	and	banner	formats	
sales	will	decline	(-6%)	due	to	ad	blocking	and	the	competition	of	other	formats.		

• Traditional	media	ad	sales	will	be	flat	(+1%).	Global	TV	ad	sales	will	grow	by	+4.4%	to	$179	billion	
and	out-of-home	media	by	+3.8%	to	$31	billion).	Radio	ad	revenues	will	be	flat	(-0.2%	at	$32	billion)	
and	print	media	advertising	revenues	will	continue	their	long	term	decline	(-8%	to	$70	billion).	

• Digital	media	sales	will	reach	$192	billion	(a	39%	market	share)	by	the	end	of	2017,	surpassing	TV	
($178	billion,	36%)	to	become	the	number	one	media	category	globally.	

• Mobile	advertising	will	account	for	42%	of	total	digital	ads	by	the	end	2016	and	near	50%	by	the	end	
of	2017.	

• Linear	television	advertising	sales	(+4.4%)	will	record	their	strongest	growth	since	2012,	boosted	by	
cyclical	events	and	strong	pricing	offsetting	the	continued	erosion	of	viewing.	

Global Overview 

Globally,	media	owner	advertising	revenues	will	grow	by	+5.4%	in	2016,	to	$480	billion,	and	by	3.1%	in	
2017.	That	compares	with	+4.8%	and	+3.2%	in	the	December	2015	forecast.	

This	year’s	events	(US	elections,	UEFA	Football	championship	in	Europe,	Summer	Olympics	in	Brazil,	
Copa	America	in	the	US)	will	generate	incremental	advertising	spending	and	thus	boost	media	owner	ad	
revenues	compared	to	2015	(when	no	such	events	took	place).	Neutralizing	the	impact	of	those	cyclical	
events	in	2015,	2016	and	2017,	the	global	ad	market	will	grow	by	approximately	+4%	in	both	2015	and	
2016,	which	suggest	no	significant	acceleration	in	the	underlying	ad	demand	beyond	the	cyclical	drivers,	
as	the	economic	environment	remains	uncertain.	

Our	+5.4%	prediction	for	global	growth	in	2016	is	the	result	of	digital	media	ad	sales	growing	+15%	while	
traditional	media	ad	sales	will	be	flat	(+1%).	The	only	traditional	media	category	to	see	increased	ad	
sales	will	be	television	(+4.4%	at	$179	billion)	and	out-of-home	media	(OOH)	(+3.8%	at	$31	billion).	
Radio	will	be	flat	(-0.2%	at	$32	billion)	and	print	media	ad	revenues	will	continue	their	long	term	decline	
(-8%	to	$70	billion).		
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Digital	media	advertising	sales	will	increase	by	+15%	to	$170	billion	globally	this	year,	driven	by	mobile	
advertising	(+44%),	video	formats	(+35%)	and	social	formats	(+43%)	while	search	remains	robust	(+14%)	
and	banner	format	sales	will	decline	(-6%)	due	to	ad	blocking	and	the	competition	of	other	formats.	
Digital	media	ad	sales	will	reach	$192	billion	(a	39%	market	share)	by	the	end	of	2017,	surpassing	TV	
($178	billion,	36%)	to	become	the	number	one	media	category	globally.	Mobile	advertising	will	
accounts	for	42%	of	total	digital	advertising	by	the	end	of	2016	and	will	reach	approach	50%	by	the	end	
of	2017,	following	the	rapid	shift	in	digital	media	usage	and	planning	strategies.	

Television	advertising	sales	are	predicted	to	increase	by	+4.4%	this	year	(to	$179	billion),	of	which	
approximately	2%	is	due	to	the	cyclical	events	of	2016.	Above	and	before	the	direct	impact	of	those	
events,	television	sales	have	been	strong	in	many	large	markets	in	the	first	quarter	of	2016	(US,	UK,	
France,	Italy,	Germany	etc.)	as	an	increasing	CPM	inflation	is	offsetting	the	erosion	of	ratings.		

Of	the	72	markets	analyzed	by	MAGNA	Intelligence	in	this	update,	67	are	forecast	to	experience	ad	
revenue	growth	this	year	and	only	five	(Singapore,	Finland,	Ecuador,	Kazakhstan,	Hong	Kong)	will	a	
decrease,	compared	to	15	last	year.	The	biggest	contributors	to	the	higher	2016	forecast	are	the	US	
(from	+5.7%	to	+6.2%,	including	cyclical	events)	and	China	(from	+5.5%	to	+8.4%).	The	biggest	negative	
revision	comes	from	Brazil	were	a	deep	economic	recession	is	aggravated	by	political	uncertainty	(from	
+5.0%	to	+1.9%).	

In	the	US,	media	owner	advertising	sales	will	grow	by	an	estimated	+6.2%	in	2016	to	$178	billion,	and	
will	grow	again	by	+1.2%	in	2017.	This	will	be	the	strongest	annual	growth	since	2010	(+6.6%).	
Neutralizing	the	estimated	impact	of	even-year	events	(expected	to	bring	a	record	incremental	$3.5	
billion,	mostly	going	to	television),	the	2016	growth	would	have	been	+4.1%	(similar	to	last	year)	and	will	
slow	down	to	+3.4%	in	2017.	Digital	media	will	equal	TV	ad	sales	for	the	first	time	ever	(both	$68	
billion,	a	market	share	of	38.5%).	

Western	Europe	advertising	revenues	will	grow	by	+3.8%	in	2016	to	reach	nearly	$100	billion,	as	France	
and	Italy	finally	join	UK	and	Spain	to	show	some	positive	growth.	Regional	growth	will	then	slow	down	
to	+2.2%	in	2017.	In	Central	and	Eastern	Europe,	ad	revenues	are	predicted	to	increase	by	+5.3%	in	
2016	(to	$16	billion)	and	then	by	+4.8%	in	2017.	In	Asia	Pacific,	media	owner	ad	sales	are	forecast	to	
increase	by	an	estimated	+6%	this	year	(to	$139	billion)	and	by	+4.9%	next	year.	

The	weakest	region	this	year	will	be	Latin	America,	where	the	slowdown	in	ad	sales,	started	last	year,	
proves	longer	and	deeper	than	expected.	This	is	mostly	caused	by	an	economic	environment	that	
gradually	worsened	in	the	second	half	of	2015,	and	then	aggravated	by	the	political	crisis	in	Brazil	this	
year.	The	Summer	Olympics,	hosted	by	Brazil	this	year,	won’t	be	enough	to	offset	the	advertising	
slowdown	in	the	region.	Ad	sales	will	grow	by	+3.3%	to	$22.6	billion	(previous	forecast:	+5.4%)	which	
means	a	decline	in	real	terms,	as	economic	inflation	is	typically	much	higher	in	most	markets.	
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According	to	Vincent	Letang,	EVP,	Director	of	Global	Forecasting	at	MAGNA	GLOBAL	and	author	of	the	
report:	

“Advertising	sales	were	dynamic	in	the	first	quarter	of	2016,	for	both	television	and	digital	
media,	in	many	large	markets	(including	US,	UK,	Germany,	Italy	and	France).	The	mixed	
economic	outlook	and	political	uncertainty	(Brazil,	Brexit)	is	likely	to	gradually	reduce	the	level	
of	growth	in	the	rest	of	the	year	and	in	2017,	but	the	full-year	2016	global	growth	(forecast	at	
+5.4%)	should	remain	the	strongest	in	six	years	(since	+8.5%	in	2010)	thanks	to	cyclical	events	
and	stronger	television	pricing.”	

Country Focuses 

UK 

The	UK	is	now	the	largest	advertising	market	in	Europe	with	$25	billion	of	advertising	sales	in	2015,	
after	four	years	of	robust	economic	and	advertising	growth	helped	it	to	outgrow	Germany	($21	billion).		

In	2016,	MAGNA	expects	advertising	sales	to	grow	by	+5.4%	to	GBP	17.0	billion	($26	billion).	Healthy	
economy	and	booming	media	sector	will	help	drive	marketing	and	advertising	spending.		

IMF	expects	GDP	growth	to	reach	+1.9%	only	slightly	lower	than	previous	expectations	(+2.2%)	but	still	
ahead	of	the	rest	of	Europe.	

Britain	is	the	first	market	ever	to	reach	the	50%	milestone:	digital	ad	sales	will	represent	52%	of	total	
advertising	sales	by	the	end	of	this	year.	Radio	and	OOH	media	are	also	expected	to	grow	moderately,	
by	+3%	and	+2.5%	respectively.	Print	is,	again,	the	only	media	category	to	decline,	with	magazines	and	
newspapers	advertising	sales	forecast	to	decrease	by	-10%	and	-8%,	respectively.	

Following	a	very	strong	market	in	2015	(overall	spend	+8.5%,	TV	+7%,	Digital	+17%),	the	first	quarter	of	
2016	was	still	robust	(e.g.	free	TV	up	+5%	yoy),	but	the	market	slowed	down	in	the	second	quarter,	
despite	the	driver	of	the	UEFA	football	tournament	in	June.	

The	softness	of	2Q16	may	partly	be	caused	by	the	advertisers	concerns	ahead	of	the	June	24	
referendum,	when	British	voters	may	opt	to	leave	the	European	Union.	Some	local	and	international	
marketers	may	also	be	nervous	about	the	potential	consequences	of	a	British	Exit	(or	“Brexit")	in	terms	
of	political,	economic,	monetary	uncertainty.		

France 

In	France,	advertising	spending	is	forecast	to	increase	by	+2.9%	this	year	to	reach	11	billion	euros.	That	
will	represent	the	strongest	growth	rate	in	six	years.		
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For	2016,	the	stabilization	of	the	economy	expected	by	the	IMF	(real	GDP	growth	of	1.1%	with	a	slight	
decline	in	the	unemployment	rate)	and	the	continued	recovery	of	some	key	verticals	(e.g.	car	sales	
increasing	by	8%	yoy	in	the	first	quarter)	will	strengthen	marketers’	confidence.	Business	confidence	has	
reached	a	four	year	high.	

Another	factor	is	likely	to	boost	the	morale	of	both	consumers	and	marketers	and	generate	more	
marketing	activity	than	a	sluggish	recovery,	the	fear	of	terrorist	attacks	and	the	political	climate	would	
suggest:	the	UEFA	Football	tournament	hosted	by	France	in	June	and	July.	The	first	quarter	of	2016	has	
already	showed	a	level	of	advertising	investment	growing	by	approximately	2%	yoy	or	more	across	TV,	
radio	and	OOH	over	2015,	despite	modest	economic	signals.		

Television	ad	sales	are	forecast	to	grow	by	+2.6%	driven	by	CPM	inflation	(+6.5%)	and	growth	in	key	
sectors	(food,	drinks,	automotive).	OOH	media	will	also	benefit	from	ad	spend	growth	in	those	sectors	
as	well	as	the	continued	rollout	of	higher-yield	digital	inventory	(e.g.	shopping	malls	in	40	more	mid-to-
small	cities).	OOH	ad	sales	(excluding	cinema)	are	thus	expected	to	grow	by	4%	to	EUR	1.2	billion,	
following	a	strong	first	quarter	(+7%).	Other	traditional	media	categories	will	be	either	flat	(radio	-1%)	or	
down	(print	-8%)	as	they	remain	exposed	to	audience	erosion	and	the	competition	of	digital	media.	
After	growing	ad	sales	by	7%	last	year,	digital	media	became	the	top	media	category	in	France	with	a	
market	share	of	32%	surpassing	television	(30%).	We	expect	digital	growth	to	accelerate	further	in	2016:	
ad	sales	will	grow	by	10%	to	reach	EUR	3.8	billion,	driven	by	social	media	(+42%),	video	(+29%)	and	
search	(+9%).	

Germany 

In	Germany,	ad	revenues	will	increase	by	+2.3%	this	year	to	19.8	billion	euros	($22bn),	a	similar	growth	
rate	as	2015	(+1.9%).	In	the	context	of	slow	economic	growth	(GDP	+1.5%	with	no	inflation),	and	despite	
strong	first	quarter	for	ad	spend,	we	expect	marketing	and	advertising	activity	to	gradually	slow	down	
throughout	the	year.	2017	ad	sales	should	nevertheless	grow	by	+2.1%.	

The	first	quarter	was	strong	in	terms	of	TV	advertising	sales	(high-single	digit	growth),	TV	consumption	
(GRPs	up	+5%)	and	TV	pricing.	On	a	full-year	basis,	we	anticipate	TV	advertising	sales	to	grow	by	+4.7%.	
This	is	driven	by	an	average	CPM	inflation	of	6%	for	free	TV	channels.	The	UEFA	Football	tournament	in	
June	will	be	a	minor	positive	for	TV	advertising	sales	while	the	Olympics	should	have	no	effect,	as	the	
event	will	be	broadcast	on	public	channels	ARD-ZDF	that	carry	no	advertising	on	primetime.	

Other	traditional	media	categories	are	expected	to	show	little	or	no	growth	this	year:	print	advertising	
sales	will	decrease	with	newspapers	and	magazine	revenues	shrinking	-5%	and	-3%,	respectively.	Radio	
and	OOH	will	stagnate	(-1%	and	+1%,	respectively).	The	OOH	sector	may	suffer	from	a	high	comp	effect	
as	the	biennial	International	Car	Show	of	2015	in	Frankfurt	contributed	to	record	ad	sales	for	the	
medium	(+9%).	
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Meanwhile	digital	media	advertising	will	grow	by	+8.4%	to	nearly	seven	billion	euros,	driven	by	social	
formats	(+48%)	and	video	(+34%).	Mobile	advertising	captures	most	of	the	digital	spend	growth	as	
advertising	sales	generated	through	mobile	devices	grow	by	+56%	this	year	to	represent	26%	of	total	
digital	advertising	sales.	This	share	is	10%	lower	than	the	rest	of	Western	Europe,	which	shows	an	
average	of	36%.	This	is	due	to	the	fact	that	half	of	the	German	population	is	over	46,	and	the	
penetration	of	smartphones,	a	well	usage	of	mobile	internet	among	them,	are	lagging	behind	most	of	
other	markets.		

Italy 

After	four	years	of	decline,	Italian	advertising	sales	are	expected	to	grow	for	the	second	year	in	a	row	in	
2016.	Ad	revenues	will	grow	by	+3.5%	in	2016	to	EUR	7.6	billion,	accelerating	from	+2.7%	in	2015.	
Digital	ad	sales	will	grow	by	+10%	this	year	to	reach	31%	market	share,	while	traditional	media	sales	will	
grow	by	just	+1%.	Television	will	benefit	from	pricing	dynamic	and	extra	demand	driven	by	the	UEFA	
Football	tournament.	Because	the	underlying	economy	remains	weak,	with	no	prospect	of	acceleration	
we	expect	growth	to	slow	down	again	in	2017-2018	(+1%).	

Following	a	robust	first	quarter	(advertising	revenues	+5%	for	free	TV,	+15%	for	pay	TV),	television	
advertising	sales	are	forecast	to	grow	by	+2.5%	this	year,	to	EUR	3.7	billion,	its	best	performance	since	
2010.	Nevertheless,	the	TV	advertising	markets	remain	23%	smaller	than	its	pre-recession	peak	in	2008.	
Free-to-view	channels	will	increase	by	2%	while	pay	TV	channels	(mostly	on	Sky)	will	increase	by	+5.6%,	
thanks	to	organic	growth	in	pay	TV	penetration.	Italians	watched	an	average	250	minutes	of	linear	TV	in	
2015	but	consumption	(live+same	day,	adults	15+)	decreased	on	most	demographic	groups.	Viewing	
decreased	by	-4%	in	the	second	half	of	the	year	and	by	-5%	in	the	first	two	months	of	2016.	The	UEFA	
football	tournament	will	be	broadcast	on	Sky	with	the	27	biggest	matches	also	on	RAI	(national	team	
and	final	rounds).	Four	years	ago,	the	games	on	RAI	had	attracted	an	average	9	million	viewers	(16	
million	for	the	national	team).	The	event	is	expected	to	boost	2Q	ad	sales	but	it	will	be	only	a	modest	
net	positive	on	a	full-year	basis.	The	Olympics	will	be	broadcast	by	RAI	in	August	but	will	provide	a	
modest	boost	considering	the	low	marketing	activity	in	that	month.	

Print	ad	sales	will	decrease	by	-5%	which	is	slightly	better	than	previous	years.	Newspapers	should	
benefit	from	the	summer	of	sports	to	sell	more	ad	pages	but	circulation	is	decreasing	by	-7%	per	year.	
OOH	media	sales	are	predicted	to	decrease	by	2%	following	the	strong	growth	of	2015	(+11%)	largely	
prompted	by	the	Digital	Expo	at	the	World	Expo	Milano	.	Radio	is	also	expected	to	slow	down	(+1.6%)	
following	a	strong	performance	last	year	(+9.7%).	Digital	advertising	sales	will	grow	by	+10%	this	year	to	
reach	31%	market	share,	while	traditional	media	sales	will	grow	by	just	+1%.	Digital	sales	are	driven	by	
social	formats	(+46%)	and	video	formats	(+16%)	while	search	(+4%)	and	display	(+1%)	are	slowing	down.	
Mobile	ads	will	grow	by	39%	to	reach	35%	of	total	digital	sales.	Television	is	still	the	dominant	media	
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format	in	Italy	(49%	market	share	this	year),	but	MAGNA	expects	digital	advertising	to	surpass	TV	before	
the	end	of	the	decade.	

Russia 

Russia	is	the	largest	advertising	economy	in	the	region,	and	also	one	of	the	worst	performing	of	late.	
Although	the	market	conditions	improved	in	the	second	half	of	2015	and	we	increase	our	expectations	
for	2016,	it	will	still	take	until	after	2017	for	Russia	to	reach	new	highs	in	spend	after	last	year’s	
weakness.	Most	of	the	rebound	in	spend	has	come	from	cost	increases,	with	e.g.	TV	CPMs	forecast	to	
grow	by	5%	on	average,	from	a	low	base.	Furthermore,	due	to	the	weakness	of	the	Ruble,	Russia	will	fall	
to	just	the	15th	largest	global	advertising	market	in	dollar	terms.	Prior	to	the	collapse	of	the	price	of	oil	
and	geopolitical	tensions	harming	Russia’s	economy,	it	was	bordering	the	top	10.		

Elsewhere	in	CEE,	the	highest	ad	sales	growth	expectations	for	2016	are	found	in	Turkey	(+8.3%),	Estonia	
(+7.6%)	and	Romania	(+6.9%).	The	weakest	markets	are	Kazakhstan		

(-0.8%),	Serbia	(+1.1)	and	Croatia	(+1.8%).	Kazakhstan	continues	to	struggle	with	low	energy	prices,	as	
well	as	finding	difficulty	procuring	media	content	that	is	priced	in	USD	after	significant	declines	in	their	
currency.		Other	large	markets	in	the	CEE	region	will	grow	moderately	this	year,	including	Ukraine	
(+4.3%)	and	Poland	(+3.9%).	

China 

China	remains	the	largest	ad	market	in	APAC	and	the	second	largest	market	behind	the	United	States.	
Chinese	media	 owners	 advertising	 revenues	 grew	 by	 +9.4%	 in	 2015,	 and	 are	 forecast	 to	 increase	 by	
+8.4%	 this	 year	 (previously	 +5.5%)	 to	 RMB	 335bn,	 or	 $53	 billion.	 This	 upward	 revision	 is	 due	 to	 a	
stronger-than-expect	economic	outlook	for	2016,	as	well	as	continued	strength	from	digital	advertising	
this	year,	and	the	search	format	in	particular.	Not	only	does	China	have	one	of	the	largest	global	search	
advertising	markets,	dominated	by	Baidu,	but	 it	also	has	one	of	the	most	mobile-skewed	search	mark:	
more	than	half	of	China’s	search	ad	sales	comes	from	clicks	on	mobile	devices,	significantly	ahead	of	the	
global	 average	 of	 33%.	 Digital	Media	 is	 already	 the	 top	 advertising	 category	 in	 China,	 with	 a	market	
share	of	49%,	well	ahead	of	television	(33%).	By	2020,	digital	advertising	will	grow	to	represent	over	60%	
of	total	advertising	spend,	with	mobile	device	advertising	representing	over	two-thirds	of	that	total.	

Advertising	 sales	 in	 radio	 and	 OOH	 in	 China	 are	 also	 seeing	 healthy	 increases,	 benefitting	 from	
continued	 growth	 in	 automotive	 usage	 and	 public	 transportation.	 Increases	 in	 car	 ownership	 have	
created	a	larger	captive	audience	for	radio	advertising	during	daily	commutes.	China’s	metro	system	has	
seen	 significant	 improvements	 in	many	 large	 cities	 such	 as	 Chongqing,	Wuhan,	 Xiamen,	 Nanjing	 and	
Hangzhou,	while	at	the	same	time	that	real	estate	price	increases	have	forced	many	to	live	further	from	
their	 jobs,increasing	 commute	 times,	 resulting	 in	 significant	 additional	 OOH	 media	 inventory	 on	 a	
countrywide	basis.		
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Japan  

In	Japan,	the	advertising	market	will	rebound	by	+2.5%	in	2016	to	reach	JPY	4.1	trillion,	following	the	
2015	stagnation	(+0.8%),	before	slowing	down	again	in	2017	(+0.3%)	amidst	another	economic	
slowdown.		

Despite	the	plans	of	Prime	Minister	Abe	to	change	the	pattern	of	the	Japanese	economy	when	his	party	
came	to	power	in	2012,	by	tolerating	and	even	encouraging	a	certain	amount	of	inflation,	Japan	is	now	
back	into	the	deflationary	pattern	that	plagued	the	country	in	the	last	20	years.	In	its	April	2016	update,	
the	IMF	reduced	its	real	GDP	forecast	for	2016	and	2017	by	a	full	half	point	to	just	+0.5%	in	2016	and	-
0.1%	in	2017.	A	1%	GDP	deflator	brings	nominal	GDP	growth	to	1.5%	in	2016	and	1%	in	2017.		

The	Government's	plan	to	increase	VAT	rate	in	April	2017	is	now	been	postponed	to	2019,	bringing	
some	respite	to	the	inflation	reticent	Japanese.	Earlier	this	year	the	manufacturers	of	a	popular	ice	
cream	bar	aired	a	TV	commercial	to	publicly	apologize	for	raising	the	cost	from	60	to	70	yens	(approx.	9	
USD	cents)	showing	a	cultural	aversion	to	inflation	that	helps	explain	the	difficulty	experienced	by	the	
government.	Even	below-zero	interest	rates	have	failed	to	encourage	borrowing	and	spending.	Japan	is	
stuck	in	the	circle	of	deflating	wages	and	deflating	prices,	and	the	Japanese	consumer	remains	obsessed	
by	saving	rather	than	spending.	

Nevertheless,	the	economy	grew	above	expectations	in	the	first	quarter	of	the	year	and	the	advertising	
expenditure	did	well	against	a	poor	market	last	year.	MAGNA	forecasts	total	ad	spend	to	grow	by	+2.5%	
to	reach	JPY	4.1	trillion.	Digital	ad	sales	will	grow	by	+10%	to	JPY	1.017	million	(25%	market	share)	while	
traditional	media	sales	will	stagnate	at	best	(+0.1%).	

TV	advertising	sales	will	grow	by	+1.4%	in	2016,	to	JPY	1,742	billion,	but	decrease	in	the	next	three	years	
amidst	eroding	viewing	and	economic	stagnation.	For	the	time	being,	CPM	inflation	(+3%	this	year)	
offsets	the	erosion	of	GRP	delivery.	OOH	advertising	sales	will	increase	by	+1.7%	as	more	and	more	
brands	use	it	to	reach	young	urban	actives	(that	are	increasingly	hard	to	reach	through	television),	
during	their	long	daily	commute.	Radio	sales	will	stagnate	(-0.2%)	and	print	ad	revenues	will	decrease	by	
-4%	in	line	with	the	decline	of	readership:	the	four	main	Japan	daily	newspapers	still	controlled	an	
impressive	circulation	of	21	million	copies	at	the	end	of	2015,	but		is	decreasing	at	the	rate	of	2%	a	year.	

India 

India	will	retain	the	fastest	growing	economy,	with	real	GDP	growing	+7.5%	in	2016	and	a	similar	growth	
estimated	in	2017	according	to	IMF.	Consumer	inflation	slightly	outside	of	target	will	force	the	central	
bank	to	hold	onto	its	policy	rates.	The	earlier	reduction	in	interest	rates	has	helped	automobile,	housing,	
durables	and	education	sectors	snap	this	trend.	The	farm	sector,	due	to		good	rains	is	set	to	rebound	its	
output.	Therefore,	private	consumption	is	expected	to	mirror	the	growth	rates	and	set	the	ground	for	
marketing	spends.		MAGNA	estimates	the	advertising	spend	in	2016	to	grow	+16.2%	(+15.9%	in	2015)	
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and	touch	9.3	billion	USD	or	564	billion	INR	equivalent.	2017	will	be	an	equally	good	year	with	the	
industry	growing	+15.7%.			

2016	advertising	spending	is	driven	by	sporting	events	and	state	elections.	The	4G	landscape	destined	to	
explode	will	make	both	service	providers	and	handset	manufacturers	press	the	ad	spend	accelerator.	
Government	investment	on	infrastructure	and	social	awareness	projects	will	hit	a	new	high.Finally,	E-
commerce	and	Automobile	continue	to	occupy	larger	media	space.	
	
Television	with	42%	share	will	grow	+17%.	The	biggest	contributor	to	revenue	will	be	T20	World	Cup,	
IPL	and	non-cricketing	leagues	buttressed	by	E-commerce,	Telecom,	Auto	and	CPG	advertisers.	
Addressable	television	and	expansion	of	the	measurement	into	rural	India	enables	advertisers	to	reach	
more	consumers	and	allows	broadcasters	to	monetize		audiences.	Measurement	will	evolve	to	
include	addressable	TV	audience.	Though	currently	connected	TV	doesn’t	pose	a	threat	to	
linear	advertising,	it	will	open	doors	for	more	on	demand	content.	Mushrooming	of	both	
domestic	and	international	OTT	players	will	eventually	fragment	viewing	time.		

	

Print	is	the	second	biggest	medium	in	India,	at	35%	market	share	with	ad	sales	growth	of	+8%.	
However,	it	is	expected	to	lose	its	place	to	to	Digital	in	the	next	5	years.	Conventionally	print	heavy	
advertisers	in	CPG,	BFSI,	Automobile	and	now	E-commerce	contributes	to	the	segment	growth.	

Digital	formats	continue	to	disrupt	traditional	with	the	highest	growth	at	+40%	and	market	share	of	
13%.	Videos	will	be	the	fastest	growing	format	driven	by	consumption	on	mobile	devices.	Screen	time	
will	only	increase	as	smartphones	get	bigger	with	better	displays	and	faster	connection.	Trailing	this	
trend,	advertisers	will	ear	mark	higher	promotional	budgets	despite	inventory	attracting	premiums.			

Radio	foot	print	expansion	along	with	increase	in	volume	is	estimated	to	increase	+18%	in	2016.		OOH	
will	grow	+15%	in	2016.	Both	these	segments	will	hold	onto	their	market	share	of	4%	and	6%	
respectively.		

	

Australia	
	

• Unprecedented	growth	of	digital	and	mobile	characterize	Australia’s	ad	market	
• Market	cautiousness	and	general	levels	of	confidence	remain	key	determinants	of	growth		

	
The	growth	of	digital	ad	spend	continues	to	transform	the	Australian	media	market	with	digital	
investment	set	to	hit	$6	billion	in	2016	and	command	44%	of	all	ad	spend.	By	2020,	it	is	estimated	that	
digital	investments	will	be	a	$9	billion	market	with	close	to	56%	of	all	media	spend	being	digital,	70%	of	
which	will	be	on	mobile	devices.			
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Consumer	sentiment	and	overall	business	confidence	in	Australia	are	important	influences	as	the	year	
progresses,	with	MAGNA	Global	forecasting	an	increase	is	of	3.4%	in	total	ad	spend	in	2016,	amidst	
volatile	global	economy.	
		
Video	(+50%	YOY)	and	social	(+34.6%)	show	the	fastest	growing	areas	within	digital	for	2016;	the	mature	
search	sector	is	expected	to	grow	a	respectable	+8.6%.	
		
Sectors	such	as	TV	and	radio	will	face	continued	strong	structural	headwinds	as	audiences	migrate	to	
different	devices	and	platforms,	while	new	digital	services	such	as	content	and	music	invade	their	
airspace.	
	
In	2015	linear	TV	(FTA	TV	and	STV)	dominated	the	$4.2	billion	screen	market	securing	close	to	90%	of	all	
dollars.		By	2020	Magna	Global	predicts	linear	TV	services	will	command	approximately	75%	of	all	
dollars.	This	creates	immense	opportunities	for	the	TV	networks	to	continue	to	evolve	their	product	and	
meet	peoples’	needs.			
	
Out	of	home	continues	to	thrive.	In	2016	ad	revenues	to	this	sector	are	expected	to	increase	+11.7%	
YOY.		The	digitisation	of	OOH	assets	is	seen	to	be	the	biggest	factor	is	driving	that	growth.		In	2016	
Magna	expects	revenues	via	Digital	OOH	panels	will	grow	45%	YOY.	

	

		 		
Growth	rates	(total	ad	

spend)	

		 2016	Size	(USD	bn)	 2015	 2016	 2017	

Global	 480.9	 3.6%	 5.4%	 3.1%	

APAC	 	138.8	 5.8%	 6.0%	 4.9%	

Emerging	APAC	 	76.9	 9.1%	 8.9%	 7.7%	

China	 	53.3	 9.4%		 8.4%	 6.5%	

Japan	 	34.1	 0.8%	 2.5%	 0.3%	

India	 	8.8	 15.9%	 16.2%	 15.7%	

Australia	 	10.6	 5.4%	 4.1%	 3.9%	
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South	Korea	 	8.5	 4.2%	 3.0%	 3.0%	

Thailand	 	4.2	 2.8%	 2.1%	 3.3%	

	
~	ENDS	~	

	


