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1. STATE OF PLAY IN ADVERTSING 
TODAY



Source of employment

Advertising is an important source of employment and provides jobs

in three ways:

• There are people employed directly in the production of

advertising.

• There are jobs created in media and online businesses that are

financed by advertising, including journalists and content

producers, as well as people working in out-of-home (OOH) or TV,

for example.

• There are jobs created in the broader economy because of

advertising activity. These range from sales jobs to roles supporting

the advertising business in sectors such as hospitality.
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The economic contribution of advertising in Europe - A report for the World

Federation of Advertisers, Deloitte, 2017

https://www.owm.de/fileadmin/Archiv/public/downloads/publikationen/Value_of_Advertising_-_Studie_D___EU.pdf
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Economic Engine
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Rebuilding Europe, the cultural and creative economy before and after Covid-19

crisis, EY 2021

https://www.rebuilding-europe.eu/
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Covid-19 Pandemic Impact
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Rebuilding Europe, the cultural and creative economy before and after Covid-19

crisis, EY 2021

https://www.rebuilding-europe.eu/


Jobs
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Rebuilding Europe, the cultural and creative economy before and after Covid-19

crisis, EY 2021

https://www.rebuilding-europe.eu/


Digital income does not compensate

• Traditional media most affected but digital advertising is growing

and has been also during 2020 (the year of the pandemic)

• Social media and video formats performed best (each around 16%

growth) → driven by e-commerce

• Advertising agencies revenues are expected to decline by 28%

between 2019 and 2020, due to reduced media purchases by

companies in most sectors.

10IAB Europe’s AdEx Benchmark study, May 2021

Rebuilding Europe, the cultural and creative economy before and after Covid-19

crisis, EY 2021

https://iabeurope.eu/wp-content/uploads/2021/05/IABEurope_AdexBenchmark_2020_2021.pdf
https://www.rebuilding-europe.eu/


• A return to growth is expected for all regions in 2021, led by Western
Europe (7.5%), Asia-Pacific (5.9%) and North America (4.0%).

• For the first time, digital will reach half of total advertising spend in
2021, fuelling overall growth at a rate of 10.1%.

• Social (18.3%), search (11.0%) and (10.8%) are the primary sources of
digital growth.

• Spending on traditional TV advertising is expected to grow by 1.7% in
2021 to reach 169 $ billion, a 30% share of total advertising
expenditure. Of total advertising expenditure, sporting events, such as
the European Football Championships and the Tokyo Olympic and
Paralympic Games, are expected to be the main drivers of TV
advertising expenditure.

• Growth in 2021 should be the basis for a return to pre-pandemic
spending levels in 2022 when we expect spending to reach $619
billion (exceeding the $600 billion recorded in 2019).
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Dentsu Global Ad Spend Forecast 2021

Economic contribution of advertising 
to growth globally 

https://assets-eu-01.kc-usercontent.com/10d7369f-8efe-0138-86fd-fa454acd4299/408c0a3d-f3c1-434a-86cc-4b3478ee382e/Adspend_Report_2021.pdf


2. ‘ADVERTISING AND GREEN 
TRANSITION’



Green Transition

1. What does the industry do to respect the Paris agreement concerning

climate change?

2. What are agencies’ climate change pledges?

3. Communications/advertising – a force for good?
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The UK advertising industry’s initiative to help UK advertising respond

to the climate crisis caused by CO2 emissions. Working groups have

been formed to make rapid progress across the Ad Net Zero action

plan:

1. Tracking, analysing and assisting the continued reduction of

carbon emissions from ad business operations

2. Reducing emissions from advertising production

3. Reducing emissions from media choices (incl. Carbon Calculator

for Media Plans)

4. Greening up the industry’s awards and events

5. Using advertising’s positive Influence
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1. Cross industry action

https://adassoc.org.uk/ad-net-zero/
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1. Cross industry action
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1. Cross industry action
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1. Cross industry action



2. Agency Pledges
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2. Agency Pledges
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Omnicom Group

In 2019, they made progress against their goals:
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Reduce energy use by 

20% per person globally by 

2023, using a 2015 
baseline

Increase use of electricity 

from renewable energy 

sources globally to 20% by 
2023

Approximately 19% 

reduction per person 
globally per 2015 baseline

37% increase in use of 

electricity from 

renewable sources from 

8% in 2015 to 16% in 2019

2. Agency Pledges

https://csr.omnicomgroup.com/environment/


Dentsu

Climate action

Dentsu’s Net Zero strategy is underpinned by a new Science Based 
Target aligned with limiting global temperature rise to 1.5°C above 

pre-industrial levels, committing Dentsu to reducing their Greenhouse 

Gas emissions by 46% by 2030 (from a 2019 base year). 

Decarbonising media

They have set a target to reduce the absolute emissions associated

with media by 46% from a 2019 baseline year, in line with limiting

global temperature rise to 1.5°C above pre-industrial levels. For that

reason to launched DIMPACT; a web-based tool that calculates the

greenhouse gas (GHG) emissions associated with digital media

content.
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2. Agency Pledges

https://www.dentsu.com/uk/en/who-we-are/social-impact/sustainable-world
https://sciencebasedtargets.org/companies-taking-action/
https://dimpact.org/about


“The advertising industry can be a force to bring 

about smarter communications, so that brand 

communications meets societal needs.”

“When consumers are surprised and delighted by 

new experiences, even long-held beliefs can 

change, making consumers more willing to repeat 

the behaviour.”

“The advertising industry has a responsibility beyond 

just selling products. The industry must be seen as a 

valuable partner in an evolving society.”

3. Force for good



Thank you


