
Products and Services 

The Advertising Agencies industry offers a broad range of services, including media planning, market 
research, graphic design, media buying and public relations services. Advertising agencies also provide 
client services such as direct mail marketing and web page design. Additionally, agencies offer services 
across a variety of media, including digital and print advertising, that consumers can access with tablets, 
computers, newspapers, billboards and other media forms. During the past five years, internet advertising 
has increased and newspaper advertising has declined, as evidenced by print advertising expenditure 
declining at an annualized rate of 1.8% in the five years to 2016.

Integrated advertising services

Many of the players within this industry offer a multitude of client services, so clients can use one 
advertising agency to access advertising, public relations, and other services. Most clients use advertising 
agencies to perform all tasks of a campaign (from idea conception to media buying). Integrated 
advertising services accounts for the largest share of industry revenue because it incorporates all steps 
involved in the placement of an advertisement, such as graphic design and media planning. Integrated 
advertising services account for 64.1% of total industry revenue.

Demand for integrated services as a proportion of industry revenue generally tends to do better in times 
of faster economic growth when businesses have greater resources to allocate towards advertising and 
marketing. Currently, agencies are continuing to diversify into other industries and offer an expanding 
array of services; therefore, advertising budgets will be divided between more services as clients try to 
reach consumers via a plethora of mediums. Taken together, these factors are expected to increase
demand for this segment over the next five years.

Creative services

Not all clients demand full service. Many clients need only a particular function completed. For example, a 
business operating within a defined industry might only have a handful of media outlets in which to 
advertise. Companies operating within the industry are less likely to need integrated services or media 
planning because they will know each of the publications; however, they are likely to need creative work 



to develop an advertisement, which is expected to make up 19.5% of industry revenue in 2016. Creative 
work is the conception of ideas for an advertising campaign and represents the second largest source of 
industry revenue. IBISWorld expects that creative work will increase as a portion of industry revenue with 
the rise of alternative forms of marketing, including viral advertising, over the next five years.

Media planning, buying and representation

Some businesses which create their own content demand services from the Advertising Agencies 
industry for media planning, buying and representation. Advertising agencies often have contracts with 
media outlets and can get a better price for media space than a businesses could get themselves. Thus, 
many business operators hire agencies to plan and represent them in the field without creative services. 
This segment of services represents about 6.3% of industry revenue in 2016.

Other services

As global advertising agencies become more prevalent, offering a large number of services has become
critical to success. While many niche operators do not have the capacity to provide all marketing and 
advertising services in-house, the industry is dominated by global one-stop shop advertising agencies. On 
the other hand, many small agencies have developed a market niche by specializing in particular types of 
advertising. For example, an agency might specialize in healthcare employment advertising or a particular 
demographic, such as the Hispanic market. IBISWorld anticipates that the number of such establishments 
will increase as markets continue to fragment; however, global firms will acquire many of them as the 
industry consolidates.

Major Markets

Companies across all sectors of the economy use advertising agencies. Advertisers in each market use a 
combination of media to reach a diverse mix of consumers. The industry receives the bulk of its revenue 
from corporate clients, including those in the retail, automotive, food, telecommunications and finance 
sectors. Most industries have increased their advertising expenditures as the US economy recovered 
over the past five years, with the automotive and retail segments growing steadily.



Retail

In 2016, the retail sector is expected to comprise the largest market for advertising services with about 
22.0% of industry revenue. Retailers are looking to take advantage of the growth in consumer confidence 
and rise in per capita disposable income by spending more on advertising to bring in more customers. 
The retail sector is also expected to exhibit growth over the next five years. According to data from 
eMarketer, the retail sector will focus on advertisements related to search, mobile messaging, classifieds 
and directories.

TMT

The technology, media and telecommunication (TMT) sector will demand about 21.0% of industry 
revenue in 2016. This sector has quickly grown as technology is increasingly a vital part of our society. 
With the proliferation of mobile phones, the telecommunications sector is expected to demand more 
advertising services over the next five years. However, the telecommunications sector will grapple with 
advertising-related hurdles, including consumer sensitivity related to user privacy, limited mobile screen 
space and usability.

Automotive

Advertising services demanded by the automobile sector will comprise about 13.0% of industry revenue 
in 2016. According to data from eMarketer, the automotive sector has exhibited steady demand for 
advertising services, as many automotive companies have allocated greater advertising spending toward 
digital advertisements. By 2021, the automotive sector is expected to continue growing their share of 
digital advertising spending. In particular, the automotive sector has focused on implementing mobile 
advertisements to entice consumers that are new vehicle buyers.

Financial services, travel and entertainment

The financial services, and the travel and entertainment sectors are both estimated to make up about 
13.0% of industry revenue each in 2016. The financial services sector is expected to implement digital 
advertisements, including mobile messaging advertising. The financial services sector has experienced 
changes in how users access their financial information over the past five years. For example, according 
to the Consumers and Mobile Financial Services report by the Federal Reserve, about 39.0% of mobile 
phone owners (52.0% among smartphone owners) reported using a bank's mobile application on their 
phone to access their banking information. As a result, many financial services companies have invested 
in mobile advertisements.

Over the past five years, the travel, entertainment and tourism sector has invested heavily in advertising 
services, particularly to develop direct-response advertising to direct leads. Furthermore, paid mobile 
advertising services have exhibited robust demand from the travel and entertainment sector. In the next 
five years, this market segment will continue to grow, in line with strong demand for advertising services, 
including rich media, video and mobile-social display from travel companies that want to develop a 
stronger website presence.


