BEYOND THE OUTBREAK: HOW COVID-19 WILL
AFFECT THE GLOBAL ADVERTISING MARKET
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ADVERTISING SPENDING VS ECONOMY: HISTORICAL MODEL
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o -10.0% In our model, zero global growth equates to a -6% decline, or more, in ad spending. Negative nominal growth happened only once in
the last twenty years: in 2009, when Nominal GDP declined by -1% (real GDP declined by -2%), leading to a -10% decline in
2009 advertising spending. MAGNA believes the impact would be smaller nowadays because digital media was just nascent in 2009.

Today it's more than 50% of total ad spend, and driven by organic growth and reallocation from other marketing channels. That
means the digjtal part of ad spend would slow down but probably not shrink, even in the event of a recession.
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