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RESEARCH BRIEF: The Evolved Media Budget Allocation

A Traditional Media Allocation discussion no longer exists.

Since 2005, trends have shifted to recognize the importance @qMa;kgtgl;
of digital media and ever-growing the part it plays into the US Internet Adve rtising Spe nding
. . ’
overall vehicle mix. 2006 -2012 (bi"iOﬂS)
$51.0

A light at the end of the tunnel for “old media” continues to
be digital. Radio’s non-spot revenue, of which online is a
growing part, is driving the medium out of the negative col-
umn. Magazines, likewise, keep loving up to the Web—while
it’s agreed they have yet to tap its real potential. And even as
newspaper circ remains in free fall, Web sites from The New
York Times ,Wall Street Journal and other dailies continue )
to surge.— Adweek September 2007
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In 2007 during two consecutive decreasing quarters in ad
spend for the first time since 2001, only one media vehicle : O N I—l N E A DS N | P AT TRA Dl_
showed double digit increases -|-| O N AI_ M E D | A 1

- -eMarketer November 2007
2006 Vs. 2007

% Change
Internet 18.9%

National Magazines 7-6% “ONUNE |S AD SPEND|NG
gss?g?lflday Supplements Zzi B R | G H T S P OT’ ’

Media Category

National Cable TV 2.9% -eMarketer November 2007
Spanish-Language TV 1.5%
Network TV -1.5%

Spot R 7% “ONLINE ADVERTISERS TO
Spot TV Markets 101-210 -2.6% SPEND TH ROUGH TURBU_

Network Radio -3.0%

B-to-B Magazines -4.0% |_ E N C E’ !

Local Sunday Supplements -4.0% —eMarketer March 2008

Spot TV Markets 1-100 -5.1%

Local Newspaper -7.5%

Nat'l Newspaper ‘ ~7.7% Online publishers may continue to experience
Total Advertising Spending 0.6 % growth as marketing budget allocations to all

Source: Nielsen Monitor-Plus

-Syndicated TV and FSI Coupons were excluded due to
methodology changes

-Newspaper reflects display ads only

interactive forms continue to increase—
eMarketer June 2007

One key market shift can be seen in how display
ad spending grew at a higher rate than even
paid search advertising. Brand-oriented market-
ers are just starting to ramp up spending, and we
will see greater growth in that area over the
next few years—emarketer October 2007
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National search, display ads and classified will re-
main among the largest online ad categories in
2008, But online video, user-generated content,

ST WACKER DRIVE 14TH FLOOR

eMarketer.

THE FIRST PLACE TO LOOK

US Digital Spending, Revenues, Sales,
2008 (millions)

mobile and local all are segments that will continue
to enjoy explosive growth in the year ahead, as

Seach engine gtimintion

digital media overall is expected to remain the sin-

gle fastest growing medium.—Adweek Septem-
ber 2007

Average Allocation of Online Marketing Budget by US
Marketing Professionals, by Strategy, Q3 2007 (% of

total)

Online advertising

Retilecommeresaks $161,000 (SEO) $2625
Iﬁmgﬁr‘g} st0y |Usergenedted antentsitesad | g4 7,5
Irterret adverising fotal) sz00 | Sodal mtworksiles a $1560
Pail search advertiing $10,360  |E-mailmarleting $1,550
Google ret revenues $7917  |Video adwerising $1,100
B2BInterret adwerfising 54400 |CPG htemet ad spending $1,190
Classified advertsing $4287  |Behavioral tageted adverfising $875
Local onineadvertising $3700  |Podcast ad pending 40
Nevepapersites ad revenues $3300  |Mobieseach adrevenues $07
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Online promotion design and implementation
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Source: aliakeer 2007-2000

Respondents said they were going to change their em-
phasis on traditional media. More than one-half of re-
spondents planned to put 10% to 30% of their media
spending into new media and 28% planned to spend

Search engine optimization
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Multi-channel campaigns
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oOnline campaign analytics
21.0%

E-Mail campaigns
e

social media campaigns

e

Virtual worlds
0.0%

Other

40.6%

Source: Coremetrics, "2nd Annual ‘Face of the New Marketer,
eMarketer, October 30, 2007
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MORE INFORMATION

Nielson: ‘07 Ad Spend Up 0.6% (March 2008)
http://tinyurl.com/5%aphe

AdweekMedia Special Report; Media Outlook ’08 (September
2007)
http://tinyurl.com/éérdsw

Emarketer; Online Ads Nip At Traditional Media (November 2007)
http://tinyurl.com/66k457
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over 30% - emarketer Gunderson Partners Survey
2007
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THE FIRET PLACE T0 LOCK

Budget share that ad execs reserve for new
media properties and experimentation

61% to 100%
1%

None
10%

41% to 60%
3%
1% to 20%
21%123%40% 0%

% respondents,
Jan. 2007

Source: AAF, Febmavy 2007

Over the last decade, the internet has emerged as a
mainstream advertising medium, and advertisers
around the world are altering their media budgets
and switching increasing amounts of money into
this new medium.—WARC January 2007

Media budget allocations will no longer exist with-
out a digital component.



