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SEASONAL TRENDS OF
DIGITAL SPENDING



December is the highest month whereas
January and July are slowest.

For some Ad agencies, the end of their
fiscal year is June and for others it is
December. The increase in spend happens
as they try to use their budgets.
 
The increase in December spend would be
not only because of the end of the fiscal
year, but because it’s the largest shopping
related month of the year. 

Because of this, January and July tend to
be the two slowest revenue months for
publishes. Coming out of the holidays,
people tend to give their wallets a rest.
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THE

SEASONALITY

- BY QUARTER

J A N U A R Y  T O  M A R C H  Q U A R T E R  ( Q 4 ) :

Starts slowly in January and starts to pick up slightly around Super
Bowl and Valentine’s Day. sometimes Easter happens in March,

A P R I L  T H R O U G H  J U N E  Q U A R T E R  ( Q 1 ) :

Varies month to month. June is typically one of the higher months
for RPMs, as the fiscal year is ending for many Ad agencies. But,
the summer slump is real, so finding content opportunities to
address summer content, such as vacations, activities for kids,

J U L Y  T O  S E P T E M B E R  Q U A R T E R  ( Q 2 ) :

The summer slump continues through July, but steadily gains
traction as we move into August and September. Back to School
hits in August and advertiser spend begins to pick up. September
picks up even more, as advertisers are preparing for holidays.

O C T O B E R  T O  D E C E M B E R  Q U A R T E R  ( Q 3 ) :

There has been a significant jump in RPMs, as ad spend is at its
highest due to all the shopping related events. All three months are
filled with buying activity.



THANKSGIVING: 

23rd November

BLACK FRIDAY: 

24th November

CYBER MONDAY: 

27th November

SUPER SATURDAY: 

23rd December

CHRISTMAS EVE: 

24th December

CHRISTMAS DAY: 

25th December (Yes, Christmas Day! Shoppers are
increasingly looking for those last bargains!)

BOXING DAY SALES: 

26th December (This often carries on in the week up to New
Year)

HOLIDAY SEASON - DATES



US MARKET

TRENDLINES



BCG

TRENDLINES



THANK YOU!


