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WORLDWIDE AD SPENDING: EMARKETER’S UPDATED ESTIMATES AND 
FORECAST FOR 2016–2021 

Spending on paid media worldwide will increase 7.0% in 2017 to $584.14 billion. Growth is largely on pace with 

eMarketer’s previous forecast, with investments in mobile advertising driving these increases. This year, mobile will 

account for 24.4% of total ad expenditures. 

 ■ China will remain one of the largest contributors to 
global advertising growth, largely due to advertisers 
there investing more toward mobile. Total ad spend will 
climb 14.7% in the country this year to $84.54 billion. To 
compare, China’s mobile ad market alone is now larger 
than Latin America’s total ad spend. 

 ■ The US, China, Japan, the UK and Germany will 
continue to be the top five ad markets throughout the 
forecast period. The US will rank first with $205.06 
billion in paid media outlays this year. By 2018, China’s 
ad spend will surpass that of Japan, the UK and 
Germany combined. 

 ■ Ad spending growth will hover between 4.9% and 
8.3% each year of the forecast. Investments in mobile, 
especially in regions where mobile is the point of 
entry for internet access, is fueling this increase. Asia-
Pacific—notably China—will see the fastest total ad 
spend growth of any region, rising 11.5% this year. Latin 
America will be close behind, with ad outlays climbing 
10.0%. 

 ■ Digital ad spending worldwide will grow slightly faster 
than expected, jumping 19.1% this year to $228.44 
billion. Digital will continue to exhibit robust growth, 
expanding from 39.1% of total media ad spend in 2017 
to 49.6% by 2021. 

 ■ Digital’s growth is primarily due to advertiser’s high 
interest in mobile ad formats. Growing competition for 
mobile ad space has led to climbing prices. This year, 
mobile ad spending worldwide will total $142.78 billion, 
up 33.6% from 2016. This will represent nearly one-
quarter of total media ad spending. 

WHAT’S IN THIS REPORT? This report includes eMarketer’s 
updated forecast for worldwide total media ad spending, 
digital ad spending, digital ad spending by format, mobile 
ad spending and mobile’s share of total ad spending, 
broken out by region and country. The projections run 
through 2021. The full data set for this forecast can be 
found in this report’s accompanying spreadsheet. 

billions, % change and % of total media ad spending
Digital Ad Spending Worldwide, 2016-2021

2016

$191.87

20.1%

35.2%

2017

$228.44

19.1%

39.1%

2018

$266.04

16.5%

42.2%

2019

$306.59

15.2%

44.9%

2020

$341.81

11.5%

47.3%

2021

$375.80

9.9%

49.6%

Digital ad spending % change % of total media ad spending

Note: includes advertising that appears on desktop and laptop computers
as well as mobile phones, tablets and other internet-connected devices,
and includes all the various formats of advertising on those platforms;
excludes SMS, MMS and P2P messaging-based advertising
Source: eMarketer, Sep 2017
230799 www.eMarketer.com

KEY STAT: In 2017, global digital ad spending will increase 
19.1% to $228.44 billion. Mobile ad investments will drive 
gains, accounting for 62.5% of digital ad outlays. 
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WORLDWIDE AD 
SPENDING OVERVIEW 

Spending on paid media worldwide will reach $584.14 

billion by the end of this year and approach $757.44 

billion in 2021, eMarketer estimates, driven largely 

by advertiser investments in mobile formats. Ad 

spending growth rates will range between 4.9% and 

8.3% over the forecast period. 

billions and % change

Total Media Ad Spending Worldwide, by Region,
2016-2021

Total media ad spending (billions)

North America

Asia-Paci�c

Western Europe

Latin America

Middle East &
Africa

Central & Eastern
Europe

Worldwide

Total media ad spending growth (% change)

Asia-Paci�c

Latin America

Central & Eastern
Europe

North America

Middle East &
Africa

Western Europe

Worldwide

2016

$205.10

$172.76

$98.52

$31.24

$23.10

$15.05

$545.76

9.5%

11.2%

11.6%

6.5%

5.7%

2.9%

7.1%

2017

$215.78

$192.64

$101.01

$34.35

$24.25

$16.11

$584.14

11.5%

10.0%

7.0%

5.2%

5.0%

2.5%

7.0%

2018

$226.36

$220.95

$103.78

$36.70

$25.35

$17.46

$630.59

14.7%

6.8%

8.4%

4.9%

4.5%

2.7%

8.0%

2019

$238.66

$254.38

$106.36

$38.49

$26.44

$18.57

$682.89

15.1%

4.9%

6.4%

5.4%

4.3%

2.5%

8.3%

2020

$253.17

$273.32

$108.81

$39.99

$27.49

$19.56

$722.35

7.4%

3.9%

5.4%

6.1%

4.0%

2.3%

5.8%

2021

$265.75

$290.14

$111.13

$41.42

$28.54

$20.46

$757.44

6.2%

3.6%

4.6%

5.0%

3.8%

2.1%

4.9%

Note: includes digital (desktop/laptop, mobile and other internet-connected
devices), directories, magazines, newspapers, out-of-home, radio and TV
Source: eMarketer, Sep 2017
230800 www.eMarketer.com

A summary of eMarketer’s estimates of worldwide 
ad spending can be found in this report’s 
accompanying spreadsheet. 

Growth estimates are largely on pace with eMarketer’s 
previous estimates released in April. Every market 
included in eMarketer’s forecast will see ad spending 
growth in 2017, though gains will vary markedly based 
on advertising and economic conditions, among other 
factors. Argentina, China, India, Indonesia and Ireland will 
experience the fastest growth this year, while Finland, 
France, Hong Kong and Singapore will account for the 
slowest growth. 

North America will continue to be the top ad spending 
market, with outlays reaching $215.78 billion by the end 
of 2017—a gain of 5.2% over 2016. This growth will be 
slightly below the worldwide average of 7.0%, mainly 
because North America is one of the more digitally 
mature regions in the world. North America will maintain 
healthy annual growth throughout the forecast period, 
with an uptick of 6.1% in 2020, which is when the next 
US presidential election and Summer Olympics will 
take place. 

Asia-Pacific will rank second globally in total media ad 
spend this year, generating $192.64 billion. The region 
will account for one-third of global expenditures in 2017, 
just behind North America’s 36.9% share. By 2019, 
Asia-Pacific will surpass North America in worldwide ad 
spend ($254.38 billion vs. $238.66 billion) and ad share 
(37.3% vs. 34.9%). Digital ad growth in India and China 
will primarily drive this shift, along with contributions from 
developing markets like Indonesia, the Philippines, South 
Korea and Vietnam. 

Latin America continues to widen its digital ad 
landscape—spearheaded by mobile adoption—and 
recovering commodity prices in the region have also 
improved consumer confidence in some countries. Ad 
spending in Latin America will reach $34.35 billion this 
year, ranking it fourth overall, but the region will have the 
second fastest growth, at 10.0%. Argentina will see the 
highest growth rate of those measured in the market due 
to inflated ad prices. Total ad spend in Latin America is 
expected to increase 6.8% in 2018, fueled by attention 
surrounding the World Cup (hosted in Russia). 

Like North America, Western Europe is a digitally 
advanced region, though it is a more varied economic 
marketplace. Paid media outlays in the region will 
increase just 2.5% this year to $101.01 billion. The UK and 
Sweden will experience healthy ad spend growth of 4.9% 
and 6.0%, respectively, while other markets will see 
gains in the low single digits this year. Several countries in 
Western Europe have maintained strong spending levels 
in traditional ad formats, such as classifieds in Germany 
and the Nordic countries, print in Germany, as well as 
expenditures devoted to TV in France and Spain. 

Slight revisions have been made to eMarketer’s April 
2017 worldwide ad spending forecast. For those earlier 
estimates, see eMarketer’s “Worldwide Ad Spending: The 
eMarketer Forecast for 2017.”

http://totalaccess.emarketer.com/images/chart_gifs/emarketer_2002145_images/emarketer_2002145.xlsx
http://totalaccess.emarketer.com/reports/viewer.aspx?r=2002019
http://totalaccess.emarketer.com/reports/viewer.aspx?r=2002019


WORLDWIDE AD SPENDING: EMARKETER’S UPDATED ESTIMATES AND FORECAST FOR 2016–2021 ©2017 EMARKETER INC.   ALL RIGHTS RESERVED 4

Worldwide Digital Ad Spending
eMarketer estimates worldwide digital ad spending will 
rise 19.1% in 2017 to reach $228.44 billion, accounting for 
39.1% of total media outlays. Growth will remain in the 
double digits through 2020, driven by mobile investments. 

billions, % change and % of total media ad spending
Digital Ad Spending Worldwide, 2016-2021

2016

$191.87

20.1%

35.2%

2017

$228.44

19.1%

39.1%

2018

$266.04

16.5%

42.2%

2019

$306.59

15.2%

44.9%

2020

$341.81

11.5%

47.3%

2021

$375.80

9.9%

49.6%

Digital ad spending % change % of total media ad spending

Note: includes advertising that appears on desktop and laptop computers
as well as mobile phones, tablets and other internet-connected devices,
and includes all the various formats of advertising on those platforms;
excludes SMS, MMS and P2P messaging-based advertising
Source: eMarketer, Sep 2017
230799 www.eMarketer.com

North America will be the largest digital advertising 
market in the world this year with $87.89 billion, or 38.5% 
of global digital expenditures. However, eMarketer 
expects Asia-Pacific to surpass North America in digital 
outlays for the first time in 2018. Asia-Pacific’s digital 
ad spending already accounts for a larger share of total 
media outlays, at 43.9% this year vs. 40.7% for North 
America, with much of this driven by digital advertising 
activity in China. 

Western Europe will account for 16.7% of global digital ad 
investments in 2017, equating to $38.26 billion and placing 
the region third worldwide. Central and Eastern Europe’s 
share of global digital advertising will be much smaller at 
2.7%, or $6.14 billion. Digital’s share of total ad budgets 
in each of these regions is comparable, approaching 40% 
this year due to each market’s digital maturity. 

Digital will be less of a factor for advertising campaigns in 
the Middle East and Africa and Latin America, accounting 
for 15.7% and 22.5% of total media ad investments this 
year. Even as the regions gain digital maturity, digital will 
remain a much smaller factor in advertising than the rest 
of the world. By 2021, digital will capture 25.8% and 
29.7% of total ad budgets in Middle East and Africa and 
Latin America, respectively. 

Looking at countries individually, China will have the 
highest proportion of digital to total media ad dollars this 
year, at 59.5%. Other countries where digital will capture 
at least 50% of total ad spend include Australia, Denmark, 
Ireland, Norway and the UK. Although the US is the 
largest digital ad market overall, digital will account for 
just 40.5% of total media ad expenditures in 2017—just 
slightly higher than the 39.1% worldwide average. 

Worldwide Mobile Ad Spending 
Mobile ad spending overtook global ad outlays on 
desktop/laptop in 2016, and this gap will continue to 
widen through the forecast period. Advertisers will 
allocate $142.78 billion to mobile ad spending in 2017, up 
33.6% from the previous year. Mobile ad formats—which 
include spending on search and display advertisements 
served to mobile phones and tablets, but excludes SMS, 
MMS and peer-to-peer (P2P) messaging-based ads—will 
make up 62.5% of digital ad expenditures and 24.4% of 
total paid media worldwide this year. 

Mobile Ad Spending Worldwide, 2016-2021

Mobile ad
spending
(billions)

—% change

—% of digital ad
spending

—% of total media
ad spending

2016

$106.89

52.5%

55.7%

19.6%

2017

$142.78

33.6%

62.7%

24.4%

2018

$181.59

27.2%

68.3%

28.8%

2019

$220.07

21.2%

71.8%

32.2%

2020

$253.19

15.1%

74.1%

35.1%

2021

$284.33

12.3%

75.7%

37.5%

Note: includes display (banners, video and rich media) and search; excludes
SMS, MMS and P2P messaging-based advertising; includes ad spending on
tablets
Source: eMarketer, Sep 2017
230812 www.eMarketer.com

Improving mobile broadband speeds for page buffering 
and video streaming are encouraging advertisers to 
invest more in the format. This competition—notably 
on Facebook—is driving higher ad prices and spending 
growth. eMarketer estimates worldwide mobile ad 
spending will nearly double between 2017 and 2021, and 
will account for three-quarters of digital ad outlays by the 
end of the forecast period. 

The US will spend more on mobile advertising than any 
other country in 2017, with outlays reaching $58.38 billion, 
or 40.9% of the global mobile market. The US will remain 
the top mobile advertising market throughout the forecast 
period. On a regional level, Asia-Pacific will surpass North 
America in worldwide mobile advertising by 2019, largely 
on the strength of mobile investments from China. 
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Mobile ad spending worldwide will increase 33.6% 
in 2017 and will continue to climb at a robust pace 
throughout the forecast period. This year, gains will be 
in the triple digits for Argentina—due to its inflation—as 
well as in Peru, the Philippines and Vietnam. Even the two 
most invested markets in mobile, China and the US, will 
see ad outlays increase 38.5% and 25.0%. 

What Has Changed Since Our Previous Forecast? 
 ■ eMarketer’s updated estimates for total media ad 
spending are largely on pace with our April 2017 
forecast. Growth has been slightly lowered for 2017, 
mostly due to lower-than-expected investments in TV 
from US advertisers. The decline in TV ad spending 
in the US is primarily a result of the calendar year not 
featuring the Olympics or a presidential election. 

 ■ Digital ad spending levels across all regions have 
outperformed expectations, leading to an increase 
in estimates throughout the forecast period. Asia-
Pacific received the most significant uptick in digital ad 
spend estimates of any region, due in part to Thailand. 
Advertising in the country is picking up following the 
October 2016 passing of King Bhumibol Adulyadej and 
a 30-day moratorium on state events. Thailand also 
has a growing ecommerce market, which is thriving 
from competition between industry giants like JD.com 
and Alibaba. 

 ■ Central and Eastern Europe will also contribute $470 
million to digital’s improvement this year, the second 
most of any region. Improving market conditions in 
Russia and Turkey are primarily responsible for the 
region’s growth in digital ads. Because Central and 
Eastern Europe boasts a relatively small digital market 
($6.14 billion), eMarketer anticipates annual growth 
rates will grow faster than expected, with gains jumping 
18.5% in 2017, up from the previous forecast of 11.2%. 

 ■ eMarketer has increased its estimate for worldwide 
mobile ad spending in 2017. Asia-Pacific is outpacing 
projections this year significantly, largely due to greater-
than-expected mobile ad investment in Thailand. 
Mobile is the point of entry for internet access among 
consumers in Thailand, and advertisers are increasingly 
taking notice. 

 ■ eMarketer has also lowered its estimates for mobile ad 
spending in Western Europe for this year and the rest 
of the forecast period. The reduction is based on recent 
data for Germany suggesting that mobile advertising 
there is less pervasive than previously thought. 

Behind the Numbers 

eMarketer’s forecasts and estimates are based on 
an analysis of quantitative and qualitative data from 
research firms, government agencies, media firms and 
public companies, plus interviews with top executives 
at publishers, ad buyers and agencies. Data is weighted 
based on methodology and soundness. Each eMarketer 
forecast fits within the larger matrix of all its forecasts, 
with the same assumptions and general framework used 
to project figures in a wide variety of areas. Regular re-
evaluation of available data means the forecasts reflect 
the latest business developments, technology trends and 
economic changes.
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eMarketer data and insights address how consumers 
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