‘2023, the boost of online video advertising
It partially compensates for the evolution of TV

) ) Main cateqgories in online video Online video as % of digital
Share of cross media mix
2023 2023

50% 2022 2022
0, - 0, 3,0%

40% 7 5% DRINKS 9,7% 9,9% CLOTHING - ACCESSORIES 100%

, 9,2%
30% STORE 9,4% 9,0% CELLULOSE 91% 79,0%
20% FOOD 9,3% 11,9% MAINTENANCE PRODUCTS 54,4%
10% FINANCE 8,3% 5,1% GAMES - TOYS 62,0%
BODY CARE & TANNING
0,
0% 2022 0023 AUTOMOTIVE INDUSTRY 7,8% 15,3% PRODUCTS 56,1%
) ] TRANSPORTATION 0,6% MAKE UP 41,0%
TV Online video
TELECOM OPERATORS 5,6% DRINKS 42.8%
Online video:
18 video NEDI PuBLSHERS
local vs international
Lo0ot PHARMACY 5,5% FURNITURE, DECORATION 33,3%
(]
80% MAINTENANCE PRODUCTS 1,5% PHARMACY 50,0%
60% BEAUTY - HYGIENE 0.9% FOOD 41.3%
40% BELGIAN PUBLIC INSTITUTION 2,0% EVENTS 70,6%
CULTURE, TOURISM, LEISURE,
20% SPORTS 0,3% BABIES/CHILDREN 39,7%
0% DOMESTIC APPLIANCES 0.0% CULTURE, TS?D%';'%A - LEISURE, 29,2%
2022 2023
MEDIA PUBLISHERS 3.0% DISTANCE SHOPPING

COMMUNICATION 33,9%

ELocal ®International

CONNECTIONS AGENCY

‘ o S p Q C e Source: UMA-UBA Digital Benchmark 2023, Categories info comes from the UMA perimeter



	Slide 1: 2023, the boost of online video advertising

