MINTEL

Digital Advertising - UK - March 2016

e The above prices are correct at the time of publication, but are subject to
Report Price: £1750.00 | $2834.04 | €2223.04 B

“The digital channel provides advertisers with a unique
benefit that is difficult to replicate using other media
formats — the ability to target a specific individual, with a
specific message, at a specific time.”

— Paul Davies, Senior Leisure and Technology
Analyst

This report looks at the following areas:

BUY THIS

= Tackling the threat of ad blockers REPORT NOW
< Privacy vs personalisation
The digital advertising industry continues to reach new heights, with total expenditure from advertisers V I S l T:
topping £8 billion in 2015 (a 15% rise year on year). Mobile is now the key driver behind growth in the store. minte| .Ccom
digital sector, and arguably the advertising industry as a whole, accounting for nearly 80% of the rise
in digital ad revenues in the first half of 2015, now accounting for 27% of the total digital market.

CALL:
However brands face the threat of a backlash from consumers with more people looking to withhold EMEA
information or avoid advertising altogether (using ad blocking software), putting a restriction on the +44 (O) 20 7606 4533
number of people brands can reach and to what extent they can use targeted approaches.
Companies should find that by empowering users and allowing them to have a greater say in what ads Brazil
they see, how these are presented and where and when they appear, the threat of ad blocking will 0800 095 9094

actually be reduced as more advertisers succeed in reaching the right person, with the right message,
at the right time.
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 19: Digital advertising formats noticed by consumers in the last three months, by generation, December 2015
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Unclear targeting methods cause unease
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A sharing economy

Appendix — Data Sources and Abbreviations

Data sources
Abbreviations

Fan chart forecast
Figure 30: Best and worst case forecast of UK digital advertising expenditure, 2015-20
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