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ds. It blames the slowdown on
the lack of big international events this
year, such as sports tournaments and
elections, but also a slowdown in the
US market.

Within the figures, however, are the
trends that will surely be up for discus-
sion on the French Riviera, Magna pre-
dicts television ad sales will be down 1%
this year, the first fall since 2009, as digi-
tal media overtakes TV to be the biggest
category for advertising revenues.

Digging even deeper, 54% of ad sales
are generated by clicks and impressions
on mobile devices, Magna says. For the
traditional “Mad Men" and women of the
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