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=l (this document)

e GLOBAL AD FORECASTS - FULL REPORT
| 80 pages with detailed country-by-country insights

GLOBAL DATASET

Excel file with complete ad spend estimates (70 countries,
2000-2024)

US REPORT

Detailed 50-page deck and companion excel file

\ | More insights, market profiles and infographics
E | available on our website: atlas.magnaglobal.com

The winter update of MAGNA'’s global ad forecasts was published on
12/7/2020.

Next updates: March 2021 (US), June 2021 (US & Global)
Questions:


https://youtu.be/xayOsmWD4mA
mailto:Vincent.letang@magnaglobal.com
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& Vincent Letang (Western Europe, US)
]@ Luke Stillman (APAC, Eastern Europe)

Q Michael Leszega (US, Canada)

ﬂ Michelle Bovee (EMEA, Brazil, India, Japan)

£} sophia Solana (LATAM)

This project is made possible to MAGNA'’s international research
partners within the Mediabrands agencies and affiliates.
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KEY FINDINGS: THE GREAT DISCONNECT OF 2020: ECOMMERCE =

SURGE FUELS DIGITAL ADVERTISING RESILIENCE

2020: -4.2%

MI/GNA

COVID crisis triggers brutal global recession:
global GDP down -4.4% (US -4%, Western
Europe: -8%, but China +2%).

Media Owners’ Net Advertising Revenue
(NAR): $569bn, down $25bn (-4.2%) vs 2019.

The performance gap widens: digital resilient
(+8%), linear disproportionately hit (-18%).

Linear: Television (-12%) outperforms.
Resilient: US -1%, China +0%, Russia -3%.
Worse than average: India -16%, Latam -10%.

Worst verticals: travel, automotive,
restaurants, cinema, drinks.

Resilient verticals: retail, finance, tech,
pharma.

2021: +7.6%

IMF forecasts Global GDP to
rebound by +5.2% after
vaccination, although economic
uncertainty remains high.

Digital ad sales re-accelerates to
double-digits (+10.4%).

Linear ad sales rebound slightly,
helped by cyclical sports event
(Tokyo Olympics, UEFA Football
tournament in Europe) although
they don’t come close to
offsetting 2020 linear losses:
+3.5%.

LONG TERM (2022-25)

Beyond the economic impact, the
COVID crisis will have lasting effects on
lifestyles, consumption, media
consumption and business models.

Forecasts for long-term growth are
better than they were in the Spring, but
essentially the same as pre-COVID
expectations from Dec. 2019

Global market place reaches $730
billion by 2025, significantly above pre-
COVID peak.

Linear media total will not return to
pre-COVID levels in most markets.

Global digital market share to reach
70% of total budgets by 2025.
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ECONOMIC ENVIRONMENT

THE COVID-TRIGGERED RECESSION BRINGS UNIQUE AND BROAD IMPACTS
2008-2009 “GREAT RECESSION” COVID CRISIS

mencc
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US HAS THE MOST CASES, BUT THERE ARE MULTIPLE HOTSPOTS GLOBALLY

* The US has the most cases globally, with more than 13 million

@ 13.4 confirmed cases
2 * Other hotspots include India (9.4 million), and Brazil (6.3 million)
3
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CASES ARE SKYROCKETING HEADING INTO THE END OF 2020

* The increase in new case volume slowed during the summer
months, but has since re-accelerated to new highs.

154
* November was the worst month to date for new cases, driven by a 13.3
combination of a second wave of disease, and also by higher :
testing volumes.
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MIGNA Source WHO, Public Sources 10
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US HAS THE MOST CASES, BUT THERE ARE MULTIPLE HOTSPOTS GLOBALLY

* The US has reported the highest death toll with 260,000 victims at the time of writing (Dec 2020).
* Relative to the population size, however, the death toll was highest in Italy, and the United Kingdom, with more than 800 deaths
per million population. The United States is catching up, however, with 785 million deaths per million population.
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MOBILITY RECOVERED SINCE THE DEPTHS OF THE QUARANTINE
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* United States mobility (shown here) recovered through the summer
40 compared to the depths of the quarantines.
* Mobility has begun to dip again, however, due to a combination of
increases in case volume and restrictions in some areas, as well as

20
the reemergence of colder weather.
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ECONOMIC GROWTH

GLOBAL GDP TO DECLINE UNDER COVID STRAIN
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1&’0".\ Source: IMF WEO October 2020 .
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ECONOMIC GROWTH

CHINA AND INDIA GROW SLIGHTLY IN 2020, OTHERS STRUGGLING

8.2% 2019 2020 m2021 8.8%
6.1% 5.9%
= 4.2% 4.2%
< 3.1% % 0
= oo b Lo 2.3% o 2.8% 2.8%
= o 1.5% 1% 1.3%
= l o 7% l 0.6%
S _] — ]
S
8 China Japan UK Germany Brazil India Russia
(O]
-
= -4.3% -4.1%
2 -5.3% 6.0% 5.8%
9.8% -10.3%

» MAGNA uses the IMF forecasts to gauge the relative severity of recessions across markets.
» While economic performance this year will be dismal compared to the historical trend, it isn’t as bad as expectations were in summer 2020.

M’GN_\ Source: IMF WEO October 2020 14



SUMMARY MG 8 GLOBAL TRENDS | KEY MARKETS | KEYMEDIA | ABOUT MAGNA

ECONOMIC GROWTH

GDP GROWTH VS. ADVERTISING GROWTH

II I - N I
-4.2%
4.4% %
4.5% -4.9%
6.4%

8.3% -8.1%

2020 GROWTH (%)

m Real GDP = NAR
-11.3%

MIGN-\ Source: IMF WEO October 2020, MAGNA Global Forecast December 2020. NAR: Media Owner Net Advertising
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20 YEARS AGO: THE CLASSIC CORRELATION

<
%
Ad spend cycles %
mimic and amplify Gy
economic cycles o

M’GN-\ Source: IMF WEO October 2020, MAGNA Global Forecast December 2020. NAR: Media Owner Net Advertising

16
Revenues
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TODAY: THE GREAT DISCONNECT

Digital advertising
boosted by organic
growth factors, is almost
immune to macro-
economic performance

G
or cycle %

Linear spend cycles mimic (41/
and underperform 6\7&
economic cycles

M’GN-\ Source: IMF WEO October 2020, MAGNA Global Forecast December 2020. NAR: Media Owner Net Advertising

17
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ECONOMIC GROWTH

GLOBAL GROWTH COMPONENTS

Growth Components (%)
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M’GN-\ Source: IMF WEO October 2020, MAGNA Global Forecast December 2020. NAR: Media Owner Net Advertising
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GLOBAL MARKET PLACE: $569 BILLION IN 2020, DOWN $25 BILLION

730

612
593 569

\A'i% +y

2019 2020 2021 2022 2023 2024 2025
MI/GNA 20
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MARKET WILL REBOUND IN 2021 AND THEN SLOW DOWN AGAIN

7.6%

5.5%
X 5.0% 5-1% 4.6%

3.3%

NAR GROWTH (%)

2019 2020 2021 2022 2023 2024 2025

-4.2%

MI/GNA 21
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LINEAR AD SALES -18%; DIGITAL STRONG

* Digital ad sales will remain strong at +10%
despite global COVID recession in 2020
* Linear ad sales will collapse in their worst

o performance in over 20 years (the entire MAGNA
LINEAR 15.3% C ,
historical time series).

)
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TOTAL = 2021
DIGITAL ALL MEDIA

-17.8%
M/GNA 22
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WHY DIGITAL THRIVES SINCE COVID

SUPPLY (AUDIENCES) DEMAND FROM ADVERTISERS

M/GNA 23
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GLOBAL TRENDS

ALL LINEAR MEDIA SHRINKING IN 2020

15%

4% DIGITAL

NAR GROWTH INCL.
CE

-12%

MIGNA Source: MAGNA DECEMBER 2020 Global Forecast Update

-10%

10%
LINEAR TV 5%
3% PRINT
0%

-25%

OOH
12%

RADIO .
4% 5%

-1%

249
24% 25%

Note: “TV”, “print “and “radio” advertising revenues exclude the online or

generated TV and radio broadcasters and publishers.

m 2019
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m 2021

) I

-4%

GRAND
TOTAL

mobile ad sales

24
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GLOBAL TRENDS

DIGITAL MEDIA: SOCIAL AND VIDEO LEAD GROWTH IN 2020

26%

m 2019
2020
= 2021

24%

15% 150, 15%

15% 15% 15%
[ ]
10%

Banners

10%

8%I

TOTAL
DIGITAL
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CE

-8%

7%I

Search Video

0%

Social Mobile

M’GN-\ Source: MAGNA DECEMBER 2020 Global Forecast Update 25
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GLOBAL TRENDS

LONG-TERM FORECAST BY FORMAT: 2022-2025

14%

12% 11% 119

8%

5% 5% Radio v Magazines Newspapers

L, EBO8 2
lDu@Q$ma%%

DOOH Mobile Video Social Search Static Display

NAR CAGR 2022-2025

-10% -10%

M/GNA 26
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COVID CRISIS WILL ACCELERATE THE LONG-TERM SHIFT TO DIGITAL

26%

2017 2020 2025
M Print OOH mRadio mDigital mTelevision

MIGNA Source: MAGNA DECEMBER 2020 Global Forecast Update 27
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VERTICAL TRENDS: 2020

COVID LIFESTYLE CAUSE “OUT-OF HOME” INDUSTRIES TO CUT THE MOST

& DYEmSE i .02 EH XS

+4% +4% +4% GLOBAL

I +£4 l . . AVERAGE

-17%
Contrasted range of business impact and ad spend cuts in 2020
-24% * Severe (-15% to -40%) for industries/products based on out-of-home
lifestyle/consumption: Travel, Auto, Restaurants, Movies, Drinks, Beauty
Milder for products and services consumed virtually or at home: Finance,

Insurance, Furnishing, Home Entertainment, Technology/Telecoms, Food,
M/GNA 41% Personal Care, Drinks, Tech, Pharma
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VERTICAL TRENDS: 2021

m e e ALL ALL
@ B @ Dok & X L &
_i =2 Te) @‘. / ! == <@¥  OTHER VERTICALS
Q 0
= 13%
: 11% 11%
=
o
& 7%
o 5% 4% 5%
@ 1%
; [ | —
= 0
: A%
a Theaters Sports Indoor Dining Next-Gen

reopening Comes Back, and Traffic Consoles, 5G

Bars reopen Comes Back Handsets

-10%

Convalescent

Industry will
focus on lower
funnel

B&M

X Convalescent
continues to

Industry will
focus on lower
funnel

struggle

29




GLOBAL ADVERTISING CONTENTS

KEY FINDINGS
ECONOMIC ENVIRONMENT

GLOBAL AD TRENDS

LANDSCAPE - DEC. 2020

o KEY MEDIA
ABOUT MAGNA



WA LULGERS  KEY MEDIA | ABOUT MAGNA _
TOP AD MARKETS: INDIA AND BRAZIL CLIMBING THE RANKINGS

mmm-mm

- United States United States United States

2 China 80 China 89 China 111
_ Japan 40 Japan 44 Japan 50
a4 UK 29 UK 32 UK 39
“ Germany 26 Germany 28 Germany 29
n France 14 France 15 Brazil (M) 20
Brazil 12 Brazil 13 India (4\) 19
n Canada 11 Australia (M) 12 France 16
— Australia 11 India (4N) 12 Australia 15
India 10 Canada 12 Canada 14

MI/GNA 31
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TO P MARKETS (G ROWTH 20/2 1) . This mapping positions the top ad markets based on pre-COVID dynamic
(2019 market size) and COVID impact (2020-2021 growth)

. The size of bubble is relative to the market sizes.
. China is still anticipated to grow in 2020 (the only big market to do so).

X
g 30%
@ india S
N 25%
<
3
) o |
§ © 20%
:§
° 0,
‘3 France UK 15% GLOBAL 2021: +7.6%
-
N Germany, . 10 China
8 'Qustralia 4
®-
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anada
USA
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-20% -15% -10% -5% 0% 5% 10%

2020 Growth (%)
M/GNA 32
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DOLLAR DECLINE IN 2020

United

P~ Japan India UK Germany France Brazil Italy Spain Mexico
‘0_"' States

o

N

0

>

o

S

N -0.
@ 11 1.0 1.0 1.0 0.8
Z -1.2

c:> -1.5

— -1.8 o -

) Despite being the largest market by far, the resilience of
7y the United States means it’s only shrinking by the second
Z most incremental dollars in 2020, behind Japan.

E China, the second largest market, actually slightly grew in
< 2.9 2020, and isn’t losing dollars.

P

MI/GNA 33
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GROWTH ACROSS REGIONS: LATAM & EMEA HIT HARDEST

GLOBAL EMEA N. AMERICA APAC LATAM

11.1%

0,
7.6% 7.1% 8.3%

4.2%

I
-1.5%

-4.9%

NAR GROWTH (%)

N

-4.2%

m 2020
-9.8% 2021

-11.3%

MIGNA source: MAGNA DECEMBER 2020 Global Forecast Update 34
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AD MARKET RESILIENCE STILL CORRELATED TO ECONOMIC PERFORMANCE

India Russia

USA China Japan UK Germany Brazil

2%

.0%

-10%

NAR AND GDP GROWTH
(2020 vs 2019)

® Real GDP mENAR

MIGN-\ Source: IMF WEO October 2020, MAGNA Global Forecast December 2020. NAR: Media Owner Net Advertising
Revenues

1% I I I
-3%
4% 0 4% "
-5% 5/°
’ -6% -6%
-8% 7%

-10%

-16%
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CORRELATION BETWEEN ECONOMIC AND ADVERTISING RESILIENCE

5%
GDP GROWTH United States China
O
-14% -12% -10% -8% -6% -4% 2% 0% 2% 4%
UK Germany ®

. Canada 5%

=

Q E

France Japan %

Brazil -10% o

(L)

(4]

=

(72)

India g

(=]

20% ' <

M’GN-\ Source: IMF WEO October 2020, MAGNA Global Forecast December 2020. NAR: Media Owner Net Advertising
Revenues
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FORECAST ACROSS MARKETS - 2020

y
%
LATAM‘
YOY growth

including Cyclical Events '11-3%

- Worse than -15%
- -5% to -15%

0%to -5%

= & GLOBAL: -4.2%

MIGNA Source: MAGNA DECEMBER 2020 Global Forecast Update 37
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FORECAST ACROSS MARKETS - 2021

+10.1%

= R »>
WE +9.1% 2%’ g

Lo e <1 B
+8.0R’

» 4 . ") APAC +11.1%
: YN
.YOY gr.owth ) :ngtyM
ﬁdmg Cyclical Events . 0 ‘ +11.3%
- 5%to 10% : /}
—— ¢ GLOBAL: +7.6%

MIGNA Source: MAGNA DECEMBER 2020 Global Forecast Update 38
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MEDIA MIXES ACROSS MARKETS

TV SHARE LOWEST IN WESTERN EUROPE, HIGHEST IN LATAM

LatAm APAC Developed Emerging

= 00H
Radio

M Print

=TV

m Digital

MIGNA source: : MAGNA DECEMBER 2020 Global Forecast Update 39
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MEDIA MIXES ACROSS MARKETS

UK & CHINA AMONG THE MOST MATURE DIGITAL MARKETS

China France  Germany Brazil Mexico Italy Spain India Japan

46%

m Digital =TV ®Print = Radio = OOH
M/GNA 40
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UNITED STATES

17%
< 0%
o 0, 0,
; 6% 4% 8%
LINEAR I
g i gn=
(L) -1% . 3% DIGITAL
= TOTAL -6%
=
-16%
GDP GROWTH
S
= 0
g 2.29 3.1%
S
(&)
Ll

2019 2020 2021

-4.3%

MI/GNA

E2019 =2020 =2021

PRINT 1%

0%
4%
RADIO

13% -13%

-30% -28%
CPI
1.8%
0.6%

2019 2020

14%

%

OOH
-28%

2.2%

2021

KEY FINDINGS

Total advertising revenues (linear+digital) fell -1.3%
to $221 billion in 2020, as the economy shrinks by
roughly -4%. Excluding political spending, the fall
would have been closer to the global average, at -
3%.

Linear media (linear TV, radio, print, OOH) suffered
the most, with full-year sales declining by -16% to
$81 billion: National TV -11%, Local TV -3%, Print -
30%, Radio -28, OOH -16%, Cinema -80%, Direct
Mail -14%.

Digital media ad formats saw resilient full year ad
sales, growing by +10% to $130 billion.

Ad sales grew by +2% yoy in 3Q20 due to the re-
opening of businesses and return of sports. MAGNA
anticipates that advertising spend continued its
recovery in 4Q (+6% including political spending,
+2% excluding political).

MAGNA expects advertising sales to rebound in
2021, posting a gain of +4.1% as the economy
recovers (GDP growth forecast +3% to +5%) and the
Tokyo Olympics trigger incremental spending.

LEARN MORE at


https://atlas.magnaglobal.com/magna-service-dashboard/web/downloadreports?reportId=1272544969445478400
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KEY FINDINGS

16% 2019 =2020 =2021 Chinese media owners advertising revenues
14% 129% posted resiliently flat growth in 2020
0, (]
8% 11% 09 (+0.2%).
I I 5% « Digital advertising sales saw robust growth
0%

2-% v Z-A) PRINT RADIO I in 2020 (+10%) despite the global recession.

TOTAL | e, |} [ ' Q0H - Digital spending reached CNY $395 billion
-4% 5% 5% gy 2% (USD $57 billion) and now represents 72% of
LINEAR e total spending.
-15% * Linear advertising formats declined by -19%
-19% -18% 20% and represents just 28% of total budgets in
25% China in 2020.
27% « China will remain the second largest ad
GDP GROWTH CPI market in the world in 2020, with almost
$80 billion, nearly three times smaller than
3.0% #1 (US) and twice the size of #3 Japan.

2.6%

NAR GROWTH (%)

8.2%
6.1% 2.9%

ECONOMY

1.9%

2019 2020 2021 2019 2020 2021

M/GNA LEARN MORE 42


https://atlas.magnaglobal.com/magna-service-dashboard/web/downloadreports?reportId=1272544969445478400
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NAR GROWTH (%)

ECONOMY

MI/GNA

2%I
|

9% 9%

0,
5% . 4%
LINEA 1_/° RaDIBN
|

10% 10%

TOTAL DIGITAL
-3%

-8%

-17%
GDP GROWTH
2.3%

0.7%

2019 2020 2021
-5.3%

KEY FINDINGS

12% ®2019 =2020 =2021

%

O%I

' 0

RINT 29 0OH
-6%
-13% -12% *
-20%
-26%
CPI
0.5%
0.4%
0.2%
2019 2020 2021

Media owners advertising revenues declined
by -8% in 2020, to JPY 4.4 trillion (USD
$40.3 billion) (linear: -17%, digital: +5%).
The 4Q 2019 increase in sales tax rate and
the COVID restrictions have triggered a
severe economic recession (GDP -5.3%),
hurting marketing activity and advertising
spending.

Economic stabilization in 2021 (GDP +2.3%)
and the 2021 Tokyo Olympics, will help
advertising to recover (+9%).

Japan will remain the third largest ad
market in the world, with $40 billion in
2020.

LEARN MORE v


https://atlas.magnaglobal.com/magna-service-dashboard/web/downloadreports?reportId=1272544969445478400
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UNITED KINGDOM

KEY FINDINGS

Linear ad sales (linear TV, radio, print, OOH)
declined by -24% in 2020, due to the

34%
®2019 #2020 =2021 ’ combination of Brexit impact and a COVID-
s induced recession (GDP: -9.8%).
E 11% 12% 11% 12% 9% 6% 9% 11% « 2020 TV ad sales: -13%, print: -31%, radio: -
S l I LINEAI. I3A’ v . PRINT g RAmo. . 23%, OOH: -46%, cinema: -70%.
© DIGITAL - - &, « Digital ad sales saw slight growth (+3%) due to
= -5% -4% -5% . -4% resilience across social media and video
13% -11%
TOTAL formats.
-24% 319, -23% « Total advertising sales (linear+digital) decreased
o by -4.9% to GBP 22.7 billion (USD $29 billion).
. * In 2021, economic rebound (GPD +5.9%) and
-51% major sports events (incl. Euro 21 with the
GDP GROWTH CPI biggest games on UK soil) will help generate
z 5.9% 1.8% advertising recovery: linear +11%, digital +12%.
«J7/0 " 0,
g 1.5% 1.2% 1.5% * The UK remains the fourth largest ad market in
Q the world and the largest in Europe.
2019 2020 2021
-9.8% 2019 2020 2021

M/GNA LEARN MORE w


https://atlas.magnaglobal.com/magna-service-dashboard/web/downloadreports?reportId=1272544969445478400
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GERMANY

NAR GROWTH (%)

ECONOMY

MI/GNA

10% 10%
8%
5% 5%
0,
Z_A’ LINEAR.
DIGITAL
-5% -5%
TOTAL
-13%
GDP GROWTH
4.2%
0.6%
2019 2020 2021
-6.0%

5%
v i

n

3%

-11%

=2019 =2020 =2021 17%
6%
3% 3%
PRINT . RADIO u I
-1% 00H
-8% ,
2% -10%
27%
CPI
0,
1.3% 1.9%
0.3%
2019 2020 2021

KEY FINDINGS

Media owners’ linear Net Advertising Revenues
shrank by -13% in 2020 as the German economy
is hit by COVID lockdown and economic recession
(Real GDP -6%).

All linear formats suffered double-digit decline: TV
-11%, radio -10%, OOH -23%, Print -12%.

* Digital ad formats proved more resilient with full

year sales up +5% in 2020.

* The total ad market (linear+digital) thus shrank

by -5% to $22.8 billion euros (USD $25.5 billion).

As the economy recovers in 2021 (GDP +4%), the
German market will grow by mid-to-high single-
digit (linear +5%, digital +10%, total +8%).

* The ad market will benefit from cyclical sports

events (Olympics, Euro) and the biennial motor
show.

* Germany remains the fifth largest ad market.

LEARN MORE .
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KEY FINDINGS

* The COVID outbreak and lockdown has
19% taken a hard toll on the French economy,
with GDP predicted to decline by -10% this
5% 6% 6% 6% 8% 4% year'
B ,_,NEARI I I V[ PRNT 2_% I . * The Iockdf)wn_ an.d recession.tr.iggered a
o " ;y DIGITAL 1—‘y l deep decline in linear advertising sales (-
bt 1% ; Rigjo ' 19%) while digital formats continued to see
% o 11 positive growth (+6%).
e * As the economy recovers in 2021, MAGNA
anticipates ad sales to grow by +10% (linear
-26% +9%, digital +11%).
-34% *  With $12.2 billion euros (USD $13.7 billion)
in 2020, France will retain its title as the
GDP GROWTH CPI sixth largest ad market in the world.
1.3%

E2019 =2020 =2021

10% 8% 2% 119

NAR GROWTH (%)

-19%

6.0%
1.5% 0.7%

0.3%

ECONOMY

2019 2020 2021

-9.8% 2019 2020 2021
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BRAZIL

KEY FINDINGS
All-media advertising revenues will decline
17% e 18% by -7% in 2020, to BRL 48.5 billion (USD
. 12% 10% 10% $12.3 billion), with steep declines in linear
2;1 8% 8% i 8% . ’ ’ media and robust digital growth.
E I I 3% 3% S% RMII I + 2021 will see a strong recovery: +8%.
g [ | . PR'NT_ * Political and economic instability remain a
o TOTAL LINEAR DIGITAL ' -1% l 00H concern in Brazil, as COVID cases remain
= 79 6% elevated in the country.
11% » Brazil remains the largest advertising
17% market in Latin America, accounting for 59%
-18% L7 . . -
of regional ad sales, and will remain the
-22% 24% :
-26% =A% seventh largest ad market in the world.
GDP GROWTH CPI

>=
s 2.8% 3.7%
= 1.1% 3.6%
2 3.3%

2019 2020 2021

-5.8% 2019 2020 2021
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KEY FINDINGS

* Advertising sales fell -6% to CAD 15.3 billion
E2019 w2020 =2021 (USD $11.3 billion) in 2020 as the Canadian
13% 14% .
8% economy is hit on three fronts, by the
6% 6% 6% 4% outbreak, lockdown and early collapse of oil
. l 0_% I v om PRINT RADIOG o I exports (GDP -7.1%).
[ | - I O « Television advertising revenues saw strong
6% -4% -5% declines (-14%) as the lack of brand demand
TOTAL LINEAR -41% and the cancellation of live sports triggered
-14% 15% the decline. However, an expanded 24-team
NHL playoff that includes 6 of the 7
Canadian hockey teams helped mitigate
-33% -32% -34% some losses.
* In 2021 advertising sales will rebound +6%
GDP GROWTH CPI to CAD 16.0bn, as the economy recovers
(+5.2%) and the Summer Olympics finally

NAR GROWTH (%)

-25%

5.2% 1.9% .
1.7% 1.3% air.
0.6% * Canada will retain its ranking in 2020 as the

2019 2020 2021 eighth largest ad market in the world.
2019 2020 2021

ECONOMY

-7.1%
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KEY FINDINGS

Australia’s advertising market declined by -
6% this year, as GDP shrinks by -4%.
* Linear ad sales collapsed by a steep -25%

49%
E2019 =2020 =2021

17%

S 11% 13% 0 13% while digital advertising decline still saw
£ ° 7%6% 5% 1o robust growth (+6%)
s 1% I LIN T v PRINT [J]  RADIO 1% g 070)- _
= —_ N B - —_— * TV ad sales declined by -16%, radio -27%,
= &% o DlemaL I 3% Q0H and print -32%.
= TOTAL 46%  -15% *  With AUD 15.7 billion (USD $10.9 billion)n
-25% 279 in 2020 Australia is still the ninth largest
-32% ’ ad market globally.
-41%

GDP GROWTH CPI
= . 1.8%
s 3.0% 1.6%  1.4%
= 1.8%
3
Ll

2019 2020 2021

-4.29% 2019 2020 2021
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KEY FINDINGS

The Indian market was the only large market
54% 55% to perform significantly worse than expected
in 2020, due to early economic outlook

E2019 =2020 =2021

S o 33% 0
- 27% 31% 20% 17% 31% being too optimistic and a COVID crisis that
% 11% 0% . ° . . went out of control.
=2 4% ' 5% I 1% 5% 6% . . oL E
o = " = = * The Indian ad market declined by -16% in
< LINEAR DIGITAL PRINT RADIO bk 2020, to INR $672 billion (USD $9.5 billion),
16% -15% pausing after years of double-digit growth.
-26% 31% * Digital continued to lead growth: +10%,
TOTAL v -34% 0 . C .
while media will linear media saw steep
-57% declines(-26%).
* MAGNA anticipates all media formats will
CPI see a strong recovery in 2021, with overall
_ GDP GROWTH NAR increasing by +27%.
S 8.8% 4.5% « India will go back to being the most dynamic
> 4.2% 3.3% 3.6%
8 2% large market In the world, as soon as COVID
Ll

fades away, to become the 7t largest
2019 2020 2021 market in the world by 2025.

2019 2020 2021
-10.3%
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LONG-TERM FORECAST BY FORMAT: 2022-2025

14%

12% 11% 119

8%

5% 5% Radio v Magazines Newspapers

L, EBO8 2
) Du@Q M:;L.Aa

DOOH Mobile Video Social Search Static Display

NAR CAGR 2022-2025

-10% -10%
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FOCUS ON DIGITAL

37% OF VIDEO ADVERTISING BY 2025 (EXCL. SOCIAL VIDEO)

Global Video Spend ($hn)

32 40
23%
176 169

2018 2019 2020 2021 2022 2023 2024

ABOUT MAGNA

37%

Global Video Spend ($Sbn)

M Linear Television  m Digital Video (Excluding Social)

MIGNA Source: MAGNA DECEMBER 2020 Global Forecast Update 53
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FOCUS ON DIGITAL
DESPITE COVID, SEARCH AND SOCIAL REMAIN ROBUST [ >€€ moreon
search advertising

INCREMENTAL SPENDING 2020 ($ Billions) | Uiieliglblelelelanliie
12.6 Global Search
10.9 Advertising report.

Social Search Video

(2.4)

MIGNA Source: MAGNA DECEMBER 2020 Global Forecast Update 54
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FOCUS ON DIGITAL P TEE——
MOBILE ADVERTISING SHARE e o 3. of tutal digial spending

in 2020, and will grow to represent 86% of
total digital spending by 2025.

86% m 2019 « At that point mobile ad sales will
0 2020 represent 60% of total ad sales (digital or

739% otherwise).

69% ° = 2025
60%
43%
36%
Share of Digital Share of total

MIGNA Source: MAGNA DECEMBER 2020 Global Forecast Update 55
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FOCUS ON DIGITAL

Google Search YTD Hl 2%

Digital Advertiser Performance

Amazon Search YTD I 4 5%

Baidu Search YTD -7% I

Alibaba Search YTD I 28 %
MAGNA FY 20 Search I 7%
Facebook YTD I 16%
MAGNA FY 20 Social I 17 %
YouTube YTD I 24 %
MAGNA FY 20 Video I 15%

MIGNA Source: MAGNA DECEMBER 2020 Global Forecast Update 56
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FOCUS ON DIGITAL
78% OF DISPLAY/VIDEO AD SPEND PROGRAMMATIC BY 2024

-11%

ABOUT MAGNA

-6%

64% 8%

+12%
+6%

2019 2020 2024

B Programmatic ® Non-Programmatic

MIGN.\ Source: MAGNA October 2020 Programmatic Intelligence Update 57
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ATLAS: YOU GATEWAY TO MAGNA DATA & REPORTS

ATLAS.MAGNAGLOBAL.COM

Bookmark the website Download the mobile app

( HOME ATLAS REPORTS ABOUT
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LATEST/NEXT REPORTS

Political Advertising 2020

By: Vincent Letang, Mike Leszega,
Brad Thompson
June 2020

Influencer Report
MIGNA By: Sophia Solana + Luke Stillman LAY
INFLUENCER April 2020 ~ T

RKETING REPORT |

Y wom

POLITICAL

APRIL 2021

US Advertising Forecast
By: Vincent Letang, Mike Leszega
wazs| June 2020

e et =2 COVID Special Reports
- 4 9" By: MAGNA Intelligence
ry , April 2020

7 >
\
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Persistence of Time: COVID Edition
By: Brian Hughes
June 2020

Asian Americans

By: Stefanie Morales + Brian
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February 2020

Programmatic Report: Life

Without Cookies
By: Luke Stillman
May 2020

Global Advertising Forecast
j*='¢ By: Vincent Letang +Luke Stillman
Y June 2020
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