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How marketers are planning to change their strategies in the future

152%

26.3m

jump in the estimated size of the 
global e-sports market between 
2017 and 2021, from $0.66 billion 
to $1.65 billion

estimated virtual reality headset 
shipments in 2022, up from 
100,000 in 2016

It's undeniable that TV viewership is 
falling, but don’t count on the death 
of the small screen just yet. The 
average daily time spent watching TV 
is expected to drop by almost half an 
hour by 2020, compared with 2016. 
Yet, despite viewers increasingly using 
another device while watching TV, the 
average household still watches close 
to four hours of TV a day
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The march of video 
is set to continue 
and is set to account 
for almost a quarter 
of all digital media 
consumption by 
2020. In fact, by 2021 
82 per cent of all 
internet traffic will 
be video, according 
to Cisco, up from 73 
per cent in 2016

Industry players have 
long lamented that the 
paid-for-subscription 
model will only go so far 
given the myriad of free 
options to listen to music 
online and companies 
such as Spotify will 
have to think on their 
toes to grab part of the 
still-substantial non-
subscription market

Traditional sectors 
such as print, TV and 
radio are expected to 
weaken in the coming 
years, as online video, 
internet advertising 
and gaming become 
the engines powering 
the media and 
entertainment 
industry
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Study of one million US Facebook users who indicated they were watching the season 
premiere of a popular cable TV programme

TV viewers turning to Facebook during ad breaks
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0.001secs
(one millisecond) expected 5G latency – the time it 
takes a network to respond to a request – compared 
with 15 to 60 milliseconds on 4G and 120 milliseconds 
on 3G. This will be pivotable over the next few years, 
with the influx of 4K and 8K movie downloads, high-
resolution virtual reality and ultra-high-definition game 
streaming from cloud servers
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650m
predicted global 
subscribers to over-the-
top (OTT) services such 
as Netflix and Amazon 
Prime by 2021, up from 
401 million in 2017 and 290 
million in 2016

IHS Markit 2018

From a surge in popularity of virtual reality to downloading entire 
films in seconds via 5G, the media and entertainment industry will 
be unrecognisable in years to come


