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inflate
in almost all the top markets

Media Prices predicted to 



Despite widely held views that the 
2017 Global economy will continue in a 
fragile state, there is no clear sign of a 
precipitative fall in confidence, with media 
prices predicted to continue to inflate in 
almost all the top 20 markets. We make 
this statement in the light of our knowl-
edge stretching back over many decades, 
observing successive economic cycles. As 
a general observation, economic upswings 
tend to last an average of around 10 years 
in between the down cycle. However, in 
modern times upswings can last 15 years 
or far less. The key to this report is that as 
we look forward to 2017, we foresee no 
significant easing of media pricing pres-
sure. Against that initial conclusion, we are 
delighted to share this Inflation Outlook 
for 2017 with you.

 

The established ECI  
Inflation Reporting Service:  

• Customised Reporting - inflation 
trends can be made available to 
subscribing clients. 

• As a complimentary service to all 
clients we continue to make avail-
able an annual report covering 
overall Trend Analysis for the top 20 
markets. This approach has devel-
oped into a much anticipated Annu-
al Report, which reviews the closing 
year - 2016 - as well as introduce 
the most up to date inflation pre-
dictions for the coming year - 2017. 
We will also provide a mid-year up-
date during 2017.      

For some years we have tracked our own 
ECI predictions from year-to-year by way 
of an open and transparent comparison. 
Again we continue to “put our predictions 
to the test”.  We do this by reference to 
our Real Price database trend indicators.  
This year, as before, we summarise the 
outgoing year 2016. What did we say and 
what actually happened to prices in 2016. 
This year there has been more volatility 
than in previous years, with some notable 
and less anticipated outcomes. We note 
Mexico where a buoyant economy com-
bined with a change in measuring system 
has contributed to rather higher than an-
ticipated inflation as well as the reverse 
effect in the UAE.  

The focus of this report is our Inflation 
Outlook for 2017. We maintain our es-
tablished consistent reporting approach, 
which is founded on real prices drawn 
principally from in-house data experience 
derived from the ECI network of offices. 
We balance this with other respected 
economic interpretations drawn from the 
Economic Intelligence profession.

Perhaps the distinguishing factor to 
note this year is a potentially more stable 
Europe, despite the Brexit Referendum 
and various other populist movements. 
Time will tell of course. 
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10 YEARS
No turning point in sight, almost

post the Financial Crisis
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The media inflation headlines  
are as follows:

 · NO CHANGE with regard to the centres 
of higher growth: The economies of 
North America, East Asia, as well as India 
continue to expand faster than Europe.  

 · Despite economic problems in South 
America, Brazil and Mexico remain 
buoyant and our experts on the ground 
predict continuing price pressure. 

 · Russia is the most difficult to predict 
market, with the obvious twin driving 
forces of internationally imposed 
sanctions (possibly to be reversed by 
incoming President Trump) and the 
possible recovery in oil prices (currently 
trending at $50+) offering that 
economy optimism.

 · China no longer ‘inflates’ our predictions. 
While still a leading and pivotal 
economy, China price pressure settles in 
a range more in line with other strongly 
performing markets.  

 · And finally we return to referenda 
Europe. Some uncertainty will 
accompany our journey for the next few 

years as the EU’s dominating influence 
is called into question. However, as long 
as the centre of European politics can 
calm markets and evolutionary change 
is handled well, we may be able to look 
forward to stable, if muted, prosperity.             
 

In this ECI Inflation Report for 
2017 we have continued with our 
established reporting methodology. 

 · All analysis is focused on the most 
regularly reported ‘Global 20’. These 
media economies account for over 90% 
of all Media Dollars invested, globally. 

 · For 2017, we again provide a fully 
comprehensive Digital inflationary report 
across the same ‘Global 20’ markets.   

 · In 2016/17, ECI continues to provide 
input to the WFA Annual Inflation 
Report. Although the WFA report 
wisely does NOT attribute the individual 
contributors’ exact input, we can say 
with confidence that our predictions 
trend lower in the range. This alone 
would not be a virtue were it not also 
an observed fact that over time, other 
sector contributor predictions have 
tended to overestimate price pressures. 

It is now fast approaching 
10 years since the 

of 2007/8 

Economic Crisis 



E C I  R E P O R T .  I S S U E  N O .  1 9  –  P A G E  4

The established  
ECI report structure

Each year we construct a comparison of 
the ECI predictions made for the out-go-
ing year – 2016. Our focus is on reconcil-
ing how these predictions have turned out 
compared with the year’s actual data. The 
lessons learned are redeployed in the fol-
lowing cycle. ECI has established a strong 
track record of accuracy and is openly 
transparent as follows: 

 · After reconciling our predictions for 
2016 with the actual market behaviour, 
the report then moves on to scene-set-
ting for the current year 2017. 

 · Next we summarise our inflation/defla-
tion predictions for each of the estab-
lished Global Top 20 markets in 2017. 

  

 · The basic data for the Global Top 20, 
once established in broad terms, are 
available in further local drill downs. We 
have summarised by way of some key 
insights with analysis drawn from our 
local databases.  

 · Local reports can be made available 
on a bespoke basis for clients requiring 
greater depth of analysis by media type, 
channel or vendor segmentation as well 
as deeper target audience; seasonal 
and trading conditions factorisation. 



Country 2016 

Predicted in/deflation

2016 

Actuald in/deflation

Brazil 11% 11%

South Africa 11% 7%

China 9% 9%

UAE 9% 0%

Thailand 8% 9%

India 7% 10%

Mexico 6% 13%

Russia 5% 7%

Spain 5% 5%

Nordic 4% 5%

USA 3% 5%

Germany 3% 5%

UK 3% 3%

Netherlands 3% 2%

Australia 3% 0%

Switzerland 2% 0%

France 2% 3%

Canada 1% 3%

Italy 1% 3%

Japan 1% 3%

Here is how the ECI TV pre-
dictions ranked the markets’ 
performance at the beginning 
of the year 2016. 

Alongside those predic-
tions, in the right hand col-
umn, we have placed the most 
up to date estimate of how 
the market performance for 
full year 2016 is now most 
likely to actually turn out. 

Recap 2016  
– how have our 
predictions for 
2016 turned out in 
reality?

How did the ECI 2016 
forecasts turn out?

We see notable divergence from 
the predictions in the UAE and Mexico. 
Otherwise trends are intact.  With no de-
flationary trends observed, media pricing 
remains buoyant overall. 

Vendors may take comfort from that. 
We suspect our investing clients are less 
happy.

1. The trend in scale and direction was 
generally correct in most markets. 

2. In fact, of the 50% of markets that in-
flated at a greater level than predicted, 
many were in Europe. However, this was 
not a decisive trend. What is important 
is that European markets have been, at 
least for the last year, more active than 

many had predicted.  Crucially, we note 
that the world’s largest economy - the 
USA - powered ahead and at +5%, 
media investment costs moved on even 
more than we had anticipated (+3%).   

3. It is also important to note that actuals 
may turn out at odds with predictions, 
but ranking positions in the table are 
more or less as expected.

4. Mexico, Brazil, India, China and Thai-
land robustly topped the table. The 
UAE, Australia and Switzerland propped 
up the table.

5. All-in-all, ECI predicted with 83% ac-
curacy based on direction and scale 
criteria. 
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Country/
Region

2017 

Predicted in/deflation

US / North America ~ 2%

Europe (West) ~ 1–2%

Europe (East) ~ 2–3%

India ~ 7–8%

China ~ 6–7%

Brazil ~ 0%

Mexico ~ 2%

Based on established methodology, we 
incorporate observations of the overall 
macro-economic environment of the 
markets that we are tracking. We are 
guided and informed by the respected 
data derived from, amongst others, the 
IMF and OECD.

Directionally, this is where these 
widely respected organisations are cur-
rently viewing the economic prospects 
in the markets and regions to the right. 

Again, year-on-year trends by region 
are consistently familiar. 

The ECI Media Pricing predictions for 2017
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Country 2017 

Predicted in/deflation

Brazil 10%

India 10%

Thailand 10%

Russia 10%

Mexico 9%

China 8%

South Africa 5%

Spain 5%

Nordic 5%

USA 5%

Germany 5%

UAE 5%

Switzerland 4%

France 3%

Canada 3%

Italy 3%

UK 2%

Netherlands 2%

Australia 2%

Japan 0%

The ECI 2017 
predictions TV

We endeavour to ensure consistency 
in our trend predictions for inflation/de-
flation by focusing our primary data and 
information sources on the direct expe-
rience, both trading and data built up by 
the ECI office network. Real pricing data 
combined with client forward plans drive 
our knowledge. As a long established 
contributor to the WFA Inflation Outlook, 
ECI is also able to share perspectives thus 
balancing our predictions and judgements 
further. All analysis is comprehensive 
across 20 Global markets. 

 We cannot create drama where there 
is none. The bottom line this year 2016 
into 2017 is for a familiar set of results. 
Japan has not suddenly begun to grow 
dramatically. Likewise, China and India 
have not become middle-aged econo-
mies. Growth trends are just that and run 
their course. 

 

To note we would cite  
the following broad trends: 

 ·  For dramatic growth do not look to Eu-
rope. However, European media invest-
ment prices have progressively become 
(relatively) more efficient in recent years. 
For some time and each subsequent 
year, it has cost more relatively to buy 
media in India/China versus say the 
UK/Germany. As long as sales returns 
can be made to work, Europe becomes 
relatively more attractive to advertisers. 

 · The feedback from the markets is 
that by avoiding any further economic 
shocks, we are most likely to witness 
virtually no price deflation. Deflation has 
been a real possibility in the last few 
years both in Mediterranean Europe, 
Russia and Japan.
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Country 2017 
Predicted in/deflation

Display                           Video

China 12% 16%

India 12% 12%

Thailand 11% 12%

UAE 10% 10%

Brazil 7% 6%

Russia 7% 10%

Mexico 6% 6%

Spain 6% 6%

Nordic 6% 7%

South Africa 5% 4%

Netherlands 5% 7%

Italy 4% 4%

USA 3% 4%

Canada 3% 3%

Australia 2% 7%

France 2% 2%

UK 1% 2%

Switzerland 1% 3%

Japan 0% 0%

Germany -10% 6%

ECI’s leading Digital consulting 
and benchmarking is estab-
lished via our unique approach 
to pricing algorithms main-
tained in our databases. Our 
techniques have been devel-
oped in order to enable ECI to 
benchmark in the majority of 
markets at maximum Vendor/
Formats levels. We are able to 
consistently benchmark and 
predict pricing trends across 
85+% of the main vendors 
and formats.

The following extract shows 
ECI’s forecasts across the ag-
gregate of Digital Display and 
Digital Video for the Global 
20.  

The ECI 2017 
predictions Digital

Digital investment for many advertisers 
is now as important as their investment in 
Television.  Growth in Digital, often using 
new techniques such as programmatic 
and audience tracking that maximises the 
customer user profile data, has encour-
aged the evolution of Digital communica-
tion.  

Absolute growth trend into Digital 
aside, we have looked at the year-on-year 
cost profiles.  Our overall conclusions 
with respect to geographical growth 
profiling in Digital and the consequent 
inflation predictions are focused on these 
broad Regional observations: 

 · Generally, Asia is digitally powered and 
technically advanced. Clients are cur-
rently investing heavily in Asia.

 
 · As in Television, we see client Digital 

priorities follow strongly in South America.

 · Europe Digital price pressure, to a great 
extent, mirrors that of the Television 
trends already observed. 

 · A key and critical observation is Adver-
tiser investment sentiment negativity. As 
more and more industry commentators 
raise questions relating to lack of Digital 
transparency, could Digital’s inexorable 
growth be under pressure. 
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 · Our main conclusion is driven by the 
‘steady as it goes’ overall economic out-
look. It is difficult to see a strong reason 
for advertisers not to continue investing 
in their established patterns.

 · Second guessing economic cycles or 
populist effects on politics is not a sen-
sible option to adopt and so advertisers 
must invest where their opportunities 
arise. That means with growth predicted 
across virtually every major market, all 
markets offer opportunity.   

 · For the last few years we have seen 
consistent price increases in :

 » Brazil
 » India
 » Mexico
 » And in Europe the Nordic  

 markets leading the way.

 · Following 2007/8 there was an ex-
tended period when Southern Europe 
tracked backwards. That period of de-
cline extended for the next 4 to 5 years. 
At this point, in 2016/17, the value to be 
gained in markets such as: Italy, Spain, 
Greece, etc. is still behind that to be 
found pre-2007/8, but at least these 
markets are now showing re-established 
growth potential.

 · Again this coming year we see UAE, 
Thailand and possibly South Africa join-
ing the leading pack at the top of the 
table. 

 · It is always difficult to predict trends in 
Russia. Last year we foresaw negative 
outcomes for Russia. We could only 
frame our prediction with a “Minus”. This 

year we make a cautious prediction that 
growth returns and thus media pricing 
(itself not immune from politics) will in-
crease.         

 · Trending forward from 2015/16, the US 
economy is optimistic and as the leading 
Global economy, is pivotal for us all. That 
confidence in a growing economy is am-
plified by a US FED that has indicated a 
trend for interest rate rises. Unexpected 
turns are always a possibility as the new 
administration takes over. However, we 
will need to wait to develop our next 
mid-term report later in 2017 to com-
ment further.  

  
 · As in the past, Television remains the 

pivotal medium. Clients’ trust in televi-
sion remains strong and as long as the 
audience ratings continue to be deliv-
ered, Television’s commercial future is 
assured.

 
 · Advertiser doubts relating to Digital 

could grow. Those doubts reflect uncer-
tainty. Is the trading interface transpar-
ent? How many of the Dollars invested 
in Digital fund the space itself. Transpar-
ency extends to questions linked to the 
management of the extensive consumer 
data that now powers Digital buys. This 
may not be the right forum to discuss 
that aspect. At this point the inexorable 
growth of Digital investment is domi-
nating advertising investment decisions. 
But the time for big questions regarding 
those investment decisions may soon be 
with us. At the same time we still have 
to caution that Programmatic Buying 
remains the, as yet, unproven Holy Grail 
of media buying. 

Our Overall Conclusions and Key Extracts for 2017: 

E C I  R E P O R T .  I S S U E  N O .  1 9  –  P A G E  9



E C I  R E P O R T .  I S S U E  N O .  1 9  –  P A G E  1 0

Transparency for a consulting 
company is of paramount importance. 
It is for this reason, that ECI always 
reports its predictions in parallel 
with a review of the previous year’s 
predictions. Our report and forecasts 
of a year ago for 2016 consistently 
made accurate predictions. Principally 
the overall trends were predicted. 
The surprises were not dramatic. Our 
achieved accuracy calculated at 83% 
and is a testament to the strength of 
our database integrity and our senior 
executives’ ability to read the markets.     

Final thoughts



The digital landscape is changing; your 
media management strategy needs to 
change with it. But change can be a  
force for good: ECI, the market’s fastest 
growing global media management  
company, can help you make your media 
budget generate higher value, harnessing 
these changes.

Ours is a new breed of media auditing 
and performance management company. 
We are leading the charge when it comes 
to sophisticated media benchmarking  
services, delivering higher value, and 
making a media-led impact. Our approach 
to digital media is forensic and fact based, 
and we make use of world-class talent 
and proprietary technology to maximize 
your firm’s digital impact.

Today’s dynamic and fast-paced media 
landscape requires data-driven decision 
making, global experience and a firm 
grasp of innovative technologies.  
ECI offers all of these things, and more, 
from media auditing to KPI setting and 
management, and pitch consulting.

We operate across the Americas,  
Europe and Asia. Our clients are some  
of the world’s largest advertisers, and our 
network of owned offices and leading  
affiliates support them through high  
level media intelligence and rigorous 
benchmarking. Ultimately, we provide  
the in-sight, experience, and savvy that  
assists our clients in making sure that 
their advertising expenditure and agency 
relationships generate higher value.
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