
RESEARCH BRIEF: The Evolved Media Budget Allocation 

A Traditional Media Allocation discussion no longer exists.  

Since 2005, trends have shifted to recognize the importance 

of digital media and ever-growing the part it plays into the 

overall vehicle mix.      

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 

“ONLINE ADS NIP AT TRADI-

TIONAL MEDIA” 
-eMarketer November 2007 
 
 

“ONLINE IS AD SPENDING 

BRIGHT SPOT” 
-eMarketer November 2007 
 
 

“ONLINE ADVERTISERS TO 

SPEND THROUGH TURBU-

LENCE” 
-eMarketer March 2008 
 
 

Online publishers may continue to experience 
growth as marketing budget allocations to all 
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 

In 2007 during two consecutive decreasing quarters in ad 
spend for the first time since 2001, only one media vehicle 
showed double digit increases 



National search, display ads and classified will re-
main among the largest online ad categories in 
2008,  But online video, user-generated content, 
mobile and local all are segments that will continue 
to enjoy explosive growth in the year ahead, as 
digital media overall is expected to remain the sin-
gle fastest growing medium.—Adweek Septem-
ber 2007 

Nielson: ‘07 Ad Spend Up 0.6% (March 2008) 
http://tinyurl.com/59aphe  
 

AdweekMedia Special Report; Media Outlook ’08 (September 
2007) 
http://tinyurl.com/66rdsw  
 
Emarketer; Online Ads Nip At Traditional Media (November 2007) 

http://tinyurl.com/66k457  

MORE INFORMATION 

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 
over 30% - emarketer Gunderson Partners Survey 
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. 


