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US AD SPENDING: THE EMARKETER FORECAST FOR 2017 

US paid media ad spending will grow steadily in 2017, on the heels of a strong 2016 boosted by the Rio Olympics 

and the presidential election. A focus on mobile will fuel growth, pushing total media spend to more than $206 

billion this year—a moderate increase of 6.1%. 

 ■ Digital spending will see double-digit growth each 
year of the forecast, soaring from $83.00 billion in 
2017 to $129.23 billion in 2021. Digital ad expenditures 
surpassed TV for the first time in 2016, and the gap will 
widen by roughly $10 billion this year. 

 ■ Though digital is growing, eMarketer has lowered its 
estimates for total media ad spending growth for the 
entire forecast period—primarily due to lagging spend 
on print. 

 ■ Mobile will be the main driver of digital’s growth in 
2017, accounting for over 70% of digital and more than 
one-quarter of total media outlays. Growth will remain 
in double digits through the end of the forecast, with 
mobile ad spending expected to surpass TV in 2019. 

 ■ After topping search in 2016, display will continue to 
assert itself as the most popular digital ad format. This is 
due in large part to the popularity of rich media—which 
includes social ads on mobile devices—and video. 

 ■ While TV will command a strong $72.72 billion in ad 
spending this year, increases will be sluggish through 
2021, hovering between 2.0% and 2.5% each year. As 
ad dollars are further allocated to digital, TV’s share of 
total spend will decline from 35.2% in 2017 to 30.8% 
by 2021. 

 ■ Over-the-air radio and out-of-home (OOH) advertising 
will also see small increases during the forecast. 
Radio will grow 0.2% in 2017, while OOH is still seeing 
growth from the digitization of billboards and will 
rise 2.0%. Meanwhile, print media will continue its 
downward trajectory, with magazines slipping 2.0% and 
newspapers down 5.0%. 

WHAT’S IN THIS REPORT? This report includes eMarketer’s 
forecast for US total media and digital ad spending; digital 
ad spending by format; digital, search and display ad 
revenues for major ad publishers; mobile ad spending; 
mobile ad spending by format; and mobile, mobile search 
and mobile display ad revenues for major ad publishers. 
Projections run from 2016 to 2021, except where noted. 
The full data set for this forecast can be found in this 
report’s accompanying spreadsheet. 

% of total

US Total Media Ad Spending Share, by Media, 
2016 & 2021
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Note: numbers may not add up to 100% due to rounding; (1) excludes
digital; (2) includes newspapers and magazines; excludes digital; (3)
excludes off-air radio and digital; (4) print only; excludes digital
Source: eMarketer, March 2017
224023 www.eMarketer.com

2016 2021

KEY STAT: Digital made up 36.7% of total media ad 
spending in 2016 and will account for around half by 2021. 
Mobile will be the main driver of this growth, comprising 
70.3% of digital spend in 2017. 
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TOTAL MEDIA AD SPENDING 

US ad spending on paid media will rise 6.1% in 2017, 

keeping pace with last year’s 6.5% growth. Increases 

will be driven primarily by strong growth across 

digital media. Fueled by an emphasis on mobile, 

digital ad spending will widen its lead over TV by 

more than $10 billion this year. Come 2019, mobile 

expenditures alone are expected surpass TV for the 

first time. 

billions
US Total Media Ad Spending, by Media, 2016-2021

Digital

—Mobile

—Desktop/laptop

TV*

Print

—Newspapers**

—Magazines**

Radio***

Out-of-home

Directories**

Total

2016

$71.60

$46.70

$24.90

$71.29

$26.02

$13.33

$12.70

$14.18

$7.52

$4.25

$194.85

2017

$83.00

$58.38

$24.63

$72.72

$25.10

$12.66

$12.44

$14.21

$7.67

$4.08

$206.77

2018

$93.75

$70.05

$23.70

$74.53

$24.66

$12.28

$12.38

$14.25

$7.78

$3.95

$218.93

2019

$105.44

$82.31

$23.13

$76.02

$24.34

$12.04

$12.30

$14.28

$7.86

$3.87

$231.81

2020

$117.53

$93.01

$24.52

$77.93

$24.15

$11.92

$12.23

$14.30

$7.94

$3.80

$245.64

2021

$129.23

$102.31

$26.92

$79.87

$24.01

$11.86

$12.16

$14.33

$8.02

$3.72

$259.19

Note: numbers may not add up to total due to rounding; *excludes digital;
**print only, excludes digital; ***excludes off-air radio and digital
Source: eMarketer, March 2017
224025 www.eMarketer.com

eMarketer’s complete estimates for US ad spending can be 
found in this report’s accompanying spreadsheet. 

 ■ TV ad spending grew 3.5% in 2016, primarily due to 
strong viewership for the Rio Olympics, other sporting 
events and news coverage of the US presidential 
election. With fewer major viewing events lined up for 
2017, eMarketer projects spending will increase just 
2.0% this year to $72.72 billion. TV will account for over 
a third (35.2%) of total media ad spending in 2017, and 
that proportion will slip to 30.8% by 2021. 

 ■ Digital media continues to pull in higher-than-expected 
spending. eMarketer has raised its estimates for the 
segment, as TV and print budgets are shifting toward 
digital and mobile formats. Digital advertising is so 
widespread that more local, small and medium-sized 
businesses are allocating dollars to the medium. 
Mobile will continue to be responsible for the majority 
of digital’s growth, climbing 25.0% in 2017. In turn, US 
digital ad spending will increase 15.9% to $83.00 billion. 
By the end of the forecast period, nearly half of all ad 
dollars will go toward digital. 

 ■ eMarketer has lowered its estimates for print media—
which includes newspapers and magazines—as ad 
spending continues to fall. Print media will account 
for 12.1% of total media ad expenditures this year, or 
$25.10 billion. 

 ■ Newspapers will continue to struggle in 2017 as  
more ad dollars are allocated to digital publishers. While 
declines in overall print spending will slow during the 
forecast, newspapers will fall at a faster rate than any 
other ad format in 2017. eMarketer expects spending on 
print newspapers will decrease 5.0% to $12.66 billion. 
While expenditures on digital versions will increase 
2.8%, reaching $4.15 billion, that growth will not be 
enough to offset overall newspaper losses. Digital will 
account for just one-quarter of total newspaper ad 
spending this year. 

 ■ Print magazines will also see a decrease in spending, 
falling 2.0% to $12.44 billion this year. However,  
future prospects for magazines are a bit more positive 
than those of newspapers. Major publishers—including 
Condé Nast and Time Inc.—have invested in digital 
publishing, and those efforts are paying off. Spending 
on digital magazine advertising will rise 5.1% in 2017  
to $4.52 billion, and another 3.3% next year to total 
$4.67 billion. Because of this, total magazine ad 
expenditures will increase just slightly (0.5%) to  
$17.05 billion in 2018. 
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 ■ Over-the-air radio ad spending, which excludes digital 
advertising, will remain consistent over the next few 
years as traditional radio weathers competition from 
internet radio alternatives like Pandora and Spotify. 
Traditional radio outlays will total $14.21 billion in 2017, 
representing nearly 7% of total media ad spending. 
Digital radio spending will be comparatively small, 
increasing 15.2% to $3.55 billion this year. Overall radio 
ad spending will be steady throughout the forecast, 
driven by a focus on programmatic advertising on 
Pandora and Spotify, along with radio websites. 

 ■ OOH ad dollars will be consistent with 2016 levels, 
rising 2.0% to $7.67 billion. Billboards, transit ads and 
cinema advertising are not as strongly affected by the 
shift to digital as other mediums, though the continued 
adoption of digital billboards will contribute to the 
format’s growth. 

 ■ eMarketer has slightly decreased estimates for total 
media ad spending since its August 2016 projections, 
primarily as a result of steeper-than-expected declines 
in print advertising. 

Behind the Numbers 

eMarketer’s forecasts and estimates are based on 
an analysis of quantitative and qualitative data from 
research firms, government agencies, media firms and 
public companies, plus interviews with top executives 
at publishers, ad buyers and agencies. Data is weighted 
based on methodology and soundness. Each eMarketer 
forecast fits within the larger matrix of all its forecasts, 
with the same assumptions and general framework  
used to project figures in a wide variety of areas. Regular 
re-evaluation of available data means the forecasts reflect 
the latest business developments, technology trends and 
economic changes. 

DIGITAL AD SPENDING 

Digital advertising will grow at more than double 

the pace of the overall US ad industry through at 

least 2020, as added investments continue to flow to 

mobile, social and video formats. eMarketer estimates 

digital ad spending will reach $83.00 billion in 2017, 

representing an increase of 15.9%. 

billions, % change and % of total media ad spending*
US Digital Ad Spending, 2016-2021

2016

$71.60

36.7%

2017

$83.00

40.1%

2018

$93.75

42.8%

2019

$105.44

45.5%

2020

$117.53

47.8%

2021

$129.23

49.9%

Digital ad spending
% change % of total media ad spending*

Note: includes advertising that appears on desktop and laptop computers
as well as mobile phones, tablets and other internet-connected devices,
and includes all the various formats of advertising on those platforms;
*includes digital (desktop/laptop, mobile and other internet-connected
devices), directories, magazines, newspapers, out-of-home, radio and TV
Source: eMarketer, March 2017
224026 www.eMarketer.com

19.7% 15.9% 12.9% 12.5% 11.5% 10.0%

 ■ Digital surpassed TV ad spending in 2016 by more 
than $300 million, and that gap will continue to widen: 
Digital is expected to best TV’s $72.72 billion in ad 
outlays by more than $10 billion this year. As further 
spending is directed toward digital media over the next 
several years, shares of total media expenditures for all 
traditional media will continue to decline. 

 ■ Digital will sustain double-digit growth throughout the 
forecast period, driven primarily by spending on mobile 
ad formats. In 2017, mobile expenditures will increase 
25.0% to $58.38 billion—more than the combined ad 
spending on directories, magazines, newspapers, OOH 
and radio. 
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 ■ Mobile advertising will account for seven in 10 dollars 
spent on digital channels this year. Desktop’s share 
of digital spend will decline throughout the forecast 
period, accounting for less than one-quarter by 2019. 

DIGITAL AD SPENDING, BY FORMAT 
 ■ Declines in desktop advertising will slow this year, 
with spending falling just 1.1% to $24.63 billion. 
Increased spending on desktop display—specifically 
programmatic—has helped lessen losses. By contrast, 
mobile ad spending will rise by around 25% in 2017, 
totaling $58.38 billion. By 2018, mobile ad expenditures 
will be more than triple those of desktop. Advertisers 
are also taking advantage of mobile programmatic 
and capitalizing on the ever-growing number of mobile 
video viewers. 

 ■ Since overtaking search last year, display advertising—
which includes banner ads, rich media, sponsorships 
and video—will widen its lead. Spending on the format 
will increase 19.6% to $41.74 billion, accounting for 
50.3% of digital advertising. Growth stems from 
further ad dollars being spent on social networks like 
Facebook, which continue to increase the demand 
for ads displayed in newsfeeds—in turn driving up 
ad prices. 

 ■ Search will remain popular with advertisers this year, 
with spending reaching $36.69 billion, or 44.2% of 
digital ad spending. Due to more ad dollars being 
allocated to mobile search, overall search outlays will 
rise 13.0% in 2017. Google’s addition of a second slot 
for mobile search ads and expanded text ads have 
helped generate additional spending. 

 ■ Banners and other display formats—including native 
ads in Facebook’s News Feed, Twitter’s Promoted 
Tweets and interstitial webpage static ads—will 
generate $16.13 billion in spending this year, equating 
to 38.6% of display ad spending and 19.4% of total 
digital ad spending. 

 ■ Rich media, especially on mobile, will grow at a faster 
rate than any other display ad format in 2017—albeit 
from a smaller base. Spending will reach $10.33 billion, 
reflecting growth of 28.6%. With continued adoption of 
out-stream ads, Snapchat ads, and ad slots inserted into 
Instagram and videos on Facebook, rich media spend 
will nearly double by the end of 2021. 

 ■ Video will have the second fastest growth rate of 
all display formats this year, at 23.7%, bringing 
spending to $13.23 billion, or 15.9% of total digital ad 
spending. YouTube will be the primary driver of this 
growth, capturing over one-quarter of video ad dollars. 
Measurement standards for digital video ads have been 
refined, and the format has earned the confidence of 
advertisers. As such, video will continue to outpace rich 
media advertising for the entirety of the forecast period. 

 ■ Display ads will account for more than half of digital 
spending for the first time in 2017. The format’s lead 
over search will widen over the course of the forecast. 
Despite this, search expenditures will grow more than 
10% each year through 2021, equaling $56.08 billion by 
that time. 

DIGITAL AD REVENUES, BY COMPANY 
 ■ Google will maintain its dominance and account for 
40.7% of US digital ad revenues in 2017—more  
than double Facebook’s share. Google’s search ad 
revenues will grow 16.1% this year to $28.55 billion, 
driven largely by the company’s success with mobile 
search and continued refinements to the format (such 
as expanded mobile text ads). About 15.5%, or  
$5.24 billion, of Google’s digital ad earnings will come 
from display ads. YouTube will account for two-thirds of 
Google’s display revenues—largely from programmatic 
advertising, skippable TrueView ads and Google 
Preferred top channel sponsorship. 



US AD SPENDING: THE EMARKETER FORECAST FOR 2017 ©2017 EMARKETER INC.   ALL RIGHTS RESERVED 6

 ■ YouTube’s US net digital ad revenues—which include 
traffic acquisition costs (TAC) and content acquisition 
costs (CAC) paid to partner sites—will rise 20.0% in 
2017, reaching $3.50 billion. The platform alone will 
account for over a quarter of the US digital video ad 
market this year. Google has been tight-lipped on new 
features for YouTube, but has made clear that it plans 
to focus on generating exclusive video content for 
the platform. 

 ■ Facebook—the No. 2 digital ad publisher in the US—
will continue its rapid growth, with revenues increasing 
32.1% to $16.33 billion this year. The company’s 
digital ad earnings will account for nearly one-fifth of 
US digital ad spending and around 8% of total media 
expenditures. Mobile will be largely responsible 
for this growth, rising 36.7% and accounting for 
88.0% of Facebook’s US digital ad revenues. The 
platform continues to gain new users, and existing 
users are spending more of their Facebook time via 
mobile devices, resulting in increased ad prices. As 
the company increases investments to improve its 
product—for example, its video platform—it expects 
revenue growth to slow slightly. That said, Facebook’s 
US digital ad revenues will approach $24.0 billion 
by 2019. 

 ■ Following its first full year carrying advertising, 
Instagram’s net US digital ad revenues will grow 82% 
to $2.94 billion in 2017. And the platform has shown 
no signs of slowing down. According to Facebook, 
Instagram had more than 500,000 advertisers during 
Q4 2016—more than double Q1 2016’s total of 
200,000. Instagram continues to develop its ad product, 
with the addition of mid-roll ads to its Stories feature 
and improved product buying functionality. By 2019, 
Instagram’s US digital ad revenues will more than 
double to $6.40 billion. 

 ■ Microsoft will generate $3.60 billion in US digital ad 
revenues this year, reflecting an increase of 7.8%—
down from 38.4% growth in 2016. Some of last year’s 
growth came from the addition of LinkedIn revenues 
to Microsoft’s display category. LinkedIn’s Marketing 
Solutions generated $460.0 million in revenues in 2016, 
and those revenues are expected to grow 10.3% to 
$507.0 million in 2017, making up 14.1% of Microsoft’s 
US digital ad dollars. 

 ■ Yahoo’s US digital ad revenues will remain flat this year, 
increasing just 1.6% to $2.28 billion. This is primarily due 
to slower-than-expected growth in its search revenues, 
which will hover around $1 billion through 2019. Net 
display revenues are lagging as well and will rise 2.0% 
to $1.29 billion in 2017. Most advertising growth will 
come from Yahoo’s “Mavens” product (mobile, video, 
native and social), particularly native platforms—such as 
Yahoo Gemini and BrightRoll—and mobile advertising. 
Despite these bright spots, display activity will not 
be enough to offset lagging search revenues. Until 
Verizon’s acquisition of Yahoo is complete, eMarketer 
will continue to report ad revenues separately. 

 ■ According to Twitter’s Q4 2016 earnings report, ad 
revenues for the platform will lag behind user growth. 
In Q4 2016, Twitter recorded 3% year-over-year 
monthly active user (MAU) growth in the US. However, 
eMarketer estimates US net digital ad revenues 
will decline 4.7% to $1.29 billion this year. Twitter’s 
revenues will stay mostly flat into next year, at  
$1.30 billion, as it works to simplify the user experience 
and improve user engagement. 

 ■ US digital ad revenues for Verizon—which include 
display and search revenues from Millennial Media and 
AOL—will rise 4.4% to $1.32 billion in 2017. Display 
advertising, at $1.11 billion, will account for more than 
five times the revenues of search ($212.3 million), led 
by video content from AOL and Verizon’s ad-supported 
mobile video service go90. Growth will come from AOL 
Networks properties such as The Huffington Post and 
TechCrunch, along with ad tech platform One by AOL. 
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 ■ Following a steep decline of 27.2% in 2016,  
IAC/InterActiveCorp’s US digital ad revenues will 
remain flat this year, totaling $574.9 million. This is due 
to a dramatic slowdown in the company’s search and 
applications properties. Search, which accounts for 
nearly 88% of IAC’s advertising revenues, will fall 0.5% 
in 2017 to $504.7 million. While the company’s display 
revenues will increase 12.3% to $70.2 million, it will not 
be enough to offset losses. 

 ■ Last year was a record year for ecommerce sales in 
the US, which drove ad revenue growth for Amazon. 
Its US digital ad revenues increased by 58.0% in 2016 
and are expected to reach $1.47 billion in 2017, an 
increase of another 35.0%. By 2019, Amazon’s digital 
ad revenues will cross $2.40 billion—more than double 
its earnings from 2016. Mobile advertising will account 
for one-quarter of Amazon’s digital revenues this year, 
and that proportion will increase to 40% by 2019 as US 
consumers increasingly adopt mcommerce. 

 ■ Yelp will continue to see solid gains in its US digital ad 
revenues, earning $726.2 million this year—an annual 
gain of 20.0%. Advertisers are increasingly employing 
self-serve ads on the platform, and Yelp continues to 
rank consistently among the top apps downloaded in 
the US. Mobile will account for 47% of Yelp’s digital ad 
revenues in 2017. By 2019, the company’s US revenues 
will cross $1 billion. 

MOBILE AD SPENDING 

As US consumers rely increasingly on mobile devices 

for digital activities, advertisers are following suit 

with their spending. Mobile advertising will increase 

25.0% to $58.38 billion in 2017 and will experience 

healthy growth over the forecast period. Mobile will 

account for more than 70% of digital ad spending 

and over one-quarter of total media expenditures. 

By 2021, 39.5% of all ad dollars in the US will go 

to mobile. 

US Mobile Ad Spending, 2016-2021

Mobile ad spending
(billions)

—% change

—% of digital ad
spending

—% of total media
ad spending

2016

$46.70

47.4%

65.2%

24.0%

2017

$58.38

25.0%

70.3%

28.2%

2018

$70.05

20.0%

74.7%

32.0%

2019

$82.31

17.5%

78.1%

35.5%

2020

$93.01

13.0%

79.1%

37.9%

2021

$102.31

10.0%

79.2%

39.5%

Note: includes classified, display (banners, rich media, video and other),
email, lead generation, messaging-based advertising and search
advertising; includes ad spending on tablets
Source: eMarketer, March 2017
224028 www.eMarketer.com

 ■ This year, mobile’s growth rate of 25.0% will be  
about 10 percentage points higher than that of  
digital advertising and over four times the rate of total 
media growth. By 2019, mobile ad outlays will reach 
$82.31 billion—eclipsing TV by $6.29 billion. 

 ■ eMarketer has raised its estimates for mobile ad 
spending due to data showing higher-than-expected 
projections and top companies reallocating ad dollars. 
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MOBILE AD SPENDING, BY FORMAT 
 ■ In 2017, advertisers will invest $30.25 billion in mobile 
display ads, which include banners, rich media, 
sponsorships, video and other ad types. The format 
will account for over half of US mobile ad spending 
this year. Display will see strong growth of 26.1%—
propelled largely by banners and rich media on social 
networks—as platforms scale to meet demand from 
new users and additional time spent. Video advertising 
will grow faster than any other mobile ad format in 
2017, increasing 31.4% to $5.96 billion. Growth will be 
due to its comparatively small base and improved ad 
performance measurement. 

 ■ While desktop search is declining, mobile search is 
exhibiting strong traction with advertisers. Spending 
on the format will reach $25.69 billion this year, 
representing an increase of 24.6%. Internet users are 
increasingly using mobile devices for searches, and 
Google is improving ad formats—for example, offering 
expanded mobile text ads. Mobile search outlays will be 
more than double those of desktop search in 2017, and 
that gap will continue to widen throughout the forecast 
period. By 2021, mobile search ad expenditures will 
near $45 billion. 

 ■ Mobile will account for 70.3% of US digital ad spending 
in 2017, outperforming desktop in all formats except 
video. Seven in 10 search ad dollars will go to mobile, 
as will 72.5% of display. 

 ■ SMS, MMS and P2P messaging is the only mobile 
ad format that will not see growth this year: All other 
formats will see gains of at least 20%. 

MOBILE AD REVENUES, BY COMPANY 
 ■ For the first time in 2017, net mobile ad revenues 
will account for more than half of Google’s US digital 
revenues, at $18.89 billion. Mobile search will be the 
key driver of growth, increasing 29.0% to $16.42 billion. 
Google’s success with mobile search is due in part to its 
emphasis on refining the ad format through the addition 
of ad slots and expanded mobile text ads. eMarketer 
estimates Google’s mobile display revenues will be 
markedly smaller, at $2.47 billion, but will experience 
strong growth of 26.0%. This growth will be largely 
due to the popularity of programmatic advertising sold 
through Google AdMob, TrueView and DoubleClick. 

 ■ While Facebook ranks second behind Google in overall 
US mobile ad revenues, it is far and away the largest 
mobile display ad publisher, with revenues expected 
to reach $14.37 billion in 2017. Mobile advertising 
represents nearly 90% of Facebook’s digital ad 
business. The platform skews so heavily toward mobile 
usage that the company announced it would cease 
to report mobile-only user numbers after Q4 2016. 
Increasing numbers of Facebook users are visiting the 
platform exclusively via mobile devices. Because of this, 
Facebook has been able to increase ad load without 
affecting the user experience. Mobile advertising 
revenues for the platform will continue to soar, totaling 
$21.84 billion by 2019. 

 ■ Instagram—an increasingly large contributor to 
Facebook’s mobile ad revenues—will account for  
one-fifth of Facebook’s total US mobile revenues this 
year. Earnings are expected to more than double from 
$2.94 billion to $6.40 billion between 2017 and 2019, 
when Instagram will account for 29% of Facebook’s net 
mobile ad revenues. 
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 ■ Snapchat’s strong user growth and engagement, along 
with demand from advertisers and the potential for 
monetization, will push net US mobile ad revenues for 
Snap Inc. to $770.1 million in 2017. The platform will 
surpass Microsoft, Yelp and Amazon in mobile display 
revenues, ranking just behind YP’s overall mobile ad 
revenues. Growth is expected to soar as Snapchat 
refines its ad product. Following an increase of 157.8% 
in 2017, Snapchat’s display revenues will jump 66% 
next year—leapfrogging both Pandora and Twitter in 
mobile display ad earnings, at $1.28 billion. By 2019, 
Snapchat will generate over $2 billion in mobile display 
ad revenues. 

 ■ Mobile ad revenues for Twitter will decline 4.1% to 
$1.15 billion this year, as the company has struggled 
to attract new users. In 2017, Twitter will generate 
89.0% of its US digital ad earnings from mobile. By 
comparison, Facebook—which has been much more 
effective in making its platform mobile-first—will see 
mobile account for 90.0% of its digital ad revenues in 
2018, surpassing Twitter. 

 ■ Yahoo’s mobile ad revenues will reach $1.37 billion, 
representing 60.0% of the company’s total digital ad 
revenues—driven primarily by the growth of mobile 
display advertising. In 2017, Yahoo’s mobile revenues 
will be split roughly evenly between search (52.0%) and 
display (48.0%). However, display is growing at a much 
faster clip than search and will surpass its revenue 
share by 2019. For the first time this year, mobile 
display will represent more than half of Yahoo’s display 
ad revenues, increasing 18.2% to $657.0 million. This 
reflects the general mobile advertising trend of more 
dollars being dedicated to display, as well as Google’s 
domination of mobile search. 

 ■ Pandora’s US mobile ad revenues will total  
$970.5 million in 2017 and $1.11 billion in 2018. Mobile 
ads make up a majority of the company’s digital ad 
business, and will account for nearly four out of every 
five dollars spent on the platform this year. Over 
the next few years, Pandora plans to focus more on 
programmatic advertising and maximizing ad loads to 
increase revenues. 

 ■ Google’s increasing prevalence as the go-to mobile 
search platform will shrink YP’s share of US mobile 
search ad revenues to 3.2%. However, with the overall 
growth of mobile search usage, YP’s US net mobile 
search revenues will increase 12.2% this year to  
$819 million. By the end of 2018, the search and 
directories company will generate $900 million in 
advertising revenues.
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