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Brief overview of consumer trends & crypto 
media/marketing growth



Consumer & 
investor interest in 
crypto has rapidly 
increased

More than 12% of Americans 
now own digital currency

78% of American & European 
institutional investors find 

digital currency appealing 
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Source: Google Search Trends (YoY calculation is looking at 4Q’20 to 4Q’21); Coindesk, Allied Market Research   

Worldwide Google searches for “crypto”
Feb 2017 to Jan 2022

Sources:  Seeking Alpha; Fidelity

502% increase in searches 
for “crypto” Year over 

Year for 4Q’21



Even while most consumers still do not fully understand crypto, 
the market continues to grow & become more mainstream
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% of US adults that 
“don’t really 
understand 

cryptocurrency” 

Expected growth of the 
global cryptocurrency 

market over the next 10 
years; from $1.49 

trillion in 2020 to $4.94 
trillion in 2030

FTX’s current valuation 
(up from $25B in Oct. 
‘21); +28% growth 

even as some 
cryptocurrency values 

saw declines

Source: YouGov, Allied Market Research, QZ, CNBC 

We are in the midst of cryptocurrency’s turning point from disruptor to standard

In October, ProShares 
future-based bitcoin 
ETF made its market 
debut on the NYSE 

(saw one of the 
biggest first days on 

record for ETFs)



Consumer usage, merchant acceptance, and overall 
trust are the 3 requirements for broader adoption
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Enough people need to 
have it and use it

Merchants must accept it 
as a form of payment 

Society must trust that it’s valuable 
and will remain valuable in the future 

Source: Crypto for dummies, Business Insider,  YouGov, Crypto.com Research 

As of December ‘21, over 295 
million people are using 
cryptocurrencies around the world… 
+29% growth since August 
‘21

This number is rapidly growing due 
to crypto’s accessibility – all you 
need is a phone to access, and more 
people have access to a cell phone 
than a bank! 
(some estimates say 1 billion users 

is possible by the end of 2022)

Many of our partners across 
categories – including 
Amazon, Walmart, YUM 
Brands, Starbucks, AT&T, 
Microsoft, Overstock, PayPal –
have already begun to accept 
cryptocurrencies and/or invest 
in the space 

Currently, 32% of US Adults think 
that cryptocurrencies are the future 
of digital financial transactions

We are somewhere 
around here
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Convenience Stores & Gas Stations

Quick-Service & Casual Dining Restaurants

Public ATM Machine - Business Unknown

Supermarkets

Beer, Wine & Liquor Stores

Business Services

Health Professionals & Hospitals

Cafes and Coffee Shops

Accessories, Jewelry & Watches

Businesses in the U.S. that accept cryptocurrency in some capacity
(as of March ‘21)

Source: Statista, eMarketer  

Merchants are 
accepting it as a 
form of payment.  

We see retailers leaning in 
across a variety of different 

categories
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Perception: 
The “Crypto Bro”

Reality:
Diverse and Accessible

The crypto investor profile is more diverse than assumed

- Significant Female Demo (34%)

- Median age of an investor is 40yrs

- 34% of investors are parents

- 50% of investors have a HHI under $100K

- Primarily white males

- Fairly young (18-30yrs)

- Wealthy (with disposable income)

- Associated with “hustle culture”  

Source: MRI/Simmons
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With this rise we’ve 
seen a significant 
increase in “crypto” 
mentions within video 
advertising
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Source: iSpot creative description

Coincides with Meme stock 
craze and Google Search 

Trends for “crypto” 

• 159% increase in # of crypto brands 

investing in media (70 in ‘21 vs. 27 in 
‘20)

• Spending from new advertisers has 

accounted for 79% of all spend in the 

crypto category for YTD

# of TV Creatives that mention “crypto”
2018 – 2020 

Source: MediaRadar
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Crypto.com, Grayscale, Coinbase and FTX 
invested the most in media in 2021, but there is 
a tremendous growth opportunity going forward
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Linear Digital
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Crypto marketing 
is starting to show 
up in new places

Mercedes F1 pens FTX crypto partnership

Multi-year deal includes branding on the cars and driver uniforms

Sports sponsorships 
continue to become a 
major focus

Staples Center to become Crypto.com Arena in reported $700 

million naming rights deal
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Big talent & splashy 
commercials has 
been a priority for 
the big players

Matt Damon 
stars for 
Crypto.com

Tom & 
Gisele star 
for FTX
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But these 
endorsements also 
come with negative 
reactions from 
consumers 

Matt Damon 
stars for 
Crypto.com

Tom & 
Gisele star 
for FTX

Given the speculative & 
constantly fluctuating 
nature of crypto 
trading, there will 
criticism of celebrity 
endorsements 
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And even as crypto 
adoption increases, 
there is plenty of 
scrutiny

T H E  C R Y P T O  M A R K E T
C O N T I N U E S  T O  S E E  
V O L AT I L I T Y  A C R O S S  
C E R T A I N  D I G I T A L  
C U R R E N C I E S .

G R E A T E R  R E G U L A T I O N  I S  
E X P E C T E D  M O V I N G  
F O R W A R D .  

Source: Coindesk, Washington Post, NPR, New Yorker 
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Recent volatility in 
crypto markets 
has been a key 
point of focus 

While we still anticipate long 
term growth, we are keeping 

an eye on the latest market 

impacts

▪Terra, the third-biggest stablecoin**, and sister coin Luna 
have lost 99% of their value, eliminating nearly $20 billion

▪The price of Bitcoin was last down nearly 9%, reaching 
lows of $26,848

▪The price of Ethereum dropped more than 23%, sinking 
below $2,000

JUST  HOW FAR T HEY’VE FALLEN:

Binance, the world’s largest crypto exchange, has halted trading 
of Terra and Luna tokens on its platform following the meltdown. 
Other major crypto exchanges have also taken steps to address the 

incident.

Coinbase warned its users that they might lose access to their 

holdings if the company ever went bankrupt. The company recently 

reported a $430 million quarterly loss and the departure of more than 

two million users.

IMPACT  ON CRYPTO EXCHANGES:

**Created to provide stability in the 

crypto market, stablecoins are pegged 
to fiat currency - Terra was meant to 
hold a 1-to-1 value with the U.S. dollar
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Overall media & 
marketing 
implications 

Within the finance category 

Smaller fintech players are already 
beginning to speak to consumers, 
even on mass-reach platforms like 
linear. This boosts their accessibility 
and differentiation pitch at a time 
when the finance category is seeing 
a turnover in wealth. 

Outside the finance category 

Brands outside of finance (retailers, 
restaurants, etc.) will begin to 
communicate they accept 
cryptocurrency, similar to how they 
are marketing acceptance and usage 
of buy-now-pay-later options, such as 
Afterpay and Affirm.

As crypto is more widely 
adopted by both consumers 

and merchants, brands 

advertising crypto will need 
the trust of NBCU content to 

validate their products and 
services. 
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R E C A P

As Crypto Adoption continues, Ad Spend has increased, but there are still 
Concerns around Volatility & its Environmental Impact 

Biggest Brands 
still Control 
Lion’s Share of 
Media Spend

2021 saw a +530% 
increase in total ad spend, 
with many new brands 
spending, but 5 top brands 
still accounted for 92% of 
total ad spend

Focus on 
Driving 
Broader 
Awareness

There has been a pivot from 
spending in endemic 
Finance content (i.e. CNBC) 
to reaching mass audience 
in high-profile Sports and 
Live Events (Super Bowl)

Emphasis on 
Building Trust, 
Crypto Literacy

Given the volatility of 
crypto trading, marketers 
are focusing on 
communicating the ease of 
use and their educational 
tools 

Opportunities 
for Emerging 
Brands & 
Adjacent 
Categories

New fintech brands are 
spending, legacy finance 
brands are creating new 
crypto tools, and more 
retailers/merchants are 
accepting crypto
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Crypto will support a new generation of 
businesses built atop it, everyone of them an 
opportunity for agencies to lean in. 

In five years, I doubt there’s an agency that 
will be untouched by its impact. 

Elizabeth Paul
Chief Strategy Officer



Additional ‘Crypto 101’ Materials
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So, what is crypto?
A new digital currency. 

How is cryptocurrency different from regular money? 

• Not controlled by governments or central authorities
• Secured by cryptography

It’s encrypted and therefore nearly impossible to counterfeit or double spend 

Why was it created? What problems was it meant to solve? 

• Reduce counterfeit 
• Eliminate government intervention and distrust of institutions 

No printing of money and resulting inflation issues. Think Venezuela!
• Avoid middlemen

Most banks today take a cut and slow down the transaction

• Address financial inequality & access 
Anyone with a phone can start making payments which allows individuals with little to 
no access to financial services make transactions

How do people use crypto? 

• You get a crypto wallet 
These are like crypto versions of PayPal. This holds your crypto/digital money. 

• You go to a crypto exchange 
These online services are places to buy crypto, exchange for different crypto 
currencies, and store cryptocurrencies 

Q1. 

Q2. 

Q3. 



Who are the players in the crypto space? 
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Cryptocurrencies* Crypto wallets Crypto exchanges 

Crypto currencies are kept in crypto wallets and used at crypto exchanges. 

These lists are not inclusive of more traditional fintech players getting involved in crypto, such as SoFi or Robinhood

*There are significant limitations on advertising the specific currencies themselves



Even native digital and social 
platforms have many restrictions 
on the advertising of actual 
cryptocurrencies. 
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It is very hard to 
advertise the actual 
cryptocurrencies 
(like Bitcoin), which 
is why the crypto 
exchanges only 
promote their 
services



Why is it so hard to advertise the cryptocurrencies themselves?
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Cryptocurrencies are 
highly volatile assets. 

While crypto wallets and crypto exchanges are 
relatively static products, the currencies 

themselves are subject to large fluctuations in 

value, just like stocks. 

Restrictions to protect 
consumers cannot keep up 
with the pace at which the 

crypto landscape and 
technology is moving.

There is a waterfall of regulatory response. First 

the crypto landscape changes, then consumer 
protection regulations are enforced, and then 

advertising restrictions are put in place. 
The media marketplace is on a delay. 

There’s so much for brands 
to address.

Consumer sophistication on crypto varies, 
positive and negative perceptions on the safety 
and nature of the landscape, beliefs on how it 

affects the environment, and more. 

Crypto brands don’t know where to start. 

The Market
Ad & Regulation 

Landscape Consumer Perception 



We will continue to keep a close eye on 
crypto consumer trends, as well as media & 
marketing spend evolution. In the meantime, 

we are here to help with any questions or 
specific requests…

Adam Daniele
Adam.Daniele@nbcuni.com

Logan Knisely
Logan.Knisely@nbcuni.com

Cynthia Jung
Cynthia.Jung@nbcuni.com

Please reach out to:

mailto:Adam.Daniele@nbcuni.com
mailto:Logan.Knisely@nbcuni.com
mailto:Cynthia.Jung@nbcuni.com

