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ABOUT THE STUDY

ade

Benchmark



A metaanalysis of online ad spend in Europe

GROSS RATECARD
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Submissions from 26 European countries
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BIG PICTURE & CONTEXT
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The value of online advertising in 2013

adex

Benchmark 2013




Eurozone economy is coming out of a douip recession

GDP Growth in Europe (%)
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In a volatile market, online advertising is up doubigit
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Online ad spend in Europe increasediodd since 2006

Total online advertisingsgpend in Européebn)*
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Online lifted overall ad spend as other media succumbed to economy and
structural challenges

2013: advertising/ear-on-year growth
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Due to weak 2013 for all other media, online strengthened its position as it
approaches TV

Ad spend bycategory in Europe in 201&bn)

TV 32.3

Online 27.3

Newspapers 20.0

recio. | 52
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Over half of all European ad spend comes from three markets

Share of European online revenue by market
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After a tough year, Sweden increases in rank, helped by economic crisis in Spair

Total online ad spendem)
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Growth drivers

Mobile internet penetration increasing across all of Euroy

Programmatic and RTB come into the mainstream

E-commerce driving C&D growth
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Growth hurdles

Attracting brand spend online
Measurement

\le]o]|[<]

Video inventoryc still very limited

TV dominance in some European markets
Data literacy

Regulation
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Mix of CEE and WE markets above European average; Russia and Turkey only |
markets above 20%

Online ad growth likefor-like (yoy)
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Uniform growth patterns in 2013

Online advertising growth yeaon-year (%)
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FORMATS
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Acceleration in Display growth, Display and Search drove online ad spend in 201

Yearon-yeargrowth (%)
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Search and Display grow their share at the expense of Classifieds & Directories
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Format shares of total online
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A renaissance of Display advertising as even mature markets post high growth

Display advertising growth yeaon-year (%)
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Online video is now a significant part of Display advertising

Video share of Display
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Video ad spend mirrors total online ad spend ranking

Online video ad spendem)
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Mobile now has a doubldigit share of online display

Mobile display as a share of total Display
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Display yeaton-year growth (%)
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Mobile is most important growth engine for online display

European

European
Display with
mobile: +14.9%

Display without
mobile: +1.1%
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