
• More advertisers will start auditing 
more than just their media agencies

• Agency reviews will increase as brands 
streamline relationships post-Covid

• More brands will rewrite agency contracts 
to make them fit-for-purpose

Find out more from federica.bowman@firmdecisions.com 

• Advanced TV audiences and media spend 
will grow quickly, driven by connected TV

• Ad revenue from connected TV will more 
than double over the next four years

• While the U.S. is the most developed market, the 
U.K., Europe and Asia Pacific will catch up fast

Find out more from michelle.morgado@ebiquity.com 

• Universal IDs as an alternative to 
third-party data will fizzle out

• 2022 will see increased tension between 
concerns over privacy and competition

• Contextual targeting will have a renaissance, 
together with first-party data acquisition

Find out more from jide.sobo@ebiquity.com

• Thanks to growing and sustained demand, 
media inflation will continue to be strong

• Digital media spend will increase in 2022, 
driving up the cost of quality inventory

• Advanced TV will outperform linear TV 
in terms of both demand and inflation

Find out more from mark.gay@ebiquity.com 
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Following the challenges advertisers have faced supporting 
brands under Covid, they could be forgiven for hoping 
that 2022 would be simpler and more straightforward. 
Yet because of the accelerating rate of innovation in both 
technology and available media platforms and formats, 
Ebiquity believes digital marketing will become more 
complex in the year ahead. According to the Law of Media: 
it will never be easier than it is today.

This short predictions paper focuses on four areas:   

The paper has been created by our media experts who work with the 
world’s leading brands in these specific domains. Forewarned is forearmed, 
and we believe that, if advertisers are aware of likely developments in 
these critical areas, they will be better equipped to deal with and thrive 
in the post-pandemic market. 

Predictions for 
media and marketing 
in the year ahead

Ebiquity: Outlook 2022
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1 Media pricing 
Predictions for 2022

 

In the U.S., linear TV prices will increase by 15% or more across the board, with broadcast upfront 
prime up 21% in 2022 (vs 11% in 2021); broadcast scatter up 30% (vs 32%); cable upfront up 16% (vs 
8%); and, cable scatter up 26% (vs 27%) 

In the U.K., the bounce-back post-pandemic in 
2021 saw linear TV prices leap by 37% in 2021. 
Growth will be sustained in 2022, but at a more 
modest 5% increase

We predict that linear TV prices will grow by 7% 
in Australia in 2022 (vs 18% in 2021) 

We predict that linear TV prices will grow by 12% 
(vs 11%) in India

In China, where markets recovered from the 
pandemic earlier, linear TV prices rose just 1% in 
2021. In 2022, we expect inflation to be broadly 
flat in China at just 0.5% up
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LINEAR TV 
As advertisers continue to invest in rebuilding their brands and sales 
post-pandemic, media inflation will continue to be strong in 2022. 
This will be true in many markets across the world, including the U.S., 
the U.K., Australia, and India.

DIGITAL MEDIA 
Investment in digital media spend 
will continue to grow in 2022. 
89% of CFOs are planning to 
increase spend in digital media 
in 2022, and this will drive up the 
cost of digital inventory.  This 
includes investment in digital 
technology and assets, such as 
software, IT, and the application 
of AI to reorganise operations 
and product offerings. Increased 
spend is tempered by the fact 
that wastage in digital advertising 
is still running at 15-30%.

ADVANCED TV 
Advanced TV will outperform linear 
TV in terms of both demand and 
inflation. Linear TV will grow, but 
advanced TV will grow by a bigger 
proportion (percentage). There 
will be more demand for advanced 
TV, and the cost for brands to 
advertise on advanced TV will grow 
faster than linear. While the cost of 
advertising on streaming advanced 
TV increased by 17.5% in 2021, we 
believe it could increase by 30% 
or more in 2022. There’s more on 
advanced TV in the next section.
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GROWING AUDIENCES
In many markets, advanced TV 
audiences and media spend will 
grow quickly and largely driven 
by connected TV. Advanced 
TV brings the power of the big 
screen long-enjoyed by linear 
TV – several people in the room 
watching the same device – with 
the addressability and targeting of 
digital. Measurement methodologies 
are slow catching up, with BARB 
(U.K.) now recording advertiser and 
subscriber video-on-demand (AVOD 
and SVOD) and Nielsen (U.S.) 
recently announcing it was bringing 
its streaming solutions together 
in a single measurement suite, 
encompassing ad-supported and 
subscription-based service models.

 
 
 
 
 
 
 
 
Major broadcasters and networks 
are now becoming distributors 
for advanced TV services (e.g. 
NBC’s Peacock TV and football 
club channels on Sky in the U.K.). 
Overall, AVOD viewing will expand 
as more media companies that own 
traditional TV networks invest in 
streaming (e.g. ViacomCBS’s 
Pluto TV and Paramount+, and 
Discovery’s Discovery+).

INCREASED AD REVENUE 
Advanced TV ad revenue will more 
than double, from $21bn in 2021 
to $44bn by 2025. On average, 
advertisers in the U.K. spend 
~10-25% of their TV budgets on 
broadcaster VOD across all devices, 
depending on the audience and 
sector. 2021 was a big year for 
connected TV in the U.S., with ad 
spend expected to be up 60% by 
year end. This growth is set to 
continue, with 2022’s spend set to 
exceed 2021’s by 32%. Connected 
TV can cost eight times more per 
impression than linear TV. This is 
partly because of connected TV’s 
addressability and contextual 
targeting, partly because of multiple 
links in the supply chain. Advanced 
TV fees are therefore part media 
cost, part technology – what some 
are calling “programmatic 2.0”. 
As advanced TV matures, vendors 
will find it hard to sustain this 
cost differential.

EUROPE CATCHING UP FAST
While the U.S. is the most 
developed market, the U.K. and 
Europe will start to catch up 
fast during 2022. Advanced TV 
has a longer heritage in the U.S. 
than anywhere else in the world, 
although the U.K. and major 
European markets are accelerating 
adoption. Roku TV, the pioneer 
of streaming and the dominant 
player in the U.S., is described 
by the IAB as “the bellwether for 
the streaming explosion”. It is 
an established platform in the 
U.K. and has recently launched in 
Germany. And HBO Max – launched 
in five European markets in 2021 – 
will launch in 14 more in 2022 alone.

2 Advanced TV
Predictions for 2022
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UNIVERSAL IDs TO FAIL
Google has delayed deprecation 
of third-party cookies on its 
Chrome browser “until late 2023”. 
Many alternatives have been 
suggested, and one that we believe 
will fizzle out next year is Universal 
IDs. A lot of effort has been 
expended to build a solution that 
essentially replicates the status 
quo, but none of the Universal IDs 
feature consumer consent able to 
meet compliance standards. Even 
the IAB’s consent framework was 
found to be non-GDPR-compliant, 
so if the industry trade body can’t 
do it, trade desks won’t be able to 
come close.

TENSION BETWEEN  
PRIVACY & COMPETITON
There will be increased tension 
between concerns over privacy 
and competition. From the privacy 
perspective, there is a drive to 
do away with cookies and sharing 
them between different ad tech 
organisations and media owners. 
This has the impact of building 
the walls higher for the walled 
gardens, which in turn leads to 
increased attention and action 
from regulators and politicians 
because walled gardens – that 
deny access to performance data 
– are essentially anti-competitive. 
Regulatory inspection of the world 
of tech, of which ad tech forms 
the most significant revenue 
driver, will be at an all-time high 
as a result in 2022.

BACK TO CONTEXTUAL TARGETING
If third-party data dries up and brands can’t target audiences they don’t 
know and have no consent to contact, one alternative is contextual 
targeting. 2022 will see more brands using contextual targeting. This will 
lead to increased use of quality media environments and decreased use 
of the riskier, cheaper, lower-quality long-tail. This in turn will further 
inflate the cost of quality media inventory. To complement contextual 
targeting, brands will seek to create relationships direct with customers 
and build first-party databases to drive their programmatic advertising. 
They’ll do this through more promotional campaigns, but they need to offer 
a genuine value exchange – of content or offers – to secure customer data. 

Third-party cookies 
Predictions for 2022
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AUDITING BEYOND MEDIA
Advertisers are accelerating 
the shift in marketing budgets 
away from traditional media 
channels and media space. This 
includes increased investment 
in e-commerce, social and 
influencer marketing, digital 
including advanced TV, and 
e-sports. For the first time, in 
2022 many brands will audit 
how transparently all of their 
marketing spend was invested 
and whether this was done in 
compliance with agency contracts.

MORE AGENCY REVIEWS
Emerging on the other side of 
the pandemic, many advertisers 
will look to streamline their 
agency relationships. This is 
motivated by the need to secure 
efficiencies and to ensure that 
their partnerships are designed 
for the volatile and fractured media 
and marketing ecosystem. Under 
Covid, many brands postponed 
or cancelled agency reviews and 
pitches while fighting fires closer 
to home. 2022 will be the year in 
which they play catch-up. Agency 
reviews will increase as brands 
streamline relationships.

RENEWED CONTRACTS
By auditing agencies in multiple 
disciplines and moving beyond 
media – and thanks to the 
increased frequency of reviews – 
more brands will rewrite agency 
contracts next year to make them 
fit-for-purpose. Some will be 
surprised to find that their existing 
contracts are no longer suitable 
for these emerging channels.

For further details contact us:  
ebiquity.com/contact  

4 Agency contract compliance 
Predictions for 2022
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