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During Q1 2020, the ad revenue of Alibaba, Tencent, Baidu, JD 
and Pinduoduo accounted for 85% share of total online ad 
market.5 The Matthew Effect accelerated industrial integration 
and elimination. The epidemic boosted the concentration of 
users and traffic, strengthened the leading position of internet 
in China media market and made leading media organizations 
stronger. This situation also drove traditional media to rethink, 
thus further advanced the reformation and innovation of the 
media industry’s supply-side.

In the post-epidemic period, e-commerce live streaming with 
explosive growth became effective touchpoints and conversion 
points for consumer communication. Participation of many 
brands, entrepreneurs and official media brought impetus. 
Whether e-commerce live streaming will become a new normal 
in the future or not, whether it will be a flash in the pan or a new 
component of the media matrix, it still needs to be tested by the 
market. 

Consumers:
self-defining a balance between 
personality and rationality

Thanks to information equality, consumers are 
more independently pursuing what they like 

E-commerce and news platforms achieved personalized content 
push. The method of delivering information is affected by the 
mode of online content distribution, changing from centralization 
to decentralization then to re-centralization. Users do not simply 
gain information passively but have more choices when it comes 
content and are easier to get content to instantly suit their 
demands. In terms of product choice, consumers have more 
information sources to get to know and to compare product 
features and value, and therefore choose the most cost-efficient 
product according to their criteria. The target groups with 
certain interests emerged accordingly: to choose on-demand 
content according to their preferences, to communicate with 
people from various culture circles on different platforms, and 
even to buy derivative products within certain interest groups on 
vertical platforms — consumers are able to demonstrate their 
initiative on making choice. In addition, along with consumer’s 
growing initiative and self-consciousness, media channels also 
optimized and upgraded their logic of content distribution: the 
emergence of short video and social media lowed the threshold 
of content production and distribution as well; lite programs and 
applications accelerated the efficiency of information delivery 
and created more suitable applicable contexts, etc. Therefore, 
consumer’s pursuit of personalization could be realized. 

The post-epidemic consumption behavior 
tends to be more rational

Affected by the epidemic, income of residents during Q1 2020 
fluctuated. From January to May 2020, monthly bank savings 
increased 8% increased 8%+ YoY, reaching a height of 10.4% in 
May6. In addition, regarding to personal deposit, YoY growth was 
13% between January and May7. Retaliatory deposit emerges 
ahead of retaliatory consumption which reflects that people’s 
consumption attitude tends to be rational under the situation 
of new normal: in pursuit of convenience, efficiency and eager 
to have a sense of possession. It can also explain why VIP 
membership and consumption coupon are popular.

The spread of coronavirus worldwide has made overseas online 
shopping and purchasing abroad seem nearly impossible. After 
experiencing and witnessing different anti-epidemic measures 
domestically and abroad, most consumers strengthened their 
sense of national pride and enhanced their confidence in 
domestic brands. Especially time-honored brands proactively 
chose to leverage this advantage to do marketing with elements 
of nostalgia and crossover.

Executive Summary

Macro economy: 
national economy under pressure, new 
breakthrough expected 

The new normal of national economy
The outbreak of the COVID-19 has had a significantly effect on 
international order and the complex relations between major 
powers, which has disturbed the global economic fundamentals 
and weakened the expectation for global economy development. 
Both the World Bank and the International Monetary Fund (IMF) 
predicted that global GDP will drop by 5%1, leading to the worst 
recession since World War II  .

China achieved initial success against the epidemic during 
the first half of this year, while the overall social economic 
development is still facing unprecedented challenges. Negative 
GDP growth rarely occurs and no GDP goal is set for the situation 
this year because macro economy faces so many internal and 
external uncertainties and growth tends to be harder under the 
objective of ensuring ‘six priorities’ and ‘stability in six areas for 
steady economic momentum’2.

Since work has resumed, improvements have occurred and 
this is reflected from data of supply-side: up to June, industrial 
production has recovered to some extent; the manufacturing 
industry PMI rebounded since March and continued to be above 
the threshold separating contraction from expansion for four 
months; the non-manufacturing PMI also embraced recovery 
for four consecutive months3. The policy of stabilizing growth 
exerted its influence and retail sales of consumer goods kept 
slowing the pace of decline; under the boost of relieving the 
restriction of people’s mobility, stimulating consumption and 
three public holidays, consumption started to recover. While 
comparatively there still lacked power to recover the demand-
side, and consumption needed more time to recover. Influenced 
by the international situation, exports still suffered a depression. 
The imbalance of supply and demand will encumber the overall 
economic resurgence, and the growth of demand will still under 
pressure due to the regional re-emergence of the epidemic in 
China. The long-term fight against the epidemic will be the new 
normal for the remainder of this year and likely for the next two 
years therefore, both business operation and people’s daily lives 
will have to adapt to such environment.

Due to macro economy pressures, advertisers have become 
more prudent towards media investment. International brands 
are finding it hard to gain profits from support policies and 
macro stimulation, and as a result many brands have cut their 
budgets or suspended or delayed future media investment, 
preferring to wait and see.

Strengthen development of new 
infrastructure and uplift market confidence

In early March, the central government declared a series of 
new policies to accelerate 'new infrastructure construction' 
and to enhance the development of 5G, AI, Industrial Internet 
of Things, smart city, education, medical care and so on. 
All of these based on three aspects of infrastructure in 
information, convergence and innovation. The driving force of 
the construction of new infrastructure on domestic demands 
shows its time-lag effect when extended to consumers. While 

new infrastructure construction does have direct and positive 
effect to ensure employment, the market entities, and the stable 
supply chain. Especially the construction of 5G in a large scale 
and its popularity will boost and put the integration of national 
broadcasting network and 5G into practice. The development 
of technologies, such as VR, 8K, AI and IoT, further energizes 
the prosperity of the industrial chain, meanwhile, brings more 
opportunities to brand marketing.

Media and media consumption: 
digital economy accelerates its penetration 
and expansion. Content is king which 
reinforces concentration on top media

The epidemic accelerates the development 
and consolidation of online media 
consumption habits

Parallel to the outbreak of the epidemic, consumers were relying 
heavily on online shopping, helping the internet sector achieve 
the dividend of users by chance. Seen from the financial report 
of Q1 2020, e-commerce, long and short-form video, and social 
media platforms achieved higher growth, and there’s still room 
for top digital media to increase their ad revenues. E-commerce, 
especially fresh food e-commerce and daily life service apps, 
penetrates all aspects of life — online purchase and home 
delivery services for daily necessaries, pharmaceuticals and 
takeout, remote working, cloud conference and online education 
are in hot pursuit, and the service supply-side has become 
digitized. Online shopping has accelerated to become the 
predominant purchase channel, leading online and offline to 
speed up to integrate. Meanwhile, the epidemic keeps bubbling 
up and anti-epidemic requirements compel people to change 
their way of living and working. It makes the scenarios of home 
economy and cloud application become more abundant, and 
new demands will motivate the creation of new tools and new 
business models.

Post - epidemic media consumption trends back 
to normal, resource concentration to top media 
further strengthened, while live streaming as 
popular as an emerging model

The media traffic enjoyed a peak during the outbreak of 
the epidemic—traditional TV, OTT, social media, online 
entertainment ,  onl ine game and f i tness apps saw an 
outstanding performance. Certain mid-level online segments 
such as fresh food e-commerce, online education and online 
medical care also grew significantly. In the post-epidemic 
period, along with social life returning back to normal, some 
habits formed during the outbreak have remained, and in 
the meantime, consumer’s media consumption habits have 
reverted back to being rational.

Before the outbreak of the epidemic, the trend of market 
concentration had already appeared: during the first-run 
period, traffic of top-10-drama was 6 times larger than that of 
non-top dramas; and what’s more, in terms of rerun, top-10-
drama also as 13 times as non-top dramas in traffic4. During the 
epidemic, audience had more time to choose their preference 
and the shift of attention happened according to content. 

Thanks to the efficient and successful control of 
the epidemic, it is estimated that China advertising 
spending will exceed RMB 626.2 billion, in 2020 dropping 
down by 2.8%, far better than the expectation of 11.8% 
on global market. China’s economy has stepped into 
the resumption stage, support and stimulus policies 
are gradually taking effect, therefore, next year is 
forecast to achieve a considerate positive growth. 
  
From another point of view, even though this black swan 
event brought enormous negative effect; however, 
from the upgrading of practitioners to products, from 
the reshuffle of business operations and management 
philosophies, the epidemic is also a catalyst that 
unexpectedly accelerates industrial change and 
innovation. Never waste a good crisis. There is no 
making without breaking, thus there will be a power 
of integration generated by the market to improve 
efficiency. 

summary:

Note:

1.  World Bank: World Economic Outlook, 4th June 2020; International 
Monetary: Economic Outlook, 24th June 2020

2. Political Bureau of the CPC Central Committee Conference put forward 
‘stability in six areas for steady economic momentum’ on July 2018 for 
the first time, which meant to ensure stability in employment, financial 
operations, foreign trade, foreign investment, domestic investment, 
and expectations. Then it further put forward ‘six priorities’ on April 2020 
for the first time, which meant to ensure security in job, basic living 
needs, operations of market entities, food and energy security, stable 
industrial and supply chains, and the normal functioning of primary-
level governments

3. The Operational Condition of China Purchasing Managers' Index in June 
2020 by National Bureau of Statistics

4. Due to iResearch conducted revision in 2019, no completed data for this 
year could be provided, so the drama data cited is for 2018

5. Source from 2019 Financial Annual Report and 2020 Q1 Report, Baidu 
data includes iQiyi, ByteDance is excluded

6. The People’s Bank of China: Monthly Financial Statistics Report , January 
to May 2020

7. The People’s Bank of China: Monetary Statistics Overview 
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only brands that are advocated by people 
will have lasting traffic

Against the background of the new normal, consumers still 
need to face their own choice of consumption, and they still 
prefer to choose the brand that they consider to be authoritative 
and trustworthy, no matter what their media consumption or 
product/service choices are. The higher brand perception and 
experience, the higher acceptance consumers will have, bringing 
the greater conversion rate into actual sales. Therefore, brands 
need to demonstrate their core value and deliver their brand 
concept sustainably by advertising, PR events, services and so 
on; this is still the solid foundation to gain rapid growth during 
the recovery period. Thus, brands should shift their attention 
from simply focusing on traffic to intensive and redefined brand 
building, step from homogenization to differentiation, and move 
from price competition to value competition. To gain insights 
from consumer needs and to build smooth communication 
channels to consumers are still the key components of media 
strategy.
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Media, CNY m, net

Internet

TV

Outdoor

Radio

Newspapers

Magazines

Media total

2012

55,355

120,302

34,743

15,953

37,828

9,984

274,165

2021f

551,639

68,085

48,344

9,413

4,202

2,334

684,017

2020f

496,972

67,078

46,306

9,404

4,202

2,329

626,292

2019

477,065

82,204

63,783

12,882

5,603

3,041

644,578

2018

398,795

86,297

72,005

14,037

6,251

3,233

580,620

2017

318,116

91,992

61,995

15,556

7,670

3,572

498,902

2016

245,261

100,487

49,798

14,583

10,778

4,523

425,430

2015

193,209

111,528

42,063

16,294

19,812

6,508

389,415

2014

132,982

122,022

39,128

16,990

28,965

8,496

348,584

2013

86,336

124,512

37,053

16,496

35,937

9,984

310,318

Media, USD m, net

Internet

TV

Outdoor

Radio

Newspapers

Magazines

Media total USD m

YOY% change

Internet

TV

Outdoor

Radio

Newspapers

Magazines

Media total YOY% change

% shares of media

Internet

TV

Outdoor

Radio

Newspapers

Magazines

Media total

2021f

80.6%

10.0%

7.1%

1.4%

0.6%

0.3%

100.0%

2020f

79.4%

10.7%

7.4%

1.5%

0.7%

0.4%

100.0%

2019

74.0%

12.8%

9.9%

2.0%

0.9%

0.5%

100.0%

2018

68.7%

14.9%

12.4%

2.4%

1.1%

0.6%

100.0%

2017

63.8%

18.4%

12.4%

3.1%

1.5%

0.7%

100.0%

2016

57.7%

23.6%

11.7%

3.4%

2.5%

1.1%

100.0%

2015

49.6%

28.6%

10.8%

4.2%

5.1%

1.7%

100.0%

2014

38.1%

35.0%

11.2%

4.9%

8.3%

2.4%

100.0%

2013

27.8%

40.1%

11.9%

5.3%

11.6%

3.2%

100.0%

2012

20.2%

43.9%

12.7%

5.8%

13.8%

3.6%

100.0%

2021f

11.0%

1.5%

4.4%

0.1%

0.0%

0.2%

9.2%

2020f

4.2%

-18.4%

-27.4%

-27.0%

-25.0%

-23.4%

-2.8%

2019

19.6%

-4.7%

-11.4%

-8.2%

-10.4%

-5.9%

11.0%

2018

25.4%

-6.2%

16.1%

-9.8%

-18.5%

-9.5%

16.4%

2017

29.7%

-8.5%

24.5%

6.7%

-28.8%

-21.0%

17.3%

2016

26.9%

-9.9%

18.4%

-10.5%

-45.6%

-30.5%

9.2%

2015

45.3%

-8.6%

7.5%

-4.1%

-31.6%

-23.4%

11.7%

2014

54.0%

-2.0%

5.6%

3.0%

-19.4%

-14.9%

12.3%

2013

56.0%

3.5%

6.6%

3.4%

-5.0%

0.0%

13.2%

2012

52.1%

6.2%

17.5%

10.7%

-6.7%

7.9%

12.6%

2021f

82,248

10,151

7,208

1,403

627

348

101,986

2020f

74,098

10,001

6,904

1,402

627

347

93,379

2019

71,129

12,256

9,510

1,921

835

453

96,105

2018

59,459

12,867

10,736

2,093

932

482

86,569

2017

47,430

13,716

9,243

2,319

1,144

533

74,385

2016

36,568

14,982

7,425

2,174

1,607

674

63,431

2015

28,807

16,629

6,271

2,429

2,954

970

58,061

2014

19,827

18,193

5,834

2,533

4,319

1,267

51,973

2013

12,873

18,565

5,525

2,459

5,358

1,489

46,268

2012

8,253

17,937

5,180

2,379

5,640

1,489

40,877

exchange rate at 6.71

Tables

Source:

－ Internet and Ourdoor: financial reports from listed companies
－ TV, Print and Radio: National Radio and Television Administration,   
    State Administration for Market Regulatoin

Note:

－ 2020f and 2021f: forecasts by GroupM in April 2020

Tables
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Internet

Crisis and opportunity by 
the black swan

The epidemic outbreaks in early 2020 and the long-lasting state of 
anti-epidemic control directly advanced the progress of converting 
non-internet users to mobile netizens and sped up digitalization 
among younger and older users, and lower tier market users, 
different from previous low threshold of converting PC users to 
mobile ones. After that, fewer demographic dividends can be 
obtained from the increment and the overall growth of netizens will 
keep slow down.

There was a short-term dividend brought about by the core 
netizens whose temporary demands were aroused by quarantine. 
So, the digital giants took the opportunity to enhance the Matthew 
Effect by virtue of their well-prepared infrastructure and ecosystem. 
However, the traffic that initially increased will shrink, and issues 
such as increment preservation and competition for other new 
users tend to be obvious. Along with fading in traffic dividend, the 
overall competitiveness of the industry will remain fierce in China 
due to the improvement of user’s ability to information screening, 
the problem of economic development, market resources scarcity 
and decreasing fault tolerance for strategic investment.

The opportunity and the crisis both brought by the epidemic 
are the two sides of the same coin. Although the epidemic has 
offset benefits brought by the growing netizens, it is a valuable 
opportunity for the industry, motivated by both supports and 
demands on offline services. One is the government’s support on 
new information infrastructure and the accelerated development 
of Internet of Things. The other is the unrealized high-quality of life, 
showing good signs of the development in enjoyable consumption 
and related vertical fields. The internet industry will move from the 
phase of high-speed growth to high-quality development.

Quality and abundance
of content will greatly affect
the traffic flow

As the competitive situation of traffic tends to stabilize and 
platforms are equipped with more diversified content, users 
are likely to make the best use of their limited time on the 
content that interested them more. Besides, the content delivery 
efficiency is improved because of developments in technology 
so that users’ pursuit of content tends to be proactive, and 
traffic flow moves from choosing channels to choosing content.  
In addition, content is not limited by text, picture, or video, the 
brand image is also a part of content. As a result, the giants pay 
more attention in building IP so as to fully leverage content to 
empower its channels. Take the epidemic period as an example, 
we found those platforms with unique content resources 
performed much better in attracting users.

Traditional IP operation usually is centralized in the pan-
entertainment industry chain. Seen from the narrow sense 
of content, the emergency of culture circles expands the 
fundamental base of copyright development. As an important 
part of the IP industry chain, online literature readers maintained 
a stable YoY growth of 5.4%1 by the end of March 2020. According 
to China Literature’s financial report, the amount of online 
literature reached 12.2 million by the end of 2019. In addition, it 
is obvious that vertical novel categories increase their traffic 
and authors skew to be younger. The online text-based novels 
convert to audio versions could also enlarge the audience size 
and seize the increment of market dividend. Ways of content 
creation make the platform’s active users and ARPU increase 
continuously and build a solid foundation for follow-up IP 
development.

Currently, online videos and games have witnessed the first step 
of matured IP development in the internet sector. Regarding 
the perspective of content, different from previous series which 
focused on a single leading protagonist, the recent works of 
film and animation tend to develop within a shared universe, 
centered on a series of different protagonists to demonstrate 
a whole IP ecosystem with diversified perspectives. This allows 
works to factor in a few in-jokes to fertilize the virtual universe 
and enlarge the target audience. In terms of format, the 
strong impact from short video’s explosive growth, compact 
videos, with comprehensive storyline but in the short-form, 
will enjoy promising development. As internet users became 
eager for more initiatives, the interactive video emerged as 
time requires. By consolidating with technologies such as 
5G and VR in the future, videos will become more interactive 
and have individualized multi-endings. In addition to online 
videos with wider coverage, games are the other core focus 
during IP development because it is one of the mainstream 
entertainments for young netizens. Mobile games with copyright 
could gain a relatively higher retention rate2 by virtue of IPs’ 
accumulative fans base. Meanwhile, as government supervision 
tends to be stricter, the quality of games is also upgraded 
to a higher level, and this will benefit those games with IPs. 
ByteDance, Tencent and Alibaba acquired or set up independent 
game developing units successively in 2019, so as to build IP 
ecosystem from diversified aspects.

Seen from the operation of copyright generally, those platforms 
and brands with more distinctive and necessary functions 

can maintain their core users much better and gain higher 
stickiness. The imageries and symbols they built can rapidly 
arouse consumer’s memory and shorten the path to purchase 
when the scenario matches one’s need. As a result, channels are 
empowered by leveraging content through integrating different 
online functions and forming various 'A+B' business models in 
recent years. For example, many e-commerce platforms added 
a live streaming function, while mini programs were being 
embedded in super applications. It is not only suitable for apps 
or platforms but also for brands. The age of previous extensive 
operation with merely offering products has passed, and 
nowadays, especially boosted by the effects of the epidemic, 
service industries begin to accelerate the digitalization of their 
business and  provide more added value to gain higher attention 
from consumers. For example, brands open and operate 
official accounts on major social platforms to deliver their 
brand message by means of text and video. In the meantime, 
consumers pay more attention to the consilience of a celebrity’s 
public persona and the brand, rather than merely focusing on 
the brand ambassador’s frame. Under the homogenization 
of products, the IP is the inborn advantage of a brand and it 
provides a brand with the space to gain premium as well.

We estimate that major platforms and brands will emphasize 
more on the added value based on content creation to energize 
themselves by integrating IPs and building content ecosystems 
through marketing. 

Internet

11.0%4.2%
20212020
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NET ADVERTISING EXPENDITURE BY CATEGROY (RMB m)
 - INTERNET JAN-MAY 2020

The merger and fusion within 
the internet ecosystem will be 
a drawn-out war to improve 
efficiency

Following the outbreak of the global pandemic, economic 
growth is estimated to slow down. Against a background of 
globalization, China is inevitably influenced by the rest of the 
world. In addition, the uncertainty of the future relationship 
between China and US, the concept of global village being 
broken, and the re-emergence of trade protectionism will bring 
strong impact to the markets of each country. Thus, enterprises 
look to strengthen independent R&D, optimize their supply chain 
and shorten the decision-making process to timely adjust their 
marketing strategy according to the changing situations. These 
may help to reduce the dependence on overseas market and 
offset the impact.

Under such macro environments, the internet demographic 
dividend has been very little. In order to maintain the existing 
users and improve the ARPU, technology and data are the 
necessities for internet platforms and advertisers to dig out 
and better meet customer’s needs. While due to the fact that 
government policy has led to enhanced personal data security, 
it becomes harder for internet companies to collect user’s data.

Thus, we find that internet giants’ strategic thinking has changed. 
They convert the expansion path from strategic investment 
and joint operation to wholly acquisition for partial of their 
core businesses in recent years. By merger and acquisition, 
they can reshape their investment portfolios and make up for 
shortcomings: firmly grasping the core business is conductive to 
the data integration within an ecosystem. As a result, with data 
mining by chasing consumer behavior precisely and a lower 
threshold of traffic, giants can unveil consumer’s underlying 
demands and build a closed loop within an ecosystem, thus 
increasing the usage time. However, strategic investment in 
other businesses can simplify the redundant management 
chain within groups and develop more low-cost business units, 
cooperating with self-owned core business, to fight against 
competitors. Moreover, the cross-platform and cross-border 
cooperation can reduce the traffic acquisition costs, achieve 
win-win in users increment and retention, and improve the 
efficiency of utilizing inventory as well.

Motivated by the effects of the epidemic, China’s new 
infrastructure construction has been fast tracked. 5G will 
effectively enlighten the development of AI and big data 
which was once restricted by information transmission speed, 
connection scale and telecommunication quality. Meanwhile it 
also pushes forward the improvement of the production model 
and evolvement of productivity. Regarding the advertising 
resources, there is potential for the exertion of advertising forms 
and creativity. Along with technologies such as cloud computing, 
blockchain and AI becoming mature, more transparent, more 
precise and timelier marketing will be put into practice. The 
safety and effectiveness of brand and investment will be 
enhanced accordingly. Therefore, native advertising represented 
by in-feed ad and programmatic buying will continuously 
optimize the result of investment and improve the efficiency by 
virtue of technology.

Note:

1.  CNNIC: The 45th Statistical Report on Internet Development in China
2. QuestMobile: 2019 Mobile Game Industry Semi-annual Report

Internet

CATEGORY YOY%
NETWORK SERVICE -24%

RETAIL & SERVICE -9%

AUTOMOBILES -34%

IT PRODUCTS 85%

FOODSTUFFS & BEVERAGES -29%

MEDICAL SERVICES 17%

TOILETERIES -23%

REAL ESTATE 2%

EDUCATION 20%

FINANCE 25%

POST & COMMUNICATION -3%

PERSONAL ITEMS -9%

HOUSEHOLD -19%

INDUSTRY & AGRICULTURE -14%

CONSUMER ELECTRONICS -23%

CLOTHING -19%

LEISURE -62%

Note: net advertising expenditure of Internet by category is projected based on iResearch data

NETWORK SERVICE

RETAIL & SERVICE

AUTOMOBILES

IT PRODUCTS

FOODSTUFFS &
BEVERAGES

MEDICAL SERVICES

TOILETERIES

REAL ESTATE

EDUCATION
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POST & 
COMMUNICATION

PERSONAL ITEMS

HOUSEHOLD

INDUSTRY &
AGRICULTURE

CONSUMER ELECTRONICS
CLOTHING
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The total online retail sales of commodities grew 19.5%1 YoY in 2019, 
total retail sales only achieved 8.0%. In addition, under the impact 
of the epidemic, the total online sales of commodities maintained 
a YoY growth of 5.9% in Q1 2020. In the meantime, in-store 
purchase was restricted by the epidemic and this pushed large 
groups of consumers towards online shopping. E-commerce 
improves the online purchase experience by leveraging content 
to draw close parallels with mature offline purchase. Following 
the prolonged precautionary period during the fight to control 
and end the epidemic, e-commerce penetrated lower-tier 
market and user’s online shopping habit had been strengthened. 
Besides, food delivery and retail apps saw rapid development 
and became a new engine of e-commerce’s growth. Thus, the 
YoY growth rate for this year and next are estimated to be 20.1% 
and 16.8% respectively.

The young generation’s attitude towards consumption had 
changed from save everywhere to cut unnecessary costs 
and buy preferred things without hesitation. During the initial 
outbreak of the epidemic, consumer’s income was influenced as 
a result. On one hand, it restricted the consumption but made 
people long for a better life after the recovery of social order. 
On the other hand, future uncertainty made consumers more 
rational. Therefore, high cost-efficient consumption and high 
per-consumer-transaction consumption co-existed which in 
turn drove the emergence of pan-e-commerce. A decentralized 
e-commerce model focuses on the high cost-efficient 
consumption. Take the example of Kuaishou, based on its user 
profile, live streaming has led to an initial achievement in the 
sales scale in lower-tier market. It also cooperated with Youzan 
and WeChat to speed up its development by providing SMEs with 
SaaS2 throughout the whole consumer journey and intensive and 
refined CRM3 services. Moreover, after the cooperation with JD, 
Kuaishou has had more comprehensive supply chain channels. 
This not only motivates the growth of non-branded products 
and brings benefit to basic categories by means of offering a 
lower price and an easier way to buy, but also enables influencer 
marketing through live streaming to demonstrate its great 
potential during 2019 and the epidemic, showing a strong wealth 
effect of content-based e-commerce.

Tradit ional  leading e-commerce platforms choose to 
continuously strengthen and enlarge their existing advantages 
to cope with the challenge from pan-e-commerce platforms.

Firstly, leading platforms enhanced their own competence by 
learning from others. In regard to content, Taobao launched an 
independent live streaming app, fostered top KOLs for influencer 
marketing and equipped live streaming with function of an online 
store. As for JD, it chose to cooperate with WeChat and Kuaishou 
to ensure an e-commerce platform with social functions and 
unlocked a live streaming function to equip itself with more 
content. Pinduoduo, Suning and other e-commerce platforms 
also launched the live streaming function successively as well. 
Regarding the products themselves, Taobao Juhuasuan and 
Pinduoduo both launched their 'A 10-billion Plan' independently. 
Taobao’s Youhaohuo, JD’s flash sale and Jingxi all aimed to 
consolidate their position in tier-1&2 markets and to rapidly seize 
the opportunity in lower-tier market, as well as to strengthen their 
advantages in terms of traffic. It not only provided additional 
experience and interaction to consumers and enabled brands to 
gain higher premium, but also gasped consumer’s psychology 
in pursuit of cost-efficiency towards those high-frequency 

products with a low price, therefore retaining existing users. In 
the meantime, platforms launched lite versions, or cooperated 
with other leading platforms to lower the entry threshold and 
make sharing become easier. For example, JD’s Jingxi app, and 
Taobao’s cooperation with short video platforms, both leveraged 
social fission and cooperation to expand external increments. 

Secondly, leading platforms strengthened the digitalization of 
service industry by exploring the B2B market in more details. 
Offline real economy was strongly influenced by the epidemic 
so that internet giants strengthened their prearrangements for 
B2B. Alibaba, for example, merged and acquired 13 B2B-related 
companies, and the YoY growth of Tencent’s B2B projects was 
up 77%4 compared to 2018. Both Alipay and WeChat focused on 
promoting the digitalization of service industry.

F inal ly ,  by cont inual ly  enhancing the construct ion of 
infrastructure, major e-commerce platforms try to provide 
customers with high-efficient and better experiences. Against 
the background of a slowing of the logistics industry and yet 
increasing costs, the importance of the development of logistics 
infrastructure becomes more obvious. JD’s self-built logistics 
system and Alibaba’s Cainiao have provided solid foundations 
for these two giants to develop their share in the lower-tier 
market. During the coronavirus outbreak, the O2O supply chain 
owned by leading platforms gained an advantage. The amount 
of sales on JD Daojia grew 374%5 compared to Chinese New Year 
2019. Taobao Live plus Ele.me drove a huge amount of take-out 
at night during the epidemic, and the development of Freshippo 
Mini aimed to enhance the delivery to communities within radius 
of 1.5km in new retail landscape. Along with the ever changing 
situation of the epidemic and as time passes, leading platforms, 
by leveraging this opportunity, are unlocking new sales channels 
for agricultural products, and trying to shorten the supply chain 
and attract participation from lower-tier market users.

E-commerce live streaming is just the beginning of integrating 
content into e-commerce, and the cross-border cooperation 
of pan-e-commerce emerges. The development in technology, 
combined with the changing requirements of consumers, has 
advanced the evolution of advertising methods from flash sales 
to more interactive ways according to the deep understanding 
of users’ experience. Moreover, offline infrastructure construction 
and the model of ‘B2C plus B2B’ will keep boosting the evolution 
of e-commerce businesses. Advertisers who have invested in 
e-commerce are more diversified, and their media strategies 
and implementation for e-commerce tend to be complex 
as well. Advertisers need to pay more attention to data and 
consumer insights, optimize the supply chain and based on 
their own needs, to differentiate content marketing strategy by 
identifying target group’s needs and consolidation of resources 
on different platforms, thus to improve the marketing efficiency 
over time. 

Note:

1.  National Bureau of Statistics

2. Abbreviation: Software-as-a-Service, which means to provide software 
related services via internet

3. Abbreviation: Customer Relationship Management

4. Tencent: Tencent’s Research and Development Big Data Report
5. JD Big Data  

E-commerce 16.8%20.1%
20212020

Internet -  E-commerce / Social

The essence of social media is the connection between people. 
By virtue of influence accumulated over previous years, though 
traditional social platforms are subject to challenge, yet their 
competitive pattern maintains stable because of the high 
migration cost and the user’s stubborn habit. While, in pace 
with consumer’s higher proactivity in the pursuit of content, 
vertical social platforms with culture circles appeared and 
gradually extended the definition of a social market. In the 
meantime, the period of home quarantine drove rapid growth 
in the usage of B2B social apps, and pan-social apps further 
penetrated their users on mobile devices. Growth in social ad 
spending is estimated to be 15.1% in 2020. Alongside evolving 
technology and consumer’s growing right to speak out, content 
and function of social grew to be more segmented. Major 
platforms not only added to, but also optimized existing functions 
for communicating. They also provided more content to grab 
attention and boost the commercialization of traffic a step 
further. Thus, social ad spending is estimated to grow 8.7% in 2021.

Different from other online applications, a peer-to-peer social 
app has extremely high user migration cost. Consequently, the 
long-term accumulation of relationships is the fundamental 
valued by WeChat. Mini programs with ready-to-access 
features (without the need to be downloaded) were boosted by 
the epidemic, and the value on new user acquisition via social 
fission stood out again. It also became an effective channel 
for many companies to achieve digitalization. Meanwhile, an 
intimate group of acquaintances brings with it the side-effect of 
overloaded interpersonal relations. It makes users feel difficult 
to express themselves freely so that the peer-to-peer social 
platforms are easy to become transfer points for traffic, thus 
difficult to effectively increase duration of use and to monetize 
traffic. Therefore, traditional social platforms which focused 
on people began to shift their focus to vertical segments and 
premium content: WeChat no longer limited to exploring the 
commercialization of private traffic through 'Top Stories',  'Search' 
and 'People Nearby' to distribute both centralized and diversified 
vertical content, extending the boundary of making friends. 
Besides, WeChat integrated Tencent Live with its embedded 
'Channels' and mini programs to add a pan-social element and 
a function of e-commerce influencer marketing. With the natural 
advantage of semi-acquaintance, Kuaishou expanded its border 
of its ecosystem to gain dividend. By virtue of live streaming, 
it made up for the shortcoming that short videos could not do 
real-time interaction. Also, its cooperation with JD helped to 
increase the advantage on supply chain, so as to build a closed 
loop of content, social and e-commerce to put the monetization 
of traffic into practice. 

Pan-social apps are mainly based on content. Although the 
user migration cost is relatively lower than peer-to-peer social 
platforms, the quality of content is crucial to maintain users: 
premium content with higher user interests could improve 
one’s affinity and encourage people to spend longer time on 
them. Douyin, famous for their centralized recommendation 
algorithm, guides traffic to both buzzing content and to the 
leading short videos in vertical fields. As a result, it has launched 
two platforms of Star.TouTiao and Market.OceanEngine to build 
effective marketing methods, by using premium native content 
and suitable KOLs. Bilibili continues to support the development 
of various culture circles (on content) and mobile in-feed 
recommendation (in operation). Besides, it has strongly fostered 
PUGC originators and added 'Moment' function for uploaders to 

interact with their fans. Moreover, the platform has enhanced the 
relationship between uploaders and fans by the paid function 
within live streaming and videos, therefore, forming small 
private traffic pools. Due to the saturation of users in pan-social 
apps, the marginal effect has already appeared in the field of 
traffic increment. This kind of social platforms tried to develop 
decentralized social apps successively, for example, Douyin’s 
Duoshan, Weibo’s Oasis. Alibaba and Tencent also launched 
different kinds of semi-private social apps based on culture 
circles in succession.

Due to the outbreak of the epidemic, the resumption of working 
was postponed after Chinese New Year, but China sped up its 
progress into a new stage of remote working. Consequently 
the online working function became a new battleground for 
social media companies. Alibaba’s DingTalk and ByteDance’s 
Lark made a timely entrance into the education market and 
made good use of self-mockery content to communicate with 
generation Z, supporting brand rejuvenation. Along with rising 
penetration among students, DingTalk and Lark will have the 
opportunity to shake off some of WeChat’s traffic fundamental 
and change the competitive pattern of peer-to-peer social 
platforms to some extent.

Finally, no matter whether social networking within acquaintance 
groups, people with shared interest, or colleagues, connection 
is still the essence of social media and this has not changed. 
In the short-term, the three different kinds of platforms will still 
play different roles in marketing, while along with the ecological 
boundary of social platforms being blurred, the character of 
connection will be amplified by social platforms. It is not only 
in the connections between people or between people and 
content, but also developments in connecting user’s demands 
to the required functions and lower the threshold of accessing 
various internet functions – this will support social media to 
become the most important portal of traffic. Meanwhile, more 
opportunities will be provided for social advertising to do cross-
platform and cross-border marketing and operation.

Social 8.7%15.1%
20212020

China Media Forecasts 2020 Summer Edition

― 1 1― ― 12―



Online video ad spending is estimated to drop 6.3% YoY due 
to a decline in the supply of online video advertising. There are 
several reasons for this: a decline of ad viewability caused by the 
rapid growth of paid subscription, stricter regulations on content 
censorship, and the impact from other digital media, along with a 
reduction in the proliferation of films and dramas caused by the 
epidemic and the postponement of big sports events. Not only 
did the recent period of home quarantine last a long time, it also 
led to increased demands in online entertainment. As one of the 
major methods of online entertainment, online video also enjoyed 
a burst of prosperity. Many major platforms focused their efforts 
on building premium and vertical content to maintain consumer 
habit formed by epidemic, and to keep their attention even after 
back to work. The YoY growth of online video ad spending is 
estimated to be 1.6% in 2021.

Between 2017 and 2018, studio produced dramas and variety 
shows were under stricter TV supervision, so the distribution of 
content ultimately shifted from airing on TV to being hosted 
online, which benefited the rapid development of OTV platforms. 
While in 2019 and 2020, airing on TV and online came under the 
same supervision, and the regulations on content and restrictions 
on themes tend to be much stricter. Both the number of licensed 
studios and amount of recorded dramas reduced significantly, 
and it led to an obvious decrease from the supply-side. But 
influenced by restrictions on celebrity’s remuneration and 
limitations both on the price and the number of episodes, the cost 
of purchasing and self-produced long-form video is expected to 
continuously reduce. This will do good to alleviate the pressures 
of procurement and production, and further optimize the overall 
competitive pattern of this industry. Moreover, platforms have 
begun to choose co-broadcasting, trying to minimize risks and 
maximize the viewing performance. 

The revenue of a typical online video platform is composed of 
advertising, membership subscription and copyright distribution. 
Seen from the core motivation, revenue mainly depends on 
the content quality. Premium content can significantly drive 
membership subscription and DAU1. By the end of Q1 2020, iQiyi’s 
membership subscription revenue has already exceeded the 
advertising for eight consecutively quarters2, 60% share of the 
total. Its members amounted to more than 100 million and 99.2% 
of them were paid subscribers. Content showed its growing 
importance in the epidemic. Leading platforms dominated traffic 
by virtue of premium drama inventories: iQiyi’s DAU increased 
more than 21.28 million3 than usual. In addition, platforms with 
unique resources and vertical content also stood out during the 
epidemic, taking Mango TV an example: its daily usage duration 
per capita increased 42.1%, compared to Chinese New Year 2019. 
Thus, major platforms focused on content and strengthened their 
platforms by upgrading content. Both ByteDance and Tencent 
to enhance the cooperation within one’s ecosystem and the 
management of content in order to amplify the value of a single 
IP and to nurture the ecosystem, then gain mutual benefits based 
on content. That’s why ByteDance launched a free reading app 
named Tomato Reading and Tencent started to deeply involve in 
the management of China Literature.

Along with many competitors entering the long-form video 
market, such as ByteDance, Migu Video, and Huawei Video, the 
original competitive pattern of video content distribution changed 
a lot: Xigua Video stepped into the long-form variety show field. 
The film Lost in Russia joined hands with ByteDance to release it 
online for free, bringing a small peak flow to ByteDance’s long-
form video platform. Meanwhile, the competition within video 
markets tends to intensify. Kuaishou is expanding to upper-
tier markets, while Douyin is exploring lower-tier markets; iQiyi is 
enhancing short video distribution and content production, and 

Tencent optimized the structure of short video distribution within 
its group. In general, the competitive pattern of online video 
market is expected to be reshaped by the fact that the increasing 
light-weighted content distribution can lower the threshold of 
access and usage. And by leveraging AI, content distribution 
is upgraded to become smarter, thus improving the user 
experience and the ability of interaction with video. In line with the 
development of 5G, platforms prearrange mini dramas and mini 
shows to grab the short-form video market with longer usage 
duration. Their content creation of these mini ones is compact but 
richer. Besides, the amount of information delivered in a unit of 
time was condensed to make full use of consumer’s fragmented 
time. 

In the era of 4G, smart phones made up for the TV’s shortcomings 
— lack of mobility and limited choice of content. But with the 
approaching 5G era, the home economy  motivated by the 
epidemic, user’s total viewing duration may be prolonged 
due to higher speed of the internet. Additionally, thanks to the 
government supports, hardware manufacturers and telecom 
industry have enhanced ultra-high-definition technology which 
aims to improve user’s visual experience. Entertainment via smart 
TV is also expected to take up more share of people’s attention 
at home. The popularity of smart TV and its synchronized 
on-demand content as with OTV, as well as the big screen 
consumption habit formed during the epidemic — all this drives 
higher usage4 of smart TV post-epidemic. Meanwhile, big screens 
can provide immersive visual experience and a better effect for 
some certain content, such as films and dramas. An additional 
feature of home centric entertainment enables children to gain a 
better on-demand experience. Moreover, vertical fields based on 
big screen have already evolved, for example, online education, 
cloud gaming, AI fitness, etc. The commercialization of 5G will also 
bring new opportunities for smart TV. Mobile phone plus AIoT can 
expand the product boundary of big screen’s development in 
next era, and big screens can be more intelligent to be leveraged 
to meet consumer’s diversified needs based on man-machine 
interaction, such as voice and action recognition. Along with the 
popularity of smart TV and its mature advertising model, the 
industry regulations will also improve accordingly. Seen from the 
policy side, the government has released related announcements 
to keep regulating the industry and the censorship of programs. 
Applications on smart TV will be consistent with other platforms, 
making all related content be under control. In terms of data 
collection, third-party monitoring platforms put more effort on 
the integration of the single-source data, so as to conduct data 
validation and gain consumer’s multidimensional data towards 
smart TV use behavior. 

The clearing of content industry together with the changing 
competitive pattern of platforms will facilitate the expansion of 
market size and content segmentation to ultimately embrace 
a rising period of development. Despite the current negative 
impact on online video ad spending, fiercer competition will drive 
the industrial development and motivate platforms to make 
changes and innovation. Meanwhile, with improving membership 
systems and growing content management by platforms, as well 
as technological development, it will be possible for brands to 
embed deeply within dramas, to improve consumer’s involvement 
and to bring something new for consumers as well. Advertisers 
can leverage co-branding via multi-platform to mutually benefit 
from the traffic sharing and conversion.

Note for online video:

1.  Abbreviation: Daily Active Users

2. iQiyi Financial Report of 2020 Q1

3. QuesMobile: 2020 China Mobile Internet Anti-Epidemic Theme Report 
— Hot Industries’ Development Report

4. CSM city group data with 59 cities: The Reach of smart TV’s VOD in post-
epidemic period (April 9th, 2020 to June 14th, 2020) grew 7.7% when compared 
to pre-epidemic period (January 1st, 2020 to January 22nd, 2020).

Internet -  Search / Online Video

Online Video 1.6%-6.3%
20212020

Traditional search engines have been shunted by vertical 
applications, a downturn in frequency. User’s close attention 
to the news of the epidemic drove huge numbers of search 
queries, causing Q1 saw a increment of 1.7%1. But during this 
period, consumer’s higher attention focused on news, while other 
search queries maintained at a lower level, so that advertiser’s 
investment on this channel remained prudent. We estimate that 
search ad spending will decrease 8.0% in 2020. In the long run, 
traditional search engines cannot persuade users to engage 
with them for long, thus YoY growth of search ad spending is 
estimated to decrease 5.3% next year.   

Proactive search behavior does clearly demonstrate consumer’s 
demands and sketch profiles by tracking search behavior data 
to uncover consumer’s needs. It can even uncover unique 
underlying demands which other platforms unable to. In 
addition, a search function can effectively attract traffic, and try 
to strengthen the ecological fascination to enhance consumer’s 
dependence. As a result, based on their original strengths, major 
online platforms started to expand search range from within 
apps to the whole internet, and prearrange search function in 
vertical fields, so as to increase traffic portals to grab market 
share. For example, 'Toutiao Search' aims to strengthen Toutiao’s 
ability in this area. WeChat uses 'Search' to integrate content 
within its app. It put more efforts on search functions in 'Top 
Stories' and urban services related sections, aiming to increase 
the duration of use during epidemic period. As for Alibaba, it 
optimizes search content according to different age groups, 
especially content for young people. Moreover, by utilizing UC 
browser and Alipay as traffic portals, Alibaba has optimized 
usage experience based on content consumption and daily life 
services to energize the whole industrial chain.

When facing a fiercer competitive environment, leading 
traditional search engines proactively seek for transformations 
through technology, enhancing their competitiveness by 
optimized functions and traffic portals and empowering the 
ecosystem as a branded search platform. Currently, major 
players with a preset search function are mainly focused on 
two areas: one is to enhance content to grab a greater share 
of traffic. Take Baidu as an example—a comprehensive portal, 
Baidu Mobile strengthens its content creation by 'Bai Jiahao' and 
develops open source mini programs to attract more third-party 
content. It also consolidates in-feed advertising to do smart 
recommendations, so as to motivate the conversion of existing 
traffic within the ecosystem. The other is to continuously enrich 
the using scenarios by developing smart devices. AI-based 
conversational smart devices, such as DuerOS and TmallGenie, 
consolidate multi-function controls on speakers, cellphones, 
home electronic appliances etc., allowing people to use them 
when they have various scenario-based search requirements. 
During the epidemic, major platforms optimized their search 
algorithms to better meet consumer’s needs of gaining quick 
updates and knowledge of prevention measures, and also to 
extend the boundary of smart mini programs to form a closed 
traffic loop and gain increment on usage duration through 
integrating functions of news, scientific knowledge and others, 
such as online medical care and online education.

Along with the evolving technology and platforms’ ongoing 
strategic planning, the need to uncover consumer’s underlying 
demands by data mining will become the crucial way to 
win future marketing potential. By integrating in-feed smart 
recommendation, along with the channel being furnished 

Note for search:

1.  CNNIC: The 45th Statistical Report on Internet Development in China

Search -5.3%-8.0%
20212020

more diversified segments and continuously penetrating into 
vertical fields, advertisers are able to choose refined ways to 
manage their search traffic and to communicate with targeted 
consumers with precision by cross-platforms and cross-using-
scenarios content marketing. 
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In-feed advertising has the advantage of being native content, 
providing users with related information without disrupting 
their experience. The ads also align with the usage scenarios 
on different platforms by embedded content, enabling them 
to gain higher interaction and conversion rate. In line with the 
mobile internet, in-feed ads have changed information display 
from text/ pictures to recommended videos. As content quality, 
advertising manner and accuracy of in-feed ads improve, the 
spending will increase 10.7%1  in 2020. Along with the development 
of telecommunication, the efficiency of information delivery is 
expected to improve, therefore, its market size may enlarge, in-
feed advertising spending of 2021 is expected to grow by 14.1%. 

With the emergence of super apps, the Mathew Effect occurred 
with in-feed advertising. Leading internet companies occupied 
the traffic portal of various usage scenarios and ecosystems, 
where the competition focuses. Giants, based on their product 
matrix and consumer behavior within the ecosystems, 
strengthen the intelligence of in-feed advertising distribution 
and personalized recommendation. Based on the functions 
of different applications, in-feed advertising aims to build 
native content, which is more suitable for usage context, and 
set a closed traffic loop within one’s ecosystem. Alibaba, for 
example, integrated its ecosystem by utilizing smart in-feed 
content to build a marketing system of 'search + entertainment 
+ transportation + purchase', so as to offer consumers intuitive 
recommendations via targeted, in-app communication during 
the purchase decision. Baidu chose to further improve the closed 
loop of information with model of 'people seeking for information' 
and 'matching sources to information needs'. Tencent completed 
social fission by deeply consolidating content and search 
function embedded in its social platforms. ByteDance set up an 
in-feed advertising model on 'A Single Page', placed ads when 
scrolling up and down, and accelerated the utilization of AI on its 
platforms. While Huawei launched HUAWEI Ads based on VMall 
and data capacity to enhance native advertising. Moreover, in-
feed ads with contextualized features can gain higher click-
through-rate (CTR) both in vertical and community apps, which 
often have higher barriers due to the culture circles, thanks to 
integrated and on-target content.  

Consumer’s attitude towards in-feed ads will be the key factor 
to improve advertising efficiency. Thus, the content match 
feature will enhance the efficiency of in-feed advertising and it 
will also be used in the overall advertising market. In addition, 
technological development will also increase the space for in-
feed advertising inventory: 5G may largely improve the efficiency 
of information delivery as well as the quantity of media, the 
coverage of users and the content load. It will also strengthen 
the advantage of in-feed advertising in video content. 

However, with the popularity of in-feed ads, over-zealous 
collection of user’s information and fraudulent targeting are 
clearly denounced. Meanwhile, as an ad format suitable 
for large-scale investment, in-feed display ads also gained 
attention from grey industries because of its high interaction 
and CTR. Examples of fraudulent use of display ads contain 
two types: abnormal exposure and abnormal click and their 
shares are 42.6%2 and 34.5% respectively in 2019. Regarding the 

Evolving technology and consumer’s pursuit of personalization 
disperse advertising resources and consumer’s attention, which 
drives advertisers to pursue more effective and precise ways 
to conduct media investment. Ad spending in programmatic 
buying is estimated to grow 25.2% in 2020. And along with 
abundant mobile, outdoor, and smart TV resources successively 
opening up to programmatic buying, the YoY growth of ad 
spending is predicted to be 20.0% next year. 

Data is a goldmine, especially for programmatic buying market. 
But data collection becomes harder due to consumer’s growing 
attention to privacy protection, with no permission for apps 
to obtain IMEI on Android operating system, a crackdown for 
excessive personal information collection by government and 
the release of Data Security Management Regulation in 2020. 
Thus, programmatic buying is going through something of a 
reshuffle.

We can therefore find the following: in order to gain precise 
insights and to improve marketing efficiency, internet giants 
not only strengthen their focus on AI to mine and analyze 
data, but also focus on integration of fundamental user data 
by accessing via a single account within the ecosystem or 
by integrated rights, so as to make solid foundation for data 
analyzing and enhance to open Marketing API. JD’s JD+X plan, 
OceanEngine’s Feiyu CRM and Alimama all accumulated big 
data by multi-platform-matrix to break barriers among apps 
within their ecosystems and solve the problem of data walled 
gardens. This will avoid excessive personal information collection 
by apps and strike a balance between privacy protection and 
personalized recommendations. It also enables advertisers to 
make consumer-central marketing strategies based on their 
needs. More media budget is estimated to shift from online 
display to programmatic buying in 2021. PDB and PMP1, which 
is safer to brand and platform, will gain higher attention. We 
can see this with Toutiao closed interface for open markets 
in 2019, and Alimama closed TANX’s interface for third party’s 
public transaction. Major media platforms keep being open and 
improving own APIs for programmatic buying. In the meantime, 
platforms, on the supply side, keep evolving and improving 
their own data collection, analysis and optimization within their 
ecosystems. Advertisers, on the demand side, also strengthen 
and upgrade data preservation to cope with advertising market 
more effectively. Advertisers set up their privately owned traffic 
pools and databases, building up more complete CDP2 to join 
with media, so as to optimize their own effectiveness and media 
mix according to brand features.

The development of technology has also enlarged the product 
range of programmatic buying. The video programmatic buying 
attracted many companies’ and advertisers’ attention in 2019, 
which improves its inventory and quality: short video industry has 
accelerated the progress on commercialization by introducing 
premium resources into programmatic buying; programmatic 
buying for long-form video and start-up ads on Smart TV is also 
increasingly ready for choice owing to the increasing traffic and 
consumer’s willingness to pay for content. In addition, along with 
the growing number of outdoor digital screens, the inventory of 
outdoor video ads will increase. As for the content, by means 

of obtaining and analyzing data based on technology, major 
platforms can optimize the efficiency of advertising. For example, 
Alibaba launched Luban to meet the needs of dynamic creative 
for picture-text ads, OceanEngine also launched a similar tool for 
short video ads.

After experiencing the surge of hot money and the retreat of 
capital, the supply and demand side of programmatic buying 
pays more attention to the collection and optimization of first-
hand data than ever before. In addition, media owners have 
strengthened and refined their intensive operation towards 
their own ecosystems, and advertisers have become more 
rational. As it currently stands, programmatic buying still faces 
the issue of brand safety and data monitoring. Abnormal traffic 
from online advertising in China took up more than 30%3 in 2019, 
and display ads are hard-hit. The issues of data integration 
and synchronization, as well as cross-border monitoring, still 
need to be solved. In the future, along with the cooperation of 
upstream and downstream being enhanced, the improvement 
of data platforms, and by virtue of machine learning and big 
data analysis, programmatic buying would shows its new 
attraction by offering better optimization and higher efficiency to 
advertisers. 

former (excessive information collection), many government 
units including Cyberspace Administration of China, the 
Ministry of Public Security of the PRC and Ministry of Industry 
and Information Technology of the PRC, etc. jointly launched 
JianWang 2019 and JianWang 2020 actions to strictly overhaul 
companies whose personal information collection violated the 
laws and regulations. Regarding the latter (fraudulent push), 
this requires stricter regulations by platforms and third-party 
monitoring systems to conduct data validation. Advertisers need 
to pay more attention to the related policies during investment 
and platform’s efforts on managing the content and traffic as 
well as related self-inspection. Besides, the brand safety during 
investment is also needed to be valued to protect brand image. 

Note:

1.  An in-feed ad refers to the advertising with feature of being as native 
content and on-target, it based on algorithm to do recommendation, 
and was placed within the content of moments on social platform, in 
news apps or video/audio media.

2. Miaozhen: 2019 China Abnormal Traffic Monitoring Report

Note:

1.  Abbreviation: PDB, Programmatic Direct Buying; PMP, Private Marketplace

2. Abbreviation: Customer Data Platform

3. Miaozhen: 2019 China Abnormal Traffic Monitoring Report

In-feed Ads Programmatic 
Buying

14.1%10.7%
20212020 20.0%25.2%

20212020

Internet -  In-feed Ads / Programmatic Buying
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Traditional TV

5G license speeds up to reform 
the supply-side. 
Systematic innovation enables 
TV network to update

In 2020, the National Broadcasting System accelerates the 
integration of resources, energized by 5G technology. Early this 
year, the Publicity Department of the CPC Central Committee 
joined hands with nine national ministries to release an official 
document on the implementation for integrated development 
of National Cable TV Network (henceforth referred to as the 
Plan). It can be treated as the formal implementation of ‘the 
One National Broadcasting Network’ which has been under 
preparation for years. The Plan clearly announced a new 
management structure among China Broadcasting Network 
Corporation Ltd. and other provincial broadcasting network 
companies, which turned a decentralized management 
into an intensive structure. The Plan also smoothed the path 
for leveraging 5G to empower national cable TV network in 
terms of law and procedure. The reform of the management 
structure allowed more space for the new system to consolidate 
resources, attract cooperation of new technology and capital. 
Many tasks were successively placed on the agenda, such as 
the equity consolidation of listed companies under the system, 
the popularization of 700HMz, and co-construction of 5G with 
another telecom giant, China Mobile. Along with 5G network 
construction being carried out, the exclusive 700 MHz which has 
advantages of low transmission loss, wider coverage, and low 
cost, etc., will constantly empower the broadcasting system to 
develop its own competitive advantages on the aspects of high-
speed transmission rate of HD content and the capacity for 
diversified content.

Convergence media strategy: 
new media enriching 
traditional resources

While optimizing the system, broadcasters at all levels have 
accelerated the integration of traditional television and new 
media. Channel expansion no longer just focuses on multiple 
channel distribution of TV content and wider audience coverage. 
The new mature interface also provides the possibility for 
TV to package their advertising resources with flexibility and 
diversification. Take CCTV as an example, in their pilot project 
of cross-platform live streaming during the Labor Day Holiday, 
the TV station not only introduced four famous hosts of CCTV 
to team up, but also fully leveraged their news apps, short 
video platform Yangshipin, and official account on Douyin 
and Kuaishou to promote, so as to gain brand exposure from 
multiple channels. In the past year, each provincial or city-
level channel also proactively created official accounts for their 
channels, programs, and hosts on social platforms, and further 
cooperated with e-commerce platforms to try to incubate 
MCN independently. Compared to CCTV, others went deep into 
its content especially on vertical fields of maternal and child 
products, skincare and cosmetics, and gourmets. It is not easy 
for traditional TV to build a native brand in new media. Although 
the way of content distribution has been expanded, the supply of 
premium content and refined management are still the two big 
challenges they have to face. 

Traditional TV

Affected by the epidemic, TV ad 
spending accelerates to decline 

In the age of ‘we-media’, the channels for people to access information 
and entertainment tend to be much diversified and convenient. 
The development of new media boomed, while traditional TV has 
experienced a continuous loss of audience, the decline of viewing time, 
and the contraction of advertisers’ budgets. Although in China home-
centric big-screen market, smart devices with VOD and playback 
functions are not limited to the top-down communication, yet TV still 
see huge room for improvement in the field of interaction, feedback and 
customized services. Meanwhile, the transmission efficiency of TV signals 
and platform’s content capacity are facing more challenges because of 
the VOD system on TV. Influenced by the epidemic, the overall demand 
of TV advertising will shrink in 2020 and traditional TV ad spending is 
estimated to decrease 18.4%.

Though home quarantine and travel restriction enabled a lifestyle 
centered around home entertainment, leading to a short of figures-
period benefit to TV viewing, the suspension of business and production 
still has had a series of negative effects on this media type. Under the 
unstable economic environment, advertisers' own business suffered 
heavily. The decline in marketing budgets and willingness to advertise 
resulted in a further drop in TV ad spending. On the supply side, 
during Chinese New Year, Provincial Satellite TVs (PSTVs) successively 
rescheduled their original broadcasting plan of traditional variety 
shows and replaced them with the latest headlines on the epidemic. 
In adherence with self-isolation rules, these channels also stopped 
producing any entertainment programs, which followed by several 
practical problems, such as the shortage of inventory, a broadcast delay 
of new variety shows and a more crowded broadcast schedule for rest 
of the year. Furthermore, the epidemic also affects TV theme policy. As it 
is currently the final year of the 13th Five-Year Plan, the themed content 
on TV will be under much stricter control. In addition to the requirement 
to air dramas on poverty alleviation, dramas depicting the fight against 
the epidemic are also scheduled. Last but not the least, the absence of 
Tokyo Olympics and EURO 2020 also hit CCTV’s advertising and making 
the situation worse. 

1.5%
2021

-18.4%
2020
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Note: net advertising expenditure of TV by category is projected based on CTR data

Times means more for TV  
In the age of media convergence, traditional TV is improving their 
values by consolidating resources, upgrading technology, and 
proactively embracing new media. By leveraging technology, the 
National Broadcasting System, which is currently experiencing 
transformation, needs to continually explore more diversified 
viewing scenarios and produce quality content in order to 
find commercially viable scenarios for realizing the value of 
its resources. Even supported by policy and technology, the 
integration of national broadcasting networks still needs to cope 
with multiple challenges such as capital, business integration, 
reassignment of responsibility and so on. Also, the popularity 
of smart HDTV and acceptance of new business models for the 
market need time to adopt. In 2021, two of the biggest sporting 
events will be held and group viewing habits and related 
demand will provide TV with valuable opportunities for regaining 
audiences. At that time, with the support of 5G technology, it will 
be a new test to see if the reformed system can form an effective 
interaction and interface between big screen and small screen, 
content and audience, cable and wireless, so that the value of 
television can be released again.

CATEGORY YOY%
FOODSTUFFS -22%

BEVERAGES -15%

PHARMACEUTICALS -28%

ALCOHOL -13%

TOILETRIES -46%

LEISURE -34%

HOME ELECTRICAL APPLIANCES 18%

POST & COMMUNICATION -5%

BUSINESS & SERVICES -35%

CAMPAIGN -41%

IT PRODUCTS & SERVICE 48%

PERSONAL ITEMS -19%

HOUSEHOLD -50%

CLOTHING -53%

REAL ESTATE & CONSTRUCTION INDUSTRY -20%

FINANCE -19%

AUTOMOBILES -49%

CLEANSERS -22%

INDUSTRIAL PRODUCTS -23%

AGRICULTURE 5%

2020 NET ADVERTISING EXPENDITURE BY CATEGROY (RMB m)
 - TRADITIONAL TV JAN-MAY 2020
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4.4%
2021

-27.4%
2020

Industry overview: 
Experiencing tough time in 2020

•Shanghai Jingmao, a former leading cinema ads broker 
filed for bankruptcy in July 2019

•Focus Media: YoY revenue growth dropped 16.6% in 
2019, and profit decreased 67.8%. In Q1 2020, revenue 
Slid down by 26%

•White Horse Group: 2019 annual revenue fell down by 
20.5%

•Bus Online: shareholding appears to be frequently 
traded, and since 2019 the company has no longer 
publicly released its operational situation and faced 
inquiries from the stock regulator in May 2020

•AirMedia: suffered a loss of RMB 0.38 billion Q1-
Q3 of 2019 and shares were offered by one major 
shareholder for transfer in April 2020

Overall, the outdoor industry has been struggling in recent years. 
Affected by the economic downturn, the demand of advertising 
has been weakened. Many advertisers, especially internet 
players, cut their ad budgets which in turn brought enormous 
impact to the already depressed OOH market. Along with market 
fatigue, several other issues, such as longer payment collection 
and continued loss of advertisers, occurred at the same time. 
Due to stricter regulations and supervision, the situation even 
become tougher for the operation of already limited premium 
resources. The rate card for 2019 dropped by 7% and marked a 
tough period1. The actual OOH spending shrank by more than ten 
percent.

The industry suspended for a while as a result of the unexpected 
emergence of the epidemic, whereby cities went into lockdown, 
people’s daily commute was restricted, and traffic capacity was 
severely limited. In Q1, a traditional booking period, the whole 
industry encountered with the withdrawal and postponing 
of booking orders, and advertisers preferred to wait and see 
before committing to spending. The huge impact and lockdown 
measures not only pushed a stop button on the economy, but 
also led to a large deduction of marketing budget by advertisers. 
Some advertising agencies had to halt their business. In 
February, traditional single media primarily contributed public 
service advertising with no income. Due to the lockdown rules, 
metro witnessed great decline. Buses even had no ad income for 
three months since Chinese New Year. Cinemas were closed for 
174 days. However, thanks to a rebound in social consumption 
and a slight recovery of advertisers’ confidence of the overall 
market, ad spending picked up slightly in Q2, but still, remained 

below the same period of last year. The total ad revenue for H1 
2020 was badly influenced the whole year’s performance. The 
Tokyo Olympics were delayed, the risk of a second epidemic in 
the fall and winter remains. The black swan will continue to affect 
OOH business, as a result, outdoor ad spending is expected to 
decline by 27.4% in 2020.

Media source overview:
New first-tier and tie-2&3 cities to become 
new growth engines

In 2019, the policy and supervision over the outdoor advertising 
kept being tough. In tier-1&2 markets, the removal of billboards 
continued unabated, while preservation appeals were also on 
the rise. In several cities, such as Shanghai, Jinan, Shenyang and 
Guangzhou, local authorities issued a number of regulations to 
specify locations of billboards, time limit for lighting, standardized 
management and censorship procedures. During Guangzhou’s 
preparation for the Asian Games and Shenzhen for Universiade, 
there were also concentrated removal for outdoor advertising 
in the cities, especially for airport media and billboards. More 
commonly, outdoor media facilities were removed in several 
cities, such as Tianjin, Suzhou, Hefei, Kunming, Xi’an, Changchun 
and Qingdao, billboards along highways and ads on the buses 
were demolished. More regulations were focusing on knock down 
of the advertising equipment on top of the buildings. All these 
local regulations and measures further reduced the premium 
resources in tier-1 and tier-2 markets, causing the decline of 
investment.

China’s urbanization rate achieved 60.6%2 by the end of 2019. 
Along with more population gathering to the urban areas, high-
speed railway and urban rail transit infrastructure projects are 
being carried out in new tier-1 and tier-2 cities. Along with the 
new infrastructure construction campaign post-epidemic, the 
construction of inter-city rail and urban rail transit become 
the next focus — more than 20 lines will open in 2020 such as 
high-speed railways between ‘Beijing-Shenyang’, ‘Beijing-
Xiong’an’ and ‘Shanghai-Nantong’. These new lines will cover 
part of high-end business travelers which make their advertising 
resources become popular in tier-2&3 cities. By the end of 
2019, 40 cities have operated 208 urban rail lines, with extra 279 
under construction. In addition to the first-tier cities, Chengdu, 
Hangzhou, Zhengzhou, Xiamen and Wenzhou also ranked among 
the leading cities in terms of the number of new lines and 
construction scale3. There will be nearly a thousand kilometers of 
new lines put into use in 2020. Cities that run metro service are 
usually located in several urban clusters, such as Yangtze River 
Delta, Beijing-Tianjin-Hebei and the Guangdong-Hong Kong-
Macao Greater Bay Area, where regional economy is relatively 
developed, with active and frequent advertising campaigns.

In 2020, the decrease and increase of outdoor media resources 
were parallel; however, the increment only represents a small 
share of the overall inventory. The premium resources in tier-
1 cities are very limited, and ad investment here is usually close 
to saturation. However, the possibility of a second outbreak 
of the epidemic in this autumn and winter brings much more 
uncertainty to this market. Under the motivation of domestic 
demands and investments, the construction of core commercial 
district in low tier cities has also sped up. More advertisers now 
pay attention to new first-tier and tie-2&3 cities, where the 
outdoor ads accelerate the penetration. This might exceed our 
expectations and become the next potential growth sector for 
the future.

Technology Overview:
Digitalization and data transformation to 
continue, 5G-enabled industry is promising

Outdoor ad tech made rapid progress in 2019: 

•Focus Media’s office LCD was upgraded to an 
interactive screen. Benefit from strategic investment 
by Alibaba in 2019, data integration was conducted 
to support on tailor-made ads for different types 
of buildings and data collection, so as to complete 
digital transformation

•Phoenix Metropolis Media upgraded their LED in 
screen’s pixels per inch and size

•STDecaux launched digital media platform for metro, 
which consolidated ticket data, passenger flow data 
and algorithm to do targeting investment

•JCDecaux launched new media presentation in 
transportation scenario, included innovative display, 
mobile interaction, special illumination, multi-effect 
imaging and projection, etc.

•ET STAR introduced CPR mode of online advertising to 
the lift media. All the ad placements were connected 
and prearranged digitally. Real-time backhaul of 
data and intelligent algorithms were leveraged, so as 
to change from traditional charge way by day, point 
or frequency to new way of by time slot, targeting 
region or reach

By consolidating various technologies represented by 3D 
holographic projection, LBS, programmatic, artificial intelligence 
and AR/VR with contexts, the efficiency and the scale of media 
buying, as well as media strategy can be improved. Besides, with 
technical support, customized content and personalized delivery 
also provides OOH with richer space for innovation, vivid product 
display and better experiences. There are several excellent tech-
driven case studies, such as KFC’s ‘Nonphysical Heritage on the 
Fingertip’, KLM’s ‘Take-off Skills from Strangers’, NFL Super Bowl’s 
AR photo filter, etc. Take AR for auto as an example, there’s 
already auto manufacturers to demonstrate how they use AR 
during driving, which would definitely enlarge the space to apply 
the derivate application of Internet of Car on marketing.

Technology upgrades also allow for more solid data support for 
monitoring. Especially, when digital devices can record data, 
it means the measurements of monitoring and evaluation 
become more scientific and standardized. But due to the 
complexity of outdoor media, the effectiveness and accuracy 
of advertising’s evaluation still need to be improved. For the 
monitoring of traditional single media, there is still no effective 
ways to replace current evaluation method. Moreover, alongside 
technical developments, the issues of public security and user’s 
data privacy attract more attention. Considering the existing 
legal practices overseas, stricter supervision and regulation will 
no doubt be applied in China in the future.

As the share of DOOH continues to grow, traditional outdoor 
media would be transformed and evolve into new forms with 
the tech support. Along with the popularity of 5G in 2020, video 

Outdoor

Outdoor

Billboard
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CATEGORY YOY%
SERVICE INDUSTRY -25%

WEBSITES -15%

LEISURE -37%

SOFTWARES -4%

BEVERAGES 22%

AUTOMOBILES -42%

FOODSTUFFS -23%

ALCOHOL -13%

FINANCE -8%

POST & COMMUNICATION -15%

COSMETICS -8%

REAL ESTATE -23%

HOME ELECTRICAL APPLIANCES -33%

CONSTRUCTION EQUIPMENT AND SEVERVICE -12%

PERSONAL ITEMS -29%

HOUSEHOLD 8%

COMPUTER & ACCESSORY 52%

CLOTHING -36%

PHARMACEUTICALS 100%

MATERNAL & INFANTS 109%

CLEANSERS 41%

HEALTH PRODUCTS 37%

INSURANCE 24%

INDUSTRIAL PRODUCTS -9%

OFFICE PRODUCTS 23%

AGRICULTURE -37%

Note: net advertising expenditure of outdoor by category is projected based on CODC data

2020 NET ADVERTISING EXPENDITURE BY CATEGROY (RMB m)
 - OOH JAN-MAY 2020

SERVICE INDUSTRY

WEBSITES

LEISURE

SOFTWARES

BEVERAGES

AUTOMOBILES

FOODSTUFFS

ALCOHOL

FINANCE

POST & COMMUNICATION

COSMETICS

REAL ESTATE

HOME ELECTRICAL APPLIANCES

CONSTRUCTION EQUIPMENT
AND SEVERVICE

PERSONAL ITEMS

HOUSEHOLD

COMPUTER & ACCESSORY

CLOTHING

PHARMACEUTICALS

MATERNAL & 
INFANTS

CLEANSERS

HEALTH PRODUCTS

INSURANCE

INDUSTRIAL PRODUCTS

OFFICE PRODUCTS

AGRICULTURE

-60%

-40%

-20%

0

20%

40%

60%

80%

100%

120%

1,000 2,000 3,000 4,000 5,000 6,000 7,000 8,000

YOY%

2020年1-5月分品类广告花费净值（百万人民币）— 户外

Outdoor

and live streaming will become a fundamental scenario. 
Imperceptible immersive interaction can bring users more value-
added, which might be the most achievable breakthrough, so as 
to ultimately build a closed loop of online and offline marketing. 
Advertisers care more about conversion, so that tech-based 
precise advertising strategies will prove popular for a long time 
in the future.
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Clients overview:
Diversification of advertising investments, 
community media become more popular

Over the past few years, internet companies were once the 
most important client of OOH. Many emerging brands, such as 
Milkground (a cheese producer), Bojue Photography (a wedding 
photography company) and Beike (a housing platform), also 
raised public awareness through outdoor advertising by lift 
and metro. However, affected by the epidemic, the outdoor ad 
industry had encountered large-scaled postponement and 
withdrawal of bookings since Chinese New Year, 2020. Brands 
in service sector, despite being the most important advertisers, 
also reduced outdoor spending, as well as Internet advertisers. 
Pharmaceutical and beverage have certain growth in exposure 
in 2020, and the total share of these two categories nearly 
approached internet. Benefit from epidemic, some brands 
which have never invested in outdoor media are now turning 
their attention to it. Examples of this include: Yuanfudao (online 
education), Banma English, Haodaifu (online healthcare), 
Quanshi Cloud Conference (remote working), Diaopai, Reneed 
and Martin (men’s fragrance). And some brands that already 
spend in outdoor media, including Junlebao, Liepin, Xibei, 58.com, 
QiaQia, Xiaotiancai, and Xpeng Motors, have even increased their 
spending, in order to raise their brand awareness4.

It is worth noting that the value of OOH is increasing together 
with extended and innovative scenarios. The potential of ad 
placements and formats, with scale and frequency, promotes lift 
media and transportation to be a valuable context for marketing. 
New media are being placed in communities and surrounding 
areas, such as entrances and shops around, where Focus 
Media and Xinchao have widely penetrated. Although during 
the epidemic, the value of cinema advertising was weakened, 

Note:

1.  CODC: 2019 Annual Outdoor Advertising Market Analysis 

2. National Bureau of Statistics

3. China Association of Metros: Annual Statistical and Analytical Report on 
Urban Metro (2019) 

4. CODC: outdoor ad spending of January to April 2020

CODC: January-May 2018 to 2020, 
OOH spending by industry

From inside to outside: Jan-May 2018, same period in 2019, same 
period in 2020  (0% for unmarked color blocks) 

the value of the community media was recognized, which is 
estimated to grow in 2020. Back to the starting point of ‘customer 
first’, attracting audience’s attention within scenarios, especially 
to interact with young consumers, would optimize the media 
matrix, and become the high cost-efficient choice for brands.

Post-epidemic OOH market
The market suffered great impact from the pandemic and 
its outbreak worldwide H1 2020, and consequently this dark 
moment may lead to the contraction of the market overall for 
the whole year. If the outbreak resurfaces again in autumn and 
winter, the market may have to suffer further decline. However, 
the emergence of the black swan also forces the industry to 
reshuffle its upstream and downstream. Leading media own 
more resources and price wars are becoming less effective. 
The industry as a whole needs to fully leverage the opportunity 
offered by technology progress so as to further improve a 
sound ecologic environment and enhance the value of outdoor 
advertising, thus, to make this industry be bigger and stronger.

Outdoor media may be the last ad type that consumers cannot 
skip or block. As one of the most traditional advertising media, 
the communication value of OOH ads remains in the new era 
as well as under pressure of changing demands. Instead, it will 
rejuvenate based on transformation and innovation.
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Radio

Note: net advertising expenditure of radio by category is projected based on CTR data

As a traditional medium, radio keeps struggling to survive in a 
tough digital era. GroupM Shan Hai Jin showed the daily reach of 
radio as low as 25.4%1 and its ad spending fell 8.2% in 2019, only 2% 
of the total ad spending. Influenced by the epidemic, news and 
current affairs content saw a high rating especially under the 
scenario of home quarantine2; however, the rate card of radio in 
Q1 still decreased 37%3 because of advertisers’ reduced demand 
for media investment to avoid possible risks. Considering the 
epidemic has an influence on 2020 economic development, 
especially the suppression of new car sales in Q1, it is estimated 
that radio ad spending will keep going down by 27% for the 
whole year.

Listening to the radio while driving can be counted as era 2.0, 
which benefits traditional radio advertising. While along with the 
saturation of the auto market as well as the decline of new car 
sales, radio advertising moved into era 3.0 whereby listeners, 
also in the identity of netizens, tuned into to the radio via digital 
devices. Additionally, following the change in channels from 
traditional AM/FM frequencies to digital means such as audio 
apps4, it also lead to an increase in the number of listeners. This 
means that traditional radio tends to be narrowcasting5. It not 
only enlarges the audience, but also faces fiercer competition.

Note:

1.  GroupM Shan Hai Jin 2019

2. CSM: The Changes of Listening Behavior under Epidemic 

3. CTR AdPower

4. CTR: To See the China Market thru Advertising in 2019 

5. Ding Mai: China Radio Yearbook 2019

Many traditional radio channels have started to develop content 
IP and are trying to explore more innovative ways by harnessing 
media convergence. Take Shanghai music radio FM101.7 as 
an example, the channel optimize its live streaming program 
'FM101 LIVE' by co-broadcasting its radio programs through 
FM broadcast, online audio and video simultaneously, which 
makes it interesting to both listen to and watch. The channel’s 
program called Oriental Top Ten Music Awards also made use 
of an outdoor Mega LED in the Bund to release the ranking, and 
delivered content via its owned app, WeChat, Weibo and short 
video platforms. The normalized program IPs, such as Jiangsu 
Radio’s Midou Music Festival which promoted local-composed 
music, and Let’s Read Aloud of Hangzhou which leveraged rich 
format of radio, text/image, activity and video. All these IPs set up 
an example for the market to explore how content to integrate 
with radio broadcasting. Traditional radio is also making 
proactive breakthroughs in vertical fields and striving for more 
market increment and expanding during diversified industrial 
development. Besides, it also converges with new media to build 
a more complete information delivery system.

Along with the large-scale rollout of 5G with more applications, 
the Internet of Things (car, smart home and radio) in the new era 
will encounter new examples of internet-powered devices. Each 
car can be a personal radio station and will upgrade users’ in-
car listening demand. In the home environment, the future type 
of business represented by smart speakers, for example, may 
focus more on personal services, contextual recommendations, 
intelligent and intuitive interaction and so on. The soft power 
of traditional radio is its premium content, when it encounters 
smart devices from other channels, new opportunities will be 
sparked for sure.

Radio

0.1%-27.0%
20212020

CATEGORY YOY%
BUSINESS & SERVICES -47%

FOODSTUFFS -21%

HOUSEHOLD -21%

POST & COMMUNICATION -33%

AUTOMOBILES -54%

LEISURE -44%

FINANCE -46%

REAL ESTATE & CONSTRUCTION -54%

ALCOHOL -28%

PHARMACEUTICALS -10%

BEVERAGES -25%

IT PRODUCTS & SERVICES 12%

HOME ELECTRICAL APPLIACES -4%

CAMPAIGN -71%

INDUSTRIAL PRODUCTS -11%

PERSONAL ITEMS -66%

CLOTHING -70%

AGRICULTURE -22%

2020 NET ADVERTISING EXPENDITURE BY CATEGROY (RMB m)
 - RADIO JAN-MAY 2020
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Print

In an internet era, traditional newspapers face unprecedented 
challenges. Following the growing popularity of news apps 
in recent years, print media have been strongly challenged 
in many aspects such as communication channels, delivery 
speed, content and format of communication, etc. The future 
development tends to be more problematic and the overall 
ad spending is projected to drop significantly. By the end 
of 2019, more than 20 press media announced publication 
to cease in 2020. This clearly reflects the current plight of 
traditional press media. The result of 2019 GroupM Shan Hai 
Jin indicated that the weekly reach of magazines and the 
daily reach of newspapers were as low as 13.7% and 17.8%1 

respectively.

In 2020, many newspapers suspended publication. This included 
several different types of newspapers, such as industrial 
newspapers (e.g. Shanghai Financial News), metropolis 
newspapers (e.g. Metro Express, Life Daily), evening/morning 
post (e.g. Tianfu Morning Post, Wuhan Morning Post). Metro 
posts emerged in 2000, only lasted for nearly 20 years before 
coming to an end. Currently, the newspaper market contains 
only two types: one is political party press and evening post only 
remained one respectively in provincial and top-tier cities; and 
only morning post is maintained in tier-2 cities. Both supply and 
demand are showing signs of depression.

According to figures from the National Bureau of Statistics, 
national production of newsprint paper dropped 22.0%2 in 2019. 
The figure kept declining to 330 thousand tons in the first four 
months of this year, a YoY 15.2% decrease. The outbreak of the 
epidemic brought strong negative impact to the newspaper 
market which had been already in recession. For print media, the 
procedures of interviewing, print and delivery were all suspended 

The overall market tends to be experiencing a depression and 
keeps shutting off publication. Many magazines including 
international versions of Mina stopped operation at the 
beginning of 2020. The butterfly effect caused by the epidemic 
has made things more difficult for the traditional magazine 
industry, and has even been the final death knell. For example, 
Business Weekly and Art of Chess ceased publication, 
meanwhile, so did the famous travel guides Lonely Planet in 
2020. 

Magazine ad spending decreased by 5.9% in 2019 which 
slowed down its decline. Due to the outbreak of the epidemic 
and its negative impact on advertisers’ marketing budgets, 
magazine ad spending dropped 34% YoY in first four months of 
2020, and 60% came from Q1. Personal item (including luxury) 
and cosmetics/toiletries remained the top 2 categories in 
magazine ad spending, and clothing replaced auto to become 
No. 3. However, these four sectors are also driving the overall 

and the overall newspaper industry nearly stagnated. China 
Times released a notice of salary cuts; Jilin’s New Culture 
Newspaper suspended publication during Chinese New Year, 
then postpones re-publication, eventually stopped publication. 
Local party newspaper Jiangmen Daily began to publish 
advertising for free, and Nanfang Media Group also launched 
public service advertising campaign 'Greetings to Medical Staff', 
all this seems a boost to companies, but it was also a reluctant 
action.

Various newspapers extended their  publ ication cycle, 
compressed pages, and reduced circulation. Some of them even 
ceased all together or transferred to digital versions. All these 
demonstrates a trend towards further structural reform of the 
supply side of the newspaper industry. Commercial ad spending 
for newspapers will continue to go down by 10.4% in 2020. The 
share for newspaper ad against total ad spending will only be 
0.7% and will remain the same in 2021.

After continuous decline in recent years, print media only 
took up 1.4% share of overall media ad spending in 2019. 
Influenced by the outbreak of the epidemic, advertisers 
began to cut media budget significantly since Chinese New 
Year. In addition, news interviewing and editing, printing and 
delivery were all suspended due to home quarantine. This 
caused many newspapers to halt their publication, as well 
as influence the overall amount of newspaper advertising 
resources. After the pandemic was effectively brought under 
control, some companies kept reducing their advertising 
budgets, while other chose to wait and see, and as a result 
the overall ad spending did not show any sign of rebounding. 
There is nothing good or promising to mention in this year, 
and print media is expected to drop down by more than 20%.

0.0%-25.0%
20212020Newspapers

0.2%-23.4%
20212020Magazines

Note:

1.  GroupM Shan Hai Jin 2019

2. National Bureau of Statistics: monthly statistics for the production of newsprint 

3. Ranking data by CTR AdPower

4. iResearch: APP usage data of January to May 2020

Print

decline in ad spending3. Throughout the year, the epidemic 
has exacerbated this trend against a backdrop of shrinking 
magazine pages and less market impact. In 2020, magazine 
advertising is expected to continue to decline by 23.4%.

As emerging media continue to erode the market share for 
traditional media, and digitalization has become the inevitable 
trend for magazines to transform and upgrade. Previous offline 
subscriptions have shifted to a combination of online paid 
content and offline value-added services. To attract more 
audiences, premium content is being delivered through various 
new channels, such as e-magazine, apps, and social platforms 
(e.g. WeChat, Weibo and Douyin, etc.). Moreover, magazine 
content tends to focus on news and current affairs, finance, auto, 
aviation and business travel, fashion and cosmetics, etc., thus 
consequently to aim at high-end audience to conduct on-target 
marketing and to meet advertiser’s needs on building brand 
awareness as well.

To pursue innovation and make a breakthrough under the 
tough conditions of the current market, premium press 
media chose to transform either through digitalization or 
by developing omni-media. They are still fighting and keep 
on building their brand. In 2016, Shanghai’s Oriental Morning 
Post ended publication and merged the newspaper business 
into its own news website and app, The Paper. By the end of 
2017, the DAU of The Paper amounted to 8.6 million, and the 
monthly active devices using this app exceeded 10 million in 
January to May of 2020, which ranked No. 154 among news/
information apps in the mobile application market. These 
changes may seem like the end of Oriental Morning Post, but 
they were also a rebirth for this traditional print media.

In many provinces or cities, traditional media strived for 
development by setting up media groups to merge press 
media with the national broadcasting network, while some 
newspapers chose to innovate by embracing new media. 
In terms of content, new media platforms such as online 
newsletters, quick reviews, social media platforms and 
mobile news applications are the faster-growing aspects of 
print media. New channels moved print media from a single 
paper product into a multi-distribution medium. Against this 
background, Shanghai United Media Group and East Day 
announced they would unite and restructure at the end of 
May 2020. Several iconic new media products such as The 
Paper, Jiemian·Cailianshe are under Shanghai United Media 
Group. They proactively pushed forward transformation in 

Summary

recent years and their new media users already exceeded 
0.45 billion. More than half of their revenues came from these 
new channels. Many newspapers exiting the market can 
be treated as an inevitable result of media evolution and 
upgrade. It can also be known as the way that print media 
saved themselves, to merge and reunite with the internet 
was one of a brave exploration to move further in search of 
development.

Worldwide, with the exception of very few reputable and 
famous traditional media such as The New York Times 
and The Wall Street Journal, there are currently almost no 
showcase from other media that make profits from paid 
content. This reflects that true successful paid content 
depends on media’s core competence of high quality, 
professional and irreplaceable original content. Though the 
impact from new media is one of the reasons, homogeneous 
content and unreasonable industrial structure also 
accelerated the elimination of certain newspapers.

In China, practitioners in the traditional print media are 
taking rational thinking and pragmatic initiatives. Print 
media, undergoing digital transformation, is still exploring 
content production and distribution optimization. The 
outbreak of the epidemic has invariably contributed to the 
trend of reform, giving greater prominence to media with 
market insights, quality content productivity and innovative 
capabilities.
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Note: net advertising expenditure of print by category is projected based on CTR data

Essence, part of GroupM, is a global data and measurement-driven media agency whose 
mission is to make advertising more valuable to the world. Clients include Google, Flipkart, 
NBCUniversal, L'Oréal and the Financial Times. The agency is more than 2,000 people strong, 
manages US$4B in annualised media spend, and deploys campaigns in 121 markets via 21 
offices in North America, EMEA and APAC. Visit essenceglobal.com for more.

Xaxis transforms digital media into business outcomes. We maximize the ROI of our clients’ 
digital media investments by combining purpose-built AI, advanced cross-channel solutions, 
and dedicated programmatic expertise to develop and optimize to success metrics that 
connect directly to their business goals. Founded in 2011, Xaxis is GroupM’s advanced 
programmatic media arm, delivering outcomes for more than 3,000 brands in 48 markets 
around the world. Find out more at www.xaxis.com.

MediaCom helps brands unlock growth through media. We do this by applying our unique 
Systems Thinking approach to data, technology and creativity to design communication 
strategies that build brands and generate sales. We have access to the rich data sets and 
robust benchmarks in the business, enabling us to identify the best avenues for growth and 
unlock the potential in every brand.

Our success is underpinned by our long-standing belief that if we invest in our people, we’ll 
deliver better results not only for our teams but also for our clients. 'People First, Better Results' 
means that we invest in our people’s careers and capabilities to help grow our clients’ 
businesses. For more information, visit www.mediacom.com.

We were born in Asia in 1997, a WPP start up designed to make media exciting, fun and 
life changing. For the last 20 years our values of Speed, Teamwork and Provocation have 
guided us in a world where everything begins and ends in media. We are the Cannes Lions 
Media Network of the Year 2019 and WARC Media 100 #1 Media Network 2020, with the top 
3 most creative campaigns of the past year – so basically, statistically the best media 
agency in the world! Our 10,000 people work with some of the world’s leading brands and 
companies to challenge convention. In 116 offices across 86 countries we integrate brand and 
demand, ruthlessly focus on outcomes and create the unexpected. We manage $17.8bn in 
billings and are the largest media agency in GroupM. Hear our stories (and join us) at www.
mindshareworld.com and follow us at WeChat ID Mindshare_China.

We believe there always is a better way to grow. We positively provoke growth for our clients by 
reshaping consumer decision-making and experiences through media, content and technology. 
The Wavemaker way is globally consistent. Fuelled by the world’s powerful consumer data, 
we understand where and how marketing can intervene decisively to help brands win more 
sales. Our 7,600 people across 90 markets have the deep knowledge, confidence and courage 
to provoke growth for some of the world’s leading brands and businesses. Discover more on 
wavemakerglobal.com, or follow us on Wechat at Wavemaker_China.  

GroupM is the world’s leading media investment company responsible for more than $50B in annual media investment through agencies 
Mindshare, MediaCom, Wavemaker, Essence and m/SIX, as well as the outcomes-driven programmatic audience company, Xaxis. GroupM’s 
portfolio includes Data & Technology, Investment and Services, all united in vision to shape the next era of media where advertising works 
better for people. By leveraging all the benefits of scale, the company innovates, differentiates and generates sustained value for our clients 
wherever they do business. Discover more about GroupM at www.groupm.com.  

CATEGORY YOY%
PERSONAL ITEMS -25%

FINANCE -23%

TOILETRIES -31%

BUSINESS & SERVICES -61%

AUTOMOBILES -45%

REAL ESTATE & CONSTRUCTION -51%

INDUSTRIAL PRODUCTS 68%

CLOTHING -31%

LEISURE -72%

IT PRODUCTS & SERVICES 4%

POST & COMMUNICATION -48%

ALCOHOL -45%

FOODSTUFFS -10%

PHARMACEUTICALS 14%

HOUSEHOLD -59%

HOME ELECTRICAL APPLIANCES -52%

BEVERAGES -42%

CAMPAIGN -79%

AGRICULTURE -55%

2020 NET ADVERTISING EXPENDITURE BY CATEGROY (RMB m)
 - PRINT JAN-MAY 2020
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