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2022 Mid-Year Inflation Update 
for Canadian Media

The following is Ebiquity’s Canadian mid-year inflation forecast update, developed via a survey conducted among Canada’s leading media agencies, 
and building upon an original forecast developed by Forde-Semple MediaWorks (now Ebiquity Canada). This update takes into account both subtle 
and outside the ordinary shifts seen as the year unfolds.. This data is a forecast only, and not intended to dictate the level of fees paid to agencies in 
any way, which are entirely the subject of individual negotiation.

Economic Overview
Both the global and Canadian financial outlooks 
have taken a downturn over the past 6 months, 
driven among other things, by the perfect storm 
of lingering pandemic effects, ongoing supply-
chain issues, skyrocketing fuel prices, and rising 
inflation. 

Overall inflation as of May 2022 is tracking at 
7.7% in Canada, and is not expected to contract 
to the 2% Bank of Canada annual target for at 
least another 2-3 years, according to their own 
forecasts. At the same time, the bank rate saw 
a 75 basis-point increase, with more increases 
anticipated, as attempts are made to stave off 
a full-blown recession.

One positive indicator is employment, which 
achieved a multi-decade low of 5.1% in May, 
and demand is far stronger than average 
employment growth. The knock-on impact of 
this has been an upward pressure on wages–, 
with average Canadian wage increases for 
permanent employees is up 4.5%, with anecdotal 
reports of double-digit increases being reported 
in the Advertising industry.

2022 Media Inflation Projections - Mid-Year Update

2021 
%

Original 2022 
%

Mid-Year 2022 
Update % Change

TV +6.5 +8.2 +10.7 +2.5

Online Video +6.8 +7.1 +7.4 +0.3

Search +2.7 +3.1 +3.7 +0.6

Social Media N/A N/A +4.8 N/A

Online Display +1.5 +2.5 +2.5 0.0

Radio +1.7 +2.5 +2.6 +0.1

Magazines +0.2 +0.5 +0.6 +0.1

Newspaper +0.1 +0.4 +0.5 +0.1

Out of Home +2.7 +4.2 +5.0 +0.8

Source: Ebiquity Canada, May 2022



TV (+10.7%)
According to one agency leader, the Fall/Winter 2022 TV rate cards 
released by Canada’s five major broadcasters reflects an average 
CPP increase of 15%. The consensus from the range of top agencies 
polled for this report is inflation of 10.7% for linear TV in CY2022. 
This is a significant increase vs the initial estimate of 8.2%, and is 
the result of several driving factors:

• Programme acquisition fees — License fees to cover all channels 
— linear, cable, VOD and streaming – are higher than ever, 
exacerbated by more, diverse players (including streaming 
platforms) vying for limited quality programming to fill their ‘air-
waves’

• Television demand increased as the pandemic waned — travel 
and entertainment –are now back and spending; relaxing 
gaming regulations in Ontario have many new advertisers 
entering the market, and buying as much inventory as the 
broadcasters will allow. The pressure on inventory has been such 
that broadcasters implemented category caps to limit how 
much they can buy

• Audiences are down, and with increased demand driving costs 
up, this drives an inflationary double-whammy on TV cost 
efficiencies

Radio (+2.6%)
Radio demand is displaying a muted recovery vs pre-pandemic years. 
While major markets have seen a return in demand, auto traffic 
still has not fully returned to pre-pandemic levels, impacting overall 
tuning. Additionally, digital audio (Spotify, podcasts) has placed a 
strain on demand for linear radio.

Print Media (+0.6%)
Both traditional Newspapers and Consumer Magazines continue 
to see declines in demand and increases in production cost, causing 
a trend of contraction in circulations and reduced publication 
frequencies. With consumer preference moving online, where 
competition is strong, and the likelihood that newsprint will see 
ongoing and significant increases in cost, further negative impacts 
on circulation and production costs may be on the horizon. 

Online Video (+7.4%)
Continued growth in OLV investment, to  address linear audience 
reach erosion among key demographics, coupled with focus on 
premium, brand-safe, viewable placements for in-stream video, 
including YouTube, Connected TV and in-app video has been 
observed. Connected TV inventory is raising in profile within 
broadcasters’ inventory vs an afterthought. 

Search  (+3.7)
Regardless of the post-pandemic uptick in spending, SEM inflation 
is largely driven by increased/decreased competition in search terms 
and is therefore category dependent. Overall, search inflation is 
forecast to rise to 3.7% from the late 2021 forecast of 3.1%.

Social Media (+4.8%) (new)
While Meta dominates the social marketplace, the importance 
of ‘walled garden’ attribution models to demonstrate digital 
conversions / sales, coupled with Social sites’ delivery of video 
suggests ongoing inflationary pressure for the next few years. 
This is our first time including Social as a separate entity, and it is 
pegged at 4.8% inflation.

Online Display (+2.5%)
With plentiful supply, the ongoing shift to greater use of 
programmatic, and an overall market shift from banners to video, 
Online Display inflation estimates are lowest amongst the four 
measured digital media, at 2.5% — no change from the initial 
estimate for 2022.

Out of Home (+5.0%)
OOH is experiencing early positive demand developments as it 
moves to bounce-back from the pandemic. With the cessation of 
pandemic protocols in Spring 2022, Auto traffic, the key ‘driver’ of 
OOH audiences is up, though still not at pre-pandemic levels. Key 
ad categories of Tourism and Entertainment  are spending again, 
and the launch of sports betting in Ontario, OOH has seen increase 
demand in 2022. Digital OOH in the larger markets is seeing the 
greatest demand increase, and use of Programmatic DOOH 
increases. Overall, the average inflation estimate for OOH is up 
slightly from initial estimates, but it varies by format. 

Medium-specific Updates
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We harness the power of data to 
provide independent, fact-based 
advice, enabling brand owners to 
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