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Digital ad spend will outweigh print in the future of luxury

 
By DANNY PARISI

Digital luxury ad spend will finally overtake print advertising in 2018 among a host of other changes to the luxury
advertising landscape.

This data comes from Zenith, whose report on luxury advertising expenditure predicts among other things that
display advertising will lose its lead in the near future in favor ecommerce advertising instead. The report
represents a good look at how luxury ad spend is changing and what consumers can do about it to stay ahead of the
curve.

"Print is still the primary medium, a 32.6 percent share of total expenditure in 2016, ahead of television and digital,"
said Jonathan Barnard, head of forecasting at Zenith, London. "However, digital is  gaining ground and should
become the leading medium by 2018 with a 30.9 percent share of the market.

"Digital should account for 87 percent of total ad spend growth between 2016 and 2018," he said.

Print vs. digital
At the moment, print media is still the dominant advertising format in the luxury industry. It has been for years and it
is still coasting on the legacy of legendary luxury publications such as Vogue.

But that all will change in the next few years as luxury ad spend shifts more to digital, eclipsing print for the first
time.

Zenith looked at advertising spend trends from a number of luxury brands around the world and published the
results in its "Luxury Advertising Expenditure Forecasts 2017" report.

https://www.luxurydaily.com/category/sectors/marketing-industry-sectors/
https://www.luxurydaily.com/prints-dominant-role-in-luxury-ad-spend-to-succumb-to-digital-zenith/
https://www.luxurydaily.com/wp-content/uploads/2017/04/iphone-518101_640.jpg
file:///author/danny-parisi
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1
https://www.zenithmedia.com/


Last year print was dominant but not by much

In addition to predictions on digital overtaking media, the report predicts that the general luxury industry will see ad
spend growing over the next year, in response to it taking a hit last year.

Concerns about terrorism, currency fluctuation, geopolitical tensions and emerging nationalist political parties have
made international luxury spenders less confident, but that will change in 2017.

"The United Kingdom is reportedly the cheapest market in the world to buy luxury goods following the drop of the
British pound," Zenith's Mr. Barnard said. "The U.K. has experienced a dramatic rise in luxury tourism' as a result of
this.

"Given that international clientele account for 50 percent of the sales of some luxury brands, this has provided a
strong boost over the past quarter," he said. "However, this may be a temporary boost as luxury brands scramble to
adjust their prices and time eases tourists' nervousness about traveling to mainland Europe."

Overwhelming options
There are a number of reasons that luxury brands are shifting towards digital advertising, not the least of which is its
lower cost than print.

When done right, digital marketing can generate a cost-per-acquisition (CPA) at a far lower rate than offline
advertising (see story).

Outside of luxury specifically, digital advertising has shown amazing growth for all industries.
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Next year, digital will take the lead

As brands looked to leverage media events, television remains the top channel overall, with a 41 percent share.
However, its  2.3 percent expected growth in 2017 pales in comparison to digital's 13.6 percent (see story).

Most of all, the thing brands will have to deal with when it comes to digital advertising is what to do with all the
options available to them.

"Over the next few years the biggest challenge will be taking advantage of all the new opportunities offered by digital
advertising such as targeting, personalization, branded content and optimized ecommerce while maintaining their
brands' image of exclusivity, and ensuring that communication with consumers always takes place in high-quality
environments, giving them a true luxury experience," Zenith's Mr. Barnard said.
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