
The Impact of a Chinese Advertiser 
Withdrawal from Meta and Google (2025–
2030)

 

 

 

Chinese companies have become some of the biggest buyers of advertising on Western 
platforms in recent years. This report examines the projected impact from 2025 to 2030 if 
Chinese advertisers – including major e-commerce players like Temu, Alibaba (e.g., 
AliExpress), and Shein – were to significantly scale back or exit advertising on Meta 
(Facebook/Instagram) and Google. Such a withdrawal, whether driven by geopolitical 
tactics (trade wars, tariffs) or economic pressures (domestic slowdown), could reverberate 
across the digital advertising ecosystem. We analyze the macro-level effects on Meta and 
Google’s ad businesses, downstream impacts on U.S. advertisers (especially small to mid-
sized retailers in categories heavily targeted by Chinese brands), quantitative shifts in ad 
pricing and conversion costs, opportunities for U.S. brands, and strategic implications for 
the platforms.

 

 

Macro-Level Effects on Meta and Google’s Ad Ecosystems  

 

 



Reliance on Chinese Ad Spend: Over the past few years, Meta and Google have quietly 
benefited from a surge of ad spend by China-based companies seeking global customers. 
By 2023, Chinese advertisers accounted for roughly 10% of Meta’s ad revenue. In dollar 
terms, Meta took in about $18.3 billion from Chinese advertisers in 2024 (over 11% of 
total sales). This was a sharp increase from prior years – China’s share of Meta’s revenue 
had doubled from ~6% in 2021–2022 to 10% in 2023. Major contributors included fast-
fashion and e-commerce giants Temu and Shein, which poured “a fire hose of money” into 
ads to rapidly acquire customers. Temu alone was estimated to have spent nearly $2 
billion on Meta ads in 2023 , becoming Meta’s single largest advertiser by early 2024  . 
Google’s ad business saw a similar influx – Temu was among Google’s top five ad 
spenders globally in 2023 , and together with other Chinese retailers, helped drive strong 
ad demand. Meta’s CFO noted that “online commerce…benefited from strong demand by 
advertisers in China reaching people in other markets”, with China contributing 5 
percentage points to Meta’s 2023 growth.

 

Revenue at Risk: If these Chinese advertisers sharply pull back, the immediate macro 
effect would be a notable dent in Meta and Google’s revenues. Analysts at 
MoffettNathanson forecast that Meta’s ad business could lose around $7 billion in 2025 
due to reduced Chinese ad spending amid U.S.–China tariffs. This represents lost growth 
for Meta – effectively flattening its revenue trajectory for the year. In a protracted 
withdrawal scenario, losses could accumulate over time; one analysis warned that a 
prolonged Chinese economic slump and trade war “could wipe $23 billion in 2025 
advertising” for Meta in a worst case  (though this is an extreme projection). For Google, 
the hit is also material. While Google doesn’t break out revenue by advertiser origin, 
company executives cautioned that new U.S. import tariffs (ending the de minimis 
rule) would create a “slight headwind to our ads business in 2025, primarily from APAC-
based retailers”. In other words, Chinese e-commerce firms cutting back ads are expected 
to dent Google’s growth as well. If Chinese advertisers comprised, say, an estimated 5% 
of Google’s $260+ billion ad revenue, their retreat could mean many billions in annual 
revenue at stake for Google through 2030.

 



Ad Auction Dynamics and Pricing: Beyond top-line revenue, a Chinese exit would 
fundamentally shift global ad auction dynamics on Meta and Google. Both companies 
use auction-based ad systems (second-price auctions where the highest bidder wins but 
pays just above the second-highest bid). In recent years, aggressive bidding from Chinese 
brands drove up auction prices – for example, U.S. marketers reported that Temu and 
Shein’s blitz of Facebook/Instagram ads caused industry-wide inflation in cost-per-
thousand impressions (CPMs) . Etsy’s CEO even complained that Chinese fast-fashion 
advertisers were pushing up advertising costs for everyone . With these players exiting 
or cutting spend, that intense bidding pressure is lifted. Fewer deep-pocketed bidders in 
the auctions typically leads to lower clearing prices. As one digital agency expert put it, 
“when the biggest spender in the room walks out, CPMs can soften”. We are already seeing 
early signs of this: industry data in Q1 2025 showed Meta’s average CPM fell ~6% (from 
about $15) compared to the prior year . Observers attribute this partly to Chinese 
advertisers pulling back, which has “slowed the rise of cost-per-thousand rates” and even 
caused declines in some cases .

 

Crucially, the impact of a major bidder’s exit on auction pricing can be swift. Search 
Engine Land noted that similar rapid exits – such as Amazon pausing its Google Ads 
in early 2020 – led to noticeable drops in cost-per-click (CPC) prices . (Indeed, when 
Amazon temporarily halted Google Search and Shopping ads in March 2020 due to 
COVID, Google Shopping CPCs fell ~9% year-over-year that year, and search CPCs fell 
~14% , as competition plummeted.) We anticipate a comparable effect here: with Chinese 
advertisers largely absent, Meta and Google’s ad auctions will clear at lower prices on 
average. Ad spend growth could even turn negative in specific channels. An eMarketer 
analysis projects that U.S. social media ad spending growth in 2025 will shrink to 
just +1.5% (from a previously forecast +12.8%) if heavy tariffs persist – implying 
roughly a $10 billion reduction in expected spend, much of that linked to Chinese 
marketers pulling out. In summary, the macro outlook from 2025–2030 is a more 
softened pricing environment for digital ads globally, with Meta and Google facing 
slower revenue growth and needing to adjust to the loss of what had become a key 
advertiser segment.

 



 

Downstream Impacts on U.S. Retailers and Advertisers  

 

 

The withdrawal of Chinese advertisers would send ripple effects through industries 
and advertisers in the U.S., especially in categories where Chinese brands had been 
ubiquitous. Many of these Chinese companies focused on consumer goods sectors – 
fast-fashion apparel, home goods, accessories (e.g. sunglasses, jewelry), electronics 
gadgets, beauty, etc. – often selling ultra-cheap products directly to U.S. consumers. 
Their ad blitzes made it challenging for domestic small and mid-sized brands in these 
categories to compete for visibility. With China’s “fire hose” of ad money turned off, U.S. 
retailers in affected verticals stand to see several changes:

 

Less Competition for Eyeballs: A noisy competitor (or several) suddenly 
disappearing means U.S. brands have one less rival vying for consumers’ 
attention and clicks. Feeds and search results that were saturated with Temu or 
Shein ads will have more room for other advertisers. For example, throughout 
2023 Temu blanketed Facebook/Instagram with such a volume of ads that it was 
hard for smaller brands to maintain share-of-voice. Now, those smaller fashion 
boutiques or home décor retailers can potentially reach users more easily 
without being crowded out by ads for ultra-discounted Chinese goods. In 
essence, advertising real estate opens up for others when major players exit.

Lower Advertising Costs for U.S. Businesses: Perhaps the most immediate 
downstream impact is improved advertising efficiency for remaining 
advertisers. As detailed in the previous section, reduced bidding competition 
tends to drive down CPCs and CPMs. This is effectively a cost break for 
advertisers. A mid-sized U.S. sunglasses brand, for instance, might have been 
paying very high CPCs to outbid Shein’s constant offers. Now that Shein has 
dialed back, the brand could see its cost-per-click drop significantly, allowing 



the same budget to yield more clicks and impressions. Industry experts confirm 
this benefit: “Ad pricing could be improved with large advertisers like that pulling 
out of the market,” noted one social marketing lead. In other words, many U.S. 
advertisers will enjoy more favorable pricing for digital ads – at least until new 
competitors or increased budgets fill the void.

Opportunity to Acquire New Customers: When a dominant advertiser 
vanishes, there is often a short “vacuum” period in which valuable ad 
impressions are up for grabs. For example, Temu had won up to 19% of Google 
Shopping impressions in auctions against certain retail advertisers. With Temu 
gone, those impression opportunities don’t disappear – they become available to 
others. Brands that stay aggressive in their marketing can capture these 
impressions at lower cost. Early data suggests that while some advertisers are 
cautious, others could step in. “If everything is smooth there would be plenty of 
advertiser demand to pick up those impressions left behind by Temu,” observed one 
e-commerce analyst. In practical terms, a small home-goods e-commerce store 
might now afford prominent ad placement where previously Temu would have 
won. This can translate to new customer acquisitions that were previously lost 
to the Chinese competitors. U.S. brands that had been outbid now have a chance 
to win over the bargain-hunting consumer segment that Chinese platforms 
targeted.

Market Share Redistribution: Over the longer term, reduced Chinese 
advertising (especially if coupled with tariffs making Chinese goods pricier) 
could shift some consumer demand back to domestic sellers. Consumers who 
discovered Temu or Shein through constant ads might turn to alternatives if 
those ads disappear or if the prices rise. For instance, if a shopper no longer sees 
a $5 Temu gadget ad and instead sees a $10 Amazon or local shop offer, they may 
choose the latter. This dynamic means some U.S. retailers could regain market 
share in certain product categories, as Chinese platforms lose mindshare and 
reach. Notably, both Temu and Shein have warned that tariffs will force them to 
raise prices, potentially reducing their competitive edge. U.S. brands (or non-
Chinese importers) selling similar goods might find themselves on more equal 
footing, both in advertising and pricing.



Caution for Those in Similar Supply Chains: It’s important to note not all U.S. 
advertisers benefit uniformly. The cause of the Chinese pullback – trade 
tariffs and import curbs – also affects any company importing from China. 
Many U.S. small businesses rely on Chinese manufacturing for their products. 
These firms might also face higher costs or inventory issues due to tariffs, and 
thus may scale down ad spend despite cheaper ad prices. “Domestic brands aren’t 
untouched… any company with a supply chain involving China is on the hook for a 
cost hike,” points out one analyst . For example, a small electronics reseller who 
sources goods from China will pay more due to tariffs and might cut marketing 
budget despite competitors exiting. So, while ad costs drop, some U.S. 
advertisers are simultaneously grappling with higher product costs, which 
could dampen their ability or desire to capitalize on the ad openings. This 
nuance means the downstream impact is most positive for U.S. businesses that 
don’t heavily depend on Chinese imports or that can absorb the tariffs.

 

 

In summary, the downstream effect for U.S. advertisers in targeted categories is largely 
positive in terms of advertising opportunity – lower costs and better access to 
customers – but comes in the context of a challenging trade environment. Those U.S. 
brands that are agile and not severely hurt by the tariffs themselves stand to gain the 
most from the Chinese ad retreat.

 

 

Conversion Cost Shifts and Ad Pricing: Quantitative Modeling  

 

 



CATEGORY
2024 AVG CPM
(WITH CHINESE)

2025 AVG CPM
(CHINESE EXIT)

PROJECTED
CHANGE (%)

Fast-Fashion
Apparel

$12.00 $9.00 –25% (sharp
decline)

Home Goods &
Decor

$10.00 $8.50 –15% (moderate
decline)

Accessories (e.g.
Sunglasses)

$8.00 $6.00 –25% (sharp
decline)

Overall Social
Media Avg

$15.00 $14.10 –6% (slight
decline)

A reduction in major advertisers’ bids has direct, quantifiable effects on advertising 
prices and efficiency metrics. By easing bidding wars, it can significantly lower the cost 
to reach and convert customers for remaining advertisers. Here we model how key 
metrics like CPC (cost per click), CPM (cost per thousand impressions), and CPA (cost 
per acquisition) might shift from 2025 onward in affected verticals, using available data 
and reasonable assumptions.

 

Ad Price Declines by Category: The table below summarizes projected declines in ad 
prices for select categories heavily targeted by Chinese advertisers. We compare a 2024 
baseline (with Chinese spend at peak) to a 2025 scenario where Chinese advertisers have 
largely withdrawn, showing the expected drop in average CPM. These estimates draw on 
early 2025 trends and historical analogues (such as Amazon’s 2020 pullback) to gauge the 
magnitude of change:

Table: Illustrative CPM changes in key verticals, 2024 vs 2025. Fast-fashion and 
accessories were extremely competitive due to Temu/Shein, so their ad prices could drop 
20–30%. Home goods see a modest ~15% drop. The overall average CPM on Meta’s 
platforms might dip mid-single-digits (as observed in Q1 2025) , since many other 
advertisers and sectors (not reliant on Chinese spend) remain in play.

 



These figures align with reported data points. Wpromote’s client data showed 
Facebook/Instagram CPMs in Q1 2025 were ~6% lower than a year prior . In the search 
realm, the sudden absence of Temu on Google Shopping in April 2025 similarly created 
downward price pressure – by analogy to Amazon’s pullout in 2020, one could expect 
CPCs to drop by ~10% or more in shopping and search ads for impacted product 
keywords . A digital marketing director noted that brands actively manage bids to hit 
ROI targets, so if average CPC dropped suddenly, they would scale up spend to 
capture more traffic. This suggests that costs per click may fall quickly at first, until 
other advertisers increase budgets enough to stabilize prices. However, given the sheer 
scale of Chinese spend being removed (Temu had nearly 40–50% impression share in 
Google Shopping for some queries before exiting), it could take months or years for 
others to fully replace that level of spend. Thus, we expect sustained lower ad prices in 
these verticals through at least the medium term (several quarters), with CPC/CPM 
remaining 10–20% below the 2024 peak on average in 2025–2026. Only by 2027–
2030 might growth from other advertisers or new entrants push prices back toward their 
prior trend line.

 

Cost-Per-Conversion Improvements: For advertisers, the ultimate metric of interest is 
cost per conversion (e.g. cost to acquire a customer or sale). Lower ad pricing directly 
translates to lower conversion costs, assuming conversion rates hold steady. For example, 
consider a small apparel brand that in 2024 paid an average CPC of $1.00 and saw a 2% 
conversion rate (i.e. 1 sale per 50 clicks). Their cost per sale was $50. If in 2025 the 
average CPC drops to $0.80 because Chinese bidders left, and conversion rate remains 2%, 
the cost per sale becomes $40 – a 20% reduction in acquisition cost for the same 
outcome. Many advertisers will see scenarios like this: “CPM reductions…could 
subsequently lower both CPC and cost-per-conversion metrics for advertisers” in the affected 
auctions  . The efficiency gain means advertisers can either spend less to achieve the 
same results or spend the same and achieve more. Performance marketers often choose 
to reinvest the savings to drive more volume. Indeed, one agency noted brands would 
likely scale traffic if their average click costs dropped suddenly. So we may see 
advertisers increasing their budgets somewhat (partially offsetting the price drop) until a 
new equilibrium is found.

 



It’s worth noting that conversion rates themselves might also improve slightly for some 
advertisers when Chinese ads exit. Users who might have been enticed away by a Temu ad 
might now click and convert on a domestic brand’s ad instead. There’s anecdotal evidence 
that removing a dominant discount player can boost the conversion funnel for 
remaining brands, as shoppers have fewer ultra-cheap alternatives distracting them. 
However, this effect is hard to quantify and likely modest. Our modeling therefore holds 
conversion rates constant and attributes conversion cost changes mainly to CPC/CPM 
changes. By 2030, if Chinese advertisers remain largely absent, one could project that 
cost-per-conversion for U.S. advertisers in these categories will be sustainably 
lower (perhaps 10–20% lower) than the 2024 baseline, barring other market changes. 
This is a significant tailwind for return on ad spend.

 

Historical vs. Projected Pricing Trend: To put the change in perspective, 2021–2024 
saw rising digital ad prices in part due to Chinese entrants. Many DTC brands felt a 
squeeze as CPMs climbed each year. The Chinese pullback in 2025 effectively “rolls back” 
ad prices to earlier levels in some categories. For instance, if apparel CPM jumped from 
$10 in 2022 to $12 in 2024, it might revert near $9–10 in 2025, erasing a couple of years of 
inflation. These rollbacks mirror what happened in early 2020 when pandemic conditions 
temporarily lowered ad demand – a brief buyer’s market for ads. The key difference now is 
that this is supply-side driven (fewer bidders) rather than a drop in overall demand. As 
such, ad inventory is still plentiful and users are still there to be reached – but the 
highest bidders are missing, which could make for a longer-lasting price reduction in 
certain auctions.

 

In summary, the quantitative outlook is that a Chinese ad spend withdrawal will 
significantly depress CPC and CPM in affected sectors, improving cost-efficiencies for 
remaining advertisers. Conservatively, expect a 10%–20% drop in average ad prices 
(and thus similar or greater improvement in cost-per-conversion) in 2025 versus 2024 for 
Chinese-contested ad auctions, with gradual normalization by 2027–2030 if other 
advertisers fill the gap.

 



 

Opportunities and Strategies for U.S. Advertisers  

 

 

For U.S. advertisers – especially small and mid-sized businesses (SMBs) in the product 
categories formerly dominated by Chinese ads – the new landscape from 2025 onward 
presents a window of opportunity. With lower ad costs and less crowding by giant foreign 
rivals, these businesses can reposition themselves to capitalize on more favorable 
conditions:

 

Reinvest Savings to Expand Reach: SMBs should consider redirecting the 
budget savings from lower CPC/CPM back into their campaigns to reach a wider 
audience. For example, if a home décor retailer’s Facebook ad CPM drops by 20%, 
they could buy 25% more impressions for the same budget. This can help them 
capture market share and acquire customers who might have gone to Temu or 
AliExpress previously. Early evidence suggests a short-term vacuum that 
proactive advertisers can fill. “Plenty of advertiser demand [could] pick up those 
impressions left behind by Temu” given the right conditions. U.S. brands can 
increase their ad volume (more frequent ads, broader targeting) while still 
enjoying a lower cost per result.

Target Displaced Customer Segments: Chinese platforms like Shein and Temu 
cultivated a base of deal-seeking, price-sensitive customers, often younger 
shoppers (Gen Z) looking for trendy items . With those companies scaling back 
marketing, U.S. brands have a chance to win over these consumers. SMB 
advertisers can craft campaigns highlighting value and affordability to appeal to 
ex-Temu/Shein shoppers. For instance, a small fashion label might run ads 
emphasizing “quality at a great price, shipped from the USA” to attract shoppers 
who can no longer get a $5 top from Shein as easily. The key is to identify the 
gaps left in consumer attention – e.g. certain keywords or social audiences 



that were monopolized by Chinese ads – and aggressively target them. Some U.S. 
companies may even increase bids slightly on those specific targets, knowing 
the overall auction cost is lower and that conversion odds are higher with fewer 
competitors.

Improve Ad Creative and Branding: During the Chinese ad influx, many 
domestic SMBs found it futile to outspend the likes of Temu, so they stayed 
niche or reduced ad spend. Now is an ideal time for these brands to reinvigorate 
their marketing with fresh creative and branding, taking advantage of 
cheaper media costs. Higher-quality creatives can further boost click-through 
rates and conversion rates, making the most of the current cost efficiency. 
Moreover, brands can tell a brand story that differentiates from the Chinese 
ultra-cheap narrative – for example, emphasizing sustainable sourcing, local 
business support, or superior quality. With Chinese ads less ubiquitous, 
consumers might be more receptive to these messages, and SMBs can build 
brand loyalty in the void left by transient discount sellers.

Optimize for Profitability: Lower ad prices mean that customer acquisition 
that was previously unprofitable might become viable. SMBs should revisit their 
unit economics and lifetime value calculations with the new ad cost 
assumptions. If a certain product couldn’t support advertising at $1 per click but 
can at $0.70 per click, it may be time to advertise that product line again. In 
essence, more campaigns will meet ROI hurdles. Marketers could experiment 
with broader keywords or new channels (e.g. try YouTube ads or Instagram 
Stories ads that were too expensive before) now that prices are friendlier. The 
improved return on ad spend (ROAS) should be channeled into scaling what 
works. However, experts also advise caution: this “cheap ads” window may not 
last forever . Businesses should aim to lock in new customers and earn loyalty 
during this period, so that even if ad costs rise again in a year or two, they have a 
stronger customer base to rely on.

Monitor and Adapt to the Timeline: The opportunity for cheaper ads may be 
somewhat temporary. Some estimate a “window of maybe a few weeks” to a 
couple of months before other advertisers step in and prices readjust . While we 
expect some lasting effects, it’s wise for SMBs to strike while the iron is hot. That 
means ramping up campaigns in mid-2025, and then monitoring metrics 
closely. If they see CPCs creeping up again by late 2025 as competitors return, 
they might moderate spend or focus on the most efficient channels. Essentially, 



dynamic budget management is key – take advantage of low costs, but be 
ready to pull back or find new angles if costs rise. U.S. advertisers could also use 
this time to diversify their marketing (build more owned media, email lists, 
organic social) as a hedge, using the relatively affordable paid ads to funnel users 
into those owned channels for long-term benefit.

 

 

In summary, U.S. small and mid-sized advertisers stand to benefit significantly from 
the reduced bidding pressure. Those that are savvy can lower their customer 
acquisition costs by double digits, gain visibility, and acquire new customers who were 
previously drawn away by Chinese mega-advertisers. The strategic play is to use the 
favorable pricing to strengthen one’s market position – whether through scaling up 
advertising, honing in on newly reachable consumers, or improving profitability per 
customer. By 2030, we may well see a cohort of U.S. D2C brands that grew rapidly in the 
late 2020s, partly thanks to this shift in the advertising playing field.

 

 

Strategic Implications for Meta and Google  

 

 

A large-scale retreat of Chinese advertising spend carries important strategic 
considerations for Meta and Google as they look toward the latter half of the decade:

 



Diversification of Advertiser Base: The situation has exposed how dependent 
Meta (and to a lesser extent Google) had become on China-based 
advertisers for growth. An external geopolitical decision – tariffs and trade 
policy – suddenly put billions of revenue at risk for them. Going forward, Meta 
and Google may invest more in diversifying their advertiser base so that no 
single country or cohort has such leverage. This could mean increasing support 
and incentives for other emerging-market advertisers or small and medium 
businesses globally to advertise on their platforms. Meta in particular might 
double down on courting more U.S. small businesses to fill the void. It’s worth 
noting that Meta did not have Chinese users, only advertisers, so losing that 
revenue doesn’t diminish their user base or ad inventory. Filling the revenue gap 
means attracting other advertisers to spend more. We may see initiatives like 
discounted ad credits, training, or improved ad tools for SMBs to stimulate 
spending. In essence, Meta and Google will aim to rebalance their reliance so 
that no geopolitical rift can so easily undermine their ad sales.

Platform Policy and Lobbying: These companies are not passive players; they 
have a stake in how the trade war evolves. We might expect Meta and Google to 
quietly lobby for trade policies that minimize damage to the digital 
advertising ecosystem. For example, they could advocate against overly strict 
tariff rules or push for exemptions that allow cross-border e-commerce to 
flourish (since that drives ad spend). At the same time, they must navigate 
domestic political optics. Meta and Google might emphasize how their 
advertising empowers U.S. small businesses, subtly making the case that hurting 
U.S. ad platforms (by squeezing out foreign advertiser dollars) could backfire on 
American entrepreneurs who benefit from lower ad costs. It’s a complex dance: 
publicly they cannot side with Chinese firms, but privately they will be aware 
that a prolonged loss of Chinese ad spend is a significant headwind. 
Google’s CFO already flagged the tariff changes as an issue in earnings calls, 
signaling to investors and policymakers alike that this is a concern.

Ad Market Dynamics and Pricing Strategy: With lower auction prices likely, 
Meta and Google will monitor how it affects their overall ad revenue. In auctions, 
prices are set by bidder demand, but platforms have some levers: they can 
increase the supply of ad impressions (e.g., show more ads to users or introduce 
new ad placements) to offset lower prices, ensuring total spend stays up. In the 
short term, both platforms are seeing healthy demand from other sectors, so 



they have downplayed the impact. For instance, Google reassured investors that 
AI-powered improvements are keeping ad performance strong despite macro 
uncertainty. Strategically, if ad prices drop, these companies might seek to 
improve ad targeting and conversion rates (through AI optimization) so that 
advertisers get more value and potentially bid more. They may also explore first-
party data and closed-loop measurement to attract retail advertisers who 
value tangible ROI. Essentially, Meta and Google will try to make their ads so 
effective that even a smaller advertiser pool can yield the same revenue 
because each ad impression converts better. This aligns with Google’s emphasis 
on AI in ads and Meta’s focus on Advantage+ campaigns and other AI-driven 
tools.

Geopolitical Risk Management: The scenario underscores a new form of 
geopolitical risk: digital ad spend as a bargaining chip. If China’s government 
encouraged its firms to cut advertising on American platforms (to avoid 
enriching U.S. tech giants during a trade war), it sets a precedent. Meta and 
Google must account for the possibility that access to Chinese advertising 
budgets can be suddenly shut off by policy decisions. They might respond by 
strengthening their foothold in other international markets. For example, if 
growth from Chinese clients is uncertain, they could look to India, Southeast 
Asia, Latin America, and Africa as key growth areas for advertising. These 
regions have rising digital economies and could pick up some slack in global ad 
spend. We could see Meta invest more in emerging-market commerce tools or 
Google nurturing more exporters from places like Vietnam or Turkey to advertise 
globally. The companies will also factor this risk into their guidance and 
planning – potentially maintaining a buffer in spending (like slower hiring or 
other cost controls) to account for volatility in this segment.

Long-Term Platform Strategy: Meta and Google’s dependence on Chinese 
advertisers also speaks to the interconnectedness of global commerce and 
tech. Over 2025–2030, if Chinese brands remain absent, Meta and Google might 
shift strategies in certain product areas. For instance, Meta has been building out 
its Shops and e-commerce features on Facebook/Instagram. These were 
attractive to Chinese D2C sellers. Without them, Meta might reorient those 
features to cater more to local businesses or other international sellers. Google, 
which has a massive shopping ads business, might partner more with U.S. 
retailers to get them online (as a way to replace lost Temu/AliExpress spend with 



Walmart, Target, or smaller retailers’ spend). There’s also the aspect of ad 
content moderation and political influence – Chinese state-linked 
advertisers were also spending on platforms for influence campaigns. A 
withdrawal could reduce those concerns, perhaps allowing Meta to claim a slight 
win on reducing foreign propaganda (albeit for reasons unrelated to their 
content policies). Strategically, by 2030, Meta and Google will aim to have a 
more resilient advertising model where growth comes from a broad base of 
industries and countries, and no single point of failure (like a trade dispute) can 
drastically alter their fortunes.

 

 

In conclusion, Meta and Google face a balancing act in the wake of a Chinese ad retreat. 
In the near term, they benefit from others stepping in to buy cheaper ads (and they may 
quietly enjoy that overall engagement on their platforms remains high, even if 
Chinese companies aren’t monetizing it). In the long term, they will adapt by cultivating 
new advertiser segments and pushing innovation to maintain ad revenue growth without 
the once “easy” money from Chinese e-commerce firms. This episode will likely enter 
business case studies as an example of geopolitics intersecting with digital marketing, 
forcing tech giants to adjust strategies in a more fragmented global economy.

 

 

Conclusion  

 

 



The potential large-scale withdrawal of Chinese advertisers from Meta and Google from 
2025 through 2030 represents a seismic shift in the digital advertising landscape. In 
summary:

 

Meta and Google’s Global Ad Ecosystems would feel a revenue slowdown, 
losing a combined tens of billions in spend contribution over the period. Ad 
auction dynamics would initially tilt in favor of advertisers, with lower CPCs and 
CPMs globally due to the removal of aggressive Chinese bids . This softening in 
ad prices marks a reversal from the high-inflation environment of 2023 , offering 
a respite to advertisers even as it challenges the platforms’ growth.

Downstream U.S. Advertisers – particularly SMBs in apparel, home goods, 
accessories, and similar categories – stand to benefit from the reduced 
competition. They gain cheaper access to consumers, can rebuild market share, 
and see improved advertising ROI. At the same time, those savings come amid 
broader trade turbulence that raises product costs, meaning agile and locally-
focused firms will capitalize the most. If executed well, U.S. brands can 
strengthen their foothold in the absence of Chinese rivals, leveraging the “freed 
up” ad inventory to reach new customers and reinforce their value propositions.

Ad Pricing and Conversion Economics will shift favorably for advertisers in 
the affected verticals. We project meaningful decreases in CPC/CPM (10–20% 
or more) and a corresponding drop in cost per conversion as long as the Chinese 
absence persists. Historical precedents support this magnitude of change . These 
pricing changes could persist into the latter 2020s until either Chinese 
advertisers return or other competitors bid prices back up. It’s a rare opportunity 
for advertisers to acquire customers at lower cost, and many will take advantage 
by scaling their campaigns.

Opportunities for U.S. Brands include reinvesting ad cost savings to grow 
reach, targeting the customer segments left behind by Chinese platforms, and 
shoring up brand loyalty during this period of less competition. Small 
businesses, in particular, could see a more level playing field on major ad 
platforms than they’ve had in years. The next few years may reward those who 
are proactive in adjusting their marketing strategy to the new normal of ad 
auctions.



Meta and Google’s Strategies will evolve as they seek to mitigate the impact 
and avoid over-reliance on any one region. They will likely diversify their 
advertiser base, innovate on ad products (with AI-driven efficiency to entice 
spend), and navigate policy issues carefully. The situation is a reminder of how 
entwined global commerce is with tech platform economics – and it may prompt 
these companies to build in more safeguards against geopolitical fallout. Both 
firms remain fundamentally strong (e.g., Meta’s other advertising clients and 
Google’s broad advertiser mix still drive growth), but a Chinese ad retreat forces 
a re-calibration of their growth plans through 2030.

 

 

Overall, China’s ad market withdrawal – whether a temporary tactic or a prolonged 
strategy – is reshaping the digital advertising market. In the near term, advertisers 
outside China enjoy a buyer’s market for ads, and many U.S. businesses will benefit 
from what one analyst called the drying up of China’s advertising “fire hose”. Over the 
longer term, the industry will adjust: new winners will emerge, platforms will adapt, and if 
geopolitical winds change, Chinese advertisers might re-enter the fray in some capacity. 
Marketers and businesses should stay vigilant to both the opportunities and 
uncertainties this development brings, positioning themselves to thrive in a landscape 
where the only constant is change.

 

Sources:

 

Meta’s 2023 financial results and commentary on Chinese advertiser 
contribution; Morning Brew (Matty Merritt) on 2024 Chinese ad revenue and 
2025 impact.

Adweek, Digiday, and Guardian reporting on Temu’s and Shein’s ad pullback 
amid tariffs in early 2025 .



Digiday interview insights on how Temu’s exit softens CPMs and slows social ad 
spend growth.

Search Engine Land and PPC.land analysis of Temu’s withdrawal effect on 
auction prices (comparison to Amazon 2020)   and data on Temu’s spending 
(~$2B on Meta 2023) .

WARC and SCMP on the rise of Chinese advertiser spend and its market-wide 
impact (e.g., Etsy’s complaint of rising costs)  .

Reuters and eMarketer on expected ad spend hits from tariffs (projected $10B 
cut to 2025 social ad spend, growth dropping to ~1.5%).

Sidecar/Total Retail 2020 benchmarks illustrating CPC declines when a major 
advertiser (Amazon) left Google Ads , used as a proxy for current scenario.

Comments from marketing experts at Tinuiti, Wpromote, and Smarter 
Ecommerce on the “vacuum” of impressions and cautious optimism for 
remaining advertisers .

Additional context from SCMP, Reuters, and others on the strategic and policy 
backdrop (trade war escalation, tariff rates, de minimis changes) framing this 
issue.
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