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100 LEADING NATIONAL ADVERTISERS:
AdvertisingAge

TVSTILL RULES,
BUTTHENETIS
SHOWING GAINS

MEDIA MIX: The 100 top advertisers put 59% of 2006 measured

SPEND TREND: WHERE THE MONEY GOES

How the 100 Leading National Advertisers’ U.S. measured ad spending was apportioned over time.

Share of money that went into each medium
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spending into TV, down from 67%in 1980. Internet’sshare:5.5% ~ « = =

By BRADLEY JOHNSON

bjohnson@adage.com

TV HAS COMMANDED more than
50% of measured ad spending for
the 100 Leading National Advertis-
ersevery yearsince 1959.But TV has
fallen sharply from the dominant
position it long held.

To be sure, TV still is the top medi-
um for leading advertisers. TV last

yearaccounted for 59% of U.S.meas-
ured spending in consumer media—
TV, radio, newspapers, magazines,
outdoor, internet—for the 100 LNA
companies, according to an Ad Age
DataCenter analysis of TNS Media
Intelligence data. That’s down from
about 64% in 2000 and the range of
67% t069% from 1970 to 1990.

The internet last year drew 5.5%
of measured spending for the 100 top

advertisers, up from just 0.8% in
2000.As the internet gains, print los-
es. Newspapers’ share of 100 LNA
measured spending in consumer
media slumped to 11.6% in 2006
from 15.4% in 2000.

Magazines’ share of measured
spending has been comparatively sta-
ble in recent decades. For each 10-year
mark from 1970 to 2000 and then for
2006, magazines’ share of measured
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U.S. measured spending for TV, radio, newspapers, magazines, outdoor and internet. Radio is estimated for 1960.
Source: DataCenter analysis of Ad Age's Leading National Advertiser reports, 1961-2007

spending for the Top 100 held ina nar-
row band 0f 15.5% t016.6%.

How have spending priorities
changed for key marketers? The
DataCenter analyzed measured
spending from 1960 to 2006 for eight
companies that, in various incarna-
tions, have been members of Ad
Age’s 100 LNA roster since 1960.

These companies have seen for-
tunes rise and fall amid mergers,

breakups and mutating strategies.
For some, spending priorities have
changed dramatically. General Mo-
tors Corp. had two-thirds of meas-
ured spending in print media in
1960; print’s share last year was
28%. Yet some media priorities
haven’t changed. At Johnson &
Johnson, magazines have consis-
tently been a strong No. 2 medium,
after TV, since 1960.
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100 LEADING NATIONAL ADVERTISERS:
AD SPENDING BY MEDIUM, 1960-2006

How U.S. measured spending priorities have changed over the decades for eight top marketers BTV ERADIO W NEWSPAPER
I MAGAZINE I QUTDOOR W INTERNET
1960 1980 2000 2006
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Anheuser-Busch’s measured spending in 2006 was 41 REPRESENTS EEEEEEE EEEEEEEERE T TTTITTTT TTTITTIT T
times the level 0f 1960, tracking with sales (revenue last 1PERCENT- EEEEE EEEEEEENN:  EEEEEEEEE EEEEEEEE
year was 39 times that of 1960). A-B's spending grew AGE POINT) EEER = -I'liﬂﬁﬁﬂg .. - .I!l“"%
more slowly than the ad market; measured consumer ===;§3§ ===E=====ﬁ ===E==E=fﬁ3 =====E==3ﬁ
media spending last year was 47 times the level of 1960. BEEEE=E EEEEEEEEN: EEEEEEEE EEEEEEEN =
TV accounted for 40% of A-B's measured spendingin
1960.By 1970, TV had grabbed more than half of A-B's
budget. That mirrors the ad market; TV accounted for LNA gANKING 40 2 a3 %
40% of overall U.S. measured ad spending in 1960 and MEASURED
55% in1970. TV rules A-B advertising, but TV's share AD SPEND ... Siz4M 12r.TM 3%.2M S104M
declined this decade as A-B boosted spending in other ... ADJUSTED
media both old (radio, magazines) and new (the internet). FOR INFLATION S844M 328N 463.6M S104M
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Bacl |n.1960,t e old AT&T put two-thirds of its budget into EED B EEEEERE EEEEEREE EEREER En
magazines and newspapers; TV accounted for 30.5%. EER R A EEEEEENE &2 EEEEEEENR EEEEER EN
By the '70s, AT&T was spending a majority of its === g%g%i{ EEEEREEN %g ANEEEEEN = EEEEENR %:
money on TV. After the 1984 Bell System breakup, AT&T o EnEEEEN EEEEEEDEN HEEEREN
invested heavilvin TV in the long-dist v e EEER EREEEEE EEEEREEEE = EEEEENR FE
invested heavilyin TV in the long-distance wars. BEEE EEEE EEEEEEEDE S EEEEEEEEY EEEEEE HE
accounted for 69% of measured spending in both 1990
and 2000.
The new AT&T Inc.—SBC plus Cingular, AT&T Corp.and :.dNEAAgl?:g“G 20 9 L :
BellSouth—last year put half of measured spendingin TV.
Newspapers' 2006 share (20.6%) wasn't far from the AD SPEND ... SI5IM 180.7M S3.8M 2,341.3M
1960 share (about 22%). The internet last year accounted ...ADJUSTED
for a comparatively high 7% of measured spending. FOR INFLATION SITAIM M26M 6I28M 2,3413M
American Telephone & Telegraph Co. (‘'60, '80), AT&T Corp. ('00), AT&T Inc. ('06)
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Coca-Colameasured media as share of U.S. revenue rose REPRESENTS 1T 11T ENEREEEEET DNEREEEERET  DNEEEEEEE S
t07.3%in 2006 from an estimated 4.6%in 1960. U.S. 1PERCENT- EEEE T EEE llIlillllﬁ EEEEEEENE A DEEEEEEN .
revenue last year was an estimated 30 times the level of AGE POINT) ==== g%g ========= — =========§ ======='%=
19§O,they§arCoca-CoIaIgunchedSprlteandbought EEENE EEEEEEREENE BN EEEEREE:E
Minute-Maid; 2006 spending was 40 times that of 1960. BEEEEEEEEE EREEEEEEN: EREEEENER:  HEEEEREER S =
TV was Coca-Cola’s top medium thenand now. TV's
share of measured spending rose from 40% in 1960 to
81.6%in1980 and 94% in 2000. But it's fallen sharply LNA RANKING 3 20 3 3
since then; TV last year accounted for 70% of measured MEASURED
spending. Magazines' share tumbled from 32%in 1960 to AD SPEND ... SizI 129.5M Wl il
about 3%1in 1980, '90 and '00. But magazines got backin ... ADJUSTED
the mix, snaring 12% of measured spending last year. FOR INFLATION S62.1M 3m.zm 4n.zM 481IM
1960 1980 2000 2006
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General Mills in1960 ranked as the No.18 U.S. advertiser EEEEED i EEEEEDNEEN DS NN EEEEEENER -
and second-largest food advertiser (after General Foods). EEEEER EE ..'l‘lllllﬁ EEEREEEEE-  DEEEEEEE O
SESEEEs=: SSESSSSEED SaSacananz SESsaEmes:
(R||Isbury),butothersgotfarblgger;Iastyea.r,GeneraI 1111 B EEEEREENE™ EEEEREEENE EEEEEEEEEE
Mills ranked No. 44 on the LNA list and third in food, after EREEE EE EEEEEEEEYE EREEEEEE"  SEEEEEEE=
Kraft (including the old General Foods) and Nestlé.
TV's share of measured spending jumped from 58.3%
iN19601t092.7%in1990. TV's share fell to 79.5% by LNA RANKING 18 2 9 “
2006; magazines helped filled the void. Magazines' share MEASURED
had tumbled from18.6% in 1960 to 4.7% by 1990, but AD SPEND ... $30.0M 161.1M 460.2M STOIM
magazines last year accounted for 16.5% of General Mills' ... ADJUSTED
measured spending. FOR INFLATION $204 M 394.8M 338.5M S199M

Numbers rounded. U.S. measured media spending: TV (network, cable, spot), radio, newspapers, magazines, outdoor, internet. Company breakouts for 1960 exclude radio. Newspapers exclude FSIs. Source: Ad Age's Leading National Advertiser reports, 19612007
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100 LEADING NATIONAL ADVERTISERS:

[ I RADIO I NEWSPAPER I MAGAZINE 3 OUTDOOR & INTERNET
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IN1960, General Motors led the U.S. auto market (witha o B B EEEEEN B = EEEEEEE == BEENEN™
44% share) and the LNA list. Magazines and newspapers L1 ] %ﬁ% Y EEEEEE EE INEEEEE %ﬁ EEEEEETEEE
each snared one-third of measured spending; TV got 24%. == BEBE ====== %‘? ======= B E ===E== g%:
Flash forward to 2006: GM's share was down to 25%, EE EEEEE EEEERN ;C;B’} = EEEEDE EE  ENEEREDEEE
ad spending was tumbling and TV was on top but slipping ] ] EEEEE AENEEEEDEEE EEEEEN EN FEEEEEENEEN
(601% vs.71.6%in1990). Print's share has plunged over
time, yet magazines (18.2%) and newspapers (99%) last
year stillcommanded a hefty share of spending. Internet II.ANE‘l\\lsll‘l\:EIIJNG 1 6 I 3
snared 5.4% of GM's measured spending.
GMis down but hardly out: In 2006, it was the No. 2 AD SPEND ... Siez.2M 236.0M 295L1M 2.2084M
network TV advertiser, No. 4 in magazines, No. 6 in outdoor, ...ADJUSTED
No.7 in newspapers and No.10 on the internet. FOR INFLATION SE324M 15.M 3452.8M 2.208.4M
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Johnson & Johnson ranked No. 56 among the 1960 LNA REPRESENTS EEEEEE g ========££ EEENENNEEN =======£$£
with measured spending of $8.5 million. Last year, it 1PERCENT- EEEEES = o I
ranked No. 9, with measured advertising approaching AGE POINT) ===E=E %g ===i====%§ ========%§ ===E===§ %f
$14billion (including spending for brands J&J bought EREEE EEE  AEEEREEEEE  EEEEEEEEE:  EENEENEENEEE
last year from Pfizer). EENEER EEE  fENEEEEECE  SEEEEEEEEE  AEEEREOEER
Johnson & Johnson's U.S. measured spending last
year was 159 times its 1960 level. What's interesting is
what hasn't changed. TV's share of measured spending LNA RANKING 3 - f ’
wasn't dramatically different in 2006 (66%) vs.1960 MEASURED
(57.6%). Magazines were Johnson & Johnson's second- AD SPEND ... $8.5M 1204M 8T2.6M 135LAM
largest ad medium in both 2006 (27.2% of measured ... ADJUSTED
cooncing) o 1960 (22 0%y, ARSTED $58.0M 295.0M 1,021.0M 1,3514M
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P&G was the No. 2 ad spender in1960 and No. 1in 2006. R LR LT EEEEEEEmE EEEEEEE = EEEEREEN
Familiar positions; P&G has been No.1or No. 2 for 50 of the EEEEEEERE EEEEEE NN = IIIIIIE&%&* EEEEEEE
52 years Ad Age has ranked the LNA. P&G's measured =========ﬁ =========§ ===i==m§%§ =======§%g
spending last year was 32 times its 1960 level; revenue in EENEREEER TIITITIIITE EEEEEET e ENEEEEE: T
fiscal 2006 was 44 times that of 1960. P&G accounted for EEEEEEEER EEEENEEER - EEEEEE e EEEEEEE - =
4.7% of 100 LNA spending in ‘06 vs. 4.5% in1960.
P&G today includes two other members of 1960's
100 LNA list (Gillette, Richardson-Merrell) along with :dNEII\\EIIl‘:::)NG : I 3 ]
other acquired companies such as Clairol and Noxell.
The biggest shift in P&G measured spending: less TV. AD SPEND ... S109.6M MS.TN 1342.2M 3,526.5M
IN1960, 70 and '80, TV accounted for more than 90% of ... ADJUSTED
P&G measured spending. TV's share in ‘06: 69.9%. FOR INFLATION STag.IM 1337.0M 1.804.4M 3,326.5M
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Sears, Roebuck & Co. ranked as the No. 11 advertiserin EEEEEENE EHEEEERNENE EEEEEN 1 EEREEEE 4]
1960, and Sears Holdings last year ranked No. 17. But what I [ R EENEEEENR X & HEEEEER E DEEEEE %{
atrip: Between then and now, Sears stumbled through ===i== %g =======£$§ ===E== g ===i== .
strateges, lost its position as top retailer (to Wal-Marb) EEEEEE o  HEEEREEE: -  HEEEREN E . AEEERNm ]
exited insurance (Allstate, No. 78 on the LNA list) and was FEEEEENEESE  ANEEEEEEEE  SNEEEN E ANEEEN [ ]
swallowed in 2005 by Kmart, creating Sears Holdings.
Amid Sears' changes, TV's share of measured spending
has been relatively stable: 66% in1960 and in the range of LNA IS‘ANKING f : 12 i
55% t0 58% in 1990, 2000 and 2006. Magazines' share MEASURED
has fallen over time; newspapers' share has risen. About AD SPEND ... S5.8M U3.3M 6349M 1934M
3% of measured spending last year went into the internet. ... ADJUSTED $39.2M 10M 766.3M 793.4M
3R INFLATION . 351.0 66.3 93.

Sears, Roebuck & Co. ('60-'00), Sears Holdings (Sears and Kmart, '06)




