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Argentina–
set to outpace global 
spending growth,  
led by radio and 
Internet advertising
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Argentina’s economy is forecast to be the world’s fifth-fastest 
growing between 2013 and 2018. This growth — together with 
the country’s expanding middle class — is set to feed through 
to rising spending on entertainment and media. As highlighted 
in the PwC Global entertainment and media outlook 2014-
2018, total spending on entertainment and media in Argentina 
is projected to rise at a compound annual growth rate (CAGR) 
of 7.2% to reach US$19.4bn in 2018. This pace of growth 
will outstrip the rise of entertainment and media spending 
globally, which will expand at a CAGR of 5.0%. But Argentina’s 
growth will lag behind the average for Latin America, with 
total regional spending rising at a CAGR of 9.0%. Despite 
this, Argentina will retain its position as Latin America’s 
third largest entertainment and media market after Brazil 
and Mexico. The rise in spending in Argentina will be led by 
radio, Internet advertising and TV advertising as the fastest-
growing segments over the next five years, followed by filmed 
entertainment, video games and out-of-home advertising. All 
six of these segments will grow at double-digit CAGRs, pointing 
to strong growth in spending across a broader range of sectors 
than in many other countries.

A market set to  
outpace global  
growth over the 
coming five years
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Argentinian entertainment & media market by numbers                                   
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In 2013, Argentina’s total spending on  
all entertainment and media of US$13.7bn 
meant it ranked third in the Latin America 
region behind Brazil on US$40.9bn and  
Mexico on US$24.1bn.
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Despite a declining share of Latin 
American spending, Argentina’s 
entertainment and media market 
will remain the region’s third largest 

In 2013, Argentina’s total spending 
on all entertainment and media of 
US$13.7bn meant it ranked third in the 
Latin America region behind Brazil on 
US$40.9bn and Mexico on US$24.1bn. 
Fourth-placed Colombia was some way 
back on US$5.4bn.

• This means Argentina accounted for 
14.3% of total spending on enter-
tainment and media across Latin 
America in 2013.

• In the next five years Argentina will 
remain Latin America’s third largest 
entertainment and media market, 
with spending on entertainment and 
media projected to grow at a CAGR 
of 7.2% to reach US$19.4bn in 2018. 

• Since Argentina’s growth will lag 
behind the rate of growth projected 
across Latin America as a whole, a 
CAGR of 8.9%, the country’s share 
of total regional entertainment 
and media spending will decline to 
13.2% in 2018.

• Spending in Argentina will remain 
ahead of that in Colombia, despite 
spending in Colombia rising at 
a higher CAGR of 8.3% to reach 
US$8.1bn in 2018.

• Looking across Latin America, the 
fastest growth during the five-year 
forecast period will be in the rela-
tively small market in Peru, which 
will expand at a CAGR of 11.3%, 
followed by Brazil (10.2% CAGR), 
Chile (9.6% CAGR) and Venezuela 
(8.5% CAGR).
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Growth will be led by rising spending 
on radio, Internet advertising and TV 
advertising — but Internet access will 
remain the largest segment

Internet access is by far the largest 
segment in Argentinian entertain-
ment and media, with revenues of 
US$4.6bn in 2013 — substantially 
ahead of TV subscriptions and licence 
fees at US$2.6bn, and TV advertising 
at US$2.1bn. However, Internet access 
will be only a mid-ranking segment in 
terms of revenue growth during the 
five-year forecast period, expanding 
at a CAGR of 8.5% to reach US$6.9bn 
in 2018. Despite this relatively modest 
growth, Internet access will remain the 
largest segment.

• The fastest-growing segment will 
be radio. While relatively small in 
2013, at US$165mn, spending on 
radio will rise rapidly at a CAGR 
of 13.7% to US$314mn in 2018.

• The second-fastest growing 
segment will be another rela-
tively small one, Internet adver-
tising, which will grow at a CAGR 
of 12.3% from US$337mn in 
2013 to US$603mn in 2018. 

• TV advertising will be the third 
fastest-growing segment, expanding 
at a CAGR of 12.2% to reach 
US$3.7bn in 2018. This growth 
rate will see TV advertising over-
take TV subscriptions and licence 
fees in 2016 as the second-largest 
segment after Internet access.

• Other segments projected to 
register double-digit CAGRs 
through the forecast period are 
filmed entertainment at 11.7%, 
video games at 11.3%, and out-
of-home advertising at 10.6%.

• All segments of entertainment 
and media in Argentina will 
see spending rise by 2018, with 
music experiencing the slowest 
growth at a 1.5% CAGR.

The fastest-growing segment of 
entertainment and media in Argentina 
will be radio, with spending rising at a 
CAGR of 13.7% to US$314mn in 2018.
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All segments of 
entertainment and 
media in Argentina 
will see spending 
rise by 2018, with 
music experiencing 
the slowest growth 
at a 1.5% CAGR.
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Segment growth rates will  
vary more widely in Argentina 
than at a global level

With the Argentinian market growing 
at an overall CAGR well above that of 
the entertainment and media market 
globally over the five years to 2018, 
some segments will grow significantly 
faster in Argentina than at a global 
level, while others will lag slightly 
behind.

• The segments that will outstrip 
global growth include radio 
(Argentina CAGR 13.7%, global 
CAGR 2.7%); magazine publishing 
(Argentina 4.0%, global 0.2%); 
business-to-business (Argentina 
8.5%, global 3.4%); filmed enter-
tainment (Argentina 11.7%, global 
4.5%); out-of-home advertising 
(Argentina 10.6%, global 4.7%); and 
TV advertising (Argentina 12.2%, 
global 5.5%).

•  The segments where spending 
growth in Argentina will lag 
behind the global average include 
TV subscriptions and licence fees 
(Argentina CAGR 2.7%, global 
CAGR 3.2%) and Internet access 
(Argentina 8.5%, global 9.0%).
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Radio will be Argentina’s fastest-
growing segment of entertainment and 
media, far outpacing its peers globally 

Argentina is one of the oldest radio 
markets in the world and there are 
currently more than 1,200 radio 
stations across FM, AM and SW. 

• Argentinean total radio revenue 
almost tripled between 2009 
and 2013, reflecting Argentina’s 
double-digit growth in nominal 
GDP over the same period. Total 
radio revenue reached US$165mn 
in 2013 and is forecast to continue 
growing at an impressive rate, 
reaching US$314mn by 2018, an 
impressive CAGR of 13.7%.

• This rate of growth will make 
radio the country’s fastest-
growing segment of entertain-
ment and media, ahead of 
second-placed Internet adver-
tising’s CAGR of 12.3%. 

• With radio revenues worldwide 
projected to grow at a CAGR of 
just 2.7% during the five-year 
forecast period, Argentina’s 
radio industry will dramatically 
outpace the segment globally. 

With radio revenues worldwide projected to grow at a 
CAGR of just 2.7% during the five-year forecast period, 
Argentina’s radio industry — growing at a CAGR of 13.7% 
— will dramatically outpace the segment’s global growth.
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Argentina, like some other Latin 
American countries, has bucked the 
global recession and maintained robust 
economic growth. This has helped to 
support continued strong increases in 
net TV advertising revenues, which 
reached US$2.1bn by 2013. Expansion 
is set to continue at a CAGR of 12.2%, 
taking net TV advertising expenditure 
to US$3.7bn in 2018.

• This rate of growth means TV 
advertising will be Argentina’s 
third-fastest growing segment of 
entertainment and media over the 
five-year forecast period, behind 
radio (at a CAGR of 13.7%) and 
Internet advertising at 12.3%. In 
2016 TV advertising will overtake 
TV subscriptions and license fees to 
become Argentina’s second-largest 
segment after Internet access.

• Expenditure on multichannel 
advertising will more than double 
in this period, although terrestrial 
will still dominate, taking 80.2% of 
net TV advertising revenues in 2018. 
Terrestrial viewing continues to be 
led by Clarin, but fragmentation 
has seen the audience share for the 
major channels falling. Clarin saw 
its channels take 28.8% of all-day 
audiences in 4Q12, compared with 
34.1% in 4Q11.

• Cable operators, which account for 
75% of the country’s multichannel 
homes, are in a powerful position in 
relation to terrestrial broadcasters, 
which have been campaigning for 
the imposition of restrictions on 
cable advertising. The terrestrial 
broadcasters claim that cable opera-
tors sell advertising too cheaply 
and thereby hurt terrestrial TV ad 
revenues, while the cable operators 
argue that advertisers refuse to pay 
higher rates.
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TV advertising will grow strongly,  
overtaking TV subscriptions and license  
fees in 2016 to become Argentina’s second-
largest segment after Internet access

TV advertising will expand at a CAGR of 12.2% to reach US$3.7bn 
in 2018, and will overtake TV subscriptions and licence fees in 
2016 as Argentina’s second-largest segment after Internet access.
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Expenditure on 
multichannel TV 
advertising will more 
than double during the 
five-year forecast period, 
although terrestrial TV 
will still dominate,  
taking 80.2% of net  
TV advertising  
revenues in 2018.
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TV advertising will grow strongly,  
overtaking TV subscriptions and license  
fees in 2016 to become Argentina’s second-
largest segment after Internet access

At some US$4.6bn, Internet access was 
comfortably the largest segment in 
Argentinian entertainment and media 
in 2013, accounting for 33.6% of total 
spending. Despite growing more slowly 
than several others segments, Internet 
access — at a CAGR of 8.5% through 
2018 — will exceed the CAGR of the 
market as a whole over the five years, 
at 7.2%. As a result Internet access 
will remain the largest segment at 
US$6.9bn in 2018, and will see its share 
of overall spending rise to 35.6%.

• Argentina’s Internet access market 
has one of the highest penetration 
rates in Latin America, but faces a 
number of political and competitive 
challenges. The number of fixed 
broadband households stood at 
5.7mn at the end of 2013, a penetra-
tion rate of 47.5%. This number, 
however, will increase at only a rela-
tively modest CAGR of 4.8% to reach 
7.2mn, or 56.1% of households, by 
the end of 2018. 

• The total number of mobile Internet 
subscribers stood at 10.9mn at the 
end of 2013, equal to 26.3% of 
the population. The raw room for 
growth this leaves means subscriber 
numbers will increase at a CAGR 
of 19.1% to reach 26.2mn by the 
end of 2018, despite obstacles in 
the market’s way. Mobile Internet 
access spending will rise at a CAGR 
of 12.4% to US$3.7bn in 2018, 
overtaking fixed broadband access 
in 2015.

• Development of Argentina’s mobile 
Internet access market has histori-
cally been hindered by the lack of 
spectrum. It has been over ten years 
since the government last tendered 
mobile spectrum and no auction has 
been scheduled for frequencies suit-
able for 4G LTE mobile broadband. 
Each mobile operator is limited 
to offering services within only 
50MHz of 3G spectrum, a relatively 
small amount compared with other 
countries.

Internet access will remain Argentina’s 
largest segment by a wide margin, 
increasing its share of overall spending 
as mobile access revenues rise strongly.
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Mobile Internet access spending in 
Argentina will overtake fixed broadband 
access in 2015.
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Argentina’s music market was worth 
US$132mn in 2013, up from the 2009 
revenue of US$122mn. Total music 
revenue is forecast to grow by a CAGR 
of 1.5% to reach US$142mn in 2018.

• Despite persistently high levels of 
piracy, Argentina’s recorded music 
sector has shown signs of resilience 
in the last few years. While physical 
recorded music revenue only started 
to decline in 2012, total digital 
recorded music revenue has grown. 
However, the fall in physical format 
revenue will not be compensated 
for by rising digital revenue, and so 
total recorded music revenue will 
decrease from US$77mn in 2013 to 
US$57mn in 2018, a CAGR of -5.7%. 

• Total digital recorded music 
revenue’s share of total recorded 
music revenue is rising, partly 
because of the rapid growth in 
communications infrastructure, 
but also from the recent entry 
of several international music 
services. Digital music streaming 
revenue overtook digital music 
downloading revenue in 2013 and 
will account for 50% of total digital 
recorded music revenue in 2015.

• Total live music revenue — both 
sponsorship and ticket sales — will 
rise from US$55mn in 2013 to 
US$85mn in 2018, a CAGR of 9.0%.
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Music will be the slowest-growing 
segment of Argentinian entertainment 
and media through 2018, with rising 
digital and live music revenues narrowly 
offsetting falls in physical music 

Total recorded music revenue in Argentina will 
fall from US$77mn in 2013 to US$57mn in 2018, 
a compound annual decline of -5.7%. But total live 
music revenue will rise from US$55mn in 2013 to 
US$85mn in 2018, a CAGR of 9.0%.



Where will consumers and advertisers 
spend their money in the next five years?

This article is drawn from data in PwC’s Global 
entertainment and media outlook 2014-2018 (Outlook). 
The Outlook is an online source of five-year forecast 
and five-year historic consumer and advertising spend 
data for 13 entertainment and media segments, across 
54 countries. PwC continually seek to update the 
online Outlook data, therefore, the data within this 
PDF may not be aligned with the data found online. 

To find out more about the Outlook and to purchase  
a subscription to the full datasets, please visit:  
www.pwc.com/outlook

To have a deeper discussion,  
please contact:

Marcel Fenez 
Global leader, entertainment and media 
marcel.fenez@hk.pwc.com

Jesus M. Estevez 
Argentinian leader, entertainment and media 
jesus.m.estevez@ar.pwc.com 
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