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What 
are the global 

trends?
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Expected global growth in E&M expenditures of 2.8% 

4

Scandinavia
1.0 % Russia

5.2 %
UK 
2.8 %

Western Europe
2.1 %

US
2.4 %

Brazil
 2.5 %

India
10.1 %

China
3.6 %

Japan
1.1 %

Global 2.8 %



Global Entertainment and Media Outlook 2020-2024
PwC Norge  5 

Looking across segments, VR continues to top the list, 
followed by OTT
Segment CAGR % 2020 - 2024
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OTT, video games & E-sports closes in on internet advertising

Global revenue growth 2020-2024
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What are the 
Global impacts 
of Covid-19?

“
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COVID-19’s impact on the segments 

8
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As the global economy shrinks for the first time since 2009, the 
US$2.1tn industry is forecast to contract in 2020 by 5.6%. 
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2.2%
Global E&M
Consumer
Revenues

Consumer spending trump's advertising

20242021 2022 2023

2020 – 2024 CAGR

Shifting mix
Advertising spending is projected to be more volatile than consumer spending.

Global E&M consumer revenue growth Global E&M advertising revenue growth 
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FAANG+ the main reason for stock market rebound during 
Covid-19

Inconsistency in the 
market

IT stocks performs good

FAANG+ index driving 
force

Stock situation
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How is the
outlook for the 

different segments?
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How Has the US Average Time Spent
with Media Forecast Changed?
2018-2022
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Looking across segments, OTT video top the list, followed by 
Video games and Esports
Scandinavian segment CAGR % 2020 - 2024
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Consumer
entertainment
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OTT video will drive the growth in the Scandinavian filmed 
entertainment market

16

2020 – 2024 CAGR
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Consumer habits can take a lifetime to learn—but just a 
lockdown to lose

Surging demand for on-demand (global numbers)
Subscription video on demand revenues double box office revenues by 2024.

20202016 2024201920182017 2021 2022 2023

80

40

20

0

G
lo

ba
l r

ev
en

ue
s 

(U
S

$b
n)

Projected data

2016

60

Subscription video on demand revenues Box office revenues



Global Entertainment and Media Outlook 2020-2024
PwC Norge  18 18

Live Music

Recorded music

2020 – 2024 CAGR

1.4%

2.0%

1.6%

Despite a disruption from the outbreak of COVID-19 the 
Scandinavian music and radio revenue remains fairly stable
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Podcasts remain resilient during COVID-19, with growth in 
monthly listeners and steady advertising revenue
Global podcast advertising revenue (US$mn) and monthly listeners (mn), 2015-2024

P
od

ca
st

 a
dv

er
tis

in
g 

re
ve

nu
e 

(U
S

$m
n)

500

2015

1000

1500

2000

2500

3000

3500

4000

2016

Podcast advertising revenue

Podcast monthly listeners

2017 2018 2019 2020 2021 2022 2023 2024

400

600

800

1,000

1,200

1,400

1,600

1,800

P
od

ca
st

 m
on

th
ly

 li
st

en
er

s 
(m

n)

200

Podcast revenue22.2%

2020 – 2024 CAGR

18.8% Monthly podcast 
listeners



Global Entertainment and Media Outlook 2020-2024
PwC Norge  20 

Scandinavian video game industry expected to grow by 7.8% 

Scandinavian Video game revenue in 2015-2024 in US$mn
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Media &
advertising
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Declining revenue for Scandinavian newspaper segment

Total newspaper revenue in Scandinavia in us$mn
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Digital advertising

Non-digital advertising

2020 – 2024 CAGR

0.6%

-3.6%

2015
2000

S
ca

nd
in

av
ia

n 
re

ve
nu

es
 (U

S
$m

n)

2500

Scandinavian advertising spending remains sluggish

Virtual progress
An increasing share of advertising spending is devoted to digital

3000

3500

4000

4500

5000

2016 2017 2018 2019 2020 2021 2022 2023 2024

Projected data

-1.2%

Scandinavian digital advertising revenues

Scandinavian non-digital advertising revenues



Global Entertainment and Media Outlook 2020-2024
PwC Norge  24 

4 680
US$mn

24

Internet advertising is maturing, mobile is taking market 
shares
Scandinavia internet advertising by sub segment

Pre Covid-19 forecast

After Covid-19 forecast
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Technology and infrastructure will pave the way for growth

5G vision for the future 
of media experiences

By 2025, 45% of the world will be covered by 5G. 
Connecting more than 1.7bn devices 

AI in the home

In 2024, there will be 543mn smart speakers 
owned in the 20 countries covered in the outlook 

forecast

Pandemic boosts virtualisation

Advances in infrastructure—including 5G 
rollouts—may also combine with the effects of 

COVID-19 to help AR and VR start to realise their 
long-heralded potential in E&M.
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Find your own
Outlook story online…

www.pwc.no/outlook
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