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ECI inflation report
update
September 2018
Welcome to the 2018 ECI
media inflation report update.
We have provided updates to
global, regional and local
inflation estimates for 2018;
ensuring that all the insight
you need continues to be at
your fingertips.
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 and
territories to understand how
media inflation has evolved over
the first three quarters of 2018.
This report details the updates and
the context behind these updates.
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Global

events

The media industry has, as ever,
been affected in 2018 by global
events, technology developments
and associated consumer behavior.
This has led to price changes and
necessitated new ways of thinking
and acting in order to insure
advertising investments work as
hard as possible.
FIFA World Cup
The FIFA World Cup, the largest global
sporting and advertising event, did not
disappoint in 2018: it saw the highest
revenues ever made and was a huge
success for hosts Russia. Surprising
match results and exciting play, for
example the nine goals scored in the 90th
minute, provided highly enjoyable and
engaging content; this led to 7.5 billion
engagements on digital platforms and
580 million interactions on social media.
FIFA’s corruption scandals led to many
legacy sponsors cutting ties with the
tournament, with Chinese sponsors filling
the breach.
Winter Olympics
Global media coverage of and interest in
the Pyeong Chang Winter Olympics was
unprecedented: 5 billion people had
access to TV coverage which was
broadcast in 200 countries and
territories. In the US alone, viewers in all
time zones could watch the action live,
and $900m in ad sales were generated

by NBC – well worth the 2,400 hours of
coverage and 1,800 hours of live
streaming the channel provided, more
than in any other Winter Olympics.
Brexit
The UK’s exit from the EU is mired in
uncertainty: the government recently
released a white paper on the
consequences of ‘no deal’ and businesses
are beginning to worry. Implications
include the effect on free travel and the
right to work for EU citizens in the UK
and vice versa, and several international
organizations have signaled they will
move their European headquarters out of
the UK to ensure continued unfettered
access to the EU. The UK and the EU
have agreed a transition period of two
years after Brexit happens in March
2019, during which the UK will be able to
negotiate and sign its own trade deals.
Meanwhile, the UK may need to abide by
laws and regulations set by the European
Court of Justice for eight years.
US trade wars
US tariffs on Canadian, European and
Chinese imports have had a marked
effect on those countries’ respective
economies: China’s growth has been
reduced by 0.7 percentage points. Both
Chinese and US stock prices have
experienced significant losses, and the
Japanese Nikkei also suffered a threeweek pullback. However, markets
rebounded when tariffs went into effect,
ending uncertainty.
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Media

developments

Is Google launching an OOH
programmatic product?
Google is rumoured to be entering the
out of home programmatic space,
starting in Germany and with plans to
expand into the UK and the US. Google
denies the reports, but they have
historically experimented with Double
Click for OOH. The opportunity for
advertisers to benefit from Google’s
wealth of data and programmatic
experience in the OOH space is seismic
in a rapidly developing medium.
Cambridge Analytica scandal
Early in 2018 it emerged that Facebook
had allowed Cambridge Analytica, a
UK-based political consultancy, to
capture user data inappropriately. It is
believed that both the US presidential
election and the UK’s Brexit
referendum were impacted by
Cambridge Analytica’s activity – so CEO
Mark Zuckerberg was hauled in front of
the US Congress to explain Facebook’s
culpability and plan of action (although
notably he declined to attend a hearing
with UK law makers). Cambridge
Analytica has closed down, but while
the backlash for Facebook wasn’t as
severe as had been feared, they did
experience a fall in user growth in the
second quarter of 2018, and have
increased their advertising activity to
combat negative press.

GDPR
GDPR – the General Data Protection
Regulation – was introduced by the
European Union to help protect the
data privacy of all EU citizens, and
applies even if the advertiser trying to
reach them is based outside of the
European Union. GDPR was expected
to have a huge impact on
programmatic – comparisons were
made with the millennium bug – but in
fact little, if any, change was seen in
the amount of money spent on
programmatic.
The transformation of TV
In response to the threat from the likes
of Netflix, Google, Facebook, Amazon
and other tech giants, who are creating
TV content and buying the rights to live
sport, the more traditional content
creators and distributors have started
to re-examine their business models.
This has resulted in huge acquisition
bids: Comcast has made a $34 billion
bid for Sky, while Disney’s bid of $71
billion for 21st Century Fox’s film and
TV assets was approved by
shareholders in July. With Sky and 21st
Century Fox both currently part of
Rupert Murdoch’s media empire, these
complex manoeuvres could result in
the biggest media conglomerates on
both sides of the Atlantic before the
end of the year.
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Global media

inflation
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Regional

trends
and developments

Overall, there have been no major
changes to the state of media
since we published our inflation
report at the beginning of this
year.
In NOAM TV is less inflationary, thanks
to deflation in the local US TV market,
although there is still strong single-digit
inflation on national TV in both the
Upfront and Scatter markets. Digital
Display is also less inflationary, probably
because premium content is being
pushed towards the Digital Video
spectrum.
In EMEA meanwhile, magazines have
suffered the most significant deflation
since the beginning of the year, with the
UK and France being the main drivers of
this: in both markets publications are
closing down and/or transitioning online
due to a downturn in revenue. OOH is
less inflationary, most markedly in
France where the OOH market took a
sharp downturn to deflationary levels. In
other key EMEA markets OOH is seeing
low single-digit inflation.
In APAC, radio has become much more
inflationary than originally forecast; this
is largely down to the channel’s doubledigit inflation (16%) in China. Could this
sharp rise in price be to raise funds for
the Voice of China – the world’s largest
media conglomerate?

Digital Video is still seeing very high
inflation across the region, thanks in
large part to the increased prevalence of
improved internet access across the
region: the demand for high quality
digital content is growing.
Inflation has stayed consistently
inflationary across 2018 in LATAM,
mainly due to market activity in
Argentina. Other markets, including
Brazil, Mexico and Colombia are seeing
single digit inflation across all media
channels. The smaller markets in the
region are seeing higher inflation, but
without the large investments that
would impact the overall position.

Over the next pages we
examine how media inflation
has developed in 20 key
markets around 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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Regional

inflation

2018 Q1 ESTIMATES
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Top-20
markets in
detail
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USA
Assessment: TV is the media with the largest change in inflation estimate, driven
heavily by the transition of impacts to online video platforms.
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Canada
Assessment: No significant change has been estimated for inflation in Canada.
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UK
Assessment: Whilst all media have a similar relationship to those estimated in
Q1, values have become slightly larger, especially since brand safety issues drove
premium prices online.
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France
Assessment: OOH has experienced the most significant change in estimate, with
prices now deflationary compared to 2017.
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Germany
Assessment: Digital Video is seeing the largest change for its inflation estimate,
reducing from 8% to around 3%; all other media have remained relatively
consistent.
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Spain
Assessment: All media have become less inflationary than expected, with OOH
seeing the largest decrease in estimations.
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Italy
Assessment: A small resurgence in print has helped to bring magazine pricing to
flat year-on-year.
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Russia
Assessment: Whilst the relationship between media is consistent, all media, with
the exception of TV, is estimated to be less inflationary than anticipated.
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Austria
Assessment: There have been large changes in most media, with TV becoming
much more inflationary than previously estimated and Print seeing a resurgence
from deflation to inflation.
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Netherlands
Assessment: Slightly less inflation seen for all media with the Q3 update, with
the national team’s absence from the FIFA World Cup impacting on TV pricing.
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Australia
Assessment: No current change has been estimated for inflation in Australia.
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China
Assessment: Radio has enjoyed a strong resurgence, with all other media
settling at around expected inflation levels.
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Hong Kong
Assessment: Most media have stayed consistent, with only Digital Display not
achieving as high inflation as estimated.
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Indonesia
Assessment: Traditional media activity has become more inflationary than
expected, with both digital elements – whilst still double-digit – not as high as
expected.
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Japan
Assessment: No current change has been estimated for inflation in Japan.
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Korea
Assessment: Digital Display has had a resurgence, whilst Magazines have fallen
into a deflationary position – all media are estimated to inflate/deflate by 1-2%.
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India
Assessment: Digital media has had the largest change to the inflation estimates,
with double-digit inflation now down to less than 5.0%.
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Argentina
Assessment: No current change has been estimated for inflation n Argentina.
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Brazil
Assessment: No large deviancies from the Q1 updates; as seen across the
region, TV pricing has seen increased stabilization.
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Mexico
Assessment: A similar story to Brazil and LATAM; TV prices are stabilizing more
than anticipated in Q1.
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About ECI
ECI: HIGHER MEDIA VALUE

Cutting-edge services

Technology is transforming the media
landscape at an unprecedented pace.
But in the right hands, change can be
a force for good. ECI, the market’s
fastest growing global media
management company, leverages
these changes to help you drive
higher media value from your
advertising investment.

Capitalizing on today’s dynamic, fastpaced media landscape to drive higher
media value requires data-driven
decision-making, global experience
and a deep understanding of the
latest technologies. At ECI we are
proud to be able to offer these and so
much more, including TV auditing,
financial compliance auditing, pitch
management, KPI setting and
management and contract
consultancy.

A modern, forensic approach
Ever since our formation we have
championed a modern approach to
media and financial auditing. As
pioneers in the field of digital auditing,
we include sophisticated analysis of
programmatic activity in our audit
model, and we pride ourselves on a
forensic, fact-based approach which
harnesses the power of our worldclass talent and proprietary
technology. Along with our innovative
benchmarking capabilities, we are
confident in our ability to empower
our clients to drive higher media value
and media-led impact on business
performance.

Global experience, local expertise
We are proud of our client portfolio,
which contains some of the world’s
largest and leading advertisers. Our
network of owned offices and leading
affiliates supports them where they
need us, across the Americas, Europe
and Asia Pacific. We offer them highlevel media intelligence and rigorous
benchmarking and, ultimately, the
insight, experience and savvy to
ensure that their advertising
investment and agency relationships
drive higher media value.
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Our product 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
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Contacts
To speak to one of our senior management
team about any of our services, please
contact:
Fredrik Kinge
CEO
+46 (0)704 24 03 70
fredrik.kinge@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

