
AD EVOLUTION 1980-2020
The advertising landscape has changed beyond recognition over the past three decades, with digital channels now 
accounting for more than half of total adspend, and strong growth in social media, video, ecommerce and search 
over the past ten years has come at the expense of more traditional channels, such as TV and print

GLOBAL ADSPEND OVER THE YEARS BY MEDIUM 
$ billion, current prices  
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The sharp decline in TV adspend 
over recent years has coincided 
with inevitable increases in social 
media and online video ads; 
experts predict TV consumption 
will continue to fall over the 
coming years

GROWTH IN SMARTPHONE USAGE
Average daily usage by adults in China in minutes 
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COVID TO CAUSE 
VIDEO SPIKE IN 2020
Time spent per day 
consuming TV and digital 
video among UK adults 
(hours:mins)

SOCIAL SURGE TO CONTINUE
Percentage of US senior marketers’ budgets allocated for social media 
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2012 2016 2020

8.9% 15.2% 20.6%

was spent on global internet advertising in 
2019, almost twice as much that was spent 
in 2015 ($156 billion)

$299bn

estimated decline in the amount of time 
UK consumers will spend consuming print 
media in 2020

13.5%

daily amount of hours and minutes , up 
from 3 hours 17 minutes at the start of the 
pandemic

6:59

additional amount expected to be 
spent online by consumers as a result of 
coronavirus in 2020

$183bn+

Newspaper and magazine 
adspend both peaked before 
the financial crisis and have 
now plummeted to levels not 
seen since the mid-80s

of global adspend is expected to be  
on online advertising in 2020
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Despite a predicted slight 
plateau in growth in 2020, 
the rise in search adspend 
over recent years has been 
meteoric. With data showing 
online content consumption 
having doubled since the 
start of the pandemic, 
search's growth is likely to 
continue in the coming years


