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3 areas where digital ad
spending doesn’t match
up with consumer habits

Article

Our forecast data reveals a mismatch between marketers who have been quick to transition
to digital platforms, and consumers who are still spending time on traditional media like TV,
newspapers, and radio. This year, 74.6% of all US ad spending will go toward digital media,
while US adults will only spend 62.1% of their daily media time with digital, according to our

forecast.
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“There [are] reasons for this money to be going [toward digital],” our analyst Ethan Cramer-
Flood said on our “Behind the Numbers” podcast. But the degree to which marketers and
advertisers have sprinted in one direction faster than the general population stands out, noted
Cramer-Flood.

Here are three other areas where digital ad spending doesn't match up with consumer habits.

Meta’s slice: “There is this huge, gigantic, massive discrepancy with the amount of money that
Meta is making off advertising compared to the amount of time that people are spending with
it,” Cramer-Flood said.

" Meta will claim roughly 75% of US social ad dollars this year, compared with only 41.8% of
daily social media time US adults spend on Meta’s properties, per our forecast.

" Meta will see nearly 20% of total US digital ad spending this year, yet US adults will spend only
7.6% of overall digital media time on Meta's properties.

* “None of [Meta’'s competitors] actually have a positive ratio in terms of drawing in more
money than time,” Cramer-Flood said. YouTube draws 5.8% of all digital ad spending but
accounts for 7.5% of US adults’ digital media time.
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Share of Digital Time Spent per Day by US Adults
vs. Share of US Digital Ad Spending, by Platform,

2023
% share of time spent with digital and % share of total
digital ad spending
Meta
1.6%
YouTube*

75%
5.8%
Hulu

TikTok

3.7%
2.3%

Snapchat

1.8%
0.8%

M = share of time spent with digital Il % share of total digital ad spending

Note: ages 18+; average time spent per day with select medio plotforms includes usage via
any device; Meta includes all time spent on both Facebook and Instagram; YouTube includes
YouTube TV, Hulu includes Hulu + Live TV, digital od spending includes advertising that
appears on desktop and laptop computers as well as mobile phones, tablets, and other
internet-connected devices, and includes all the various formats of advertising on those
platforms; net ad revenues after companies pay traffle deguisition costs (TAC) to partner
sites; paid advertising only; excludes payments to influencers or other creatars to produce
sponsorad content; includes branded content ampilified as paid media; Meta includes
Facebook and Instagram ad revenues; excludes revenues reported under Meta's Reality
Labs segment; “represents gross ad revenue

Source: Insider Intelligence | eMarketer, H1 2023
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CTV’s conundrum: A quarter (25.3%) of US adults’ daily digital media time is spent on
connected TV (CTV), but marketers are dedicating less than 10% of their digital ad budgets to
it, according to our forecast. “That’s going to have to change because CTV is the future,”
Cramer-Flood said.

" CTV'simbalance may be due to several factors, including a lack of inventory and pricing
issues.
* Compared with Meta, which has made the advertiser experience easy and seamless, CTV has

been slow to integrate ad tech that would ease adoption.

Sound off: Despite holding more than 11% of US adults’ daily media time, digital audio and
radio will only attract a combined 4.9% of US advertising dollars this year, per our forecast.

" “Radio is an old medium,” Cramer-Floor said. “It's very hard to track your returnon
investment. And digital audio is complicated by the fact that the leading platforms like
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Spotify are more interested in subscriber fee-based subscriptions than ad revenue, so they
want you to pay to avoid ads.”

Podcasters are particularly attentive audio listeners, and can be seen as an untapped market
for advertisement investment.

“We're not saying this is a call to action. We're not saying [advertisers are] doing anything
wrong,’ Cramer-Flood said. “But the previous observation about how big the gap has become
between digital media and traditional media and how big this gap is does raise questions.”

Listen to the full episode.

This was originally featured in the eMarketer Daily newsletter. For more marketing insights,
statistics, and trends, subscribe here.
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