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The purpose of this report is to 

assist clients in identifying the 

discrepancies between daily media 

consumption and advertiser 

spend, in order to better recognise

opportunities for optimisation. 

To achieve this, WARC Data has 

analysed quarterly adspend data 

from key markets – available as 

part of the all-new WARC Data 

Premium – and has compared this 

to daily media consumption data 

from GWI across a range of 

consumer demographics.

The indices offer clients a guide 

but are not definitive; this is  

especially true when assessing 

specific consumer demographics. 

Reasons for under- and over-

investment will vary, too; for 

example, due to the perceived 

effectiveness of each medium. 

https://www.warc.com/data
http://www.gwi.com/?utm_campaign=WARC data section UTM&utm_source=WARC website
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1. Spend on TV and social media 

is highly inflated in relation to 

daily consumption, while audio 

formats appear to be heavily 

undervalued by advertisers.

2. Social media now attracts more 

investment than linear TV. 

Spend would need to reduce 

by $94.3bn in order to mirror 

consumption levels next year.

3. Consumers spend a fifth of the 

media day in social feeds, and 

are forecast to spend twice as 

long with social media than with 

online press next year.

4. Podcasts are potentially 

undervalued by as much as 

$40bn and present one of the 

biggest opportunities, 

particularly among those aged 

16–24 and lower earners.

5. TV adspend is two times higher 

than consumption, equating to 

an absolute discrepancy of 

$86.9bn. This likely speaks to 

the enduring power of the 

medium – its vast reach 

combined with attentive 

audiences and the heightened 

impact of audiovisual creative.

6. Print press investment has 

reached parity with daily  

consumption on a global level, 

but advertisers would need to 

spend $45.3bn more on online 

press to mirror these levels. 

Business models in the sector 

are diversifying, and 76% of 

publishers are prioritising 

subscriptions this year.

7. China records the largest 

discrepancy between social 

spend and consumption, while 

Australia sees the lowest. The 

US TV gap is markedly lower 

than the global rate.

© Copyright WARC 2021. All rights reserved.
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1.Indexing is used to compare two 
values, in this case the % share of 
advertising and the % share of 
consumption.

2. A number above 100 indicates 
that the medium's share of 
advertising spend is larger than its 
share of consumption. 

3. A number below 100 indicates 
that the medium's share of 
advertising spend is smaller than its 
share of consumption.

Index for advertising/consumption gap
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SOURCE: WARC Data, GWI
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This is according to our latest 

advertising spend forecasts for  

100 markets, and daily media 

consumption data drawn from a 

survey of 715,000 consumers.

Conversely, audio formats appear 

highly undervalued – a trend that 

was recently highlighted by 

WARC in the US. 

Online press also appears to be 

an area of under investment in 

relation to readership, while print 

press is approaching parity. This 

is also true of online video where 

the world’s largest OTT platform, 

Netflix, is predominantly ad free.

Index for advertising/consumption gap

Note: a number above 100 indicates that the medium's share of adspend is larger than its share of consumption, and a number below 100 indicates 
the inverse. 

SOURCE: WARC Data, GWI
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https://www.warc.com/content/article/warc-exclusive/the-investment-gap-understanding-the-value-of-audio/en-gb/139034
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Data suggest that, relative to 

consumption, print media have 

historically seen vast over 

investment. Current forecasts 

suggest this gap is on course to 

reach parity, while online press is 

set to remain heavily under 

valued by advertisers.

Conversely, social media has 

seen one of the largest shifts 

from under to over investment in 

relation to its consumption.

Linear TV appears to be an 

expensive bet – also observed by 

Kantar – though advertisers 

seem to have now struck the 

right balance with online video.

Index for advertising/consumption gap

Note: A number above 100 indicates that the medium's share of adspend is larger than its share of consumption, and a number below 100 indicates 
the inverse. 

SOURCE: WARC Data, GWI
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https://www.warc.com/content/article/warc-curated-datapoints/tv-was-the-least-cost-effective-channel-in-2020/en-gb/136155
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indicates the inverse. 
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(ex. mobile)
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Growth

Decline

Note: Media breakdown is change in marketing budgets.

Growth

Decline

Nearly 10% of online shopping 

traffic now comes from

social media

read more

B2B marketers use broader 

range of channels than B2C

read more

Half of strategists are focusing 

more on upstream planning

read more

Metaverse audiences 

interested in brand and 

sponsor content

read more

Brands moving Instagram 

strategy to IGTV and

carousel posts

read more

44% of adults say they are not 

fully represented in advertising

read more

Sport and news podcasts 

attract most advertising spend

read more

Amazon Prime Video leads 

among older audiences

read more

https://www.warc.com/data/global-marketing-index
https://www.warc.com/content/article/warc-curated-datapoints/nearly-10-of-online-shopping-traffic-now-comes-from-social-media/en-gb/138974
https://www.warc.com/content/article/warc-curated-datapoints/b2b-marketers-use-broader-range-of-channels-than-b2c/en-gb/139074
https://www.warc.com/content/article/warc-curated-datapoints/half-of-strategists-are-focusing-more-on-upstream-planning/en-gb/138736
https://www.warc.com/content/article/warc-curated-datapoints/metaverse-audiences-interested-in-brand-and-sponsor-content/en-gb/138726
https://www.warc.com/content/article/warc-curated-datapoints/brands-moving-instagram-strategy-to-carousel-posts-and-igtv/en-gb/139617
https://www.warc.com/content/article/warc-curated-datapoints/44-of-adults-say-they-are-not-fully-represented-in-advertising/en-gb/138951
https://www.warc.com/content/article/warc-curated-datapoints/sport-and-news-podcasts-attract-the-most-advertising-spend/en-gb/139677
https://www.warc.com/content/article/warc-curated-datapoints/amazon-prime-video-outperforms-among-older-audiences/en-gb/138964
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Note: Media breakdown is change in marketing budgets.

Growth

Decline

53% of US advertisers expect 

to spend more on OTT/CTV

read more

Female gamers play for over 

seven hours a week in Mexico

read more

Instacart advertisers become 

more efficient as ROAS

rises 12%

read more

Latin American B2B companies 

spend 20% of their marketing 

budget on advertising

read more

US podcast adspend up 24% 

as more advertisers join

read more

Latin America has more loyal 

audiences than North America

read more

Over 40% of Americans say 

they’re not fully represented

in advertising

read more

TikTok user activity has risen 

51% and overtaken YouTube

in the US

read more

https://www.warc.com/data/global-marketing-index
https://www.warc.com/content/article/warc-curated-datapoints/57-of-advertisers-to-spend-more-on-addressable-tv/en-gb/139201
https://www.warc.com/content/article/warc-curated-datapoints/women-out-game-men-in-china-but-lag-behind-in-germany-and-us/en-gb/138958
https://www.warc.com/content/article/warc-curated-datapoints/instacart-advertisers-become-more-efficient-as-roas-rises-12/en-gb/139620
https://www.warc.com/content/article/warc-curated-datapoints/19-of-b2b-marketing-budgets-go-to-advertising/en-gb/138955
https://www.warc.com/content/article/warc-curated-datapoints/us-podcast-adspend-up-24-as-more-advertisers-join/en-gb/138746
https://www.warc.com/content/article/warc-curated-datapoints/39-of-online-publisher-traffic-is-from-loyal-readers/en-gb/139080
https://www.warc.com/content/article/warc-curated-datapoints/44-of-adults-say-they-are-not-fully-represented-in-advertising/en-gb/138951
https://www.warc.com/content/article/warc-curated-datapoints/tiktok-user-activity-overtakes-youtube/en-gb/138941


21

© Copyright WARC 2021. All rights reserved.© Copyright WARC 2021. All rights reserved. SOURCE: WARC Data Global Marketing Index

10

20

30

40

50

60

70

80

S
e

p
-1

8

N
o

v
-1

8

J
a

n
-1

9

M
a

r-
1

9

M
a

y
-1

9

J
u

l-
1

9

S
e

p
-1

9

N
o

v
-1

9

J
a

n
-2

0

M
a

r-
2

0

M
a

y
-2

0

J
u

l-
2

0

S
e

p
-2

0

N
o

v
-2

0

J
a

n
-2

1

M
a

r-
2

1

M
a

y
-2

1

J
u

l-
2

1

S
e

p
-2

1

Headline Index Marketing budgets Staffing Trading conditions

20

30

40

50

60

70

80

Mobile Digital
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Note: Media breakdown is change in marketing budgets.

Growth

Decline

Women out-game men in 

China and India

read more

APAC B2B companies spend 

18% of their marketing budget 

on advertising

read more

44% of Southeast Asian 

consumers play video games 

while watching TV

read more

Loyal audiences less 

prominent in Asia Pacific

read more

59% of Australian brands to 

spend more on addressable TV

read more

TikTok growing rapidly in 

Japan and South Korea, but 

YouTube still leads

read more

Commerce and video 

streaming are most important 

trends for APAC marketers

read more

One-third of APAC consumers 

say they’re not fully 

represented in advertising

read more

https://www.warc.com/data/global-marketing-index
https://www.warc.com/content/article/warc-curated-datapoints/women-out-game-men-in-china-but-lag-behind-in-germany-and-us/en-gb/138958
https://www.warc.com/content/article/warc-curated-datapoints/19-of-b2b-marketing-budgets-go-to-advertising/en-gb/138955
https://www.warc.com/content/article/warc-datapoints-gwi/44-of-sea-consumers-play-video-games-while-watching-tv/en-gb/138701
https://www.warc.com/content/article/warc-curated-datapoints/39-of-online-publisher-traffic-is-from-loyal-readers/en-gb/139080
https://www.warc.com/content/article/warc-curated-datapoints/57-of-advertisers-to-spend-more-on-addressable-tv/en-gb/139201
https://www.warc.com/content/article/warc-curated-datapoints/tiktok-user-activity-overtakes-youtube/en-gb/138941
https://www.warc.com/content/article/warc-curated-datapoints/commerce-and-video-streaming-are-most-important-trends-for-apac-marketers/en-gb/139646
https://www.warc.com/content/article/warc-curated-datapoints/44-of-adults-say-they-are-not-fully-represented-in-advertising/en-gb/138951
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Note: Media breakdown is change in marketing budgets.

Growth

Decline

Direct mail campaigns more 

likely to successfully use 

personalisation

read more

Female gamers play for seven 

hours a week in Germany

read more

Half of European adults say 

they’re not fully represented

in advertising

read more

Consumers in Poland, Spain 

and the UK most likely to 

always accept website cookies

read more

Gen Z consumers are twice as 

likely to buy from a brand with a 

sonic identity

read more

Loyal audiences most 

prominent in EMEA

read more

62% of French advertisers 

expect to spend more on 

addressable TV

read more

South African B2B companies 

spend 16% of their marketing 

budget on advertising

read more

https://www.warc.com/data/global-marketing-index
https://www.warc.com/content/article/warc-curated-datapoints/direct-mail-campaigns-more-likely-to-successfully-use-personalisation/en-gb/139666
https://www.warc.com/content/article/warc-curated-datapoints/women-out-game-men-in-china-but-lag-behind-in-germany-and-us/en-gb/138958
https://www.warc.com/content/article/warc-curated-datapoints/44-of-adults-say-they-are-not-fully-represented-in-advertising/en-gb/138951
https://www.warc.com/content/article/warc-curated-datapoints/half-of-adults-always-accept-website-cookies/en-gb/139078
https://www.warc.com/content/article/warc-curated-datapoints/gen-z-twice-as-likely-to-buy-from-a-brand-with-a-sonic-identity/en-gb/138740
https://www.warc.com/content/article/warc-curated-datapoints/39-of-online-publisher-traffic-is-from-loyal-readers/en-gb/139080
https://www.warc.com/content/article/warc-curated-datapoints/57-of-advertisers-to-spend-more-on-addressable-tv/en-gb/139201
https://www.warc.com/content/article/warc-curated-datapoints/19-of-b2b-marketing-budgets-go-to-advertising/en-gb/138955
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