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August 6th, 2020 

 

 

CCI publishes transition in the internet ad market in 1st half of 2020 and forecast of 

ad campaign trend by industry in 2nd half of 2020 amidst the COVID-19 Pandemic 

 

JAPAN – August 6th, 2020 – Cyber Communications Inc. (Headquarter: Chuo-ku, Tokyo; Akio 

Niizawa, President and CEO; hereinafter CCI), a group company of CARTA HOLDINGS Inc., 

conducted a survey on the “Internet Advertising Market” trends during the COVID-19 Pandemic towards 

parties involved in the digital marketing industry in Japan, in early July 2020. 

 

The purpose of this survey was to find out how the COVID-19 has brought changes to the internet 

advertising market, especially the changes in advertising budget. In addition to the results of this 

survey, while using the “CCI 360 Programmatic Display Analytics”* – a programmatic display ad market 

research tool developed by CCI – to survey conditions of ad campaign, we also conducted social 

survey analysis on certain industries, and published a white paper on the transition of internet ad 

campaign fee during the first half of 2020, and internet ad serving trends during that period based on 

consumers’ responses on the SNS. 

If you would like access to the white paper, please contact our sales representatives or request through 

the enquiry form. 

 

Enquiry form - please click here. 

 

<Key Points of Internet Advertising Market Trends in the First Half of 2020> 

1. 61.5% of all respondents indicated that their internet ad budgets declined compared to the first half 

of 2019. In addition, 20.4% replied that campaign fee decreased significantly, which indicates that 

the situation was very severe. 

2. By internet advertising transaction method, 60.5% of respondents responded that campaign fee for 

reserved ads decreased; while many indicated that campaign fee for search ads and affiliate ads 

remain unchanged. 

3. In the programmatic display advertising market, campaign fee had been declining for 12 weeks 

since the week of March 9, but has been recovering since June. 

4. A significant 43.5% replied that the industry in which campaign fee had decreased was 

“Transportation and leisure”. This indicates that the industry is largely affected by the stay-at-home 

advisories. 

https://krs.bz/cci/m?f=683&e_6934=cci360&_ga=2.182338279.1760507989.1596696236-932908182.1595401048
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■ Details  

・Comparison of internet advertising campaign fee between the first half of 2020 and first half 

of 2019 

The COVID-19 pandemic became very serious in the first half of 2020. Compared with the first half of 

2019, internet advertising budget decreased by 61.5%. Further, 20.4% of respondents replied that their 

campaign fee had decreased significantly, indicating that it was a very tough situation. 

 

 Q: Please select the situation that best describes your related internet ad spending 

   in the first half of 2020 (January～June) as compared to first half of 2019. 

 

 

・Increase / decrease in campaign fee by internet advertising transaction method during the 

COVID-19 pandemic 

Many reported lower campaign fee in transaction types other than search ads and affiliate ads. In 

particular, 60.5% of all respondents that reserved ad spending had declined. 

 

 Q: Please select the changes (increase/decrease) in ad spending on internet media. 

 

Transaction types that saw a decline came in the order of – reserved ads (60.5%), ad network (41.7%), 
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programmatic ads (39.6%) and social ads (33.7%); while over 60% of all respondents reported that 

search ads and affiliate ads remain constant. 

 

・Situation of programmatic display ad market during the COVID-19 pandemic 

It had been declining for 12 weeks from the week of March 9, but had been recovering from June. We 

can say that it had hit the bottom. However, CPM remains low, implying that large advertisers with high 

ad unit price have yet to recover. 

 

1. Campaign fee for programmatic display ads had been declining from the week of March 9, 2020. In 

the week of April 20, it dropped approximately 26% as compared to the week of February 24 before 

the COVID-19 pandemic. 

2. CPM had also been declining since the same week. It dropped approximately 46% as compared to 

the week of February 24 before the COVID-19 pandemic. 

3. It began to recover from the week of May 18, and the recovery trend became more remarkable from 

June. By the week of June 22, it resumed to the pre COVID-19 level (February).  

 

・Industries in which campaign fee decreased 

A significant 43.5% reported decrease in campaign fee in the “transportation and leisure” industry. This 

implies that it was greatly affected by the stay-at-home advisories after the declaration of state of 

emergency in April and May. 
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 Q: Please select industries that show a decrease in internet ad spending that your company is involved. (※Multiple-choice) 

 

 

 

・Forecast of ad campaign trends by industry 

   

 

No. Industry Campaign 

forecast 

Remark 

1 Fashion and accessories 

 

Major brands are making a big leap from the beginning of June. 

The number of companies to kick-off e-commerce business is also 

expected to increase in the future. 

2 Food and beverages (F&B)  

 

Opportunities to go out of home decreased due to the increasing 

numbers of COVID-19 infections. 

It is forecasted that summertime demand will be sluggish and the 

prospect is uncertain. 

3 Cosmetics and toiletries 

 

Department stores resumed business. 

Besides, we can expect the companies’ ad campaigns to show a big 

turnaround from June. 

4 Household commodities 

 

Certain advertisers are likely to resume large ad campaigns, but we 

don’t expect significant recovery from COVID-19 pandemic in the 

overall industry 
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No. 業 種 出稿予測 コメント

１ ファッショ ン・ アクセサリー
6⽉に⼊り⼤⼿ブランドが躍進。

今後もECに本格参⼊する企業は増加すると⾒られ期待ができる。

２ 飲料・ 嗜好品
感染者増加にともない外出機会が減少。

夏場需要の伸び悩みが推測され⾒通しは不透明。

３ 化粧品・ ト イレタリー
百貨店なども営業再開。また、６⽉に⼊り出稿が⼤きく回復する企業の傾向を

⾒ることができる。

４ 家庭⽤品
⼀部の広告主の⼤型出稿が⾒受けられるが、全体としてはコロナ禍から

回復の傾向が⾒ることができない。

５ 家電・ AV機器
ステイホームにより家電などの充実は需要が⾼く出稿も戻ってきているが、

コロナ前には戻っていない。

６ 外⾷・ 各種サービス 宅配含む飲⾷関連サービスは需要過多のためか出稿を抑え気味である。

７ 教育・ 医療サービス・ 宗教 /
教育関連は、学校休校時の３⽉、４⽉の出稿が多く、徐々にダウントレンド。

美容医療などはコロナ禍においては予算が縮⼩され回復していない。

８ ⾦融・ 保険
業種全般で５⽉以降は予算が増加し新型コロナ以前に戻る。

先⾏き不安から、保険や⾦融サービスは需要が⾼まっている。

：晴 ：曇 ：⾬ ：雷⾬
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5 Household appliances and 

audio-visual devices 

 

Demand for household appliances is high during stay-home period and 

ad campaigns are resuming, but have yet to recover to as much as pre 

COVID-19. 

6 Eat-out and various services 

 

The eating-out and food-related industries including delivery services 

seem to be holding back ad campaigns probably due to the excessive 

demand for such services. 

7 Education, medical services, 

religion  

Ad campaign from education sectors was high in March and April when 

schools were closed, and is gradually declining. 

The beauty and medical industries are not recovering yet due to the 

reduced budget during COVID-19 pandemic. 

8 Finance and insurance  

 

Budget is increasing from May and will resume to pre COVID-19 in the 

overall industry. 

Uncertainty over the future has brought higher demand for insurance 

and finance services.  

Please refer to the white paper for details on other industries. 

 

 

<Overview of Survey> 

Title: Survey on the “Internet Advertising Market” trends 

Survey methodology: Questionnaire survey by emails  

Date of survey: July 6～17, 2020 

Targets of survey: Advertisers, ad agencies, media, platform companies, ad technology providers (such 

as DSP, SSP, ad network, DMP, ad verification solutions), media reps, and others involved in the internet 

advertising market 

Number of responses: 540 

Survey conducted by: Cyber Communications Inc. 

 

*1<Overview of Tool> 

Name of tool: CCI 360 Programmatic Display Market Analytics 

Overview of tool: CCI 360 is a tool that aggregates data from CCI’s supply partners to research on the 

market scale of programmatic display ads in Japan, and the scale and transition of campaign spending 

by advertisers who spend large amount of campaign budget on programmatic ads (display). 
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About CCI 

CCI was established in 1996, the year digital advertising first started in Japan. Since then, as a Dentsu 

Group’s digital marketing company CCI has been a pioneer of Japanese digital market offering a wide 

range of digital marketing services. Today, CCI has business with over 500 leading ad agencies and 

over 1500 websites, which is the largest scale for the market.  

We work with media to provide value to users and enable communication between clients and users 

through cutting-edge marketing services based on our philosophy of "contributing to a more prosperous 

information society by providing innovative and reliable interactive communication services". 

(https://www.cci.co.jp/en/)  

 

Enquiries 

 Cyber Communications Inc. 

 Hirofumi Kanda (Management Office) 

 E-mail: cci360_info@cci.co.jp 

 

Press Contact 

 CARTA HOLDINGS, INC. 

 Public Relation Office 

 https://cartaholdings.co.jp/en/contact-ir/ 
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