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RECESSION START OF 
AD-SPENDING
DECLINE

START OF
AD-SPENDING 
RECOVERY 

START OF AD-
JOBS1 DECLINE 

AD JOBS HIT
BOTTOM 

AD JOBS PASS
PRE-RECESSION
LEVEL 

JULY ’90
TO MARCH
’91

Weakness
apparent starting
October ’90;
sharp decline
begins January
’91

January ’92, 10
months after
recession ended

November ’90,
four months
after start of
recession

February ’92, 11
months after
recession ended

November ’94,
44 months after
recession ended

MARCH 
’01 TO 
NOVEMBER
’01

January ’01, two
months before
start of recession

May ’02, six
months after
recession ended

December ’00,
three months
before start of
recession

January ’04, 26
months after
recession ended

Industry has not
returned to pre-
recession bubble
peak

DECEMBER 
’07 TO ...

March ’08, three
months after
start of recession

NA November ’07, a
month before
start of recession

NA NA

1. Advertising and related services. Source: Ad Age DataCenter analysis of data from Bureau of Labor Statistics, National Bureau of Economic Research and WPP’s TNS Media Intelligence

How this ad recession compares
Declines and recovery in ad spending and jobs for recent recessions
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U.S. EMPLOYMENT
Another “jobless recovery”? The number of jobs lost each month is falling, but it
will take time for millions of unemployed Americans to find work. The nation’s
unemployment rate likely will climb higher even as the economy begins to recover

AD-INDUSTRY JOBS
The U.S. ad industry—advertising, marketing services and media—has cut 163,400
jobs, or 10% of employees, since the start of the recession

Leading indicators
AD SPENDING: The recession
may be ending, but the media
slump continues. Ad forecasters
expect spending to fall in 2010,
following drops in 2008 and 2009.
That would mark the first time
since the Depression that media
spending has dropped for three
straight years.

Guessing the future of
marketing spending is tough given
the fragility of the economy,
decline of print media,
proliferation of media and non-
media options (Facebook,
promotions), and predilection of
marketers to hold off spending
decisions as long as possible.

Forecasts are all over the
board. Interpublic Group of Cos.’
Magna is most pessimistic near-
term, betting media companies’
U.S. ad revenue will plunge 14.5%
this year. WPP’s Group M figures
on a 4.3% drop in media spending
this year—but, ominously, a bigger
decline (6.5%) in 2010. Publicis
Groupe’s ZenithOptimedia
foresees a 10.6% drop this year, a
2.7% decline in 2010 and then only
a weak recovery—just 1.4%
growth—in 2011.

RECESSION: The business-cycle
contraction is in its 21st month,
making this the longest recession
since the Depression. Given
positive signs on employment,
gross domestic product and other
indicators, there is an excellent
chance the National Bureau of
Economic Research, arbiter of
recession dates, will determine that
the recession ended sometime in
the second half of 2009.

The bureau won’t make such a
decree until well after the fact, when
it has data in hand; in July 2003, it
ruled the previous recession had
ended in November 2001.

GDP: The economy shrunk at an
annual rate of 1% in the second
quarter, better than expected—and
a sharp turnaround from GDP’s
first-quarter plunge of 6.4%, the
worst since 1982.

During this recession, the
economy has contracted 3.9%
from its peak (the second quarter
of 2008) to the present. Forecaster
IHS Global Insight said that makes
this the most severe recession in
the post-World War II period.

Economists expect GDP to turn
positive this quarter; the consensus
among economists surveyed by
Bloomberg is 1% growth, rising to
2.2% by the second quarter of 2010.
IHS Global Insight predicts GDP will
top 3% by the end of 2010; that’s in
line with average GDP growth for
the past 25 years (3.2%).

EMPLOYMENT: The
unemployment rate eased to
9.4% in July from 9.5% in June,
the first drop since April 2008.
July’s job losses (247,000) were

the lowest in nearly a year.
Still, job losses are expected to

continue even as the economy
begins to recover; it looks like
another “jobless recovery,” at
least for a few quarters.
Economists figure the
unemployment rate will peak
above 10% in early 2010. The
nation already has lost 6.7 million
jobs in this recession.

The ad industry—advertising,
marketing services and media—
has cut 163,400 jobs, or 10% of
staff, during the downturn,
according to Ad Age DataCenter’s
analysis (AdAge.com/adjobs). But
media-job cuts in June were the
lowest since last November, and
ad-agency employment shows
signs of stabilizing.

CONSUMER SPENDING: 
Real (after-inflation) consumer
spending fell a worse-than-
expected 1.2% in the second
quarter. Meanwhile, revised
government data show that 2008
consumer spending was weaker
than previously reported.

Consumer spending
accounted for 70.6% of GDP in
the second quarter, consumers’
highest share of GDP since before
World War II. That high
percentage is more a reflection of
weakness elsewhere in the
economy (for example, depressed
business spending) than a sign of
robust consumer activity.

Still, consumers are spending.
Car sales have surged in recent
weeks as consumers take
advantage of the government’s
“Cash for Clunkers” incentives.
There are signs of life in the
housing market, too—and every
house that gets sold means trips to
Home Depot and the furniture
store to turn a house into a home.

To be sure, the consumer
economy is fragile, and spending
growth is likely to remain weak as
the economy digs out of recession.  

STOCK MARKET: The stock
market (Dow Jones Wilshire
5000) has soared 55% from
March’s bear-market low. The
market is still 34% below its late
2007 all-time peak, but it’s
recovered a significant share of
recession losses.

All sectors in the Ad
Age/Bloomberg AdMarket 50
index (AdAge.com/admarket50)
have rebounded. AdMarket media
stocks have rocketed an average
160% since March (though the
group is down 42% from late ‘07).

Agency stocks have jumped an
average 51% since March.
AdMarket marketer stocks surged
an average 66% over that period.

Investors are betting on a solid
recovery. But at this stage, Wall
Street seems more optimistic than
Main Street and Madison Avenue.

—BRADLEY JOHNSON

THE GREAT RECESSION
Facts about the downturn that began
in December 2007

GDP Economy has shrunk
3.9% from its peak
to current level, the
most severe decline
in the post-World
War II period

UNEMPLOYMENT
RATE

9.4% in July, vs.
9.5% in June, the
first drop since April
’08. Projected to
peak in early 2010
above 10%, the
highest since 1983

JOB LOSSES Six of the 10 biggest
monthly job losses
since World War II
have occurred in this
recession. But July
losses were the lowest
since August ’08

Source: Bureau of Economic Analysis, Bureau of

Labor Statistics, IHS Global Insight,  National

Bureau of Economic Research

DURATION Entering its 21st
month, making it the
longest recession
since the Depression 

Source: Bureau of Labor Statistics

Full data: AdAge.com/adjobs. Source: Ad Age DataCenter analysis of Bureau of Labor Statistics data

BULLS AND BEARS
The Dow Jones Industrial Average
has surged since March but remains
far below its pre-recession peak
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