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Search and retail media
stay strong as brands
seek lower-funnel tactics

Article

For more insights and key statistics on the biggest trends in today’s most disruptive
industries, subscribe to our Chart of the Day newsletter.

Retail media will stay ahead of connected TV (CTV) in US ad spending and close in on
traditional TV this year, according to our forecast. Search overall, including paid search on
retail media networks, will reach $108.48 billion in 2023.
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US Connected TV (CTV), Retail Media, TV, Social
Network, and Search Ad Spending, 2023

billions

Social network $71.05

A -

Retail media $45.05

Mote: search ad spending includes contextual text links, pald inclusion, paid listings, and
SEQ; social netwark ad spending includes paid advertising appearing within social nefworks,
sociol network games, and social network apps; TV ad spending includes broodcast TV
(network, syndication, and spot) and cable TV: excludes digital: retall media ad spending
includes digital advertising that appears on websites or apps that are primarlly engaged in
ratail ecommerce or is bought through a retailer’s madia network or demand-side plafform
(DSE), CTV od spending includes digital advertising that appears on CTV devices

Source: eMarketer, Oct 2022
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Beyond the chart: Paid search remains a valuable strategy for marketers amid economic
uncertainty due to its lower-funnel, high-ROlI status, according to our “US Search Ad
Spending 2022” report. Marketers are investing more in retail media specifically, for its
proximity to the point of purchase and ability to provide closed-loop attribution, per our
“Retail Media Explainer.”

Looking ahead, retail media and search in general are well positioned for success. But
traditional TV isin trouble, as marketers divert their dollars to CTV and ad-supported

streaming services, per our “TV Ad Spending 2022” report.

More like this:

" Al chatbots compared: Bard vs. Bing vs. ChatGPT

" US ad market falls for 8th consecutive month in February

* 5 charts showing where people (and advertisers) would go after TikTok

" Digitization of the physical store is an emerging media opportunity for brands

" Yesterday’s Chart of the Day: Save the last TikTok dance
Methodology: Estimates are based on the analysis of various elements related to the ad
spending market, including macro-level economic conditions; historical trends of the
advertising market; historical trends of each medium in relation to other media; reported

revenues from major ad publishers; estimates from other research firms; data from
benchmark sources; consumer media consumption trends; consumer device usage trends;
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and eMarketer interviews with executives at ad agencies, brands, media publishers, and other
industry leaders.
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