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Global Advertising & Marketing Revs Accelerated 4.9% to $1.2T in 2016, But
PQ Media's Annual KPI Benchmark Sees Slower Growth in 2017 on Political
& Economic Anxieties

Global advertising & marketing revenues grew an estimated 4.9% in 2016 to $1.2 trillion,
accelerating from 3.7% growth in 2015, but growth is poised to decelerate in 2017 as online
media growth slows rapidly due to brand marketers shifting budgets to mobile and other digital
& alternative media, per a closely watched annual KPI benchmark report by PQ Media.

Stamford, CT (PRWEB) March 14, 2017 -- Global advertising & marketing revenues grew an estimated 4.9%
to $1.18 trillion in 2016, accelerating from a 3.7% increase in 2015, driven by strong growth in mobile media,
over-the-top (OTT) video, branded entertainment, content marketing and digital out-of-home (DOOH)
advertising, per the just-released annual KPI benchmark report by PQ Media. Global ad & marketing growth is
poised to decelerate in 2017, due to the absence of major political and sports-related media spending, as well as
the continued slowdown in online media growth.

Seven of the 13 mobile media channels PQ Media tracks posted growth rates of faster than 40% in 2016,
including mobile coupon marketing, mobile videogame advertising, mobile sampling & contests, mobile search
and mobile video, as well as emerging smart technology marketing (or “acronym tech”) via the Internet of
Things (IoT), artificial intelligence (AI) and augmented reality (AR), among others, according to PQ Media’s
Global Advertising & Marketing Revenue Forecast 2016-20.

Positive cyclical growth drivers in 2016, such as the Summer Olympics, increased political spending despite the
Trump campaign’s unusual reliance on earned media coverage, and surging mobile media use worldwide, were
offset in the second half of the year by increasingly volatile political climates and continued economic
trepidation in the US and abroad. Political leaders and parties were replaced in several leading global markets
(US, UK, Brazil, South Korea), while other incumbents faced increased pressure from opposing parties (France,
Japan, Germany, India), and various economic and political issues weighed down other major media
economies, including South Africa, China and Russia.

In addition, several key global markets in early 2017 were expecting to feel the impact of new Trump
administration policies, some viewed as positive (Russia, China) and others perceived as negative (Mexico,
Taiwan, China). PQ Media indicated US and global trends were buoyed by cyclical drivers last year, which
may have masked a combination of potentially adverse secular developments that resurfaced in late 2016. Due
to these turns in PEST variables, PQ Media said it recalibrated several ad & marketing growth rates for 4Q
2016 and 2017.

“We have not seen such a strong combination of potential political and economic headwinds worldwide in
many years,” said PQ Media President Patrick Quinn. “Despite this volatile mix, the advertising & marketing
industry remains relatively stable due to several key growth drivers, including the need to engage more
effectively with on-the-go consumers through experiential and influencer marketing; the shift to omnichannel
media campaigns that employ the strengths of both traditional and digital media; and the quick adaptation of
new technologies and strategies to engage target consumers for extended periods in the right venue, at the right
time and in the ideal mindset.”
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The primary reason for decelerating growth in online media is that brand marketers are shifting budgets to
media platforms and channels that demonstrate the consistent ability to execute on those critical objectives,
Quinn added. For example, advertising on digital healthcare networks in captive doctors’ offices, engaging
shoppers on smartphones with mobile beacons at retail, and using word-of-mouth ambassadors to develop
social media conversations.

While print media advertising has lost almost half its value over the past 20 years, due to the rise of digital
media advertising & marketing, PQ Media believes a similar phenomenon has emerged in online media as
brands rapidly move investments from internet to mobile media channels. Several internet channels have begun
to post low single-digit, or even negative, growth rates after years of boasting double-digit gains annually, such
as e-mail marketing and online search, according to the Global Advertising & Marketing Revenue Forecast
2016-20.

Mobile was not the only digital & alternative media to post double-digit growth in 2016. Brands are seeking
methods to interactive more efficiently with consumers, particularly as foot traffic at bricks-and-mortar retail
outlets declines. OTT video, product placement, content marketing, DOOH media and word-of-mouth
marketing have all consistently posted strong gains in recent years. Meanwhile, traditional direct marketing
remained the largest of the 21 digital and traditional media platforms PQ Media tracks, surpassing $215 billion
in 2016, with three other platforms exceeding $100 million, including live events, terrestrial broadcast
television and traditional promotions.

Brands are also moving to develop campaigns that utilize the fastest-growing of the 40 digital & alternative
media channels PQ Media tracks, such as smart tech marketing, which is defined, sized and projected for the
first time anywhere in the new PQ Media report. Smart tech marketing growth skyrocketed by over 1,000% in
2016, as select brands scrambled to embed messages in the AR game Pokemon Go!; to team up with IBM’s
Watson to drive AI campaigns; and to develop IoT marketing messages. Other highlights from the report
include:

--Digital & alternative media expanded 12.5% to $399.4 billion, while traditional inched up 1.4% to $783.7
billion;

--US remained the largest media market in 2016 at $461.7 billion, while no other market exceeded $100 billion;

--Four of the top 20 media markets posted double-digit growth in 2016, led by India, as the US ranked 14th
with overall growth of 4.7%;

--Direct marketing was the largest of the 15 hybrid (traditional & digital media) silos tracked, with revenues of
$230.4 billion worldwide;

PQ Media estimates global advertising & marketing revenues will rise at a 5.1% CAGR in the 2016-20 period
to $1.45 trillion, while the US market expands at a tamer 4.3% CAGR.

About the Report:

Global Advertising & Marketing Revenue Forecast 2016-20 is the first of three reports to be released in PQ
Media’s Global Media & Technology Forecast Series, a three-report series designed to work individually and
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sequentially to provide users with the only holistic perspective of the digital transformation reshaping the media
landscape. Global Advertising & Marketing Revenue Forecast delivers exclusive data and analytics covering
more than 100 consumer-facing media sectors, silos, platforms and channels, including advertising, marketing
and consumer-driven digital, alternative and traditional media; 15 hybrid (digital and traditional) media silos;
21 digital and traditional platforms; and over 40 digital and traditional channels. To download a free executive
summary and sample datasets visit: http://www.pqmedia.com/gamf-2016-2020.html

About PQ Media:

PQ Media is a leading provider of actionable market intelligence and strategic guidance to the world’s top
media, entertainment and technology organizations. PQ Media's proprietary methodology, databases and
opinion leader panels prepare management teams with intelligent data and analytics they need to make smarter
business decisions.

http://www.prweb.com/disclaimer.htm
http://www.prweb.com
http://www.pqmedia.com/gamf-2016-2020.html
http://www.pqmedia.com


Page 4/4

If you have any questions regarding information in these press releases please contact the company listed in the press release. Our complete disclaimer
appears here - PRWeb ebooks - Another online visibility tool from PRWeb

Contact Information
Patrick Quinn
PQ Media
http://www.pqmedia.com
+1 203-569-9449

Leo Kivijarv
PQ Media
http://www.pqmedia.com
203-569-9449

Online Web 2.0 Version
You can read the online version of this press release here.
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