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Advertisers in Western Europe were among the first in the world to 
embrace digital options. As a result, much of the region—the UK, 
Germany and the Nordic countries, in particular—constitutes a vibrant 
and relatively mature marketplace for digital advertising. In many 
areas of southern Europe, including Italy and Spain, advertisers have 
been slower to shift ad budgets to digital formats, and there is still 
remarkable potential for growth.
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Key Trends for 2014: Always On Means Always Social

Socializing here, there and everywhere

In an always-on world, mobile devices are always at-hand as consumers move from screen to screen, 
according to a new eMarketer report, “Key Digital Trends for 2014.”

Fragmented multiscreen media consumption has left marketers struggling to keep up or get a word in edgewise. Social 
networking appears to be the glue that binds together the 
experience of multiple device usage.

2014 will be the year that marketers begin to master the art 
of engaging with media multitaskers, often via social. This will 
be reflected in social’s growing share of digital ad spending. 
eMarketer predicts it will approach 12% in the US in 2014, and 
nearly 9% worldwide.

In effect, mobile enables the social platforms consumers use 
to share, produce and engage with content. The big shift is 
the water cooler conversation that once took place the next 
day at the office now takes place online, in real time. And 
an increasing portion of that real-time conversation centers 
around video. In this way, social and video content help connect 
consumers’ cross-device interactions. In fact, social, mobile, 
video and advertising are on a rapid convergence path.
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Advertisers to Spend $5.60 Billion on YouTube in 2013 Worldwide

YouTube takes home $1.96 billion in net global digital ad revenues and 
a 20.5% share of US video ad market

YouTube will bring in about $5.60 billion in gross ad revenues this year, according to eMarketer’s first-ever 
analysis of how much advertisers spend on the platform.

eMarketer analyzed hundreds of datapoints and studies about 
YouTube revenues, ad impressions, rates, usage and other 
factors collected from research firms, investment banks, 
company reports and interviews with industry executives to 
develop its figures.

YouTube doesn’t get to keep all its gross revenues, of course. 
But after paying back advertising partners and video content 
creators, eMarketer still expects the company to net $1.96 
billion in ad revenues worldwide this year, up 65.5% over 
2012. That translates to a 1.7% share of all global digital ad 
revenues—higher than the market shares of Twitter, AOL, 
Amazon.com, Pandora, LinkedIn, Millennial Media and other 
large players.

In the US, YouTube will net $1.08 billion this year in ad revenues, 
equivalent to 6.3% of all of Google’s net US ad revenues for the 
year, and a year-over-year increase of 51.7%.

Unsurprisingly, the bulk of YouTube’s ad revenues come from 
video formats. This year, $850 million in YouTube’s US ad 
revenues will come from video ads—helping the company to 
a dramatic 20.5% share of the overall $4.15 billion US video ad 
market.

Video ad revenues are expected to increase significantly in 
coming years for YouTube’s US operations, particularly as 
mobile video viewership grows. eMarketer estimates the 
company’s revenues from video ad formats will hit $1.22 billion 
next year, claiming a 21.1% share of all US video ad revenues.

eMarketer believes much of YouTube’s growth has come 
from growing consumer demand to view video content 
across devices, combined with Google’s continuing efforts to 
accommodate advertisers’ desire to reach the multiscreen 
audience through features such as Paid Channels and 
TrueView.

eMarketer bases all of its forecasts on a multipronged 
approach that focuses on both worldwide and local trends in 
the economy, technology and population along with company-, 
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Advertisers to Spend $5.60 Billion on YouTube in 2013 Worldwide

product-, country- and demographic-specific trends as well as 
trends in specific consumer behaviors. We analyze quantitative 
and qualitative data from a variety of research firms, 
government agencies, media outlets and company reports, 
weighting each piece of information based on methodology 
and soundness.

In addition, every element of each eMarketer forecast fits 
within the larger matrix of all our forecasts, with the same 
assumptions and general framework used to project figures in 
a wide variety of areas. Regular re-evaluation of each forecast 
means those assumptions and framework are constantly 
updated to reflect new market developments and other trends.

In this case, eMarketer developed multiple forecasting models 
based on hundreds of data sets and studies conducted 
on YouTube ad revenues, ad impressions, rates, usage, 
partner fees and other figures—all of which was collected 
from research firms, investment banks, company reports, 
industry interviews and other research sources before being 
incorporated into our models.
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Do Millennials Watch Online Videos Differently?

Younger viewers have less video ad recall than their older 
counterparts

Are millennials online video viewing habits substantially different than those of older viewers? Data from 
a November 2013 survey of online adults in the US conducted by YuMe and IPG Media Lab seems to 
indicate the answer is “yes.”

The survey found that millennials, defined in the survey as 
those ages 18 to 34, were more likely to watch digital videos 
in almost all content categories than their older counterparts. 
While 37% of millennials watched TV shows online frequently, 
only 26% of Generation Xers (those ages 35 to 54) and a mere 
16% of baby boomers (those age 55 or older) did the same. The 
gap in watching user-generated content was also dramatic, 
coming in at 33% for millennials, 21% for Gen Xers and 15% for 
baby boomers. The only content category for which millennials 
did not lead other age demographics was online news.

Video apps emerged as a popular means of watching digital 
videos across all age demographics. But millennials used video 
apps on smartphones and tablets in slightly greater numbers 
than Gen Xers, and substantially higher numbers than baby 
boomers. Gen Xers were the most likely to stream video from 
a webpage on a tablet, while baby boomers used websites to 
watch videos on smartphones more than the other two age 
groups.

While using online video to target millennials seems to be a no-
brainer at first glance, the study concluded that this group was 
also more likely to be distracted while watching content. In fact, 
49% of millennials admitted to multitasking on a web-enabled 
device when watching videos on TVs, PCs, smartphones or 
tablets. That figure dropped to 36% for Gen Xers, and fell even 
further to 26% for baby boomers.

These distractions seem to result in digital video 
advertisements leaving less of an impact on millennials. The 
survey found that millennial video viewers recalled ads with 
less frequency than did Gen Xers, no matter what device was 
being used to watch content.

The gap was especially pronounced when viewers watched 
content on a PC.



Global Media Trends 2014 Roundup Copyright ©2014 eMarketer, Inc.  All rights reserved. 7

Programmatic Video Ad Buying Goes Mainstream in Europe

Strong growth projected for France, Germany

It’s no secret that technology is transforming media buying on digital platforms. Programmatic (automated) 
buying of video ad inventory enables brands to target audiences more efficiently and get better deals on 
placements.

In Europe, this approach is relatively new, but interest and 
investment are ramping up sharply. According to an IHS study 
commissioned by SpotXchange—an online video platform and 
service provider—programmatic video ad sales in the EU-5 will 
grow by 223.1% this year and reach €626.5 million ($803.2 million) 
in 2017. Moreover, an estimated 33.2% of all digital video ad 
revenue in the region will come from automated placements in 
2017, up from 4.6% in 2012.

The UK was the most advanced market among the EU-5 for 
programmatic video ad buying in 2012, IHS found, describing it 
as “one to two years ahead” of France, Germany, Italy and Spain. 
One reason for the UK’s lead in automated video advertising is the 
size of the digital video audience. eMarketer estimates that more 
than 34 million people in the UK will watch video content on digital 
platforms this year—and by 2017, around 40 million will do so. 
Naturally, advertisers who produce video campaigns are keen to 
trial automated ad serving in a sizeable, relatively mature market.

Thanks partly to this head start, the UK is expected to remain the 
largest European market for these buys through 2017. And major 
brands are helping to fuel the trend. In late July, Kellogg’s digital 
director for Europe, Matt Pritchard, told industry source The Drum 
that he planned to place more of the firm’s UK video ads this way, 
as part of an attempt to make the company’s marketing more 
precisely targeted.

UK-based advertisers may be spending more, but France and 
Germany will see the most rapid uptake in programmatic buying 
of video ads, IHS predicted, with compound annual growth 
rates (CAGRs) of 95.6% and 95.0%, respectively, during the 
forecast period.

Though France and Germany will show nearly identical patterns of sales growth, they present very different contexts for 
online video advertising, according to IHS. In France, researchers found that many proactive broadcasters and publishers were 
welcoming these ad-buying options, and forming advertising technology alliances that encourage programmatic buying in “a 
controlled environment.”

By contrast, most video ad inventory in Germany is handled by just a few big players, IHS noted. To date, these powerful 
“gatekeepers” haven’t shown much enthusiasm for programmatic buying of video ads, and IHS expects the practice to become 
widespread only after 2016.
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Robust Social Ad Growth to Continue in Europe

Social spending as a share of the total will line up around  
8% across Europe

Social network ad spending is continuing to grow robustly in Europe, eMarketer believes.

In Western Europe, eMarketer estimates, advertisers will spend 
$2.00 billion this year on paid advertising on social sites, up 
21.4% over 2012 spending levels. That will bring social spending 
ot 7.1% of all paid digital ad spending, a figure eMarketer 
expects to rise to 8.4% by 2015, when spending growth will still 
solidly be in double digits.

In Central and Eastern Europe, spending levels are far lower 
and the market less mature, and eMarketer predicts a 53.8% 
increase in social network ad spending this year to $318.7 
million. Growth will fall in coming years but remain strong, 
closely in line with rates expected for Western Europe. 
And social network ad outlays as a percentage of all digital 
ad spending will also be similar to the share in the rest of 
the continent.

eMarketer bases all of our forecasts on a multipronged 
approach that focuses on both worldwide and local trends in 
the economy, technology and population, along with company-, 
product-, country- and demographic-specific trends, and trends 
in specific consumer behaviors. We analyze quantitative and 
qualitative data from a variety of research firms, government 
agencies, media outlets and company reports, weighting each 
piece of information based on methodology and soundness. 
Additionally, every element of each eMarketer forecast fits 
within the larger matrix of all our forecasts, with the same 
assumptions and general framework used to project figures in 
a wide variety of areas. Regular reevaluation of each forecast 
means those assumptions and framework are constantly 
updated to reflect new market developments and other trends.
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UK Viewers Taking to TV on Tablets

YouTube remains top digital video property, but the BBC’s iPlayer 
gains ground

eMarketer estimates that almost three-quarters of UK internet users—nearly 57% of the entire 
population—will watch video content via the internet at least monthly in 2014.

And that number will continue to rise through 2017, though 
only at low single-digit rates. Whatever the growth rate, digital 
video in the UK now constitutes a mass-market proposition.

YouTube is far and away the most popular destination for digital 
video viewers. According to a Nielsen//NetRatings ranking from 
July 2013, it was the No. 1 video site among UK internet users, 
pulling in 19.1 million unique visitors. Some way back in second 
place, with 4.9 million visitors, was the BBC’s iPlayer site, itself 
well ahead of “the rest.” But the iPlayer service continues to 
see increasing user engagement, particularly via tablet devices.

According to its own data, the BBC saw the number of iPlayer 
requests in November 2013 up 27% year over year. And 
while the service’s popularity continues to rise, the device of 
choice is increasingly leaning toward tablets. One-quarter of 
all requests in November 2013 came from such a device, with 
requests from computers just 8 percentage points ahead.

Tablet usage is catching up fast. Indeed, the speed with 
which UK consumers are taking to TV viewing via tablets was 
highlighted in a January 2014 blog post from Dan Taylor, head 
of BBC iPlayer. Taylor revealed that Boxing Day 2013 “saw 
tablet viewing overtake computer viewing for the first time in 
iPlayer history.”

However, among all this excitement of growing interest in 
tablets for on-demand TV viewing, the fact remains that the 
TV set is still, by quite some distance, the device of choice for 
watching TV content.
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The Whos and Whys of Wearable Tech

Price, utility and privacy remain open questions

Hardly anyone has a wearable tech device just yet, according to research from Harris Interactive—just 3% 
of US internet users—and signs don’t point to that changing without some major changes.

While 22% of men and 13% of women said they would consider 
purchasing such a device if the prices dropped to something 
they considered reasonable, and younger respondents were 
also receptive to the suggestion, the plurality of respondents 
said they simply didn’t know what might make them think 
about springing for Google Glass or another similar device. And 
19% said they would never consider it.

It doesn’t help matters that the perceived benefits of wearable 
tech are still a bit blurry—especially for those outside the 
traditional early adopter zone. While 59% of male respondents 
said they were at least some benefits to the devices, a majority 
of women said there would be no benefits at all. Responses 
were similar when broken down by age: Those under 49 were 
more likely than not to see some sort of benefit—even if 
vague—while those ages 49 and up tended to think there was 
no real usefulness. Overall, the split was almost even.

And while the leading negative concern about wearable 
tech devices was the price, privacy was also a concern. The 
Harris survey found 28% of internet users thought wearable 
tech would make it too easy for others to access their 
personal information—a barrier that extended across age and 
gender lines.
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Smartphone Usage to Nearly Double in the Middle East and Africa

New report highlights rising media and mobile usage in MEA,  
despite slow uptick in ad spending

Mobile phone usage is skyrocketing in the Middle East and Africa, and the region is expected to account 
for the second-largest mobile phone population of any region in the world, according to eMarketer’s latest 
Global Media Intelligence Report, produced in collaboration with Starcom MediaVest Group.

Asia-Pacific has the largest mobile phone population in the 
entire world, at more than 2.43 billion—no surprise considering 
China and India alone each boast more than 1 billion residents, 
making the region the most populous in the world overall. 
But the No. 2 region in terms of the number of mobile phone 
owners is the Middle East and Africa, where 525.8 million 
people of any age are expected to use a mobile phone at least 
monthly this year—significantly more than in North America or 
Western Europe.

Smartphone use in the region will nearly double this year to 
112.2 million, up from 67 million last year, while penetration 
of smartphones among the population as a whole in MEA will 
increase from 5.1% to 8.3%, according to the report.

Despite the rapid rise in smartphone penetration, the region 
remains last in the world by this metric, which helps explain 
why mobile internet ad spending in the region is still the lowest 
in the world, at an anticipated $50.4 million this year. That 
represents 140% growth compared to 2012 spending levels, 
but is far behind regional totals elsewhere in the world, even 
for other emerging markets like Latin America ($150 million) or 
Central and Eastern Europe ($162 million), which have smaller 
mobile populations but larger populations of smartphone users 
and users of the mobile internet.

Key figures on MEA media usage and spending from the 
report include:

• Internet users: 260 million in 2013, up from 102 million 
in 2008.

• Mobile phone users: 525.8 million users in 2013, up from 
358.3 million in 2009.

• Smartphone users: 21.3% of mobile phone users in 2013, up 
from just 1.5% in 2009.

• Social network users: 209.8 million users in 2013, up from 
45.5 million in 2008.



Global Media Trends 2014 Roundup Copyright ©2014 eMarketer, Inc.  All rights reserved. 12

Smartphone Usage to Nearly Double in the Middle East and Africa

• Total ad spending: $19.28 billion in 2013, up from $13.38 
billion in 2008.

• Digital ad spending: $1.35 billion in 2013, or just 1.1% of total 
digital ad spending worldwide.

• Mobile ad spending: $50.4 million, or less than 1% of mobile 
ad spending globally.

The Global Media Intelligence Report is eMarketer’s largest and 
most comprehensive snapshot of the state of media usage and 
spending globally. The report contains more than 700 charts 
collected from over 150 global research sources, which SMG 
helped identify and gather for local and core global markets, 
in addition to benchmarks, analysis and context provided 
by eMarketer.
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Marketers Recognize that Big Data Is a Big Deal

More than half of C-suite execs have changed their business strategy 
because of big data

How important is harnessing big data for your marketing efforts?

It’s something most marketers hadn’t even heard of until a 
few short years ago, but its importance—or at least, lip service 
about its importance—grew quickly.

When Econsultancy and Adobe queried client-side marketers 
worldwide about the most important areas of focus in 2012, 
big data wasn’t even in the picture. By 2013, the first year the 
response was an option, more than one-third of marketers 
chose it. Though it’s still not as important to most client-side 
marketers as understanding how mobile users research and 
buy, or finding out where and when people use different 
devices, more than two in five marketers know they need a 
handle on big data.

Perhaps that’s because they realize big data has the power 
to change their whole business strategy. A separate survey, 
conducted by KPMG in August 2013, found that nearly two-
thirds of CFOs and CIOs in the Americas had changed their 
business strategy because of big data. The C-suite was nearly 
as likely to do so in Asia-Pacific, and the worldwide rate 
was 56%.

If big data is big enough to get a majority of marketers to 
change not just their marketing tactics but their whole business 
strategy, it should be big enough to pay attention to.
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Hearst’s Native Ad Approach Starts with Clear Branding

Todd Haskell

Senior Vice President and Chief 
Revenue Officer

Hearst Magazines Digital Media

Before the internet, it was called advertorial. 
Today, it’s known as native advertising. But Hearst 
Magazines Digital Media’s strategy remains 
steeped in transparency. Todd Haskell, senior 
vice president and chief revenue officer, spoke 
to eMarketer’s Danielle Drolet about its native ad 
formats, measurement benchmarks and his take 
on the US Federal Trade Commission’s potential 
involvement.

eMarketer: Where are Hearst’s properties with native 
advertising today?

Todd Haskell: One can argue that we’ve been doing 
native advertising for about 40 years. Effectively, 
advertorials have been running in magazines and 
newspapers forever. That’s essentially what native 
advertising is, though clearly in today’s internet 
marketplace it has shifted pretty significantly. We 
introduced a suite of native products and formats in 
spring 2013.

How can we help advertisers create high-quality content 
experiences that leverage what we know and that engage 
our readers editorially? Or, how can we take those same 
approaches on behalf of an advertiser? An example of this 
is our “Trend Collage” product, which gives the advertiser 
the ability to create a pinboard experience, a similar format 
that we do journalistically, and we know our readers love.

eMarketer: How do you define native advertising?

Haskell: To us, native advertising is advertiser content that 
is provided to the reader in a way that leverages editorial 
tools and presentation.

eMarketer: Many people have expressed skepticism 
about native advertising because it blurs the lines between 
advertising and editorial. What’s your take on this so-called 
“slippery slope”?

Haskell: When you look at some of our big sites, such 
as Cosmopolitan.com or ELLE.com, these are built upon 
the foundations of very large, very successful brands, 
historically in print. Those brands are built upon a 
relationship of trust that we’ve built with our readers. The 
last thing that we should do is anything that would in any 
way diminish that trust relationship.

“Our approach is that if it’s going to be 
branded, it needs to be very clearly 
branded. It needs to say ‘Sponsored by’  
or ‘Presented by.’”

Our approach is that if it’s going to be branded, it needs 
to be very clearly branded. It needs to say “Sponsored by” 
or “Presented by.” It needs to be very clear to the reader. 
There is a big debate. There are other publishers that have 
constructs that are less obvious to the reader. That is the 
very slippery slope. And, in particular for brands that have 
been around for decades, the last thing we should do is do 
something that’s going to confuse the readers.

eMarketer: By what metrics are your advertisers gauging 
the success of native ad campaigns on your properties?

Haskell: They vary. In some cases, it’s more of a traditional 
branding display metric, where it’s about getting the 
message in front of consumers. In others, marketers will 
drill further into the engagement life cycle, such as looking 
at how long people spent with the content and what 
action they took. An action could be “liking” something on 
Facebook, sharing the content in their own social graph, 
making an ecommerce transaction. The most important 
thing for a publisher is to understand what those key 
performance indicators are and build that thinking into how 
the experience is created.
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eMarketer: The US Federal Trade Commission (FTC) is 
looking into the possibility of regulating native advertising 
to avoid misleading consumers. What do you make of 
this effort, and in general, of the role of government in 
regulating advertising?

Haskell: Trying to regulate commercial disclosure like this 
is going to be incredibly difficult. Think about the nature 
of the web and how things change on a month-to-month 
basis. If you expect federal regulation to address these 
things in a way that’s not going to stifle the market, you are 
in for a surprise.

It’s more and more important that the industry have a very 
honest, self-regulatory approach that says here’s what 
we consider to be best practices. And then, hopefully, the 
market rewards those who exercise those best practices. 
We feel, particularly among the legacy publishers, it would 
be incredibly counterproductive to do the types of things 
that are deceptive to readers that the FTC is so worried 
about. These are brands that are built upon trust. The most 
important thing is to not stifle innovation. But make sure 
that people respect that valued relationship with the reader.

“What we won’t do is ask an editor to 
copy edit an ad or a native execution for 
a client.”

eMarketer: What wording do you use in your native ads to 
convey that the pieces are not editorial content?

Haskell: In addition to the wording “Presented by” or 
“Sponsored by,” we generally include the sponsor logo. This 
is particularly important because some organizations use 
their own sort of iconography, where maybe there’s a small 
dollar sign or it is coming from the XYZ studio and it’s the 
publisher studio. Marketers are kidding themselves if they 
think a user knows that means it’s sponsored or native. 
They don’t. If it comes from Kraft Foods, it should say, 
“Comes from Kraft.” That’s our position.

eMarketer: Who is producing the native ad content that 
runs on your platform?

Haskell: It’s primarily our marketing team, creative 
services studio and the advertiser. But we’ll also engage 
with the editorial team to shape these experiences and 
help us think about the content. The editors can then tell 
us if it’s presented and thought-through in a way that will 
engage and delight our reader.

What we won’t do is ask an editor to copy edit an ad or 
a native execution for a client. But we do actively tap 
into their insight and experience in terms of creating this 
content and how we should present it.

eMarketer: What qualities do brands have that make 
them a good partner for native ad campaigns?

Haskell: The most important thing is for a brand to be 
willing to engage with the publisher to understand what 
type of content is going to be the most valuable to the 
reader. A bad [decision for a] brand to make with native 
is to say, “It’s going to run across these 20 sites.” That is 
counterproductive. Native, by definition, needs to be native 
to that environment.

Also, work with brands, whether automotive, CPG 
[consumer packaged goods] or beauty, that are going to 
collaborate with the organization, and think about what is 
going to resonate most with the reader.

eMarketer: What’s next for your native ad program?

Haskell: We plan to invest more in content creation 
capabilities. We will be expanding from beautiful formats 
and experiences to more ambitious, long-form content 
and video, where we’ll literally create substantial amounts 
of content that the brands can use, not only in our native 
formats, but in their owned environments.

Hearst’s Native Ad Approach Starts with Clear Branding




