Hvordan gar det med annonseinntekter?
Trender, utviklingstrekk og rad
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Medieinvesteringer: Utvikling over tid



29 milliarder NOK
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Medieinvesteringene 2008-2025
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Investeringer i digitale medier 2025




Online video
3.3%
Banners & content
12.3%

Sosiale nettverk
19.4%

Total TV
13.0%

Kino
0.9% |
Radio Investeringer
2. 7% [ ——
| 2024
2 5%

Rubrikk
10.3%

Out-of-home
3.7%
Trykt ukepres
0.3%

Trykt fagpresse Nettiataloger
> 1.2%
Papiraviser
3.6%
Podcasts -
0.3%

25.6%
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Fagpressen: Utvikling over tid



Fagpresse totalt 2008-2025

Vekst i %
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Fagpresse papir er fortsatt sveert viktig




Fagpresse papir 2015-2025
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Fagpresse digital 2015-2025

Vekst i %
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Vanskelig for bannere
Displayannonsering beveger seg mot sosiale medier

100%
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80% Social Video
70%
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50% Social
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30% Content
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Online Video

Banners




Utvikling i 2025
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Mediemarkedet Q2 2024 — Q3 2025
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Vekst per mediekanal Q1-Q3 2025

Vekst %
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Fagpressens utvikling Q1-Q3 2025

Papir Digital

-4,6% -4,0%




Hva ser IRM for 20267



BNP og annonseinvesteringer

—BNP faste priser —Annonsinvestering faste priser
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IRM prognose 2026

+4,6%
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Konklusjoner i prognosen

Forskjeller i
utvikling pa internett

=)

Podcast +12%
Banners +4%

Sterk trend for
digital video

[o]

Social video +15%
Online video +7%

Teft for tradisjonelle
medier



Konklusjoner i prognosen

Fortsatt nedgang for
print

Fagpresse print
-4,3%

Digital fagpresse kan
finne veien tilbake til
vekst

)

Digital fagpresse
+2%

Gode utsikter for:

e Sosial

e Podcast
* Content
advertising



Madeleine Thor
; ‘ +46 8 663 04 90
info@irm-media.se
® @

www.irm-media.no
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