
Advertisers Respond to 
Macroeconomic Volatility

• Much like in the US, advertisers around the globe are facing macroeconomic volatility. In the
US, four in five advertisers surveyed in Q3 2022 are seeing negative impacts due to inflation and
supply chain issues, and roughly half have reduced or paused advertising budgets as a result.
Abroad, fewer advertisers are affected by supply chain issues and inflation, but energy supply
issues are a pressing issue in Europe, Brazil, and Japan. Rising energy prices are likely to create
even more problems for consumers and businesses as we enter the holiday season.

• In Europe, advertisers in France have generally been more resilient compared to those in
the UK and Germany. In France, 14% of advertisers are seeing reductions in consumer spend,
compared to 46% in the UK and 28% in Germany. Consequently, only 28% of French advertisers
were reducing or pausing ad budgets compared to 42% and 46% of British and German
advertisers, respectively.

• Across Europe, cuts are mostly below 20%. Linear TV and connected TV are the channels
most likely to be cut by buyers of those formats, while search and digital video are less likely to be
cut.

• Three-quarters of advertisers in Brazil are negatively affected by inflation and supply chain
issues. While Europe’s energy issues are grabbing headlines, advertisers in Brazil are more likely
to be seeing acute impacts from rising energy prices than those in Europe. This is likely true for
most of the developing world, where consumers have fewer financial resources. Rising energy
prices are likely to drive up prices on staple foods and shift consumption patterns away from more
discretionary categories.

• Only 56% of advertisers in Australia are seeing negative effects from inflation rates or
supply chain issues, however, 44% of them are cutting advertising budgets. The
macroeconomic situation in Australia is less dire than many other parts of the world, in part due to
its proximity to Asia and status as an energy producer. Ad budget cuts are happening here
regardless.

• In Japan, advertisers are similarly resilient with only a third of advertisers cutting ad
budgets. Inflation is a much less pressing issue in Japan than the rest of the world, and
advertisers believe consumers are not seeing major issues with rising costs of living.

• Looking to the bigger macro economic picture, consumers are still spending money,
despite economic volatility. In CPG, for example, revenues are up, driven by price increases and
flat to slightly negative volumes. If revenue growth continues, these advertisers will have more
money to reallocate to marketing. Businesses that can pass price increases onto consumers are
performing relatively well. Our other research shows strength among larger companies.
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Advertiser Perceptions monitors how macroeconomic volatility affects businesses and advertising decision making. This research is 
conducted every two months in the US and select international markets. Sources: Advertiser Perceptions surveyed 300 advertisers
across the UK, France, Germany, Brazil, Japan, and Australia in August/September 2022, and 205 advertisers in the US in July/August 
2022.  Respondents were involved in media brand selection decisions. 
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