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Introductio

TheCovidpandemic and subsequent lockdown have had an unprecedented impact
on economic activity and advertising expenditure.

We hope this presentation helps you ¢ontextualiseyour own situation and business.
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Adspend for 2020 ended up 8% down on 2019, but the rollercoaster variance was tremendous ¢
from a 31% decline in the second quarter to a 12% increase in the last quarter of 2020. This boc
well for 2021.

This report covers Adspend up until Dec 2020 and Digital & TV Audiences up to Dec 2020 as v

Please note that this analysis excludes Cinema and Direct Mail. Nielsen WizzAd figures change based on media reporti er
previous month closing dates, or faults in data supplied by media owners previously. This means that some charts will$
have changed from earlier reports.
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Source: Nielsen WizzAd 2019 vs. 2020 by Month
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2019 vs. 2020 by Month. Outdoor Q1 reflects new companies being measured by Nietse®eal growth.
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TV Growth at the expense of Print
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