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, B KOHTO JApYT peau nporpamara, B3ema peweHns v Hva orpasuye opoit nporpam.
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TE"EB"30P.HII B KOJATO YT Pe/IM NpIOrpaMaTa, B3eMa peweHus, Hn HMa MHOTO NIOrpIAMM.
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Have young people killed television?

o

US internet advertising revenues for 2017 hit $88 billian, compared to just $70.1 billion for TV. Image: REUTERS/Eric Thayer

While previous reports of the death of traditional TV viewing have been greatly exaggerated,
2017 marked a major tipping point. Spending on online and digital advertising in the United
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' Advertising market share by media

Internet advertising continued to be the leading source of
advertising revenue in 2017

Internet has continued to grow in share and significance compared to other U.S. ad- supported media*®, leading
TV advertising by $17.9 billion in full year 2017.

Advertising revenue market share by media — 2017 (8 billions)

B2B _ $26.2 — 0.8%
Magazines _ 320.9} - 0.9%
Radio - $17.6 } 0.6%
Newspaper - $17.0 } -7.1%
OOH - $9.6} 4.3%

Music I $2.5 — 8.7%

Video Games I $1.5 — 15.4%

Cinema I $0.9 [~ 0.0%

} Growth rate from 2016 to 2019



A3 B ponfiTa Ha NporpaMex AHpeKTop

VIEWING PREFERENCES AMONG STREAMING SERVICE USERS

Thinking about all of the occasions you watch TV or videos, how often do the following happen?

Adults 18+

KNOW EXACTLY WHAT | WANT
TO WATCH

Source: Nielsen Total Audience Report - MediaTech Trender.
Based on Top-2 box responses. Selections will not add up to 100%6.
Copyright © 2019 The Nielsen Company (US), LLC. All Rights Reserved

33%

ROUGH IDEA BUT DON'T KNOW EXACTLY
WHAT | WANT TO WATCH

&
2%

DON'T KNOW WHAT | WANT TO WATCH
AT ALL PRIOR TO WATCHING



O nporpama KbM Ch/bjKaHME
B ycnoBuATa Ha TOTANHA KOHKYpPEHLHS
W BceKy e aBTop Ha BUAE0 ChIbKAHHE
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