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Overview 

 Robert W. Baird & Co. is pleased to present our quarterly Marketing & Advertising Survey. 
 

 Thank you to the roughly 170 marketing and advertising professionals who participated in this 
survey.  The color and depth of the additional commentary adds to the overall quality of the 
survey and our ability to interpret the results. 
 

 This quarter we had over 20 follow-up conversations with participants in our attempt to better 
understand their responses and dig deeper into some of the underlying dynamics of the 
industry.  We would like to thank all of the participants that indicated they were interested in 
having a conversation. 
 

 If you have any questions, comments or would like to participate in future surveys, please email 
Senior Analyst Dan Leben (dleben@rwbaird.com), Research Associate Mircea (Mig) Dobre 
(modobre@rwbaird.com) or Research Analyst Tom Jackson (tbjackson@rwbaird.com). 
 

 This survey is meant to give investors and participants a general indication of current market 
trends. Individual responses have been edited to protect participants’ anonymity. 
 
 

Please refer to “Appendix – Important Disclosures and Analyst Certification” on page 17.  
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Executive Summary 

• 3Q11 growth was below initial expectations. Weaker-than-expected performance was driven by 
Market Research respondents, which often serve as leading indicators for overall marketing 
activity. Perhaps somewhat surprisingly, both Magazines and Newspaper respondents have 
recorded 3Q11 ahead of previous expectations in spite of this summer’s macro volatility. 
Television experienced a slight bounce; however, participants have noted that the Auto vertical 
remained below expectations as spend softened in the wake of the Japan earthquake. 

 

• 2011 expectations continued to soften as summer slowdown continued. Expectations for 2011 
growth have softened compared to last quarter and the base expectation established at the 
beginning of the year.  

 

• Customer hesitancy and delays noted, but actual impact on budgets lagging.  While headline 
risk and economic uncertainty were highlighted as areas of concern for our respondents, it is 
worth noting that most participants did not mention abrupt changes in budgets, with clients 
reassessing forward rather than current spend which leads us to believe that 4Q11 could see an 
inflection point in expectations likely to carry through 2012. 

 

• Survey data points to optimism on 2012 pricing. Overall we believe pricing expectations for 
2012 to be encouraging (small increases across the board), although it is worth noting that 
commentary from both survey participants and our channel checks have actually pointed to 
continued pricing pressure, with clients asking for more work and resources while seeking to pay 
less and stretch payment terms. At this point we believe overall 2012 expectations will likely 
prove optimistic. 
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Survey Participants 

• We surveyed roughly 170 marketing and advertising professionals across a broad array of areas and industries.  Since 
most professionals have multiple areas of expertise, the average participant noted 2+ areas and four industry verticals 
where they participate. 

• Common areas included: Market Research (35%), Agency (30%), Internet/Email Campaigns (19%), Television (17%) and 
Direct Mail (15%). 

• Industries with the most responses include: Health Care/Pharma (51%), Financial Services (45%) and B2B (49%). 

• In terms of scope, 45% work exclusively with national advertisers and 25% exclusively with local advertisers. 
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Source: Robert W. Baird & Company analysis 
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3Q11 Business vs. 3Q10 

6 Source: Robert W. Baird & Company analysis 

The third quarter of 2011, relative to the third quarter of 2010 was: 

• 3Q11 growth was below initial 
expectations. Of note, the 
lower-than-expected 
performance was driven by 
Market Research respondents. 
Perhaps somewhat surprisingly, 
both Magazines and Newspaper 
respondents have recorded 
3Q11 ahead of previous 
expectations in spite of this 
summer’s macro volatility. 

• Pricing pressure, emerging 
delays and headline risks were 
highlighted by participant 
commentary as the most 
important headwinds observed 
during 3Q11. 

• “It's like a roller coaster - much 
like the stock market - one 
month it's awesome and the 
next month we're worried.  
There is no rhyme or reason.  
Living with these kinds of vast 
"swings" is very unsettling and 
requires very keen 
management skills.  Resources 
must be managed wisely.” 

 

 

Respondent’s Own Business 

Respondent’s View of the Industry 

Areas – Own Business 

Industries – Rank Order 

Up more than 
10%
17%

Up 6% to 10%
18%

Up 1% to 5%
16%

Same
16%

Down 1% to 
5%

13%

Down 6% to 
10%
10%

Down more 
than 10%

10%

3Q11 Q/Q

Total 1.7% -1.9%

Agency 4.3% -0.1%

Mktg Data Mgmt & Analytics 4.1% 0.3%

Internet 3.6% 0.6%

Magazines 3.5% 1.7%

Campaign Svcs 3.5% 0.7%

Internet/Email Campaigns 3.1% -1.0%

Television 1.7% 0.3%

Direct Mail 1.6% -0.9%

Newspaper 1.4% 0.1%

Market Research 0.4% -2.7%

Up more than 
10%
10%

Up 6% to 10%
10%

Up 1% to 5%
19%

Same
29%

Down 1% to 
5%

15%

Down 6% to 
10%
9%

Down more 
than 10%

8%

Rank Rank Change

Entertainment 1 +13

Employment 2 +11

B2B 3 +2

Govt/Education 4 +6

CPG 5 -1

Specialty Retail 6 -3

Grocery 7 +2

Telecom 8 -7

Department Stores 9 +2

Health Care/Pharma 10 -8

Financial Svcs 11 -3

Discount Retail 12 -5

Restaurants 13 -1

Auto 14 -8



4Q11 Expectations 

7 Source: Robert W. Baird & Company analysis 

I expect the fourth quarter of 2011 relative to the fourth quarter of 2010 to be: 

• Similar to the previous 
question, lower expectations 
have been primarily driven by 
Market Research respondents.  

• We would note that 4Q11 
growth expectations appear to 
us to be a bit aggressive given 
YTD performance, participants’ 
overall 2011 outlook and the 
tougher y/y comparisons  with 
4Q10. 

• Our sense is that commentary 
was most subdued for 
respondents operating at the 
“front end” of marketing spend 
(Research, Agency and Data 
providers) 

• Television experienced a slight 
bounce; however, participants 
have noted that the Auto 
vertical remained below 
expectations as spend softened 
in the wake of the Japan 
earthquake. 

 

 

Respondent’s Own Business 

Respondent’s View of the Industry 

Areas – Own Business 

Industries – Rank Order 
Up more than 

10%
11%

Up 6% to 10%
10%

Up 1% to 5%
31%

Same
26%

Down 1% to 
5%

10%

Down 6% to 
10%
4%

Down more 
than 10%

8%

4Q11 Q/Q

Total 2.7% -0.9%

Campaign Svcs 6.7% 3.9%

Radio 5.8% 1.8%

Agency 5.2% 0.8%

Internet/Email Campaigns 5.0% 0.8%

Magazines 4.9% 3.0%

Direct Mail 4.7% 2.2%

Mktg Data Mgmt & Analytics 4.2% 0.4%

Internet 4.2% 1.2%

Newspaper 3.9% 2.6%

Television 2.8% 1.4%

Market Research 1.7% -1.4%

Up more than 
10%
16%

Up 6% to 10%
17%

Up 1% to 5%
28%

Same
17%

Down 1% to 
5%

11%

Down 6% to 
10%
7%

Down more 
than 10%

4%

Rank Rank Change

B2B 1 -

Employment 2 +9

CPG 3 -

Entertainment 4 +11

Govt/Education 5 -

Health Care/Pharma 6 -2

Auto 7 +2

Restaurants 8 +6

Grocery 9 +3

Telecom 10 -3

Specialty Retail 11 -9

Financial Svcs 12 -4

Department Stores 13 -

Discount Retail 14 -8



2011 Expectations 

8 Source: Robert W. Baird & Company analysis 

I expect 2011 relative to 2010 to be: 

• Expectations for 2011 growth 
have softened compared to last 
quarter and compared to the 
base expectation established 
during 3Q10. 

• When asked specifically about 
the above-mentioned decline in 
growth expectations, the vast 
majority of respondents 
pointed to decline in confidence 
in the economic recovery, a soft 
labor market and regulatory 
uncertainty as factors 
contributing to hesitancy on the 
part of advertisers.  

• While hesitancy and delays 
appear to be factors, it is worth 
noting that most participants 
did not mention abrupt changes 
in budgets with clients 
reassessing forward rather than 
current spend, which leads us 
to believe that 4Q11 could see 
an inflection point in 
expectations likely to carry 
through 2012. 

 

 

Respondent’s Own Business 

Respondent’s View of the Industry 

Areas – Own Business 

Industries – Rank Order 

Up more than 
10%
18%

Up 6% to 10%
16%

Up 1% to 5%
23%

Same
13%

Down 1% to 
5%

12%

Down 6% to 
10%
11%

Down more 
than 10%

7%

Up more than 
10%
9%

Up 6% to 10%
13%

Up 1% to 5%
25%

Same
21%

Down 1% to 
5%

15%

Down 6% to 
10%
7%

Down more 
than 10%

10%

Total 2.1% -1.9%

Campaign Svcs 5.3% 3.2%

Radio 4.4% 0.2%

Agency 4.0% -0.5%

Mktg Data Mgmt & Analytics 3.2% -0.2%

Television 3.2% -0.2%

Internet 3.1% 0.6%

Magazines 3.0% 2.0%

Direct Mail 3.0% 1.2%

Internet/Email Campaigns 2.9% -1.2%

Market Research 1.4% -2.1%

Newspaper 1.4% 1.3%

Rank Rank Change

Govt/Education 1 +8

Entertainment 2 +11

CPG 3 -2

Employment 4 +8

B2B 5 -

Specialty Retail 6 -4

Grocery 7 +3

Health Care/Pharma 8 -4

Financial Svcs 9 -3

Discount Retail 10 -2

Restaurants 11 +3

Department Stores 12 -1

Telecom 13 -10

Auto 14 -7



Initial 2012 Expectations 

9 Source: Robert W. Baird & Company analysis 

I expect 2012 relative to 2011 to be: 

Respondent’s Own Business 

Respondent’s View of the Industry 

Areas – Own Business 

Industries – Rank Order 

Up more 
than 10%

16%

Up 6% to 10%
28%

Up 1% to 5%
26%

Same
23%

Down 1% to 
5%
3%

Down 6% 
to 10%

3%

Down more 
than 10%

1%

Up more than 
10%
10%

Up 6% to 10%
18%

Up 1% to 5%
37%

Same
22%

Down 1% to 
5%
3%

Down 6% 
to 10%

8%

Down more 
than 10%

2%

Rank

Entertainment 1

Grocery 2

CPG 3

Discount Retail 4

Auto 5

B2B 6

Govt/Education 7

Telecom 8

Restaurants 9

Health Care/Pharma 10

Employment 11

Specialty Retail 12

Department Stores 13

Financial Svcs 14

• Initial growth expectations 
continue to decline (+4.7% for 
2010, +4.5% for 2011 and 
+3.7% for 2012), consistent 
with the maturation of the 
business cycle as well as 
comparisons getting 
increasingly difficult.  

• Our previous survey work 
shows a tendency for initial 
expectations for the following 
year to prove overly optimistic.  
That being said, we think the 
more likely explanation for the 
lower reading can be found in 
caution around the macro 
environment and a lack of 
visibility.  

• As mentioned earlier, 
commentary was most subdued 
for respondents operating at 
the “front end” of marketing 
spend - Research and Agencies, 
which could imply a harder 
readjustment in expectations 
for the overall group into 2012. 

 

 

2012 Y/Y

Total 3.7% -0.8%

Campaign Svcs 9.0% 2.7%

Direct Mail 6.6% 0.6%

Internet 6.6% 2.4%

Internet/Email Campaigns 6.4% 2.1%

Radio 6.2% 2.1%

Television 6.1% 2.3%

Mktg Data Mgmt & Analytics 6.1% 4.5%

Magazines 5.2% 1.5%

Agency 4.9% -0.7%

Newspaper 3.4% 1.1%

Market Research 3.1% -1.4%



Business Trends 

10 Source: Robert W. Baird & Company analysis 

Excluding seasonal factors, the overall trend is: 

• We calculated the average 
response for each area by 
weighting the responses as 
follow: Improving (100), 
Staying the Same (50) and 
Deteriorating (0). 

• The environment remains 
healthy; with moderation due 
to previously discussed macro 
uncertainties as well as tougher 
comparisons.  

• Somewhat surprisingly, 
Television has seen a 
downward adjustment in 
sentiment, which was related to 
continued softness in Auto. We 
believe this will likely reverse 
into early 2012 as Political and 
Olympics related spending 
projections will firm up. 

 

Respondent’s Own Business 

Respondent’s View of the Industry 

Areas – Own Business 

Industries – Rank Order 

Improving
50%

Staying the 
same
28%

Deteriorating
22%

Improving
37%

Staying the 
same
40%

Deteriorating
23%

Trend Q/Q

Total 64.2 -4.7

Campaign Svcs 80.0 6.0

Internet 76.5 9.8

Direct Mail 75.0 10.3

Internet/Email Campaigns 73.5 4.4

Agency 72.6 -1.5

Mktg Data Mgmt & Analytics 71.9 1.3

Magazines 70.0 7.9

Television 65.0 -7.7

Newspaper 58.0 6.1

Market Research 51.6 -16.6

Rank Rank Change

Entertainment 1 +12

Employment 2 +5

B2B 3 -1

CPG 4 -3

Govt/Education 5 +4

Health Care/Pharma 6 -

Discount Retail 7 +3

Telecom 8 -3

Restaurants 9 +6

Auto 10 -7

Grocery 11 +1

Financial Svcs 12 -4

Specialty Retail 13 -9

Department Stores 14 -3



Economic Environment 

11 Source: Robert W. Baird & Company analysis 

When thinking of the next 12 months' economic environment: 

   Participants’ perception of the 
economic environment has 
deteriorated. The “Less 
Optimistic” category increased 
14% q/q to 44% (after a 13% 
sequential decrease during 
2Q11). The “More Optimistic” 
category was relatively 
constant, with the biggest 
shift seen from the “No 
Change” group. 

 

Respondent’s Own View 

Respondent’s View of their clients’ perspective 

Areas – Own Business 

Industries – Rank Order 

More 
optimistic 

than I was 3 

months ago
28%

No change vs. 
3 months ago

28%

Less optimistic 
than I was 3 
months ago

44%

Economy Q/Q

Total 42.1 -7.7

Campaign Svcs 68.2 14.3

Direct Mail 63.5 14.9

Internet/Email Campaigns 61.1 4.0

Internet 59.7 5.6

Inserts 58.3 8.3

Agency 56.3 1.0

Newspaper 55.8 12.9

Radio 53.8 7.7

Magazines 52.4 2.4

Television 48.4 -1.6

Mktg Data Mgmt & Analytics 38.9 -22.9

Market Research 26.6 -20.1

Rank Rank Change

Employment 1 +3

Entertainment 2 +11

Govt/Education 3 +8

Auto 4 +2

Discount Retail 5 +4

Grocery 6 +6

Department Stores 7 +8

B2B 8 -6

Specialty Retail 9 -8

CPG 10 -7

Telecom 11 -3

Health Care/Pharma 12 -2

Restaurants 13 +1

Financial Svcs 14 -7

More 
optimistic 
than they 

were 3 
months ago

21%

No change vs. 
3 months ago

36%

Less optimistic 
than they 

were 3 

months ago
43%



Pricing Environment 

12 Source: Robert W. Baird & Company analysis 

On a per unit basis, pricing for your business has been/is expected to be: 

• Television pricing rebounded going 
into the fall season, although 
demand remained somewhat below 
expectation (Auto). Going forward, 
we believe the 2012 TV pricing 
expectations to be overly 
conservative as Japanese auto 
dealer spend rebounds and the 
political races heat up (early 
forecasts estimate over $6 billion to 
be spent on the 2012 primaries and 
presidential election, a good portion 
of which will benefit Television). 

• Overall we believe pricing 
expectations for 2012 to be 
encouraging (increases across the 
board), although it is worth noting 
that commentary from both survey 
participants and our channel checks 
have actually pointed to lower 
pricing, clients asking for more work 
and resources while seeking to pay 
less and stretch payment terms. At 
this point we believe overall 2012 
expectations will likely prove 
optimistic. 

 

Respondents were given the following 7 choices: Up more than 5%, Up 4-5%, 
Up 1-3%, Flat, Down 1-3%, Down 4-5%, Down more than 5%.  Responses were 
weighted by the mid-point of the range to derive the levels represented below 

(listed by the average pricing increase in 2010). 
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Total 0.5% 0.0% 1.1% 0.7%

Agency 0.9% -0.3% 1.1% 1.1%

Newspaper 0.9% 0.3% 1.6% 1.3%

Television 0.8% 1.0% 2.0% 1.0%

Internet/Email Campaigns 0.8% -0.2% 2.0% 1.6%

Campaign Svcs 0.7% 0.4% 1.7% 1.4%

Internet 0.7% -0.2% 1.8% 0.8%

Direct Mail 0.6% 0.1% 2.2% 1.6%

Mktg Data Mgmt & Analytics 0.5% -0.2% 1.1% 1.3%

Radio 0.5% -0.8% 0.8% NM

Market Research 0.2% 0.4% 0.5% 0.0%

Magazines 0.1% 0.1% 1.2% 0.0%



Area of Business Rankings 

13 Source: Robert W. Baird & Company analysis 
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Campaign Svcs 5 1 1 1 1 1 5 9 3 1 +6

Internet/Email Campaigns 6 9 4 4 3 2 4 4 2 2 +1

Direct Mail 8 8 6 3 2 3 7 3 1 3 +7

Agency 1 3 3 5 6 6 1 13 6 4 -2

Internet 3 6 8 2 4 5 6 8 8 5 +3

Television 7 5 10 8 10 9 3 5 7 6 -1

Mktg Data Mgmt & Analytics 2 4 7 6 11 11 8 12 4 7 -1

Newspaper 9 11 9 9 7 7 2 10 5 8 +5

Magazines 4 7 5 7 9 10 11 11 10 9 +2

Market Research 10 10 11 10 12 12 10 15 9 10 -1



AgencyFinder.com Vs. Entire Survey 

14 Source: Robert W. Baird & Company analysis 

• When comparing the results from the AgencyFinder.com sample to the entire population of 
the survey, we find that the AgencyFinder.com group had significantly stronger results across 
the board.  While some is attributable to agencies performing better than the overall survey, 
the AgencyFinder.com group continues to outperform even the agency group in most areas. 

• Relative to the last couple of quarters when the AgencyFinder.com group was experiencing 
stronger current trends than the broader agency group across the board, the group had a 
relatively weaker performance in 3Q11.  We do note that expectations for both 2011 and 
results through the first half were higher than the group, potentially indicating some timing 
or seasonality issues. 

• The group continues to benefit from the integrated approach with exposure to multiple areas 
of marketing.  Relative to the overall average of 2-3 practice areas, the AgencyFinder.com 
group participates in nearly 4 on average. 

AgencyFinder.com Total Survey Delta

3Q11 3.4% 1.7% 1.7%

4Q11 6.1% 2.7% 3.4%

2011 4.6% 2.1% 2.5%

2012 5.8% 3.7% 2.1%

Trend 72.7 64.2 8.6

Economy 63.0 42.1 20.9

AgencyFinder.com Agency Delta

3Q11 3.4% 4.3% -0.9%

4Q11 6.1% 5.2% 0.9%

2011 4.6% 4.0% 0.6%

2012 5.8% 4.9% 0.9%

Trend 72.7 72.6 0.1

Economy 63.0 56.3 6.8



Impact of Recent Economic Weakness 

15 Source: Robert W. Baird & Company analysis 

Our question of the quarter attempted to collect marketing professionals’ views on the recent 
economic weakness, and its potential impact on marketing and advertising demand. 

 

Agency Participant Commentary: 

 

“Clients are becoming hesitant, but they haven't cut budgets yet. The cost of talent (especially digital talent) is far outstripping the 

willingness of clients to pay for those services. While agencies are rapidly increasing digital salaries to compete (especially due to the 

dearth of 2-5 year talent following the non-hiring years of the recession), they are losing money on these hires because clients do not 

place a high value on digital execution such as social/trafficking/media/production services. This is putting downward pressure on profits 

in the digital space. As the cost of traditional talent is falling (and approaching "dirt cheap"), profits on traditional projects are increasing.” 

 

“The structure of the agency business has changed. Fees are a thing of the past with project work being the norm. Pricing is down.”  

 

“The current environment is cautious but optimistic. It is just slightly less optimistic than last quarter as folks are somewhat concerned 

about a double dip recession.” 

 

“Clients continue to be hesitant to commit themselves to long term planning.  Advertising is being scheduled on a quarter by quarter 

basis with some clients lowering their sales projections and advertising spending each quarter.”  

“Digital and social continue to expand, print continues to decline, advertisers are getting more and more tentative and uncertain.  

Though there's no wholesale panic yet.” 

  

“Marketing dollars are moving to the most trackable media -- which is predominately email, paid search and on-line display advertising.  

Buyers are looking to gain cost/complexity synergies by working with a single vendor that can serve multiple communications channels, 

and are increasingly comfortable with (securely) moving their marketing data to the cloud and using cloud applications.” 
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Newspaper and Magazines Participant Commentary: 

 

“Our current mind set is to hold on to a portion of market, with smaller expectation for growth next year than we have had in the 

past. Any growth is a plus. Cutting expenses and staff has caused new initiatives to take much longer to be implemented, but we do 

have them in the works.” 

  

“Environment is improving slightly, but newsprint products have taken a bigger hit than glossy publications.” 

  

“The movement to the web has been over-rated and some are returning to traditional media to regain market share” 

  

“Our particular business (media, primarily newspapers) is living in denial of the structural changes necessary to succeed in the 

future.” 

  

“Newspaper Media buys are much more targeted, segmented and selective. There seems to be lees frequency to available for print 

campaigns.” 

  

“Declining circulation and decreased advertising spending from local and national accounts has continued to deal blows to our 

business. Telecom accounts have almost eliminated their spend. Preprint business continues to fall off with decreased circulation 

and some schedule reductions.”  

 

Television Participant Commentary: 
 

"Two trends (somewhat contradictory): 

1) Despite new media, TV/internet continue to be high value marketing options. We may lose some business to ""experimentation"" 

(e.g., social media, etc.), but ultimately we get it back. 

2) Continued pressure to "commoditize" our media for price." 

  

“Automotive business in the broadcast world is still not recovering to former levels.  The current environment is still cautious.  Retail 

consumer goods is the one category that is growing in marketing as the feeling is television is the medium to use in the 4th quarter.” 

 

Impact of Recent Economic Weakness 



17 Source: Robert W. Baird & Company analysis 

Market Research Participant Commentary: 

 

“We are seeing significant activity in new product development due to changes in consumer habits.” 

  

“The current environment is guarded and cautious.  However, I have not seen any structural changes in my business.” 

  

“The current environment is very tentative. No structural changes as of yet but we are constantly looking at things.” 

  

“It's like a roller coaster - much like the stock market - one month it's awesome and the next month we're worried.  There is no rhyme or 

reason.  Living with these kinds of vast "swings" is very unsettling and requires very keen management skills.  Resources must be 

managed wisely.” 

  

“We are seeing a weakening in the 4th quarter and, in talking to our clients (mostly CPG), many of them are concerned about the 

economy and are pulling in their budgets.” 

 

Direct Mail Participant Commentary: 
 
“Small businesses are not advertising with direct mail.  Too many small businesses closing their doors.  With the USPS in such a mess 

that directly affects us since they are our business partner.  If they can't deliver mail - we can't mail.”   

 
 

Impact of Recent Economic Weakness 
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Robert W. Baird & Co. Incorporated and/or its affiliates expect to receive or intend to seek investment banking related 
compensation from the company or companies mentioned in this report within the next three months. 
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