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Global TV advertising market, segmented by forecast rate of 
growth and scale, 2013–2018

Indonesia and the BRICs provide the best prospects for growth and scale in the  
TV advertising market

Source: Global entertainment and media outlook 2014–2018, PwC, Informa Telecoms & Media 

Methodology note: Each market’s location within the quadrant is calculated by assessing their average growth rate in TV advertising revenue between 
2013 and 2018, then dividing the markets in terms of overall scale.

Lower-growth, larger-scale markets
Worth more than US$4bn in 2018 and less than 5% CAGR to 2018

North America: US APAC: Australia, Japan EMEA: France, 
Germany, UK

Higher-growth, larger-scale markets
Worth more than US$4bn in 2018 and 5% or more CAGR to 2018

APAC: China, India, Indonesia EMEA: Italy, Russia  
Latin America: Brazil

Lower-growth, smaller-scale markets
Worth less than US$4bn in 2018 and less than 5% CAGR to 2018

North America: Canada APAC: New Zealand, Singapore, South 
Korea,Taiwan, Thailand EMEA: Austria, Belgium, Denmark, 
Finland, Greece, Hungary, Israel, Netherlands, Norway, Poland, 
Portugal, Romania, Spain, Sweden, Switzerland, UAE

Higher-growth, smaller-scale markets
Worth less than US$4bn in 2018 and 5% or more CAGR to 2018

APAC: Hong Kong, Malaysia, Pakistan, Phillippines, 
Vietnam EMEA: Czech Republic, Egypt, Ireland, Kenya, Nigeria, 
Saudi Arabia, South Africa, Turkey Latin America: Argentina, 
Chile, Colombia, Mexico, Peru, Venezuela

Lower-growth,  
smaller-scale markets

The prospects for TV advertising 
growth are less in those smaller 
territories that have reached 
a certain level of maturity, 
including many in Western 
Europe, as well as Asia Pacific. 
In such markets, TV advertising 
is a mature business, and the 
challenge is to retain share of 
overall advertising revenue in 
the face of competition from 
new digital platforms.

Higher-growth,  
smaller-scale markets

The fastest rates of growth 
overall come from countries 
that generally are growing 
from a low base, and have 
yet to achieve scale. But such 
countries—including both 
populous territories such as 
South Africa, Nigeria, Turkey 
or the Philippines, as well as 
most of the Latin American 
countries—represent an 
opportunity for advertisers keen 
to reach emerging middle-
class consumers through their 
TV screens.

Lower-growth,  
larger-scale markets

The largest three TV markets of 
Western Europe (UK, France 
and Germany) as well as the 
US, Australia and Japan, still 
offer significant scale, but are 
not expected to see more than 
average growth rates in the TV 
advertising market in the next 
five years.

Higher-growth,  
larger-scale markets

In the TV advertising sector 
some of the world’s most 
attractive countries—those 
that possess both high growth 
rates and major scale—are not 
the mature markets of Europe 
and North America, but the 
new established stars: China, 
India, Russia, Brazil, as well 
as Indonesia, another market 
with massive potential. Italy 
also appears in this category, 
but primarily because its TV 
advertising market is forecast to 
recover in line with the country’s 
economy as it recovers from 
a period of financial difficulty 
rather than it being a significant 
opportunity for new growth.


