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Overview 

1. Business development 2011 

2. Forecast for 2012 

3. Effectiveness of Advertising 

4. New business activity 
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In my view the business year 2011 compared to 2010 for my 
member agencies was 

8,7% 

21,7% 

43,5% 

17,4% 

8,7% 

12% 11% 

31% 
 

31% 

15% 

2011 
2010 
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What was the structure of your member agencies' income 
in 2011 (average)? 

30% 
32% 33% 

5% 
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Has clients' behaviour towards investment changed during 
the last year because of the economic situation?  

27,3% 

31,8% 

40,9% 

Investment in advertising has remained
the same

Investment in advertising has increased

Investment in advertising has gone down
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Has clients' behaviour towards investment changed during 
the last year because of the economic situation?  

To counteract weakened buying 

patterns (anti-cyclical) 

Other 

To win market share from competitors 1,81 

2,06 

2,43 
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Which topics are currently most important for your 
association? 

1. Business Development (73,9%) 

2. Government relations (47,8%) 

3. Training (39.1%) 

4. Bringing creative industries together under a new 

association 

5. Agency Remuneration 

6. Internationalisation 

7. Festivals 

8. Regaining overall industry credibility and the 

association's leadership within the marketplace 

9. Make clear the value of communication 

10. Organisational development 
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Has client spending on marketing communications changed 
in the last year due to economic reasons? 

No Yes

NO 

YES 

87% 

13% 
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If client spending on marketing communications changed; 
in which disciplines have the strongest changes occurred? 

New media, online marketing, e-

commerce 

Classical Advertising 

Sponsoring 

Promotion 

Event Marketing 

Public Relations 

Direct Marketing 

Media Planning  

Market Research 

 

9,1% 

9,1% 

13,6% 

13,6% 

18,2% 

22,7% 

22,7% 

59,1% 

77,3% 
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Has client behaviour changed because of the economic 
situation?  

87,0% 

13,0% 

YES 
NO 
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If client behaviour has changed because of the economic 
situation, clients... 

demand on even 

more service for 

the agreed fee 

try to reduce 

fees 
demand 

extra, free 

services 

other 

1.6 1.7 

2.7 

3.6 

Ranking from 1st to 4th  
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Has the service emphasis changed?  

No Yes

17% 

83% 
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If the service emphasis has changed, there is an increased need 
for... 

17% 

83% 

5 

3 

3 

4 

3 

4 

7 Other

Creative solutions

Account review/pitch to reduce fees

Project work

Cost-efficient solutions

Flexible, quick solutions

Strategic Consultancy

Average Ranking from 1st to 7th  
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What measures did clients take to react to economically 
difficult times? 

17% 

83% 

• Cut investment in advertising? 77%, 85%, 100% 

 

• Negociated prices downwards? 77%, 56%, 90%  

 

• Looked for cheaper communications solutions? 64%, 59% 

 
• Concentrated on only one or a very few disciplines? 18% 

 

• Placed priority on minimum investment in classical advertising? 14% 

 

• Invested more to win market share? 9% 

 
 2011 
 2010 
 2009 
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In the tense economic climate, communication has 
become.. 

17% 

83% 

More aggressive in its appeal to purchasers 

52% Clearly more strongly oriented towards price offers 

30% 

More 
competitive 

4% 
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Overview 

1. Business development 2011 

2. Forecast for 2012 

3. Effectiveness of Advertising  

4. New business activity 
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Estimation of turnover trend for the agency 
industry for 2012 

4% 

22% 

35% 

30% 

9% 

strongly increasing

increasing

unchanged

decreasing

strongly decreasing

  26% 

  11% 

59% 

4% 

0% 

42% 

 32% 
35% 

 2011 
 2010 
 2009 
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Estimation of development of advertising 
expenditure in the individual sectors for 2012 

Increase      Steady         Decrease 

Trade 

Telecommunications 

Beer 

Small ads 

Pharmaceutics (public advertising) 

Special direct mail companies 
(eg.books, erotic) 

Chocolate / confectionary 

Automobile industry  

Mass media 

Banks  

3 

3 

4 

4 

5 

6 

7 

8 

9 

9 

14 

13 

10 

9 

9 

10 

8 

10 

9 

6 

5 

5 

8 

9 

8 

6 

7 

4 

4 

7 
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2.1. Forecast for 2012:  
Opportunities 
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How important will the following factors be for commercial 
communications agencies in 2012?  

Not important at all 

0 

0 

0 

0 

0 

0 

0 

3 

0 

4 

1 

0 

0 

0 

6 

7 

3 

5 

5 

3 

2 

8 

9 

10 

5 

5 

7 

6 

4 

5 

5 

11 

12 

12 

13 

1 2 3 4 5 Very important 

More efficient campaigns 

Social media 

Integrated communications 

strategies 

Creativity 

Changes in consumer behaviour 

Strategic planning 

Specialization 
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2.1. Forecast for 2012: Threats 
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How important will the following factors be for commercial 
communications industry in 2012?  

4 

3,2 

3,4 

4 

4 

communication as a key factor of marketing
success communication as a key factor of
marketing success

involvement of top client management
involvement of top client management

higher investments in communication higher
investments in communication

long term planning by clients long term
planning by clients

communication as a key factor of marketing
success

1 - Not important at all             5 – Very Important 
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How strongly will the following factors influence and/or preoccupy commercial 
communications agencies in 2012? 

cost pressure 

procurement in the agency selection process 

time pressure 

rising importance of e-business 

pressure on smaller agencies 

expenditure on new business 

globalisation 

prohibition/restriction of advertising 

clients' personnel turnover (marketing + CEOs) 

lack of qualified staff 

shift of decision making to abroad 

business/ management consultants 

mergers/co-operation among clients 

clients thinking and acting short-term 

competition from lower cost economies / BRIC 

countries 
2,6 

2,9 

2,9 

3 

3,1 

3,1 

3,3 

3,3 

3,3 

3,6 

3,8 

3,9 

4 

4,1 

4,5 
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Overview 

1. Business development 2011 

2. Forecast for 2012 

3. Effectiveness of Advertising  

4. New business activity 
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Which of the following criteria do clients use to measure their 
communication effectiveness? 

100,0% 

31,8% 31,8% 
36,4% 

efficiency by proven
performance factors
(e.g. market share,

awareness, economic
efficiency or

advertising spend)

influence on
economically

measurable brand
value

results of market
and/or advertising

research by Pre tests

results of market
and/or advertising

research by Post tests
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Overview 

1. Business development 2011 

2. Forecast for 2012 

3. Effectiveness of Advertising  

4. New business activity 
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Where do the majority of international pitches in your 
country come from? 

70,0% 
76,0% 

23,0% 

USA Europe Asia
UK, France, Germany 

Denmark, Sweden 
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What is the importance of pitch consultants in your country? 
 5= very important 1= not at all important 

4 

5 5 

6 

2 

-

Not 
important 
at all 

Very 
important 
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Is it increasing/decreasing? 

increase 
71% 

decrease 
29% 


