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The objective of this paper is to analyse and
explain the relative lower advertising spends
in the Indian marketing and consumer
consumption environment.

As a percentage of a country’s GDP, the US
spends 1.3% on advertising. Brazil exhibits
an event higher percentage which is pegged
at 1.6% of its GDP, leaving behind the US.
Even Asian economies like Thailand spend
0.9% of their GDP on advertising, while
Indonesia spends 0.7% on advertising. As
against these mentioned spends, India
spends only 0.4% of its GDP value on
advertising.

Glopal
\\_'E’[_E/

terms it lags behind considerably in its
advertising spends.

Country GDP In PPP (US $)* Per
Capita
USA 36,300
Brazil 7,400
Thailand 6,600
Indonesia 3,000
India 2,500

* GDP 2001 Estimates, CIA World Fact Book

One possibility which comes to light is to
look at the percentage advertising spends,

not in comparison to the countries overall
GDP, but in comparison to the per capita
GDP.

This brings out a different co-relation that
indicates that the percentage advertising
spends bears a some what direct
proportionality with the per capita GDP of a
country.

The total amount spends as against the total

Country GDP In PPP | Advertising
(US $)* Spends (%)
USA 10.08 Trillion 1.3
Brazil 1.34 Trillion 1.6
Thailand 410 Billion 0.9
Indonesia 687 Billion 0.7
India 2.50 Trillion 0.4
* GDP 2001 Estimates, CIA World Fact Book
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GDP of these countries also brings out a
similar co-relation, with the exception of

Brazil.

Country GDP In PPP | Advertising

(USs $)* Spends

(US $)
USA 10.08 Trillion 131 Billion
Brazil 1.34 Trillion 21 Billion
Thailand 410 Billion 3.7 Billion
Indonesia 687 Billion 4.8 Billion
India 2.50 Trillion 10 Billion

India although has a much higher GDP than
most of the countries, yet in percentage
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* GDP 2001 Estimates, CIA World Fact Book
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However, the similar co-relation exists
between the per capita GDP and the
absolute advertising spends, with Thailand
being an exception in this scenario.

However, when comparing a country’s per

Country GDP In PPP | Advertising
(US $)* Per Spends
Capita (US $)
USA 36,000 131 Billion
Brazil 7,400 21 Billion
Thailand 6,600 3.7 Billion
Indonesia 3,000 4.8 Billion
India 2,500 10 Billion

* GDP 2001 Estimates, CIA World Fact Book

Copyright © 2003 School Of Broadcasting And Communication

Country GDP In PPP | Advertising
(US $)* Per Spends
Capita (%)
USA 36,000 1.3
Brazil 7,400 1.6
Thailand 6,600 0.9
Indonesia 3,000 0.7
India 2,500 0.4
* GDP 2001 Estimates, CIA World Fact Book
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capita GDP, against its advertising spends
in percentage, the co-relation still applies,
with US being the exception to the rule.

In another perspective, the advertising
percentage spends are compared against
the GDP real growth rate.

Country GDP Real Advertising

Growth Rate Spends
(%) (%)
USA 0.3 1.3
Brazil 1.9 1.6
Thailand 1.4 0.9
Indonesia 3.3 0.7
India 5.0 0.4
* GDP 2001 Estimates, CIA World Fact Book
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Country People Advertising
Below Spends
Poverty (%)
Line (%)*
USA 12.7 1.3
Brazil 22 1.6
Thailand 12.5 0.9
Indonesia 27 0.7
India 25 0.4
* GDP 2001 Estimates, CIA World Fact Book
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However no clear co-relation is emerging
from this comparison.

Looking at this scenario from a socio
economic stand point, comparing the
percentage of people below poverty line with
the percentage of advertising spends.
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This however is not exhibiting any kind of
direct co-relation.

Analyzing this data against the house hold
income or consumption patter of the lowest
ten percent of the social strata and the
highest ten percent of the social strata, and
relating the same to the spread between
these two social strata consumption levels.
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Country | Consumption [ Advertising
Pattern Spends
(%)* (*0)
USA Lowest 1.8 1.3
10%
Highest 30.5
10%
Brazil Lowest 1.0 1.6
10%
Highest 10.0
10%
Thailand Lowest 2.8 0.9
10%
Highest 32.4
10%
Indonesia Lowest 4.0 0.7
10%
Highest 26.7
10%
India Lowest 3.5 0.4
10%
Highest 335
10%
* GDP 2001 Estimates, CIA World Fact Book
Country Mean Social | Advertising
Strata Spends
Spread (%)* (%)
USA 67.7 1.3
Brazil 89 1.6
Thailand 64.8 0.9
Indonesia 69.3 0.7
India 63 0.4

* GDP 2001 Estimates, CIA World Fact Book

Copyright © 2003 School Of Broadcasting And Communication

This perspective does lead to indicate that
Brazil which has the maximum amount of
consumption in its middle strata of society,
does have the maximum percentage of
advertising spend.

On the other hand US being a mature and
relatively high competition market, also has
a high percentage of advertising spend.

On the other hand the Asian countries which
are still in their developmental stages, and
are still to mature to an open market
situation, have relatively lower advertising
spend percentages.

Furthermore comparing the inflation rate and
unemployment rate with the percentage
advertising spends for these countries.

Country Inflation Advertising
Rate (%)* Spends
(%)
USA 2.8 1.3
Brazil 7.7 1.6
Thailand 1.6 0.9
Indonesia 11.5 0.7
India 3.5 0.4

* GDP 2001 Estimates,

CIA World Fact Book
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Country | Unemployment | Advertising
Rate (%)* Spends
(%)
USA 5 1.3
Brazil 6.4 1.6
Thailand 3.9 0.9
Indonesia 8 0.7
India 4.4 0.4

* GDP 2001 Estimates, CIA World Fact Book

No direct co-relation is found in both of

these cases.
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Based on the above cross comparisons, the
percentage spends of any country do not
show any particular propensity to any
economic indicator.

However there does exist a loose co-relation
which needs to be analyzed with more data
and with statistical modeling.

This remains an open area for further
analysis and research.
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