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EXECUTIVE SUMMARY 

UK digital advertising spending will reach £6.1 billion 

(over $9.68 billion) this year, eMarketer estimates, and 

rise another 37.7% between 2013 and 2017, when it 

will tally £8.4 billion (around $13.33 billion). By 2016, 

digital ad investments will account for more than half 

of total media ad spending in the UK for the first time. 

In 2013, the explosion in UK search advertising looks to 
have subsided, with growth for the segment beginning 
to cool. Display advertising is now increasing at a 
faster pace. Publisher sites with large display space 
inventories—such as news providers, but also Google 
sites (particularly YouTube), Facebook and Yahoo!, among 
others—are offering media buyers a compelling display 
advertising prospect in both desktop and mobile channels. 
These publishers have made themselves indispensable 
to their users—as essential to digital denizens’ online 
activities as Google’s search engine has been. 

Thanks to the wide proliferation of smartphones and 
tablets, UK consumers are now reachable by digital 
advertising almost all the time. As a result, the distinction 
between mobile and nonmobile ad inventory is beginning 
to disappear. eMarketer expects mobile’s share of UK 
digital ad spending to increase sharply over the next 
four years. Companies like Facebook have positioned 
themselves strongly to take advantage of marketers’ 
increased focus on mobile, and the remainder of the UK’s 
advertising chain is now not far behind. 

KEY QUESTIONS 
 ■ What is driving UK digital advertising spending? 

 ■ Why is video advertising proving so popular? 

 ■ How are agencies and clients adapting to 

mobile advertising? 

billions of £ and % change
UK Digital Ad Spending, 2011-2017

2011

£4.8

17.4%

2012

£5.4

12.6%

2013

£6.1

12.0%

2014

£6.8

12.5%

2015

£7.4

8.0%

2016

£7.9

7.0%

2017

£8.4

6.0%

Digital ad spending % change

Note: eMarketer benchmarks its UK digital ad spending projections against
the IAB UK/PwC/Warc data for which the last full year measured was 2012;
includes categories as defined by IAB UK/PwC/Warc—banners, classifieds,
email (embedded ads only), lead generation, mobile SMS/MMS, rich media,
search, sponsorships and video; includes mobile ads within the existing
formats
Source: eMarketer, June 2013; confirmed and republished, Aug 2013
159001 www.eMarketer.com
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DIGITAL AD SPENDING 

After double-digit gains in both 2011 and 2012, UK 

digital ad spending continues to grow strongly. 

eMarketer expects investments in online and mobile 

ads to exceed total expenditure on nondigital 

advertising forms in 2016, when digital ad spending 

will pass £7.88 billion (nearly $12.51 billion) to claim 

50.3% of the UK’s £15.67 billion (more than  

$24.87 billion) in total media ad outlay. 

millions of £
UK Total Media Ad Spending, by Media, 2012-2017

Digital

—Mobile

TV

Print

—Newspapers*

—Magazines*

Outdoor

Radio**

Total

2012

£5,416

£526

£3,547

£3,176

£2,323

£853

£971

£332

£13,441

2013

£6,066

£999

£3,582

£2,996

£2,167

£829

£981

£334

£13,960

2014

£6,824

£1,599

£3,629

£2,871

£2,059

£812

£1,001

£338

£14,663

2015

£7,370

£2,319

£3,662

£2,775

£1,977

£798

£1,015

£339

£15,161

2016

£7,886

£3,014

£3,706

£2,704

£1,913

£790

£1,034

£341

£15,670

2017

£8,359

£3,707

£3,743

£2,669

£1,883

£787

£1,039

£341

£16,151

Note: numbers may not add up to total due to rounding; *print only;
**excludes off-air radio & digital
Source: eMarketer, Aug 2013
161642 www.eMarketer.com

The UK is Europe’s largest digital ad market and will 
remain so through at least 2017, eMarketer predicts. Total 
digital ad spending will rise 12.0% this year to reach  
£6.1 billion. Further, albeit slower, gains in subsequent 
years will propel expenditure to £8.4 billion by 2017. 

billions of £ and % change
UK Digital Ad Spending, 2011-2017

2011

£4.8

17.4%

2012

£5.4

12.6%

2013

£6.1

12.0%

2014

£6.8

12.5%

2015

£7.4

8.0%

2016

£7.9

7.0%

2017

£8.4

6.0%

Digital ad spending % change

Note: eMarketer benchmarks its UK digital ad spending projections against
the IAB UK/PwC/Warc data for which the last full year measured was 2012;
includes categories as defined by IAB UK/PwC/Warc—banners, classifieds,
email (embedded ads only), lead generation, mobile SMS/MMS, rich media,
search, sponsorships and video; includes mobile ads within the existing
formats
Source: eMarketer, June 2013; confirmed and republished, Aug 2013
159001 www.eMarketer.com

In fact, between 2012 and 2017, eMarketer expects digital 
to be the only sector among UK media channels to show 
significant gains. Expenditures on TV, radio and outdoor 
ads will grow incrementally throughout the forecast 
period. Meanwhile, print spending will fall by nearly 16% 
over the period, with newspaper revenues falling faster 
than magazine revenues. 

Within the digital space, mobile will take up an 
increasingly significant portion of total media ad spending 
in the UK, eMarketer predicts—rising from 3.9% of the 
total in 2012 to 7.2% in 2013 and 23.0% in 2017. In fact, 
mobile will drive overall growth in digital ad investments. 

% of total and millions

UK Total Media Ad Spending Share, by Media,
2012-2017

Digital

—Mobile

TV

Print

—Newspapers*

—Magazines*

Outdoor

Radio**

Total

2012

40.3%

3.9%

26.4%

23.6%

17.3%

6.3%

7.2%

2.5%

£13,441

2013

43.5%

7.2%

25.7%

21.5%

15.5%

5.9%

7.0%

2.4%

£13,960

2014

46.5%

10.9%

24.7%

19.6%

14.0%

5.5%

6.8%

2.3%

£14,663

2015

48.6%

15.3%

24.2%

18.3%

13.0%

5.3%

6.7%

2.2%

£15,161

2016

50.3%

19.2%

23.6%

17.3%

12.2%

5.0%

6.6%

2.2%

£15,670

2017

51.8%

23.0%

23.2%

16.5%

11.7%

4.9%

6.4%

2.1%

£16,151

Note: numbers may not add up to 100% due to rounding; *print only;
**excludes off-air radio & digital
Source: eMarketer, Aug 2013
161643 www.eMarketer.com
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Gains in mobile ad spending, however, will begin to slow 
during the next four years, dropping from a staggering 
increase of 158.9% in 2012 to merely very rapid growth 
of 23.0% in 2017. By that year, UK mobile ad spending, 
at 23.0% of the total media ad spending pie, will be just 
short of TV’s 23.2% share. 

Digital ad spending per UK internet user will increase by 
nearly 52% between 2011 and 2017 to reach an estimated 
£161.66 ($256.60) that year. eMarketer expects that by 
that time, internet user penetration among UK residents 
will reach 78.3%, or 51.7 million people. 

UK Digital Ad Spending per Internet User, 2011-2017

2011

£106.39

2012

£116.31

2013

£126.67

2014

£139.22

2015

£147.29

2016

£154.74

2017

£161.66

Note: eMarketer benchmarks its UK digital ad spending projections against
the IAB UK/PwC/Warc data for which the last full year measured was 2012;
includes categories as defined by IAB UK/PwC/Warc—banners, classifieds,
email (embedded ads only), lead generation, mobile SMS/MMS, rich media,
search, sponsorships and video; includes mobile ads within the existing
formats
Source: eMarketer, June 2013; confirmed and republished, Aug 2013
159019 www.eMarketer.com

in £

In 2013, only Australia will register higher digital 
ad spending per internet user than the UK, 
eMarketer estimates. 

With advertisers spending so much to reach UK 
consumers, the attitudes of audiences are significant to 
note. According to a Deloitte report published in June 
2013, 62% of UK internet users polled in 2012 said online 
ads had more influence on their purchase decisions than 
any other of type of advertising, including TV ads. 

% of respondents

Types of Ads that Have the Most Influence on
Purchase Decisions of Internet Users in the US and
Select Countries in Europe, 2012

TV

Online

Manufacturer or 
vendor website

Reseller websites

Newspaper

Magazine

Third-party website 
about products

Radio

Billboards or outdoor ads

In-theater ads

Social media

SMS/text message

Mobile app

Fra
nce

56%

56%

50%

53%

51%

53%

48%

43%

45%

41%

28%

27%

27%

Germ
any

48%

54%

42%

44%

44%

43%

49%

34%

35%

28%

18%

10%

13%

Ita
ly

66%

70%

60%

61%

57%

60%

62%

49%

52%

41%

41%

31%

28%

Norw
ay

54%

46%

65%

36%

56%

51%

52%

27%

39%

33%

22%

18%

15%

Spain

67%

62%

65%

50%

57%

56%

52%

52%

50%

46%

49%

34%

38%

UK

50%

62%

37%

45%

39%

40%

40%

25%

28%

25%

13%

8%

9%

US

68%

63%

57%

53%

52%

51%

49%

39%

36%

36%

29%

22%

21%

Note: among respondents who selected high/medium degree of influence
Source: Deloitte, "Vox Populi: State of the Media Democracy Survey 2nd
Edition: Australia's Media Usage and Preferences 2013," June 12, 2013
159380 www.eMarketer.com

And December 2012 polling by Deloitte found that digital 
advertising was most accepted by the young. Results 
showed that the younger the UK internet user, the more 
impact that respondent felt digital ads had on purchase 
decisions compared with TV or print ads. 

% of respondents in each group

UK Internet Users Who Think Digital Ads Have Greater
Influence* vs. Print/TV Ads, by Age, Dec 2012

14-17 41%

18-24 29%

25-34 24%

35-44 15%

45-54 11%

55+ 10%

Note: *on purchase decisions
Source: Deloitte, "Media Consumer Survey 2013," April 17, 2013
156280 www.eMarketer.com
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DIGITAL AD SPENDING BY FORMAT 

Search ad spending continues to dominate the UK’s 

digital ad market. The format will claim an estimated 

58.9% of all digital ad investments in 2013 but dip to 

53.3% of the total in 2017. 

millions of £
UK Digital Ad Spending, by Format, 2011-2017

Search

Display*

—Video

Classifieds

Other**

Total

2011

£2,769

£1,143

£109

£778

£118

£4,809

2012

£3,168

£1,304

£160

£854

£89

£5,416

2013

£3,573

£1,498

£244

£898

£97

£6,066

2014

£3,965

£1,802

£378

£955

£102

£6,824

2015

£4,164

£2,093

£565

£1,002

£111

£7,370

2016

£4,290

£2,453

£834

£1,025

£118

£7,886

2017

£4,455

£2,733

£1,039

£1,045

£125

£8,359

Note: eMarketer benchmarks its UK digital ad spending projections against
the IAB UK/PwC/Warc data for which the last full year measured was 2012;
includes mobile ads within the existing formats; *banners, rich media,
sponsorships, video; **lead generation, mobile SMS/MMS, solus email
Source: eMarketer, June 2013; confirmed and republished, Aug 2013
159002 www.eMarketer.com

In 2013, more than £3.57 billion (over $5.67 billion)  
will be spent on search, which is expected to outsell 
display spending, worth nearly £1.5 billion (more than 
$2.38 billion), by a proportion of around 5:2. This will 
change dramatically by 2017, with display revenues 
topping £2.73 billion (nearly $4.34 billion) and accounting 
for 32.7% of total digital ad spending—still behind search, 
but narrowing the proportion to about 5:3. 

Video advertising will help push display figures up, with 
strong growth expected. Video will account for 4.0% 
of total UK digital ad spending in 2013, but eMarketer 
predicts this proportion will more than triple to 12.4% of 
total digital ad spending in 2017. 

Classified advertising, however, will continue to tally a 
larger share of UK digital ad spending than video through 
2017, eMarketer forecasts. But the difference in share 
between the two segments will narrow to just 0.1 
percentage point by that time. 

SEARCH: GOOGLE DOMINATES 
In the UK search market, Google is by far the biggest 
player. eMarketer expects that in 2013, the search 
giant will receive 62.8% of all UK search ad spending, 
a proportion set to increase further between now and 
2015. Google’s UK search revenues will pass £2.24 billion 
(nearly $3.56 billion) this year, representing 37.0% of total 
UK digital ad spending. 

millions of £, % of search ad spending and % of digital ad
spending

Net UK Google Search Ad Revenues, 2011-2015

2011

£1,683

60.8%

35.0%

2012

£2,018

63.7%

37.3%

2013

£2,242

62.8%

37.0%

2014

£2,489

62.8%

36.5%

2015

£2,643

63.5%

35.9%

Search ad revenues
% of search ad spending % of digital ad spending

Note: net ad revenues after companies pay traffic acquisition costs (TAC) to
partner sites
Source: company reports, 2012 & 2013; eMarketer, Aug 2013
161659 www.eMarketer.com

Google’s search revenues as a proportion of total 
digital ad spending will likely peak in 2013, however, as 
expenditure on display advertising is increasing much 
more quickly than on search. And by 2015, the company’s 
share will decline to 35.9%, though eMarketer predicts 
that Google’s overall search ad revenues will increase by 
nearly 17.9% over the same timeframe. 

DISPLAY: THE BATTLEGROUND 
As there is no single dominant player in the UK display 
market, competition is high. In 2013, the UK search 
market will grow by 12.8%, and the display market by 
14.9%—both a little above the average of 12.0% for 
the digital ad sector overall. This balance is changing, 
however. 
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eMarketer estimates that in 2014, UK display ad spending 
will increase by 20.2%. Growth rates for display will 
decline in subsequent years but will far outpace the 
annual gains forecast for search spending. In 2017, display 
ad expenditures will rise by an estimated 11.5%—almost 
double the growth expansion of the UK digital ad market 
as a whole—while search’s growth of 3.9% will be well 
below the average. 

% change
UK Digital Ad Spending Growth, by Format, 2011-2017

Display*

—Video

Search

Classifieds

Other**

Total

2011

20.9%

101.9%

18.1%

3.7%

116.4%

17.4%

2012

14.1%

46.8%

14.4%

9.7%

-24.4%

12.6%

2013

14.9%

52.6%

12.8%

5.1%

8.6%

12.0%

2014

20.2%

54.9%

11.0%

6.4%

5.5%

12.5%

2015

16.2%

49.4%

5.0%

4.9%

8.0%

8.0%

2016

17.2%

47.6%

3.0%

2.3%

7.0%

7.0%

2017

11.5%

24.6%

3.9%

1.9%

6.0%

6.0%

Note: eMarketer benchmarks its UK digital ad spending projections against
the IAB UK/PwC/Warc data for which the last full year measured was 2012;
includes mobile ads within the existing formats; *banners, rich media,
sponsorships, video; **lead generation, mobile SMS/MMS, solus email
Source: eMarketer, June 2013; confirmed and republished, Aug 2013
159004 www.eMarketer.com

Video ad spending will soar by more than 325.8%  
over the forecast period, rising from £244 million  
($387.3 million) in 2013 to nearly £1.04 billion (almost  
$1.65 billion) in 2017. Growth in this medium will push 
up overall gains in display advertising. With its YouTube 
property the UK’s dominant video platform, Google 
is expected to be one of the primary beneficiaries of 
this trend. 

Google vs. Facebook: Two Giants Compared 
While Google dominates in search, in display it competes 
on a more equal footing with other major players, 
including Facebook. The two market leaders are expected 
to take in respective shares of 24.4% and 20.2% of UK 
display ad spending in 2013. By 2015, display will likely 
skew more heavily toward Google, which eMarketer 
predicts will claim a 35.6% share, compared with 
Facebook’s 21.2%. 

millions of £, % change and % of display ad spending

UK Display Ad Revenues at Google and Facebook,
2011-2015

Google*

Display ad revenues

—% change

—% of display ad spending

Facebook*

Display ad revenues

—% change

—% of display ad spending

Total**

Display ad spending

—% change

2011

£208

24%

18.2%

£181

56%

15.9%

£1,143

20.9%

2012

£249

20%

19.1%

£223

23%

17.1%

£1,304

14.1%

2013

£365

46%

24.4%

£303

36%

20.2%

£1,498

14.9%

2014

£510

40%

28.3%

£378

25%

21.0%

£1,802

20.2%

2015

£745

46%

35.6%

£444

17%

21.2%

£2,093

16.2%

Note: includes banners, rich media, sponsorships, video; includes mobile
ads within the existing formats; *net ad revenues after companies pay
traffic acquisition costs (TAC) to partner sites; **eMarketer benchmarks its
UK display ad spending projections against the IAB UK/PwC/Warc data for
which the last full year measured was 2012
Source: company reports, 2012 & 2013; eMarketer, Aug 2013
161672 www.eMarketer.com

While search remains the bedrock of Google’s revenue 
stream, eMarketer expects Google’s net display  
revenues to more than double between 2013 and  
2015, jumping from £365 million (nearly $579.4 million) 
to £745 million (over $1.18 billion) on the back of the 
company’s successful display portfolio, notably YouTube, 
while search-related ad revenues will rise by less than 
18%. Display properties are starting to challenge search 
as the first port of call for internet users. 

millions of £, % change and % of digital ad spending
Net UK Google Ad Revenues, by Format, 2011-2015

Search

—% change

Display

—% change

Total

—% change

—% of digital ad spending

2011

£1,683

18%

£208

24%

£1,891

19%

39.3%

2012

£2,018

20%

£249

20%

£2,268

20%

41.9%

2013

£2,242

11%

£365

46%

£2,607

15%

43.0%

2014

£2,489

11%

£510

40%

£2,998

15%

43.9%

2015

£2,643

6%

£745

46%

£3,388

13%

46.0%

Note: net ad revenues after companies pay traffic acquisition costs (TAC) to
partner sites
Source: eMarketer, Aug 2013
161651 www.eMarketer.com
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Google’s display ad revenues as a proportion of total UK 
digital ad spending will increase from 6.0% in 2013 to 
10.1% in 2015, eMarketer predicts. 

millions of £, % of display ad spending and % of digital 
ad spending

Net UK Google Display Ad Revenues, 2011-2015

2011

£208

18.2%

4.3%
2012

£249

19.1%

4.6%
2013

£365

24.4%

6.0%
2014

£510

28.3%

7.5%

2015

£745

35.6%

10.1%

Display ad revenues
% of display ad spending % of digital ad spending

Note: net ad revenues after companies pay traffic acquisition costs (TAC) to
partner sites
Source: company reports, 2012 & 2013; eMarketer, Aug 2013
161652 www.eMarketer.com

Overall, Google will benefit handsomely in the coming 
years from increases in digital advertising, further 
consolidating its search business and making significant 
inroads into the display market—not only through video 
ads on YouTube, but also by extending its advertising into 
new areas of its empire, such as its mobile Gmail client. 

eMarketer estimates Facebook’s proportion of total UK 
display ad spending will also rise but not as strongly, 
growing from 20.2% in 2013 to 21.2% in 2015. The social 
network’s success comes partly from its impressive 
reach, as well as its very successful move into mobile. 
While Facebook does not break out mobile revenue 
figures for the UK, we believe the proportion is essentially 
consistent with its US business, where mobile revenues 
will account for 42.4% of its overall US ad revenues in 
2013, rising to 55.3% in 2015. 

UK Facebook Ad Revenue Share, 2011-2015

% of display ad spending

% of digital ad spending

% of Facebook ad revenues worldwide

2011

15.9%

3.8%

9.3%

2012

17.1%

4.1%

8.3%

2013

20.2%

5.0%

7.6%

2014

21.0%

5.5%

7.4%

2015

21.2%

6.0%

7.1%

Note: paid advertising only; excludes spending by marketers that goes
toward developing or maintaining a Facebook presence
Source: company reports, 2012 & 2013; eMarketer, Aug 2013
161663 www.eMarketer.com

Combined, Google and Facebook will take in nearly 
52% of UK total digital ad spending by 2015, with both 
companies maintaining double-digit growth in digital 
revenues through that year. 

millions of £, % change and % of digital ad spending

UK Digital Ad Revenues at Google and Facebook,
2011-2015

2011 2012 2013 2014 2015

Google*

Digital ad revenues £1,891 £2,268 £2,607 £2,998 £3,388

—% change 19% 20% 15% 15% 13%

—% of digital ad spending 39.3% 41.9% 43.0% 43.9% 46.0%

Facebook*

Digital ad revenues £181 £223 £303 £378 £444

—% change 56% 23% 36% 25% 17%

—% of digital ad spending 3.8% 4.1% 5.0% 5.5% 6.0%

Total**

Digital ad spending £4,809 £5,416 £6,066 £6,824 £7,370

—% change 17.4% 12.6% 12.0% 12.5% 8.0%

Note: includes banners, classifieds, email (embedded ads only), lead
generation, mobile SMS/MMS, rich media, search, sponsorships and video;
includes mobile ads within the existing formats; *net ad revenues after
companies pay traffic acquisition costs (TAC) to partner sites; **eMarketer
benchmarks its UK digital ad spending projections against the IAB
UK/PwC/Warc data for which the last full year measured was 2012
Source: company reports, 2012 & 2013; eMarketer, Aug 2013
161664 www.eMarketer.com
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MOBILE ADVERTISING 

UK mobile ad spending will be just shy of £1 billion 

(£999 million [close to $1.59 billion]) in 2013. Between 

now and 2017, mobile advertising will drive overall ad 

expenditure in the UK, growing from 16.5% of digital 

ad spending and 7.2% of total media spending in 2013 

to 44.4% and 22.9% in 2017, respectively. 

eMarketer forecasts that total UK mobile ad spending will 
increase to nearly £3.71 billion (more than $5.88 billion) 
in 2017—a gain of almost 271.1% from 2013. Investment 
in mobile advertising has already risen almost fivefold 
between 2011 and 2013 and is expected to grow nearly 
eighteenfold between 2011 and 2017. 

millions of £, % of total digital ad spending and % of total
media ad spending

UK Mobile Ad Spending, 2011-2017

2011

£203
1.6%

2012

£526
3.9%

2013

£999
16.5%

7.2%
2014

£1,599

23.4%

10.9%

2015

£2,319

31.5%

15.3%

2016

£3,014

38.2%

19.2%

2017

£3,707

44.4%

22.9%

Mobile ad spending
% of total digital ad spending

% of total media ad spending

Note: eMarketer benchmarks its UK mobile ad spending projections against
the IAB UK/PwC data for which the last full year measured was 2012;
includes display (sponsorship, standard display, video and other display
formats), search, and other (classified, mobile SMS/MMS, tenancies and
other)
Source: eMarketer, June 2013; confirmed and republished, Aug 2013
159020 www.eMarketer.com

4.2%
9.7%

Some brands have been reluctant to enter the mobile 
advertising space, but this reticence is diminishing. 
eMarketer estimates that by 2017, more than one-fifth 
of total UK media ad investments will go toward mobile 
devices. August 2013 research by the UK’s Internet 
Advertising Bureau (IAB UK) highlighted the move to 
mobile, showing 11% of the top 100 UK advertisers 
in terms of spending had adopted responsive design 
for their websites, and 58% had sites designed to 
automatically optimize display for mobile devices. 

According to May 2013 polling by mobile service provider 
O2 and handset maker Samsung, UK smartphone users 
spent just short of 2 hours per day (119 minutes) using 
those devices—a figure expected to increase further. 
To compare with other media, UK consumers spend 
roughly double that amount of time watching TV each day, 
according to Group M’s “This Year, Next Year” report. But 
UK ad investment does not follow these media usage 
patterns. eMarketer expects UK TV ad spending to total 
more than 3.5 times that of mobile ad spending this 
year—£999 million vs. approximately £3.58 billion (nearly 
$5.67 billion)—although this disparity will reduce to 
almost nothing by 2017. 

Younger smartphone users remain the most engaged 
audience for companies advertising on mobile, with 
18-to-24-year-old smartphone users overindexing on 
every mobile advertising activity listed in March 2013 
polling by comScore MobiLens. This group particularly 
overindexed for reading social network posts from 
brands, organizations or events (56.2%, vs. 35.5% 
 total respondents) and for web or app ad recall  
(38.1% vs. 26.5%).

% of respondents in each group

Mobile Advertising Activities Among UK Smartphone
Users, Ages 18-24 vs. Total, March 2013

Social network—read posts from organizations/brands/events
56.2%

35.5%

Web/app ads: recall seeing ads
38.1%

26.5%

Saw in-game ads
29.7%

20.1%

Social network—clicked on ad
26.7%

16.5%

Social network—received coupon/offer/deal
25.3%

16.3%

Scanned QR/barcode with mobile phone
13.8%

9.5%

18-24 Total

Note: ages 13+; three-month average for period ending March 2013
Source: comScore MobiLens as cited in company blog, May 16, 2013
157343 www.eMarketer.com
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Historically, UK-based agencies have not had much 
confidence moving to mobile. But research released 
in February 2013 by the IAB UK showed an increasing 
proportion of media agencies with a good understanding 
of the major mobile technologies needed to run 
campaigns. In 2008, 72% of UK agency respondents 
placed themselves in the 2-to-5 range on a 10-point 
scale, where 1 represented “no understanding” and 10 
an “expert” level of understanding mobile advertising. 
By 2012, the situation had improved, with 70% of 
respondents putting themselves in the 4-to-7 range and 
another 12% ranking themselves in the 8-to-10 bracket. 

Predictably, the proportion of digital ad budgets spent 
on mobile also increased during that period. The IAB UK 
found that 33% of UK agencies devoted at least 11% of 
their digital ad money to mobile in 2012, compared with 
just 6% in 2009. 

Yet UK agencies continue to encounter problems with 
mobile, citing several barriers to the medium becoming a 
larger percentage of digital ad spending in the same IAB 
UK study. Although all the issues cited shrank in number 
of respondents between 2011 and 2012, “lack of client 
understanding around mobile advertising” remained the 
top concern by a wide margin. However, two metrics—
“lack of measurement and tracking” and “lack of internal 
agency resources dedicated to mobile advertising”—
decreased dramatically. 

% of respondents

Barriers to Mobile Becoming a Larger Percentage of
Digital Ad Spend According to UK Agencies, 
2011 & 2012

Lack of client understanding around mobile advertising
74%

70%

Lack of measurement & tracking
54%

31%

Lack of integration into wider campaigns
37%

32%

Lack of internal agency understanding around mobile advertising
35%

25%

Lack of internal agency resources dedicated to mobile
advertising

33%

17%

Lack of creative opportunities
21%

16%

2011 (n=406) 2012 (n=353)

Source: Internet Advertising Bureau UK (IAB UK), "IAB Snapshot Research
2012" conducted by Work Research, Feb 4, 2013
156241 www.eMarketer.com

However, significant numbers of UK agencies polled 
by the IAB UK in December 2012 confessed to having 
“no experience” of major trends and issues related to 
mobile advertising. That proportion ranged from 32% 
who said they had no experience with mobile-sponsored 
content to 53% with no responsive web design or mobile 
privacy experience. 
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% of respondents

Level of Familiarity with Select Mobile Advertising
Trends/Issues According to UK Agencies, Dec 2012

HTML5
22% 33% 45%

Mobile messaging for CRM (SMS/MMS)
21% 40% 39%

Sponsored content
20% 48% 32%

Mcommerce
20% 40% 40%

Mobile redemption coupons
18% 43% 39%

NFC
18% 34% 48%

SMS/MMS shortcodes
17% 44% 39%

Real-time advertising on mobile
13% 38% 49%

Responsive web design
13% 34% 53%

Mobile privacy
9% 38% 53%

Understand it well Some familiarity No experience

Source: Internet Advertising Bureau UK (IAB UK), "IAB Snapshot Research
2012" conducted by Work Research, Feb 4, 2013
155519 www.eMarketer.com

Location is an important factor when delivering real-time 
advertising, but 49% of agency respondents in the IAB 
UK’s survey said they had “no experience” with real-time 
advertising on mobile. Yet according to research by Aimia 
in summer 2012, UK internet users were slightly more 
likely than their counterparts in North America to respond 
to location-based offers. Half of UK respondents said they 
would be “likely” to respond to such offers, compared 
with 48% of respondents from either the US or Canada. 

The IAB UK’s study also found that the move to mobile 
advertising has been increasingly driven by individual 
mobile specialists within agencies, which may limit 
greater adoption depending on those specialists’ 
influence. However, the percentage of agencies where 
CEOs or managing directors were driving the mobile 
transformation also rose, from 25% in 2010 to 38% in 
2012, indicating that agency leaders were taking the 
medium more seriously as well. 

According to Matt Ballantine, founder and CEO of 
marketing consultancy Stamp London, mobile carries 
with it a series of problems that make both agencies 
and clients cautious. “Mobile is not a mass medium, and 
display is a lot more intrusive on mobile. The traditional 
model of display advertising is not going to be effective 
within the mobile space and calls for new models to 
reach consumers,” he said. 

Mick Rigby, CEO of mobile agency Yodel Mobile, said 
that while some of the problems with mobile have been 
overcome, sometimes the solutions create new layers 
of complexity. “The sector is starting to evolve. There are 
extra layers—new technologies, new agencies offering 
demand-side platforms or verification of clicks to see if 
they are legitimate. Programmatic buying is another layer. 
These new factors emerge, adding layers of complexity. 
It’s a soup of opportunity and information,” he explained. 

As a result, Rigby said, “[mobile] budgets start small, 
using trackable campaigns, but then, once [advertisers] 
are confident mobile is working as a medium, move up to 
demographic targeting.” 

Both Rigby and Ballantine agreed that the difficulties of 
moving to mobile have presented media agencies with 
problems—but the shift has also created opportunities. 
Rigby noted: “While creative is more about the look and 
feel, mobile is a highly commoditized medium, and clients 
need it to be trackable and result-driven. So, if costs are 
reduced, then return on investment (ROI) is improved. 
Media agencies are cutting out costs or adding value by 
wrapping creative into their offering.” 

Ballantine said: “Media companies are being opportunistic 
now [by moving into creative], but longer term, they don’t 
want to just buy and sell ad space.” 



UK DIGITAL AD SPENDING: DRIVEN BY MOBILE, DIGITAL WILL SOON BE HALF OF AD SECTOR ©2013 EMARKETER INC.   ALL RIGHTS RESERVED 13

VIDEO ADVERTISING 

The UK display ad spending sector experiencing 

the strongest growth is video advertising, which 

eMarketer predicts will increase from £244 million in 

2013 to nearly £1.04 billion in 2017. 

Online video viewing is increasingly popular among 
UK internet users, helped by dedicated video sites like 
YouTube and Vimeo and increasingly by video-augmented 
news sites. Many of these sites reliably serve video ads 
to consumers; they often feature pre-roll ads that visitors 
must watch and consent to before they can view their 
chosen video. 

Based on data from in-stream video advertising company 
AdoTube, one may conclude UK internet users are 
relatively receptive to video ads: 63% of standard pre-roll 
ads and 59% of interactive pre-rolls they encountered in 
2012 were played to completion. Overall, the UK had an 
average online video completion rate of 61%, the second 
highest among the countries AdoTube studied. 

Online Video Completion Rates in Select Countries
and Regions, Standard Pre-Roll vs. Interactive
Pre-Roll*, 2012

Standard
pre-roll

Interactive
pre-roll*

Total

US 66% 58% 63%

UK 63% 59% 61%

Australia & New Zealand 64% 58% 61%

Russia & Ukraine 64% 49% 58%

Canada 68% 53% 55%

Southeast Asia 58% 44% 55%

India 52% 44% 50%

Middle East 51% 48% 49%

Note: *includes polite pre-rolls and ad selectors
Source: AdoTube, "2012 Global Format Index," March 28, 2013
154703 www.eMarketer.com

Pre-roll ads also score highly when it comes to results. 
YuMe research conducted in February 2013 showed video 
pre-rolls consistently outperformed traditional banners 
when measuring post-view purchase intent among UK 
online ad viewers. It should be noted, however, that YuMe 
sells exactly this type of ad inventory. 

Considering the kind of numbers YuMe found when it 
looked at video pre-roll performance, it should come as 
little surprise that UK advertising executives are taken 
with this tactic. In July 2013 polling by digital video 
advertising platform provider BrightRoll, 62% of UK 
agency executives said they thought video ads were 
more effective than standard display types such as 
banners. However, respondents had less confidence 
in the effectiveness of video ads compared with social 
media, direct response, TV, and search ads. 

% of respondents

UK Agency Executives Who Think Video Ads Are More
Effective Compared with Select Ad Tactics, July 2013

Display 62%

Social media 38%

Direct response 26%

TV 23%

Search 16%

Note: read as 62% of respondents believe video is more effective than
display
Source: BrightRoll, "Digital Video: 2013 UK Advertising Report: Dawn of the
Video Era," Sep 10, 2013
163895 www.eMarketer.com

Seeing the comfort younger UK internet users have with 
digital advertising, many advertisers target digital video 
ads at this demographic. According to a survey by video 
advertising technology provider Videology, 33% of UK 
video ad impressions served in Q2 2013 were aimed 
at the 18-to-24 age demographic—the most targeted 
audience. At 28%, 45- to 54-year-olds were served the 
second-highest proportion. Typically, this demographic 
includes the highest-earning individuals. 

% of total ad impressions served

Age Range Targeted by UK Digital Video Advertisers
Who Use Online Video Ad Targeting, Q2 2013

18-24 33%

25-34 16%

35-44 20%

45-54 28%

55-642%

65+1%

Source: Videology, "UK Video Market at a Glance Q2 2013," Aug 1, 2013
162483 www.eMarketer.com
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In all, Videology found that demographic parameters 
were the targeting criteria used for 65% of UK video 
ads served during the study’s measurement period. 
“Advanced” targeting claimed the second-largest share 
(26%). Of that portion, 84% of ads were location-based, 
10% related to a particular time of day and 6% used 
behavioral methods; 9% of digital video ads served 
during the study used a combination of demographic and 
advanced targeting. 

% of video ads served

Targeting Criteria and Methods Used by UK Digital
Video Advertisers, Q2 2013

Source: Videology, "UK Video Market at a Glance Q2 2013," Aug 1, 2013
162481 www.eMarketer.com

Targeting criteria

Demo &
advanced
9%

Advanced
26%

Demo
65% Targeting method

Daypart
targeted
10%

Behavioral targeted
6%

Geotargeted
84%

Data from AdoTube’s 2012 analysis showed rapid uptake 
of interactive pre-roll ads in the UK: Out of all pre-roll 
video ads served by the company, 72% featured an 
interactive element, compared with the global average of 
36%. Conversely, 25% of pre-roll ads in the UK featured 
standard content—almost half the global average of 46%. 

BrightRoll’s research found that UK agency executives’ 
clients were persuaded by video advertising’s targeting 
capabilities and reach but were less convinced about its 
value when it came to price relative to TV and the video 
ad unit formats available. BrightRoll found little consensus 
on what would increase confidence in video advertising, 
but “research on success metrics/proven ROI” was 
the factor agency execs said would most encourage 
advertisers to increase their digital video ad spending. 

% of respondents

Area of Video Advertising Found Most Valuable by the
Clients of UK Agency Executives, July 2013

Targeting capabilities 40%

Reach 29%

Price relative to TV 13%

Ad unit format7%

Ability to reuse creative1%

Other 10%

Source: BrightRoll, "Digital Video: 2013 UK Advertising Report: Dawn of the
Video Era," Sep 10, 2013
163894 www.eMarketer.com

MOBILE VIDEO 
Mobile video is a new area for UK advertisers simply 
because high-speed 4G data services have been available 
to the country’s mobile internet users for less than one 
year. Despite the fact that the proportion of ad spend 
going toward mobile is soaring, video ads remain the 
preserve of the desktop or laptop, with just 3% of 
impressions viewed on mobile devices as recently as  
Q2 2013, according to Videology. 

% of total

UK Digital Video Ad Impression Share, by Device, 
Q2 2013

Online video
94%

Mobile
3%

Connected TV
3%

Source: Videology, "UK Video Market at a Glance Q2 2013," Aug 1, 2013
162479 www.eMarketer.com

This may well change as 4G mobile services continue to 
roll out in the UK, enabling more people to watch video 
via mobile devices without as much download delay as in 
the past. It should be noted that Videology conducted its 
research when only a single 4G operator, EE, existed in 
the UK. Two more, O2 and Vodafone, have since launched, 
and the final major operator, Three, aims to introduce 4G 
service later this year. 
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Research by the IAB UK, however, determined that 
advertisers weren’t holding back on mobile video efforts. 
During H1 2013, UK mobile video advertising grew by 
1,260% to £23.0 million ($36.5 million), up from  
£1.7 million (around $2.7 million) in H1 2012. 

May 2013 polling by QuickPlay Media found that US 
smartphone and tablet owners, who have enjoyed 4G 
access for several years, were more open to mobile  
video ads than were their UK peers. But nevertheless, 
one-quarter of UK smartphone/tablet owners said they 
would be more likely to react to a mobile video ad 
compared with a TV ad; 23% would pay more attention 
to a mobile video ad than one on the television, and 22% 
found mobile video ads more appealing than TV ads. 

% of respondents

Attitudes Toward Mobile Video Ads According to US
and UK Smartphone/Tablet Owners*, May 2013

I'm more likely to react to a video ad on a smartphone or tablet
than on a TV

30%

25%

I pay more attention to video ads on my mobile device(s) than on
TV

27%

23%

Video ads are more appealing on my mobile device(s) than on TV
25%

22%

US UK

Note: US n=457; UK n=479; ages 18-60; *who use their device for live
TV/video-on-demand (VOD) viewing
Source: QuickPlay Media, "2013 Consumer Survey," June 10, 2013
158604 www.eMarketer.com

Overall, UK consumers are somewhat measured in 
their assessment of video ads, mobile or otherwise, 
and targeting methods are by no means perfect. Just 
8% of UK video watchers ages 18 to 60 believed all the 
video ads they saw were relevant to them, according to 
QuickPlay Media’s research. A further 17% thought more 
than half of the video ads they saw were pertinent to 
them, 55% indicated less than half were relevant, and 
21% thought none were relatable. 

% of respondents

Relevance of Video Ads According to US and UK 
Video Viewers*, May 2013

US
12% 17% 55% 16%

UK
8% 17% 55% 21%

Yes, are all relevant to me
Yes, more than half are relevant to me
No, less than half are relevant to me
No, none is relevant to me

Note: US n=500; UK n=486; ages 18-60; numbers may not add up to 100%
due to rounding; *who have seen ads on their devices
Source: QuickPlay Media, "2013 Consumer Survey," June 10, 2013
158606 www.eMarketer.com
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DIGITAL PUBLISHERS DRIVING 
VIDEO UPTAKE 
Print ad revenues continue to fall in the UK, but publishers 
of print titles with a significant digital presence, such as 
The Guardian or The Daily Mail, and digital-only titles, like 
The Huffington Post UK, have been quick to capitalize 
on new digital advertising streams. Advertisers, they 
say, have been happy to investigate the increased 
reach available through print publishers’ tablet apps and 
video content. 

Q1 2013 saw year-over-year ad revenue growth  
among digital publishers, with increases in both the 
business-to-consumer (B2C) and business-to-business 
spaces skewing sharply in favor of B2C sites, according 
to Deloitte research for the UK’s Association of Online 
Publishers (AOP). 

% change vs. same period of prior year

UK B2C and B2B Digital Publisher Ad Revenue Growth,
Q1 2012 & Q1 2013

Q1 2012

8.7%

6.0%

Q1 2013

20.0%

2.1%

B2C B2B

Note: industry average derived from actual revenue data supplied by AOP
publisher members
Source: Association of Online Publishers (AOP) - UK and Deloitte, "Digital
Publishers' Revenue Index (DPRI)" as cited in press release, May 16, 2013
158385 www.eMarketer.com

Deloitte and the AOP also reported that video advertising 
was largely driving this growth, with year-over-year  
video ad revenues of 56.4% in Q1 2013 and 21.1% in  
Q2 2013. The more dramatic growth in ad revenues 
on B2C sites is in keeping with that conclusion, as 
advertisers are presumably more likely to develop video 
ads for consumer-facing sites than for business ones. 

% change vs. same period of prior year

UK Digital Publisher Ad Revenue Growth, by Format,
Q1 & Q2 2013

Q1 2013 Q2 2013

Video 56.4% 21.1%

Recruitment 11.0% 15.4%

Sponsorship 12.3% 14.9%

Display 13.7% 11.7%

Other classified 3.1% 0.3%

Total 16.2% 14.0%

Note: industry average derived from actual revenue data supplied by AOP
publisher members
Source: Association of Online Publishers (AOP) - UK and Deloitte, "Digital
Publishers' Revenue Index (DPRI)" as cited in press release, Sep 10, 2013
163873 www.eMarketer.com

News sites in particular seem to be driving video 
advertising. According to comScore Video Metrix data 
from May 2013, news sites typically had a very large 
number of videos—partly due to editorial decisions to 
create more videos—and a substantial proportion of 
those either carried or were themselves ads. MailOnline, 
which recently overtook The New York Times as the most 
widely read news property on the internet, hosted  
8.2 million videos in May 2013, with 51% of them ads. 
The Guardian, another very large UK newspaper site, 
carried 6.3 million videos, with 31% of them ads. 

Online Video Metrics on Select UK Newspaper Sites,
May 2013

Total videos*
(millions)

Ads as a 
% of total

videos

MailOnline 8.2 51%

The Guardian 6.3 31%

The Sun 3.0 31%

The Telegraph 1.1 35%

Gazeta.pl 0.7 2%

News/information—newspapers 22.6 42%

Note: ages 6+; the number of videos on UK newspaper sites increased
181% vs. May 2012; *includes video ads and non-ad videos
Source: comScore Video Metrix as cited in company blog, July 25, 2013
161068 www.eMarketer.com
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VIDEO AD BUYING: GETTING WITH 
THE PROGRAM 
Programmatic buying of video ads is beginning to 
take off in the UK. This allows ads to be tailored to a 
particular consumer based on characteristics such as 
demographics, behavior or location, as well as competing 
with other ads on a digital exchange, and mirrors a surge 
in programmatic mobile ad buying, also designed to 
narrow the targeting of ads. 

IHS research published in September 2013 predicted 
a seventeenfold increase in programmatic video ad 
spending in the EU-5 between 2012 and 2017, with 
€626.5 million ($803.2 million; £506.02 million) spent on 
such placements by that year. IHS forecast programmatic 
spending would represent one-third of total video ad 
investments in the EU-5 by 2017. 

millions of €, % change and % of total video ad spending

Programmatic Digital Video Ad Spending in the EU-5,
2012-2017

Revenues

% change

% of total video ad spending

2012

€35.9

-

4.6%

2013

€119.6

233.1%

12.2%

2014

€225.5

88.5%

18.7%

2015

€368.8

63.5%

25.8%

2016

€503.0

36.4%

30.3%

2017

€626.5

24.6%

33.2%

Source: IHS, "Video goes programmatic: Forecasting the European online
video advertising landscape" commissioned by SpotXchange; eMarketer
calculations, Sep 5, 2013
163401 www.eMarketer.com

By far, the largest EU-5 market will be the UK, which 
accounted for an estimated 57% of the EU-5’s 
programmatic spending on digital video ads in 2012. 
However, the country will represent just 35.8% in 2017 
as the remaining countries in the EU-5 ramp up their 
programmatic buying, according to IHS. 

IHS also predicted the UK’s share of EU-5 programmatic 
video ad spending would rise from 9% in 2012 to 38.9% 
in 2017. At those rates, the UK would remain consistently 
ahead of the rest of the EU-5 in terms of programmatic 
video ad spending growth. 

Among UK ad executives polled by BrightRoll in July 
2013, the leading benefits to programmatic buying 
included pricing efficiency (cited by 35% of respondents), 
optimization (24%), and audience efficiency and targeting 
(each noted by 16%). 

CONCLUSIONS 
Investments in UK digital advertising will eclipse 
nondigital ad spending starting in 2016, a result largely 
attributable to the rise of mobile devices. With target 
audiences always available via a mix of PCs, smartphones 
and tablets, and mobile campaigns becoming 
progressively easier to run, digital advertising is outpacing 
traditional media channels. 

While Google dominates UK search revenues, the 
company’s display revenues are now rising significantly 
due to strong mobile and video inventory, with YouTube 
playing a primary role in this growth. Facebook is also 
increasing its display presence, thanks to a concerted 
push into mobile display advertising. 

Ad agencies are becoming more comfortable 
with mobile advertising, but there remains a gap in 
knowledge that agencies need to fill to better sell mobile 
ads to their clients. Nevertheless, mobile budgets are 
increasing rapidly, and media agencies have set up 
creative shops to add another skill set to their portfolio. 

Internet videos offer a different on-demand 
experience, and demand for them is high—driven by 
video sites like YouTube and Vimeo, but also news sites 
that are capitalizing on video ad spending. 

Programmatic buying is increasing in popularity. 
Mobile advertisers use programmatic buying to narrow 
their targeting, making advertising more efficient in the 
absence of reliable tracking technologies. For video ads, 
programmatic buying also enables advertisers to tailor ad 
content and serve appropriate ads. 
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