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A meta analysis of online ad spend in Europe

Iy RATECARD
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Submissions from 27 European countries
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Austria
Belarus*
Belgium
Bulgaria
Czech Republic
Croatia
Denmark
Finland
France
Germany
Greece
Hungary
Ireland
Italy
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Netherlands
Norway
Poland
Russia
Romania
Serbia
Slovakia
Slovenia
Spain
Sweden
Switzerland
Turkey

UK

*New participant from 2014 INTERACT
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Big Picture and Context
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The value of European online advertising in 2014

€30.7bn
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2014: Eurozone maci@covery provides foundation for ad growth
GDP growth irEurozoneg(%)

6
4
/\ l/
. A 2
- R - 0
|

( / \\_/ 7

-4

| fi

HO’)HOOHOOHOOHOOHOOHMHOO\—IOOHOOHOOH-8
>3560>508356035060060650580%
< < WO W © © N N~OWOWO O O O d d NN O M < < W
O O O O O © O 0O O O 0O 4949 d d d A4 d 49 d 494 -+
O O O 6 6 &6 &6 & 6 6 6 b oo oo o o o o o o o
N N N N N NANNNNANNARANANSNNSNSNNNANTC®

@ europe

d mm Eurozone —France — ltaly Germany INTERACT
adex @ b’

Benchmark 2014 #interact2015 W @IABEU_Interact 2015

iab



iab

Doubledigit online advertising growth in 2014

Total onlineadvertising spendebn)
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Onl i1 ne advertising spend has

Total online advertising spendpn)*
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.whi | e mai ngitignowtnfar five aonsécutiee years

Online advertising yeaon-year growth (%)
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2011 2012 2013 2014

o)
Q.
® o INTERACT
iab: 29X © b
®  Benchmark 2014 #interact2015 W @IABEU_Interact 2015




Online growth rescued overall European advertising market in 20:

20.0%

’

2014: advertising yeabn-year growth (%)
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In Western Europe, online advertising spend per head for the first

time exceeded spend on all other media in 2014
Ad spend percapita in 2014e)
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Strong growth puts size of online ad market nearly on par with TV
Ad spend by category in Europe in 20kbN)
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Over half of all European online ad spend comes from three
markets; contribution by top 10 to total market stable

Share of European online ad revenue by market (%)
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Top 10 European online advertising markets at a glance

Total online ad spende(mn)
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and 20 mar kedigs grew doubl e
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Growth drivers

Social media
Video
Programmatic transactions and data infrastructures

Improved data literacy on both demand and supply side

Mobile internet penetration increasing across all of Europe

Measurement initiatives in mobile and video taking effect
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Growth hurdles

Viewability and fraud

Some cannibalization of desktop budgets by mobile

CPM/CPC Inflation
Limited inventory in video
Attribution

Measurement issues remain despite improvements

of
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Display drove online advertising growth in 2014

Yearon-year growth (%)

Display Classifieds & Paid-for-search Total
Directories

d m 2012 = 2013 m 2014 INTERACT
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Displaygrew itsshare, eating into both Pafdr-searchand
Classifieds & Directories
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Video is now an integral part of online display advertising

Video share of Display (%)
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Video growth is at least doubtagit in all markets
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Mobile consolidates its position as key driver of display advertisin
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.when we remove Mobile from D
Display yearon-year growth (%)
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Mobile was responsible for 50% of market growth

European European

Display with
mobile: +15.2%

Display without
mobile: +7.9%
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Classifieds & Directories struggled in 2014 with 11 countries

experiencing decline

Classifieds &irectoriesyear-on-year growth in 2014
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Notable part of paidor search is now mobile

Mobile share ofPaidfor-searchin 2014
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First market signals from |IABs confirm outlook that online will
commandthe highest share of all medaa spend in 2015

Media advertising revenue in Europe
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