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Introduction 
 
We are glad to introduce the third issue of CEE Cost Comparison Book. 

Unfortunately we cannot pass along to mention the global crisis, which reached our CEE 
region with its entire negative influence. We can set out that this year will be different from 
the previous ones which manifests already in the data (compared to 2008) as well. 

As you may know CEE Cost Comparison Book covers 14 countries (Estonia, Latvia, 
Lithuania, Russia, Ukraine, Poland, Czech Republic, Slovakia, Hungary, Slovenia, 
Croatia, Serbia, Romania, Bulgaria), contains data about general economics, total market 
advertising spending, 6 target groups (18+ (adults), 18-49, Main Shoppers 18+, Young 
Adults (15-24), Upmarket (25-49 ABC), Businessmen (Top 5%)) and the CPTs and CPPs 
are calculated on Net-Net (prices after deducting discounts and agency commission). 

We hope that the refreshed CEE Cost Comparison Book will be a useful information 
source and a great help for our clients, partners and colleagues in these hard days of 
global crisis.  
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Map of Central East Europe 
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Methodology 
 
Last year’s methodology has not changed significantly, it was proposed by MEC 
MediaLab Hungary, partly based on Global Cost Comparison. We have refreshed and 
expanded the methodology description with the new media-types. All prices are 
calculated in EURO, as most of the countries are part of the European Union and are 
aspiring to join the Euro Zone soon. 

 
 

Television 
 
Television is one of the most difficult media, because here is the widest gap between the 
lowest and the highest CPP, mainly because of the size of the clients. All costs are based 
on 30sec cost/GRP which is the most common way of calculating TV price in this region. 
We think this book must be consumer (advertiser) centric, so the TV CPP is defined on 
the cost of a midsize client – entering as a very new advertiser the TV market, and has no 
prior history on the market – with an average day-part and channel-mix. The midsize 
client definition was specified by the local agencies. 

 
 

Print 
 
Different CPTs were calculated for newspapers and magazines. The basic advertising 
unit for newspapers is the full-color junior page on an average day. For magazines it is 
the 1/1 full-color page without any surcharge. The costs of the ads are net-net. 

CPP calculation started with a readership rank with top 5 newspapers or top 10 
magazines by target group. Calculation is based on one insertion by each selected title, 
like a campaign, and then is evaluated in terms of their combined coverage divided into 
combined costs.  

 
 

Radio 
 
The basic advertising unit is the 30 sec commercial. In the radio calculation we would like 
to be as client friendly as possible so the weight of the radio campaign was an average 
defined by the local offices. 

 
 

Outdoor 
 
In case of outdoor we would like to show only a slight overview. Due to the lack of precise 
coverage and GRP data and to achieve simple data comparability we have chosen a 
simpler method to calculate outdoor price. The basis of the calculation is the average 
price of one Euro-Billboard (5.04*2.38 m) in case of an average size BB campaign. 
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Internet 
 
The so called ‘conventional indices based media-planning’ is just evolving on Internet 
market and therefore adequate indices are not fully available. That is the main reason 
why we decided to demonstrate Internet price with a ‘piece’ based calculation as we did 
with outdoor. So the basis of ad-view price calculation is CPM (cost per thousand 
download) data for an average campaign which contains expensive and cheap sites as 
well. 

Besides CPM we would like to share cover data as well for different target groups by 
countries. The basis of coverage calculation is the monthly 1+ Internet users, which 
means those people, who are using Internet at least once a month. 
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Economic data 
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Global trends of CEE markets 
 
In every country the economical crisis provoked its negative effect. Almost everywhere a huge 
decrease is expected in ad spends. In case of TV, ad spends are decreasing after a long growth-
period, but it has still almost the most significant role in advertising. Its „competitor” can be only the 
Internet, which is still growing and becoming a more important channel to the consumers in the period 
of recession. Print and radio are in the most difficult situation, because their shares are decreasing 
continuously, mainly in case of print. OOH market is also losing its role in point of ad spends.
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Examples from the database 
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Austria 

We expect that only online expenditure will increase in 2009, so it is important to discover and encourage new online marketing 
strategies within this advertising channel. New online advertising possibilities would help to head about the competitors. In Q1 2009 
there are no big changes regarding the allocation of media budgets compared to Q1 2008. There is a slight increase of online 
expenditures and a slight decrease of print expenditures. We expect that this situation will continue in the full year 2009. 
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Bulgaria 

In case of TV it is the first time for several years in a row in 2009, when the market evidences decrease in the TV prices. Duopolistic TV market is dominated 
by 2 groups, which compete severely. TV market is shrinking and the budgets to TV stations are reallocated with greater audience. 
Print market is segmented with few, but bigger publishing houses. The number of foreign titles on the market is increasing and new international brands are 
launched despite the crises (e.g. Glamour in May 2009, Forbes and GQ expected till the end of the year). The print quality is improving and providing more 
creative solutions for advertising. 
The consolidation of Bulgarian radio market finished in 2008, and new players aren’t expected. New internet broadcasting radio stations have been launched, 
but with no commercial success up-to-now and the number of online listeners are limited. 
The online penetration is growing, although it’s pace has significantly slowed down. Crisis boosted pay-per-click advertising and the launch of a number of 
CPC networks. The major publishers’ CPM is not affected. Two official internet databases – Nielsen and Gemius – have entered to the market, and the 
average time spent per visitor is increasing.  
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Croatia 
 

 
 

All budgets in marketing are decreased about 10% - 30% because of the crisis. Regular media split is changed and consumers are 
more focused on media that are affordable like TV & internet & radio than print (because they have to pay for it). In the future TV 
will stay the main media, but there are many indicators that internet and new media will take bigger share in media market than 
now. 
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Czech Republic 

 
 

Czech economy drop in 3,4% in terms of GDP in the 1st quarter of 2009. The fall down was hampered by increase of consumers expenditures (+3%) and 
government expenses (it will remain probably the only one inducement of economy). But the growth of real income is stopped and the growth of 
unemployment is expected in upcoming months. There seems to be no significant reaction of consumers to crisis yet. Small cars sales have increased in Q1 
in favor of the mid and higher classes as a result of heavy promotions. Even travel agencies seem to be selling (and advertising) as usual. 
Ad budget cuts affect the free space on media; it leads to increases of last-minute offers with significant discounts. Advertisers wait for the second part of the 
year. Digitalization of TV (DVB-T) leads to fragmentation of calm TV waters. New DVB-T channels are tracked by audience measurement. We expect further 
fragmentation in the end of 2009 and 2010. TV suffers from recession the least, when advertisers do not cut budgets then TV decrease it’s CPP. Press 
budgets are concentrated - focused to fewer publishers. Radio and Outdoor suffers the most. Internet is still growing, but with less momentum. 
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Estonia 

 

Due to economic recession overall advertising market in Q1 2009 dropped by 34% comparing to the same period in 2008. TV is the 
media channel least affected by economic recession (2% growth in turnover in Q1 2008 comparing to Q1 2009). Print media is 
rapidly losing its’ share in overall ad market turnover (newspapers experienced 7% fall comparing to Q1 2008, magazines 2% 
correspondingly). Outdoor channels' share also grew 2%; new solutions like LED screens are offered. Advertising money is shifting 
towards Internet channels thus print media channels are actively developing WebPages. 
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Hungary 

 

18+ (adults) 18-49
Housewife 

18+
Young Adults 

(15-24)
Upmarket  

(25-49 ABC)
Businessmen 

(Top 5%)
18+ (adults) 18-49

Housewife 
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TV TG size 7 870 581 4 271 264 3 964 605 1 292 438 2 536 469 474 148 TV TG size 7 870 581 4 271 264 3 964 605 1 292 438 2 536 469 474 148
Press TG size 8 141 207 4 558 425 4 797 566 1 403 791 2 213 800 513 593 Press TG size 8 141 207 4 558 425 4 797 566 1 403 791 2 213 800 513 593
Radio TG size 8 141 207 4 558 425 4 797 566 1 403 791 2 213 800 513 593 Radio TG size 8 141 207 4 558 425 4 797 566 1 403 791 2 213 800 513 593

TV 205 271 175 387 271 308 TV 2.6 6.3 4.4 29.9 10.7 65.0
Magazines 841 778 717 769 682 791 Magazines 10.3 17.1 14.9 54.8 30.8 154.0
Dailies 769 680 822 850 637 553 Dailies 9.4 14.9 17.1 60.6 28.8 107.6
Radio 48 40 49 51 36 38 Radio 0.6 0.9 1.0 3.6 1.6 7.5
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Due to estimations (government and financial institutes) a 6-7% GDP fall is expected in 2009. Decreasing consumption of goods started before the financial 
crisis already. The commerce of the cheaper, private label products has grown due to the income reduction, for this reason the branded label producers 
regroup their expenditures (ATL to BTL) which further decrease the media market size. The hardest hit industries (bank sector, car industry, telecom, travel 
and tourism) were those where the biggest budget cuts occurred - caused by the crisis. 
According to our estimation, this year the whole advertisement market will be 15.5% smaller than in 2008. Although TV still plays a dominant role in 
advertising, it could not avoid the negative effect of crisis. We estimate a 16% decrease in ad spend for national TV channels and a stagnation for cable 
channels. Press media is a double looser of the recession. Circulation and readership started to decline already few years ago and in 2009 the fall of the 
salaries accelerated this process even more and according to our estimation, advertisers will spend approx. 20% less in print. Although there was no 
significant change in the radio audience data, this medium suffered the most of the advertisers’ budget cuts. The penetration of Internet rose by 8% compared 
to 2008 (home access by 21%). It will be the only increasing medium in 2009. The increase is firstly based on the success of the fast growing search 
marketing and only secondly for the classic banner advertisements. 
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Latvia 
 

On print market more and more publishers will launch and re-launch their online version. Several magazines and supplements 
have been closed due to economic circumstances. 
On radio market new radio stations have been launched which broadcast only in internet. The number of online radio listeners is 
growing, and the radio websites become more interactive and technically advanced. 
The usage of online video, audio content and option of targeting and pay-per-click is continuously increasing. There is growing 
demand for using Google Analytics and other tools for post-campaign analysis. 
Crisis gives us more new solution for ads campaign: new ads formats, new ads spaces. Media are more flexible and responsive for 
innovation! 



 

Page 20 

Lithuania 

 

Crisis affects Lithuanian market – it is predicted that advertising market will decrease by ~27%. In spite of the rate card inflation in 
some media this year - the overall tendency is net price deflation (bigger discounts, more added values for clients). The most crisis 
affected medium will be print – advertising volume in newspapers has decreased by 30,5% in 2009 Q1 comparing to 2008 Q1, in 
magazines – by 23.6%. TV and radio are at the better situation – decrease by 7.1% and 12.5% in 2009 Q1 comparing to 2008 Q1. 
Media are competing for clients’ budgets and are more flexible about various untraditional and creative solutions. 
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Poland 

 

The slowdown in real wages and increased job insecurity caused the curb of real private consumption and beyond this the 
reduction of the GDP. In Poland it seems that consumer do not feel threaten by crisis yet. Although the consumer behaviour did not 
change a lot in Poland the citizens still seem to be afraid of the consequences of the recession. 
Effect of crisis already visible in media in Q1 ‘09 (4,4% drop). Despite the crisis, FMCG budgets are stable so far for Q1 2009. TV 
suffered less than other media due to flexible price policy & ATV growth. Press more vulnerable - drop as sales intensifies ad 
market crisis. So far, Internet seems to be resistant to crisis with 18% growth in Q1 '09. 
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Romania 
 

The total TV consumption is increasing, the share of the main TV channels have a downward trend and move to the niche channels. In 2009 the expected 
decrease of TV market is ca. 20%. 
The readership of quality newspapers is slightly decreasing which is compensated by being sold with a DVD or a book. The number of Sunday editions and 
also the consolidation of tabloid segment is increasing. Press might be severely affected in 2009 having up to 40% decrease of volume investment.  
Radio is estimated with up to 25% decrease due to financial crisis. The main radio networks strengthen their national coverage. 
OOH market is fragmented with 3-4 main players and more than 20 small players. This market might be severely affected up to 35% market decrease. 
The number of residential internet users is increasing through new, more affordable and better quality services. It is expected to be the only medium with 
increasing trend in 2009, up to 10%. 
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Russia 

 

Economical problems make advertisers cut their marketing spends and turn to agencies for better costs. Largest cuts in most 
sensitive categories like Automotives, Retail, Luxury, White goods, Home electronics etc. FMCG in general remain stable or even 
grow. Due to Q1 ACAR report TV spends reduced 20%; radio - 38%; print media - 42%; outdoor - 36%; Internet - 15%. 
Zero inflation on TV for 2009 has attracted budgets from other media. TV inventory is about to be sold, this emerges spends in 
other media vehicles (OOH demonstrates weak signs of recovery in March-April, 2009). 
Print and outdoor suffered more than other media due to crisis. 
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Slovakia 
 

Recession influences advertising market quite significantly - we are expecting decrease 10% comparing to 2008. The most 
struggling is dailies segment where the drop will be even much higher. Recession also keeps ad price flat to 2008 level; some 
deflation in particular segments (especially in print). Advertisers are oriented on ROI which means shift from image-building 
communication (e.g. less sponsorship activities) to sales support (more promotional campaigns). 
The market is dominated by TV advertisement and TV will be leading medium for next couple of years. The media with highest 
growth is internet, on the other hand investment into radio shows decreasing trend. Traditional OOH media are fully developed and 
penetrated and that means increasing focus on non-traditional forms of OOH. Fragmentation of print market continues. 
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Slovenia 

 

Due to crisis we expect that advertising expenditure in 2009 will be lower for approx. 7% in total in comparison to previous year. 
Television will obtain the leading position with highest investments between the media. Print media is expected to suffer the highest 
decrease of investments especially because of high fragmentation of print market in general. 
OOH is - due to high printing costs and fixed environment taxes - an expensive medium so also here overall decrease of 
investments is predicted. Internet is becoming an important channel in each media campaign so slight growth is expected. 
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Serbia 

 

Medias are increasing discounts due to crisis and print suffers the most with decrease of ad spend for more than 25%. 
TV is still dominant media channel in Serbia. In next few years digitalization of TV is expected. Cable TV is expending constantly 
with more than 38% of market. 
Despite the crisis internet is in constant growth, but still with a small share in ad spend (ca. 2%). 
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Ukraine 

 
 

World recession, high local currency devaluation and war inside biggest TV seller resulted in significant market volume and price 
decreasing. 
It would be very difficult to prove high media inflation level for next years for the clients (in a presents price level is 2005/2006). 
TV with strong monopoly is remaining main media with more than 50% share, and determining prices/inflation level for other 
Medias. 
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