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Abstract. At a time of global crisis, also at a time of accelerated digitalisation of businesses, sensible 

investment in communication with their customers is becoming very topical. The paper focuses on the 

development of investments in Internet advertising in the period 2012-2020. The method used for the 

research was a comparative analysis, which showed that the amount of money invested in internet 

advertising increased every year and that, unlike other types of advertising, no year was recorded for internet 

advertising during the period under review, when the value of investments in a given year would be lower 

than the value in the previous year. The results show that online advertising is taking an increasing share of 

total advertising investment. Another finding is that television advertising maintains a dominant position in 

the advertising market and is not directly affected by the development of investment in Internet advertising. 

However, the growth of investment in Internet advertising has a direct impact on the volume of investment 

in print advertising and OOH (Out of Home) advertising. The given types of media showed the largest 

decrease in terms of market share and negatively copied the development of investments in Internet 

advertising. In the case of radio advertising, there was also a decrease, but its dependence on Internet 

advertising has not been proven. However, the question arises as to the development of investments in the 

coming years. It is possible to anticipate the continuing strengthening of the role of Internet advertising and 

it will also be interesting to see whether Internet advertising will jeopardize the position of TV advertising. 

The results of the research will help both researchers and companies in the process of their decision to invest 

in selected types of advertising. 
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1 Introduction  

Today, the digital world is an integral part of corporate culture, and not only corporate data, but also data about 

customers and customer behavior is an integral part of the company. A significant competitive advantage for the SME 

sector is the availability of cutting-edge technologies and technological progress, but not every company uses the offered 

technologies of the digital world. Today's manager must follow current trends and customer behavior, because today he 

already has access to technology without significant investments. According to figures from the Czech Statistical Office 

[1], 82% of Czech households already had access to the Internet in 2020, and 54% of the human population shop online. 

It can be seen that Czech entrepreneurs have also become aware of this trend, and in recent years they have placed more 

emphasis on activities in this communication channel. The Internet has thus become an irreplaceable tool for the 

acquisition of new customers of domestic companies. The aim of this paper is to find out how advertisers were willing to 

invest in Internet advertising in the period 2012-2020 and how the phenomenon affected the amount of investment in 

other forms of advertising. Television advertising, print, radio and OOH - Out of Home advertising, which represents the 

types of advertising affecting the advertising audience away from home, will be considered as other forms of advertising. 

1.1 Current State of the Adressed Problem at Home and Abroad 

Misuraca, Scepi and Spano [2] state that the advent of Web 2.0 has changed everyday life in many ways, such as a 

system involving the purchase of products and the use of services, so that the revolution has inevitably affected businesses 

by making customers increasingly demanding. Vila, Cardoso and de Araujo [3] argue that communication is a key tool 

for informing consumers about products and services. They argue that the current consumer trends that come with new 

technologies and the Internet must be considered when creating a communication strategy with consumers, thus creating 

the concept of 2.0 communication. Opresnik [4] states that in the context of the growing popularity of social networks, 

blogs and podcasts, customers can spread their views on products or services to potentially millions of audiences, and 
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that with the expansion of people's Internet access, anyone interested in addressing product problems and services 

provided by companies to deal with them.  

Pollak et al. [5] state that the COVID-19 pandemic redefined the practices in all business sectors, as in the first half 

of 2020, companies faced an upredictable and unexpected situation which turned into both threats and opportunities. As 

a result, brick-and-mortar branches of most stores were closed and a significnt part of business transactions and activities 

has moved to the online environment. Khurramov and Fayzieva [6] the term new media refers to traditional and different 

ways of providing information to consumers based on the latest digital technologies. Khajehasani, Abolizadeh and 

Dehyadegari [7] say that, as technological progress grows, so does the number of Internet users, and Internet 

communication has become the routine of the 21st century. The Internet as a means of providing business products and 

services is already a common tool and even necessary for some businesses. Soviar et al. [8] state that the digital 

environment is playing an increasingly important role in the customer's decision-making. Pollák and Markovič [9] claim 

that it is also a place for sharing the customer's opinions and experiences with a specific company, where a dissatisfied 

customer can pose a reputational risk to the company.  

Kumar and Mittal [10] state that, because interactions take place anywhere and anytime, they go far beyond the 

traditional customer connection. Brown and Hayes [11] state that the consumer is exposed to more than a thousand 

advertisements before going to bed. Zhang et al. [12] state that in the case of financial market trading, online advertising 

is based on real-time bidding and uses an auction mechanism to automate media purchases. Therefore, how optimally the 

bids are submitted is crucial for increasing profit and return on investment. The high risk of user behavior and the 

uncertainty of costs caused by auction competition can lead to significant risk in estimating campaign performance. 

Gasilov et al. [13] state that the effectiveness of advertising is determined not only by the number of people who come 

into visual contact with the advertising media, but also by the degree to which their characteristics match the parameters 

of the target audience of the advertisement. Consumer motives are important as they help us understand what influences 

them when making purchasing decisions.  

The aim of the research will be to find out how advertisers were willing to invest in Internet advertising in the years 

2012-2020 and how the phenomenon affected the amount of investment in other forms of advertising in the Czech 

Republic through the following established research questions: What is the development in the Czech Republic investing 

in internet advertising? What is the relationship between investing in online advertising and other types of advertising? 

2 Methodology 

The aim of this paper is to find out how advertisers were willing to invest in Internet advertising in 2012-2020 and 

how the phenomenon affected the amount of investment in other forms of advertising in the Czech Republic. The data 

were obtained from questionnaire surveys and were based on the annual financial statements of the surveyed subjects, 

published annually by the Association for Internet Development (SPIR). In order to maintain the protection of sensitive 

information, the ppm factum agency was entrusted with the processing of these investigations for the years 2012-2015. 

For the years 2016-2020, the MEDIAN agency was entrusted with their processing [14]. The research dataset will include 

Internet operators whose media dominate the Czech market and thus affect the majority of Internet users. The performance 

of other types of media types will be determined based on data by Nielsen Admosphere agency.  

The research methodology will include the following procedure: 

1) We analyze the obtained data using a comparative method. 

2) Then we  process the data in Google Sheets. 

3) The cost values for the calendar years will be assigned in rows to the corresponding columns, which will 

represent specific years, and the percentage share of investments in individual types of ads in the total 

advertising investments in a given year will also be expressed. For each one year, a new column will be created, 

in which the amount of increase or decrease in investment will be determined by deducting the monetary value 

of the zero year from the costs for the year under review. The year-on-year change will be expressed in both 

monetary and percentage values. 

4) Subsequently, the values found for the years 2012-2020 will be compared with each other. 

The obtained results will be demonstrated by means of a graphical representation in the following chapter. 

3 Results and Discussion 

Based on the proposed methodology of input data processing, the amount and percentage of investments made in the 

advertisement and in its individual media types was determined. Figure 1 graphically shows the observed values of 

advertising investments. 
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Figure 1. Development of investments in advertising in the Czech environment 

Source: Author. 

Investments made in the Czech advertising market have doubled over the period under review and show constant 

growth every calendar year. The amount within the total absolute investments was CZK 63.99 billion in 2012, but in 2020 

it already reached the amount of CZK 130.55 billion. Within 2013, total investment in advertising increased by CZK 5.52 

billion. 

Developments in online advertising investment have been growing for a long time. Year-on-year absolute growth 

within individual years was CZK 2.16 billion in 2013, CZK 1.28 bn. in 2014, CZK 0.46 billion in 2015, CZK 4.68 billion 

in 2016, CZK 3.58 billion in 2017, CZK 5.28 bn. in 2018, CZK 5.78 bn. in 2019 and CZK 5.14 billion in 2020. As for 

the largest year-on-year financial increase, it was recorded in 2019. The smallest absolute increase in investments was 

recorded in 2015. 

In the long run, the most invested advertising medium - television advertising - is showing steady absolute growth 

similar to the case of Internet advertising. However, 2013 was an exception, as there was a one-off decrease in investments 

by CZK 2.32 billion (-7.69%). In 2016, the highest absolute and relative growth was recorded, when investments 

increased by CZK 6.88 billion (19.39%).  

Currently, the third most important advertising channel after TV and the Internet - the press - also recorded its best 

result in 2016, when investments increased by CZK 1.16 billion (6.47%) but shows a long-term stagnation in contrast to 

the two most successful types of advertising. The years in which the press showed a negative increase in invested funds 

were 2014 (-0.78%), 2015 (-0.07%) and 2020 (-13.06%).  

In 2013, radio advertising recorded a record growth, when investments in it increased by 447.15%. In 2018, advertisers 

spent the most funds, namely CZK 8.04 billion. (10.37%). Absolute year-on-year growth over the last two years showed 

a decrease in investments in 2019 by -1.35% and in 2020 by -8.02. 

OOH advertising was the last monitored medium in which investments fell by -19.44% in 2020. In previous years, 

however, no extreme was recorded in the year-on-year absolute development of investments.  

 Subsequently, an analysis of the share of media types in the total investment in advertising was performed, 

graphically shown in Figure 2. 
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Figure 2. The share of media types in total investment in advertising 

Source: Author. 

The development of the share of investments in individual media types in the total investments in advertising was as 

follows: the most invested type in 2012 was television advertising, representing 47.06% of all investments. This was 

followed by the press with 27.59%, followed by the Internet with 17.43%, OOH with 6.25% and finally radio with 1.67%. 

The share of TV advertising in 2013 fell to 39.99% and the share of print to 25.95%. In the given year (2013), on the 

other hand, an increase in Internet advertising to 19.14%, radio advertising to 8.41% and OOH to 6.51% was recorded. A 

slight increase in TV advertising (41.83%) and Internet advertising (19.57%) at the expense of print advertising (24.01%), 

radio (8.13%) and OOH (6.46%) was recorded in 2014. TV advertising in 2015 strengthened and took up 44.54% and the 

share in all other media was reduced, namely the share of Internet advertising was reduced to 18.88%, the share of print 

advertising to 22.44%, the share of radio advertising in 8.01% and the OOH content to 6.13%. TV advertising (45.37%) 

and Internet advertising (21.12%) increased in 2016, while advertising in the press (20.39%), radio (7.55%) and OOH 

(5.58%) decreased. TV advertising (46.34%) and Internet advertising (22.46%) are growing again in 2017, the share of 

print advertising (20.39%), radio (7.28%) and OOH (5.11%) decreases. The only medium that recorded an increase in 

market share in 2018 is the Internet (24.95%), the share of TV advertising (46.31%), print advertising (17.13%), radio 

(7.28%) and OOH (4.59%) decreased. This trend continues in 2019, when the share of Internet advertising increased to 

27.50% and, conversely, the share of TV advertising (45.97%), print advertising (15.84%), radio (6.35%) and OOH 

(4.35%) decreased. Growth was recorded in 2020 in the case of Internet (30.26%) and TV advertising (47.61%). 

Advertising in the press (13.19%), radio (5.59%) and OOH (3.35%) decreased. In Graph 2, the findings are shown 

graphically. 

Based on the obtained results, the determined research questions can be answered: 

What is the development of investments in Internet advertising in the Czech Republic?  

Investments in Internet advertising show steady growth, with their market share increasing from 17.43% in 2012 to 

30.26% in 2020. No negative growth in its investments was recorded in any calendar year, which is a unique finding, as 

for all other types of advertising media, at least one such year has been recorded. The results show that online advertising 

is growing, and advertisers are willing to invest more and more money in it. The increase in the number of Internet users 

can explain the stable growth of investments, which makes the environment even more attractive for advertisers.  

What is the relationship between investing in online advertising and other types of advertising? 

No direct dependence was found between Internet and television advertising. As for the share of TV advertising in 

the total advertising investment, even during the dramatic increase in investment in Internet advertising, it remains at 

similar values for the entire period under review and maintains its position as a leader in the advertising market. However, 

it is different in the case of print advertising, which saw a dramatic decline in market share from 27.59% in 2012 to 

13.19% in 2020. It can be stated that this is due to its direct dependence on the willingness of investors to invest in online 

advertising. In the case of OOH advertising, there has been a significant decline, with its market share falling from 6.25% 

in 2012 to 3.35% in 2020. In this case, it can also be stated that there is a direct dependence on online advertising. Radio 

advertising is also showing a declining trend, but it is not as dramatic as in the case of print advertising and OOH 

advertising. It is therefore not possible to prove a relationship between investment in internet and investment in radio 

advertising. 
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At the expense of online advertising, print advertising and OOH advertising are the most neglected advertising media 

by advertisers. In the case of print advertising, this development can be explained by the growing number of mobile users 

and also by the declining willingness of people to read print media, but these media began to create content in the online 

environment, where they offer paid advertising. However, the value of a given advertisement is already included in the 

investment in internet advertising. Thus, a decrease in market share in this case does not necessarily mean a decrease in 

the revenues that companies earn from paid advertising. However, similar possibilities are not offered to OOH advertising 

operators and therefore the result of the given contribution can serve as a basis for subsequent research into the usability 

of OOH advertising in the coming years. 

4 Conclusion 

Technology has become an integral part of the market economy. It is not discussed in the scientific world, not only is 

the question of their need being addressed, but their scope for use in SMEs is also being examined. The aim of the paper 

was to analyze the development of investment in online advertising in the Czech Republic during 2012-2020 and to 

determine whether there is a relationship between the development of investment in Internet advertising and other types 

of advertising, such as TV, print, radio and OOH advertising. The results show that investments in online advertising are 

still growing and each year occupy a larger market share in the total investment in advertising.  

Potential for further research: There is an assumption that the growth of investment in online advertising will 

continue in the coming years due to constant technological progress and constant growth in the technical literacy of users. 

However, the question remains as to what effect this increase will have on television advertising and its hitherto dominant 

position, and whether the given trend will not lead to a revolution in the advertising market and also to the extinction of 

certain media types.  

Application in practice: The results of the research will help both researchers and companies in the process of their 

decision to invest in selected types of advertising. 
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