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ECI inflation report

Welcome to the 2018 ECI 
media inflation report, which 
we are delighted to present in 
a new format. We have 
ensured that all the insight 
that is relevant to you is 
easily accessible and easy to 
find, and set within a global, 
regional and local context.

Our experts have their fingers on 

the pulse of the media industry 

and have used their data analysis 

and our knowledge that stretches 

across many decades to both 

understand media inflation of the 

last few years, and to forecast 

media inflation into 2018. 
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Global

A firm grasp of the global 
economic trends and forecasts is 
crucial to understanding and 
contextualising the behavior of 
global, regional and local media. 
As such, we have summarised 
forecasts and trends so that the 
inflation trends later in this 
document are even more useful 
and pertinent. 

The OECD projects that the global 

economy will grow by 3.7% in 

2018 and 3.6% in 2019

US growth is forecast to outstrip that 

in Europe, with an estimated 2.5% 

growth in 2018 and 2.1% in 2019, 

while in Europe growth is expected to 

be 2.1% in 2018 and 1.9% in 2019. 

Uncertainties around Brexit mean that 

the growth slowdown in the UK is 

expected to continue throughout 2018.

While global growth is strong, 

challenges still exist in the longer 

term

While policy stimulus is supporting an 

upturn, recovery in private investment 

is still modest. Governments across the 

world are therefore being advised to 

create reform packages that stimulate 

growth in the private sector, driving 

higher wages and more inclusive 

growth, as inflation and wage growth 

remain lower than is ideal. 

There is a risk that financial 

vulnerabilities and high debt could 

undermine medium-term growth

Low interest rates and low market 

volatility have encouraged more 

reckless risk-taking; along with ever-

increasing corporate indebtedness, this 

creates vulnerabilities that could affect 

growth in the medium term. 

Bold and thoughtful policy action 

will be critical in driving robust, 

inclusive and resilient growth

Decision-makers must focus on 

structural and fiscal action for long-

term potential in order to ensure 

growth, particularly now that monetary 

policy support is reduced. As 

mentioned above, governments must 

implement reform packages that 

promote productivity, higher wages 

and inclusive growth in the private 

sector, whilst pursuing an integrated 

approach to balance growth and risks 

in the financial sector. 
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Data for some G7 and World markets is not yet finalized for 2017, so 
forecasts are not yet available for those groups. 

While most markets recovered in 
the years following the economic 
crash of 2009, some still 
demonstrate inflation rates that 
indicate that all is not quite back 
to normal. No markets have 
experienced deflation since that 
unhappy year, and all seem to be 
on an upward trajectory, 
demonstrating higher consumer 
confidence. China is the exception 
to the rule, having been more 
erratic over the period since 2009. 

However, more recently its high CPI 

inflation has reduced and is stabilizing to 

become more consistent with the rest of 

the world.

Following a slump in 2015 – the year 

preceding the UK’s Brexit referendum –

the European Union’s strong position in 

Brexit negotiations is driving higher 

consumer confidence in the region. We 

would recommend that advertisers start 

scaling up their activity here, particularly 

in the larger markets such as France and 

Germany. 
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CPI Inflation, % change, year-on-year

Global inflation trends

Source: OECD
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The global media industry is of 
course intrinsically linked with 
both consumer behavior and 
technology developments. 2018 
will see some key global events 
and developments that will have a 
strong impact on the media 
market, leading to price changes 
and necessitating new ways of 
thinking and acting in order to 
make investments work hard.

GLOBAL EVENTS

FIFA World Cup

The World Cup – the biggest event in 

global advertising – is taking place in 

Russia this year. TV supply is likely to 

increase but advertisers will find it 

challenging to reach younger male 

audiences; meanwhile, specialized 

activations on social media and the 

streaming of games will help to control 

TV inflation levels, in contrast to 

previous World Cup years. The other big 

World Cup medium, OOH, has been 

subject to an open tender in the host 

cities, but we are anticipating some 

impact on inflation thanks to World Cup 

requirements that restrict OOH 

advertising within 2km of the stadiums. 

US Midterm Elections

Hundreds of legislative seats are at 

stake in the US midterm elections, which 

are scheduled for November 6th. This will 

have long-term ramifications on the 

redistributing process that will be carried 

out in 2021 or 2022. While midterms will 

never match the spend on media for 

Trump’s 2016 election campaign, or the 

wider increase in national network 

spend, key economic and social issues 

will be in the spotlight.

Pyeong Chang Winter Olympics

Large audiences are expected to tune 

their TVs into the Winter Olympics in 

South Korea, which kick off in February 

2018. This is expected to impact on TV 

advertisers, particularly in Asia and the 

winter sports markets such as the 

Nordics and Canada.
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Media

Changes to the Facebook algorithm 

may impact on digital advertising

Facebook CEO Mark Zuckerberg recently 

announced that he wants to change the 

balance of content in newsfeeds, 

weighting personal content over 

professional in order to increase the 

focus on interactions between family 

and friends. While this may affect 

accessibility to the platform, it is likely –

and hoped – that the quality of 

publishing on Facebook will increase.

The rise of Amazon

Amazon is rapidly becoming one of the 

larger digital players, competing with 

Google and Facebook and increasing the 

opportunity for advertisers to spend 

outside of that duopoly; this will lead to 

a reduction in media pricing. 

Increased demand for OOH and 

Cinema

Thanks to an impact that is becoming 

harder and harder to achieve on other 

channels, demand for OOH and Cinema 

is outstripping supply, which is in turn 

driving up inflation.

DR in TV and Digital

With an increase in direct response 

activity in both TV and Digital, 

advertisers are beginning to realize that 

their investment may work harder on TV 

than in Digital. This will lead to an 

increase in the money spent on 

efficiently driving direct response 

through TV and, subsequently, reduced 

impact from Digital.

Digital Display is stabilizing

As advertisers increasingly understand 

the technology behind their digital 

media buys and reduce unnecessary 

tech stacks, the historically high levels of 

inflation in Digital Display have started 

to slow down. The media is being spared 

deflation, however, as it becomes a 

higher quality product thanks to better 

control of viewability metrics and less 

fraud. Further halting the decline into 

deflation is that supply is levelling off 

due to attention concerns, ad blockers 

and social media fasting. 

With advertisers’ increasing focus on 

qualitative metrics also a factor in the 

slow down of Digital Display inflation, 

the risk is that recent disappointments 

such as fraud and a lack of impact will 

bring down prices and possibly push the 

medium into deflation. 
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developments

Increasing media prices 

aren’t necessarily bad news

While at a macro level media prices 

are on the up, the spread is also 

increasing. This means that 

advertisers can lower their costs by 

using packaging and pricing 

strategies to optimize investment, as 

the standard deviation on media 

pricing for campaign audiences is 

increasing. ECI is well placed to help 

guide advertisers through this 

process for greater return on 

investment.
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Regional

While we anticipate that at a 
global level inflation will generally 
stay consistent from 2017 into 
2018, there will be some regional 
differences. From a media 
standpoint, OOH is enjoying 
higher revenues thanks to the 
increasing availability of DOOH. 
The market isn’t saturated and 
more supply is available, but 
uptake will continue to drive prices 
up in 2018. 

LATAM continues to see the highest 

inflation, but rates are slowing as we 

progress into 2018, with none of the 

double-digit inflation that we are used to 

seeing from this region. And while Print 

is declining or even deflationary in many 

global markets, LATAM bucks the trend, 

as governments in the region still have a 

strong hold on the press and 

newspapers are the most common way 

of consuming news.

In APAC, rising internet penetration and 

the emergence of Digital Video is driving 

higher prices, as the medium becomes 

increasingly efficient. We also expect 

traditional media to experience higher 

inflation in APAC as well as North 

America. 

Meanwhile, in EMEA, most major 

markets are experiencing deflation in 

Print, and stronger TV inflation. 

Alongside decreasing inflation in Digital, 

this points to a returning trust in TV 

following ’issues’ with Digital such as 

fraud, positional content and in-house 

programmatic. 

The era of the satellite dish could be 

coming to an end in Europe: Sky is 

moving all its channels and content 

online, giving current customers the 

option of getting rid of their dishes and 

making Sky’s services available to those 

who can’t have a dish. 
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trends
and developments

Over the next pages we 

look at media inflation in 

the markets of each region 

across the world. Experts in 

ECI offices and partners at 

a local level work with a 

wide variety of data sources 

to ensure that their insight 

and projections are as 

accurate as possible for our 

clients.

If you would like to discuss our 
findings or projections in more 
detail, please do of course get in 
touch – you can find our contact 
details at the end of this report.
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North America

P A G E  1 2



5YT: Magazines, Newspapers and Radio 

saw a consistent inflation level across the 

period; TV, Video and OOH were also 

consistent until 2017, when they 

increased. 

2017: TV and Video experienced 

consistent levels of inflation, but Digital 

Display, OOH and Newspaper all suffered 

a slight fall.

2018: We expect OOH, TV and Digital 

Video to experience increased levels of 

inflation, with the latter increasing the 

most sharply. 

5YT: A similar trend for all media across 

the period, with an initial dip for TV, 

Radio and Newspapers. Inflation for all 

media stabilized towards the end of the 

period, except Radio which increased.

2017: Digital Display, Radio and 

Magazines stabilized, with little fluctuation 

in inflation. Inflation rates for TV and 

Digital Video increased significantly. 

2018: We predict that Digital Display and 

Print will remain the most stable media; 

Radio is likely to see a significant 

decrease in inflation levels while TV will 

slow slightly.

USA
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Canada

Context: Rogers Media ended its deal with Vice Media Canada early, ending 
support of the joint venture. Bell Media merged with global content leader 
Lionsgate and Lionsgate Star Premium, distributing Canada’s first pay window.

Context: AT&T is set to merge with Time Warner content, and Disney is expected 
to bid $52.4bn to acquire 21st Century Fox. Meanwhile, regulator FCC passed a 
vote to allow broadcasters to combine Print in the same market. If not contested, 
this could be the most significant change in media ownership. 
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Europe
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Context: Sky purchased EMS, giving it a higher ethnic share, while Fox 
announced a takeover of Sky itself. This has been halted, but if successful it will 
affect market dynamics.

5YT: TV and Digital experienced 

contrasting trends: while TV initially saw 

increasingly lower levels of inflation until 

2017, where it rose quite sharply, Digital 

steadily increased, peaking in 2017 when 

it started to decline.

2017: TV and Print suffered deflation, in 

contrast to all other media which 

enjoyed inflation. In Q4 the impact and 

revenue for TV were down. 

2018: TV is looking set to bounce back 

to inflation, while all other media will 

remain consistent or slightly less 

inflationary than 2017. Only Digital Video 

will be higher than 5%.

5YT: All media followed similar, very 

volatile trends across the period. Figures 

peaked in 2016 and fell in 2017, with 

most media deflating. We expect levels 

to rise again in 2018.

2017: All media experienced lower 

levels of inflation in 2017, with OOH and 

Print deflating in contrast to their 2016 

inflation. 

2018: We expect to see an increase in 

inflation for all media except Digital.  

OOH and Radio will bounce back to 

stable or even inflationary.

UK
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France

Context: Changes to the ‘Loi Sapin’ came into effect in January 2018, meaning 
Digital, like all other media, can no longer be bought and sold on to clients by 
media agencies. Non-compliance fines will be imposed. 
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5YT: Inflation levels in Germany were 

erratic in this period, with dramatic peaks 

and troughs across the five years. The 

most significant was Radio, which started 

the period with deflation of -20%, and is 

expected to see inflation levels of 5% by 

the end of the period. Print is also 

stabilizing after 2014 lows. 

2017: The stabilization of previously 

sharp inflation levels for Digital Display 

was the most significant change of 2017. 

TV, Newspapers and Digital all 

experienced increasing levels of inflation. 

2018: Inflation is expected to stabilize 

across all media, with little change to 

2017 figures.

5YT: There were minor changes over 

the period, but all media returned to 

inflation levels similar to the start of the 

period. There was a strong resurgence in 

inflation in 2016 following 2015 lows.

2017: Digital Video and TV experienced 

minor decreases in inflation levels, while 

all other media saw no change or minor 

increases.

2018: We anticipate further stabilization 

across all media, with only TV seeing an 

increase in inflation levels. 

Germany
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Spain
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5YT: OOH was largely stable across the 

period, with a small increase in inflation 

towards the close. Digital was similar, 

but finished up at slightly lower levels of 

inflation than at the start. 2016 saw a 

resurgence, with TV inflationary and all 

other media picking up as well. Print, 

whilst still inflationary, is now plateauing. 

2017: All media experienced relative 

stability in 2017, aside from Newspapers 

which saw a significant decrease in 

deflation.

2018: Print deflation is expected to fall 

in 2018. Digital and OOH will stabilize 

and Radio will remain flat.

5YT: 2015 saw a rapid and significant 

fall in media pricing, with high levels of 

deflation; however, by 2016 all media 

had returned to an inflationary status

2017: All media stabilized in 2017, with 

the exception of TV and OOH, where 

there were some increases in inflation 

levels.

2018: We do not expect to see any 

decrease in inflation levels; all media are 

expected to enjoy an increase in 

inflation, particularly TV. OOH will not hit 

its 2014 highs, although it will increase.

Italy
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Russia

Context: The outcome of the general election on 4th March may skew 2018 
inflation estimates.

Context: In late 2017 a law was signed forcing foreign media to label news they 
deliver to Russians as the work of foreign agents, and to disclose funding sources. 
2018 is the year Russia hosts the World Cup, which will drive inflation for OOH and 
TV in particular. 
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Nordics

5YT: Finland and Sweden were the 

more stable of the four Nordic markets 

across the five-year period, with 

Finland experiencing the most minimal 

changes. Denmark and Norway were 

more volatile across all media, with 

Digital Display the most changeable 

channel in both countries. Print seems 

to be making a comeback across the 

region, bouncing back from 

deflationary to inflationary, while 

Digital Video and TV were the most 

inflationary media in the region. 

2017: TV saw increasing levels of 

inflation in both Norway and Denmark, 

most notably in the former. Inflation in 

Digital Display in both markets 

decreased sharply, resulting in 

deflation. Finland enjoyed stability 

across all media. 

2018: We anticipate further stability in 

all media across all four markets, with 

only minor changes to TV in Norway 

and Denmark. Magazines are expected 

to net out flat across the region. 
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Context: Events certain to have an impact on media activity in the Nordics in 
2018 will be the Winter Olympics, the FIFA World Cup and the IIHF – the latter is 
to be hosted in Denmark and all four markets are participating. In 2018 Sweden 
will see a change in the system for measuring TV, with 50% more panellists; this 
is expected to have an impact on the TRP levels. In Norway meanwhile, TRPs and 
TV spend dropped dramatically in 2017, while in 2018 online viewing will be 
included within the TV measurement system – the effect this will have remains to 
be seen. On a political level, there will be a general election in Sweden and a 
presidential election in Finland this year: both are sure to have ramifications for 
the economy and on the advertising industry.



Nordics
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5YT: Inflation levels for Digital and 

Radio increased steadily across the five-

year period, while TV experienced some 

volatility during 2016 and then stabilized 

into 2017 and beyond. Print suffered 

deflation. 

2017: Continuing the trend of previous 

years, Digital and Radio inflation 

increased steadily. Print experienced a 

decline into deflationary figures.

2018: Most media are expected to 

stabilize, with only minor changes to 

inflation levels. OOH is the only medium 

that will see an increase in inflation 

levels.

Ireland

P A G E  2 0

Context: The outcome of the general election on 4th March may skew 2018 
inflation estimates.
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5YT: The figures for the beginning and 

end of the period do not demonstrate 

great fluctuation for any media. Radio 

and Newspapers experienced the 

greatest volatility across the period, 

while Magazines suffered further 

deflation. 

2017: Inflation levels for TV, OOH and 

Digital stabilized in 2017, with only minor 

changes. Print continued to deflate.

2018: We expect that TV, Radio and 

OOH will see increasing inflation, while 

Print will continue on a downward 

trajectory further into deflation. 

5YT: Digital experienced the greatest 

change, with Digital Display surging from 

deflation at the beginning of the period 

to strong inflationary figures at the close. 

Meanwhile, inflation for Digital Video  

dipped and then picked up.

2017: There were no significant drops in 

inflation levels except in Digital Display. 

Most media continued to inflate, except 

Print which remained flat.

2018: The only changes of any 

significance will be minor increases in 

inflation levels for TV and Radio. 

ACH
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Switzerland
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5YT: OOH, Radio and Magazines all 

experienced some volatility across the 

period. Inflation levels for Digital Video 

experienced a steady increase while  

those for Digital Display decreased. 2015 

and 2016 were a weak period for the 

market, but picked up in 2017 and at the 

end of the period all media were either 

inflating or flat. 

2017: Inflation levels for Digital Display 

and Print increased; conversely, they 

decreased somewhat for OOH and TV. 

2018: We forecast a stabilization for all 

media, with only minor changes. Having 

previously suffered deflation, Radio will 

be flat. 

5YT: 2016 was a volatile year for Dutch 

media. While they all initially remained 

stable, many then experienced 

decreasing inflation levels. The greatest 

increase in inflation levels across the 

period were seen in Digital and OOH, 

while Print and Radio suffered large 

deflation. 

2017: Digital and OOH experienced 

lower levels of inflation in 2017, and 

while Print and TV both saw increases, 

the former was still deflationary. 

2018: Print, TV and Radio are all 

expected to see increased inflation 

levels, while Print and Radio are likely to 

remain flat.

Benelux
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Netherlands

Belgium
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5YT: Aside from a short time of stability 

in 2015, this was a period of volatility for 

Portuguese media. Most erratic was 

Newspapers, which experienced a 

significant drop in to deflation, before 

recovering in 2017 to relatively high 

levels, indicating that levels would even 

out at somewhere near 2015 levels. 

2017: Newspapers saw the most 

significant change in 2017, with a steep 

rise out of deflation into inflation. Digital 

remained consistent and OOH 

experienced lower levels of inflation. 

2018: Newspapers, Digital and Radio 

will experience a decrease in inflation 

levels, while TV and OOH will show a 

strong increase.

5YT: TV deflated in 2014 but 

experienced a resurgence across the 

period and finished just above starting 

figures. OOH and Radio saw little change 

over the period. 

2017: Inflation levels for TV increased 

steadily, and decreased for Digital. 

2018: We expect Digital and OOH to 

stabilize in 2018. Radio is the only 

medium that we expect to experience a 

significant increase in inflation, while TV 

should retain continuous inflation. 

Southern Europe
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Greece

Portugal 
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Context: New policies for broadcasting licenses may see a change in TV inflation 
in 2018, and a new cost strategy may be implemented following financial reform 
within the media industry.



Central Europe
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Czech Republic
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5YT: OOH remained consistent in all 

markets across the five-year period. 

Digital Video followed an opposite trend 

in the Czech Republic compared to 

Poland. Indeed, Poland and the Czech 

Republic generally demonstrated 

opposing trends in all media throughout 

the five years especially in 2016, with TV 

expected to resurge in the coming year 

in Poland.

2017: The Czech Republic saw a rise in 

most media for inflation, whereas Poland 

experienced a slowdown. All media in 

Slovakia was inflationary.

2018: All media will maintain stability in 

the Czech Republic, with TV experiencing 

the most significant increase in inflation 

levels in other markets.



Eastern Europe

5YT: All markets experienced a 

consistent decrease in TV inflation 

levels towards the end of the period. 

In Romania, inflation levels remained 

relatively stable, with only minor 

changes to some, except for TV which 

increased steadily. Inflation for all 

media has increased in Ukraine since 

the start of the Crimean conflict with 

Russia. 

2017: Inflation levels for TV in Serbia, 

Romania and Ukraine decreased, while 

in Ukraine there was a significant spike 

in Digital Video inflation, up to nearly 

50%. 

2018: In all markets we expect to see 

lower levels of inflation compared to 

the highs of 2017. Exceptions are 

Radio in Bulgaria and Serbia, 

Magazines in Serbia and Digital Video 

in Romania, which will all experience 

an increase in inflation. 

P A G E  2 5

Context: In Ukraine, the government is increasing its spending on cultural media, 
in particular cinema: President Groysman is expected to push domestic film 
production. 



Eastern Europe
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Baltics
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Estonia Latvia

Lithuania

5YT: All markets have experienced a fall 

in inflation levels for TV. In Latvia, OOH 

and Radio have remained relatively 

stable across the five-year period. 

2017: In all markets, TV was highly 

inflationary with double-digit inflation 

seen. Non-Digital and TV media settled 

at flat or low inflation values.

2018: We are anticipating a fall in 

inflation levels for most media. In 

Estonia, the only increase is expected in 

Digital Video, while in Latvia and 

Lithuania Radio is likely to be the only 

medium seeing increased inflation. 
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Middle East & Africa

5YT: South Africa was the most 

volatile market over the five years, 

particularly in TV, where inflation levels 

plummeted to deflation levels in 2016. 

Digital in the UAE and Saudi Arabia 

suffered a similar fate. Inflation levels 

for TV in the Middle East remained 

relatively flat across the period, leaving 

behind the traditional year-on, year-off 

rises in inflation, mainly in rate card 

rather than net pricing. 

2017: Inflation levels across all 

Turkish media saw very little change in 

2017, while in South Africa TV enjoyed 

a resurgence following a significant 

drop in the preceding period. Digital 

experienced lower levels of inflation in 

Saudi Arabia and the UAE.

2018: All media in South Africa, the 

UAE and Saudi Arabia are forecast to 

experience steady inflation levels, 

while in Turkey TV and Digital Display 

are expected to see a small increase in 

inflation.

P A G E  2 8

Context: In South Africa, a volatile economy is affecting media inflation. A 
change from AMPS to ES in Radio is making the medium increasingly erratic and 
difficult to predict. The country is suffering from a technical recession and 
unemployment is at 27.7%, so normal demand pressure that would typically 
stimulate ad rates is absent. Meanwhile, national broadcaster SABC is bankrupt 
and is seeking government bailout, and political unrest has led to some foreign 
investment being withdrawn from the market, leading to a stagnation and even 
decline in media budgets. In Turkey, lively airwaves host hundreds of TV and 
radio stations that jostle for audiences with state broadcaster TRT. Coverage of 
military activity, the Kurds and political Islam is a dangerous game for journalists 
and can lead to arrest and prosecution. 



Middle East & Africa
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Asia Pacific
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Context: In November 2017 the American CBS Corporation acquired Ten 
Network, dramatically transforming the Australian TV marketplace. 

5YT: TV, Digital and OOH peaked thanks 

to the drop in Print; this has contributed 

to TV becoming once again a major 

force. Radio has enjoyed a resurgence 

and AV inflation has increased. 

2017: TV remained flat, and Radio 

enjoyed the largest resurgence, 

reversing deflation in 2016. Print 

suffered a significant drop into deflation 

territory.

2018: All media other than Print are 

expected to see slightly higher inflation 

than in 2017. TV should pick up after two 

years of flat growth, while Print will 

deflate further.
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5YT: When Print deflates, other media 

tend to benefit. Digital Video and OOH 

were the most inflationary over the 

period, while Radio also enjoyed a 

resurgence. 

2017: TV saw a small overall inflation 

and its overall curve was similar to 

Digital Display. Radio enjoyed the largest 

resurgence, reversing deflation in 2016. 

Print suffered a large drop into deflation 

territory.

2018: All media excluding Radio are 

expected to be flat have slightly lower 

inflation than in 2017. TV will finally pick 

up after two years of flat, while Print will 

deflate further. 

Australia
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New Zealand



Context: Internet penetration is nearing saturation in urban areas, while CCTV is 
providing a more diverse programming agenda, increasing ad revenues.

5YT: Inflation at the end of the period is 

not as high as it was at the start, as all 

media stabilized significantly in 2016. 

Digital Video was the only media to enjoy 

double-digit inflation. 

2017: All media inflated but there was a 

slow-down in all non-TV media, 

particularly in Digital. 

2018: Digital inflation continues to be 

stable, while Offline is enjoying a small 

resurgence. OOH has inflated thanks to 

the activation of DOOH.

5YT: There was a significant drop in 

inflation in both TV and Digital Video 

across the five-year period; but between 

2016 and 2017, all media stabilized. 

2017: We saw a stabilization in inflation 

for TV and OOH, while Digital Display 

and Magazines suffered lower levels of 

inflation. Digital Video was the winner 

and saw the greatest inflation. 

2018: We anticipate that inflation for all 

media will increase by 2%, except 

Magazines and Newspapers which will 

increase by 1%. 

China
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Indonesia
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Context: Tensions between North and South Korea were heightened at the end 
of 2017; more positively, the Winter Olympics in 2018 should drive an increase in 
media investment, particularly in OOH. 

5YT: Inflation was volatile across all 

media, with the biggest spike in Digital 

Video and Print. Inflation levels were 

relatively stable after 2016, except for 

TV. 

2017: Radio benefited from the highest 

inflation, with Digital Display seeing a 

more modest level of inflation. Inflation 

for all other media was lower, with TV 

deflating.

2018: We anticipate a stabilization in 

inflation across all media, with significant 

inflation for TV and Magazines only. 

5YT: Inflation has been volatile over the 

last five years, with most media spiking 

in 2016. The notable exception was 

Print, which experienced a minor drop in 

inflation levels. Interestingly, all media 

had lower inflation estimates when Print 

increased, and vice versa.

2017: Most media suffered a substantial 

drop in 2017, with Digital Display 

plummeting the most, down to 6%. Print 

enjoyed some inflation.

2018: We expect Radio, OOH and Print 

to stabilize in 2018, while TV and Digital 

will inflate at a similar rate to each 

another.

Korea
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Taiwan
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Context: A military coup in 2014 has led to more restrictions on media outlets.

5YT: There was a resurgence in inflation 

for all media: all started 2018 with higher 

inflation than in 2014. 2016 was the most 

stable year, and there was further 

stabilization at the end of the period. Note 

that 2015 was the first year after the 

coup. 

2017: Digital Display was the only 

medium to have a slow-down in inflation 

in 2017. OOH had the steepest inflation –

5% – whilst all other media saw a more 

gradual increase.

2018: We expect continued inflation or 

stabilization for all media. Magazine and 

Radio will stabilize at low inflation rates, 

while TV, OOH and Digital will see  a 

double-digit inflation, impacting client 

budgets.

5YT: Aside from a peak in 2016, there 

was little change in inflation across the 

period. Most media saw a reduction in 

inflation compared to the start of the 

period; the exceptions were Digital 

Display and OOH, which both enjoyed an 

increase of 3%. 

2017: Digital stabilized and Video 

inflation increased slightly, but all other 

media saw lower levels of inflation, with 

OOH experiencing the most significant 

drop. 

2018: Inflation will be consistent in most 

media, with TV and OOH both enjoying 

increased inflation. Digital Video is the 

only media which will see a minor drop in 

inflation levels. 

Thailand
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India
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Latin America
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5YT: All media enjoyed steadily 

increasing inflation until 2016, when they 

all started to experience lower levels of 

inflation, carrying through into the 2018 

forecasts. Inflation levels are decreasing 

over time and hyperinflation in TV and 

Digital has stabilized. 

2017: Inflation was present but lower 

across all media, with Open TV 

experiencing the sharpest decline. 

2018: We anticipate stabilization across 

all media, with just minor changes. Paid 

TV is the only media we expect to 

experience an increase in inflation. 

5YT: Open TV has experienced 

significantly lower levels of inflation, with 

a drop of 7.5% across the period. Paid 

TV, Print and Radio also saw a drop 

across the period. Double-digit inflation 

thanks to the Rio Olympics dropped 

dramatically after 2016.

2017: 2017 saw the start of more 

consistent inflation figures across all 

media except for Open TV, which 

continued to see a fall in inflation. Paid 

TV was the only media to enjoy double 

digit inflation. 

2018: All media will see either a 

continued drop in inflation or 

stabilization. TV, Magazines and OOH 

inflation will continue to fall. 

Argentina
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Brazil

Context: Following years of turmoil and scandal, presidential elections will take 
place in October 2018.

Context: The President performed well in midterm congressional elections, 
allowing his party to push through economic and free market reforms.
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5YT: Radio was the only medium not to 

enjoy a steady increase in inflation over 

the last five years. Inflation became 

more volatile after 2015, with traditional 

media reaching parity with Digital and 

TV. 

2017: Open TV and Newspapers 

experienced stable levels of inflation, 

while Display and Video followed a 

similar trend of lower levels of inflation. 

2018: We anticipate only minor changes 

this year, with only OOH and Radio 

seeing an increase in inflation. We 

expect other media to see a fall in 

inflation, with Open TV suffering the 

sharpest drop. 

5YT: Open TV and Newspapers have 

suffered a sharp fall in inflation levels 

over the five year period; the latter is 

expected to recover by the end of the 

period. OOH and Digital experienced 

volatile changes. 

2017: OOH was the only medium to 

experience increased levels of inflation –

all others fell. Open TV suffered a 

particularly painful fall from grace.

2018: Newspapers is the medium we 

expect to enjoy the greatest increase in 

inflation rates in 2018, followed by 

Radio. TV and Magazines will be less 

fortunate.

Chile
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Colombia

Context: Since Sebastian Pinera won the presidential election in December, his 
investor-friendly policies have caused local markets to soar. 
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5YT: Most media experienced little 

change across the five-year period; 

Radio and Print were particularly stable. 

Open TV peaked in 2016, thanks partly 

to the weakened Peso, but returned to a 

level similar to where it started.

2017: Open TV experienced significantly 

lower levels of inflation following a sharp 

spike in 2016. Radio, Print and Digital 

remained consistent. 

2018: Most media are expected to 

remain stable, with the exception of 

OOH, which we expect to enjoy an 

increase in inflation levels. TV is likely to 

see a small reduction in inflation. 

5YT: Newspapers, which showed a steadily 

lower rate of inflation across the period, 

was the only medium not to experience 

volatile changes over the five years. 

However, unusually for a LATAM market, 

no medium hit double-digit inflation. 

2017: OOH, Magazines and in particular 

Digital saw the sharpest inflation increases, 

potentially at the expense of TV inflation 

and revenue. Inflation for Open TV dropped 

sharply, whilst Radio stabilized.

2018: Digital and OOH are anticipated to 

experience lower levels of inflation 

following a spike in 2017, while 

Newspapers and Radio will level out. In 

contrast to other media, Open TV will 

increase its inflation levels and therefore 

take a higher share of revenue. 

Mexico
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Peru

Context: There were important changes at TV saleshouse Televisa, with changes 
to their commercial and cost models. Further upheaval could be caused by the 
upcoming election, so inflation levels are being monitored.
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About ECI

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 by harnessing these 

changes. 

Ours is a new breed of media auditing 

and performance management 

company. We are leading the charge in 

sophisticated media benchmarking 

services, delivering higher value and 

driving media-led impact. We have a 

forensic, fact-based approach to digital 

and harness our world-class talent and 

proprietary technology to maximize 

your digital impact. 

Today’s dynamic, fast-paced media 

landscape requires data-driven 

decision-making, global experience and 

a firm grasp of innovative 

technologies. ECI offers all these 

things – and more – from media 

auditing and pitch consulting to KPI 

setting and management.  

We operate across the Americas, 

Europe and Asia. Our clients are some 

of the world’s largest and best-known 

advertisers, and our network of owned 

and affiliated offices support them 

through high-level media intelligence 

and rigorous benchmarking. Ultimately, 

we provide the insight, experience and 

savvy that helps our clients to ensure 

that their advertising investment and 

agency relationships generate higher 

value. 
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Our 
offering

Relationship Management

Pitch Management

Agency Contracts and Remuneration

Financial Auditing and Contract Compliance

Media Performance

Target Value©

Cost Tracking – All Media

Target Mark®

TV Analysis & Benchmarking

OnTarget®

Digital Analysis & Benchmarking

OOH / Print / Radio
Analysis & Benchmarking (TMI©)

Media Consulting

Media Training and Bespoke Workshops

Media Strategy Consulting

Business Process and
Data Management Consulting

product
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Fredrik Kinge
CEO
+46 (0)704 24 03 70
fredrik.kinge@ecimm.com

Peter Kusoffsky
CEO, North America
+1 201 257 7856
peter.kusoffsky@ecimm.com

Joakim Attack
Chief Commercial Officer
+46 (0)705 46 68 06
joakim.attack@ecimm.com

Stephanie Chastan
Senior VP Business Development, 
North America
+1 917 838 8170
stephanie.chastan@ecimm.com

www.ecimm.com

To speak to one of our senior management 
team about any of our services, please 
contact:

http://www.ecimm.com/



