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The purpose of this reportis 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.
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Global Ad Trends

Spend on TV and social media
is highly inflated in relation to
daily consumption, while audio
formats appear to be heavily
undervalued by advertisers.

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.

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.

Takeaways

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. 1V 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.

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.

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.
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Global, The Investment Gap, 2021(f)

Index for advertising/consumption gap
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values, in this case the % share of Social media
advertising and the % share of
consumption. Ol vicke
2. A number above 100 indicates Print press
that the medium's share of
advertising spend is larger than its Radio
share of consumption.

Online press
3. A number below 100 indicates
that the medium's share of Online audio
advertising spend is smaller than its
share of consumption. Podcasts
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Spend on TV and
social media is
highly inflated

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.
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Global, The Investment Gap, 2022(f)

Index for advertising/consumption gap
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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.
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Print’s loss is
social’s gain

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.
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Global, The Investment Gap, QI 2013-Q4 2022(f)

Index for advertising/consumption gap
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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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Australia, The Investment Gap, 2022(f)

Hm Global m Australia Advertising's share
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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.
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China, The Investment Gap, 2022(f)
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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.
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m Germany

Linear TV

Social media

Germany, The Investment Gap, 2022(f)
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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.
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India, The Investment Gap, 2022(f)

Advertising's share m Global = India
is larger
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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.
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Italy, The Investment Gap, 2022(f)

m Global = Italy
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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.
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Japan, The Investment Gap, 2022(f)

Advertising's share @ Global = Japan
is larger
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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.

© Copyright WARC 2021. All rights reserved.



Global Ad Trends 15

Russia, The Investment Gap, 2022(f)

Hm Global m Russia Advertising's share
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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.
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United Kingdom, The Investment Gap, 2022(f)

Adverigslg;g':’rshare m Global m United Kingdom
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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.

© Copyright WARC 2021. All rights reserved.



Global Ad Trends 17

United States, The Investment Gap, 2022(f)
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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.
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