UK digital advertiSing Digital Other

£984m

spend grew by 16% in out-ofhome 7% Yov
+7% YoY '
H1 2024 Classified

£420m
-18% YoY

H1 2024 digital ad spend defied slow economic
conditions and grew exceptionally, by 16% YoY

and reached £16.2bn. Total

Display
£6.52bn

Search grew 13%, however, its share of spend \ +22% YoY

fell for the first time since 2020, as other
formats have performed better.

e Video was a standout performer and grew
26%. It was the only format to show

Display |

double-digit growth for the fourth year in a row, .
. . (Video) |
driven by short-form video and CTV growth. £412bn ;

Search +267% YoY ,
£7.87bn
+13% YoY

e Non-video has shown excellent performance
and growth outstripped search. Standard

display across mobile and non-mobile provided

the uplift. TOta I P
e Digital out-of-home grew at a slower rate £1 6.22 b n

than all other formats, with more rapid +16% YoY
increases seen amongst the emerging formats
in the “Other” category.
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Mobile growth excelled, driven by social video.
Non-mobile is on an upward trajectory due to search
and video, having struggled for growth since 2014.

Non-mobile
H1 2022 £5.96bn
+46% YoY

Non-mobile
H1 2023 £5.94bn

0% YoY

H1 2024 NOQE;EEE L

+8% YoY

Some formats cannot be shown by device and therefore, the total
Mobile and Non-Mobile doesn't equal the total market spend.
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All formats except classified
saw an acceleration of growth
in H1 2024. Non-video display Search

was the most impressive and +15% Yoy
went from a -3% decline in H1
2023 to 17% growth.

+5% YoY

£6.95bn

Display
(Video)
+26% YoY
Display £4.12bn
(Non-Video) Al e
£3.28bn
+17% YoY
-3% YoY
£2.05bn - -
Classified Digital out-of-home
+27% YoY
079 (o)
-9% YoY _18% YoY +5% YoY +7% YoY

Y
£984m
£775m
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Strong growth in ad spend is expected
throughout 2024 and into 2025

UK GDP and digital ad spend YoY growth (%)
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UK digital advertising spend growth is
expected to remain in double digits
throughout the second half of 2024 and the
first half of 2025.

Key drivers include video formats, with CTV
and social video providing impetus. Also,
excellent growth for retail media is anticipated,
which continues to gather industry support.

Furthermore, the UK economy is on an upward
trajectory, compared to the top 5 European
countries. The UK has the second highest
GDP growth forecast for 2025, leading to
favourable conditions for attracting ad spend
from multinational brands.

A key detractor for growth is that households
are reigning in their consumption and have
increased monthly savings. This is in response
to multiple global shocks in recent years and
is leading to more caution and a desire to
build up rainy-day savings.



Disclaimer

This publication has been prepared for general guidance by IAB and MediaSense, on matters of
interest only, and does not constitute professional advice. You should not act upon the information
contained in this publication without obtaining specific professional advice. No representation or
warranty (express or implied) is given as to the accuracy or completeness of the information
contained in this publication and, to the extent permitted by law, neither MediaSense nor any of its
affiliates, nor the Internet Advertising Bureau UK ("the IAB"), nor any of the IAB's contributors and/or
subcontractors accept or assume any liability, responsibility or duty of care for any consequences
of you or anyone else acting, or refraining to act in reliance on the information contained in this
publication or for any decision based on it.




