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Advertising agencies create advertising 
campaigns for periodicals, newspapers, 
radio, TV and other media. Through 
in-house capabilities or subcontracting, ad 

agencies provide advice, creative services, 
account management, production of 
advertising material and media planning 
and buying (e.g. ad placement).

The primary activities of this industry are

Creating advertising campaigns

Disseminating advertising campaigns through available mediums, such as TV, periodicals and digital

54143 Graphic Designers in the US
This industry conceptualizes and produces artwork or graphic designs without providing other advertising 
agency services.

54161 Management Consulting in the US
This industry provides marketing consulting services.

54183 Media Buying Agencies in the US
This industry purchases advertising space from media outlets and resells it directly to advertising agencies or 
individual companies.

54184 Media Representative Firms in the US
This industry sells media time or space for media owners as independent representatives.

54186 Direct Mail Advertising in the US
This industry creates direct mail advertising campaigns.

54189 Promotional Products in the US
This industry provides advertising services that include promotional materials, distribution services and sign 
lettering.

Industry Definition

Main Activities

Similar Industries

About this Industry

The major products and services in this industry are

Bundled creative and placement services

Creative services

Media buying and planning services

Public relations services

Sales promotion services

All other services
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About this Industry

For additional information on this industry

www.adage.com 
Advertising Age

www.aaaa.org 
American Association of Advertising Agencies

www.iab.com 
Interactive Advertising Bureau

www.newsmediaalliance.org 
News Media Alliance

www.census.gov 
US Census Bureau

Additional Resources

 IBISWorld writes over 1000 US  
industry reports, which are updated 
up to four times a year. To see all 
reports, go to  www.ibisworld.com
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Revenue vs. employment growth

Products and services segmentation (2019)

63.5%
Bundled creative and 

placement services

0.9%
All other services

19.3%
Creative services

10.6%
Media buying and 
planning services

3.3%
Public 

relations services 2.4%
Sales promotion services

Key Statistics 
Snapshot

Industry at a Glance
Advertising Agencies in 2019

Industry Structure Life Cycle Stage Mature

Revenue Volatility Low

Capital Intensity Low

Industry Assistance None

Concentration Level Low

Regulation Level Medium

Technology Change Medium

Barriers to Entry Low

Industry Globalization Medium

Competition Level Medium

Revenue

$53.9bn
Profit

$4.2bn
Wages

$20.3bn
Businesses

69,764

Annual Growth 19–24

2.2%
Annual Growth 14–19

3.9%

Key External Drivers
Total advertising 
expenditure
Corporate profit
Consumer spending
Investor uncertainty

Market Share
The Interpublic 
Group of 
Companies Inc. 
 8.3%

Omnicom Group 
Inc.   
8.0%

WPP PLC   
6.2%

p. 26

p. 5

FOR ADDITIONAL STATISTICS AND TIME SERIES SEE THE APPENDIX ON PAGE 34

SOURCE: WWW.IBISWORLD.COM
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Key External Drivers Total advertising expenditure
Total advertising expenditure indicates 
the level of spending on advertising, 
promotional and marketing activities. 
Trends in total mainstream media 
advertising, particularly in radio, TV, 
newspapers and magazines, have a direct 
effect on this industry. Growth in total US 
advertising expenditure indicates that 
businesses are more willing to incur 
advertising expenses, which benefits 

advertising agencies. Total advertising 
expenditure is expected to increase in 
2019, representing a potential 
opportunity for the industry.

Corporate profit
As businesses become more profitable, they 
often expand their advertising budgets due 
to many digital advertising services 
resulting in a strong return on their 
investment. As a result, a rise in corporate 

Executive Summary The Advertising Agencies industry 
provides creative services, advice, 
account management and production of 
advertising material across different 
channels for its clients. Industry 
operators also plan and buy media space 
in periodicals, newspapers, radio and TV 
or other media. Over the five years to 
2019, the Advertising Agencies industry 
has benefited from growing consumer 
spending and per capita disposable 
income, despite declining corporate 
profit. As a result, companies have 
increasingly sought industry services to 

help them capture a growing portion of 
consumer spending. Overall, IBISWorld 
estimates industry revenue to increase an 
annualized 3.9% during the five-year 
period to $53.9 billion, including growth 
of 2.6% in 2019 alone. Profit, measured 
as earnings before interest and taxes, is 
expected to comprise 7.8% of industry 
revenue in 2019.

Growing consumer spending and low 
unemployment, have motivated 
companies to invest in advertising 
services. Interestingly, despite an 
annualized decline in corporate profit, 

total advertising expenditure has 
expanded over the five years to 2019. 
Corporate profit is estimated to decrease 
at an annualized rate of 1.7% over the five 
years to 2019. During the period, rising 
demand for digital services has motivated 
more companies to enter the industry. 
Over the five years to 2019, the number of 
industry enterprises is estimated to grow 
at an annualized rate of 1.8% to 69,764 
companies. Merger and acquisition 
activity has also been high, particularly 
amid larger companies that have sought to 
expand their digital capabilities by 
acquiring specialized agencies.

Over the five years to 2024, industry 
revenue is anticipated to continue 
growing at an annualized rate of 2.2% to 
$60.0 billion. Industry operators are 
anticipated to benefit from growth in 
corporate profit and continued growth in 
consumer spending. Furthermore, as 
companies adapt to benefits from the 
growth of digital platforms, clients will 
seek integrated marketing solutions that 
combine multiple media platforms, 
resulting in more demand for industry 
services. To an extent, cross-platform 
advertising has posed an arduous task for 
advertisers, due to hurdles related to 
securing methodology and metrics for 
cross-platform analysis. Ultimately, 
however, it poses a potential opportunity 
moving forward for new companies to 
differentiate themselves in the industry.

Industry Performance
Executive Summary  |  Key External Drivers  |  Current Performance 
Industry Outlook  |  Life Cycle Stage

  Companies have increasingly sought industry 
services to help them capture a growing portion 
of consumer spending
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Industry Performance

Key External Drivers
continued

profitability, particularly in the retail, 
finance, automotive and 
telecommunications sectors, will stimulate 
demand for advertising services. Corporate 
profit is expected to decrease in 2019.

Consumer spending
As consumer spending revitalizes along 
with other economic conditions, many 
businesses will invest in advertising 
services to increase brand awareness and 
remain competitive. Consumer spending, 
particularly in durable goods, is expected 
to increase in 2019.

Investor uncertainty
Investor uncertainty, also called the fear 
index, measures the expected annualized 
change of the S&P 500. As investor 
uncertainty increases, companies may be 
less willing to incur nonessential 
expenditures such as advertising. 
National debt in the United States and 
global markets will cause investor 
uncertainty to increase due to fears of 
inflation destabilizing investment levels. 
Investor uncertainty is anticipated to 
increase in 2019, posing a potential 
threat to the industry.
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Industry Performance

Current 
Performance

The Advertising Agencies industry 
comprises establishments primarily 
engaged in creating advertising 
campaigns and placing such 
advertising in periodicals, 
newspapers, radio and TV and other 
media. Services include advice, 
creative services, account 
management, production of 
advertising material and media 
planning and buying. Demand for 
industry services has increased over 
the five years to 2019 due to increases 
in consumer spending and per capita 
disposable income, despite a decline 
in corporate profit. IBISWorld 
estimates industry revenue to increase 
at an annualized rate of 3.9% during 

the period to $53.9 billion, including 
growth of 2.6% in 2019 alone.
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Positive demand Over the five years to 2019, consumer 
spending and per capita disposable 
income increased at annualized rates 
of 2.9% and 2.4%, respectively. Due to 
these increases, businesses expanded 
their marketing budgets, hoping to 
capture a portion of increased 
consumption. Industry demand has 
grown despite an annualized decline in 
corporate profit, which is estimated to 
decrease 1.7% over the five years to 
2019. Typically, corporate profit 
growth contributes to industry demand 
since companies are more likely to 
invest in advertising services during 
periods of higher corporate profit. 
Nonetheless, despite this decline total 
advertising expenditure has trended 
upward. IBISWorld estimates that 
total advertising expenditure has 

increased an annualized 2.6% during 
the period.

A growing economy and favorable 
consumer spending patterns have 
enabled industry companies to expand 
operations and motivated more niche 
agencies to enter the industry. Over the 
five years to 2019, IBISWorld estimates 
that the number of industry enterprises 
has increased at an annualized rate of 
1.8% to 69,764 companies. The industry’s 
expansion has also resulted in an 
increase in the number of industry 
employees and total wage expenditure. 
Industry wages are anticipated to 
increase an annualized 1.8% during the 
period to $20.3 billion in 2019. Despite 
high revenue growth, profit has declined 
over the past five years to 7.8% in 2019, 
down from 8.7% in 2014.

Digital media and 
integrated campaigns

The fragmentation of the media 
landscape has expanded the mediums 
and methods by which consumers 
interact with brands. Most notably, 
digital advertising on a variety of 

platforms has constituted an increasing 
share of total advertising spending. Over 
the past five years, advertising 
expenditure for traditional media, such 
as magazines, newspapers and network 

Provided to: Seattle Pacific University (2134504200) | 16 December 2019
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Industry Performance

Digital media and 
integrated campaigns
continued

TV, has exhibited a general decline. In 
contrast, internet ad spending has risen 
steadily over the past decade. According 
to the Interactive Advertising Bureau, in 
2017, digital ad revenue overtook TV ad 
spending for the first time ever. The 
internet typically provides a more 
cost-effective method of advertising and 
it improves a company’s ability to directly 
target specific consumer groups and 
measure results.

Growing client demand for digital 
advertising and marketing campaigns has 
forced established companies to adapt; 
evidenced by a growing strategic focus on 
enhancing digital capabilities. It has also 
spurred increased demand for integrated 
marketing campaigns, blurring the lines 
between traditional advertising, public 
relations and marketing service providers. 
Broadly, integrated marketing campaigns 
strive to create a unified and seamless 
experience for consumers to interact with a 
brand. It attempts to leverage all aspects of 
marketing communication, such as 
advertising, sales promotion, public 
relations, direct marketing and social 

media, through their respective media so 
that all reinforce each other. Although the 
concept of integrated marketing campaigns 
is not new, the advent of digital media has 
made it all the more necessary when 
crafting a well-rounded brand development 
strategy given the growing number of 
advertising channels. According to the 
Digital Marketing Institute, 72.0% of 
customers want to connect with brands via 
integrated campaigns.

Both the growing demand for digital 
advertising expertise and integrated 
campaigns have driven new companies to 
enter the industry and established companies 
to pursue strategic acquisition activity. For 
example, the largest players in this industry 
are integrated agencies. Major players 
Omnicom Group Inc., Publicis Groupe SA. 
and the Interpublic Group of Companies Inc. 
are all large integrated marketing and 
communication companies that provide 
advertising, marketing, public relations and 
communication services. Integrated agencies 
can provide a range of expertise and services 
to clients who are seeking to reduce the 
number of agencies they work with.

Pricing and 
compensation

Some advertisers have moved away from 
traditional cost-per-medium/thousand 
impressions, where advertisers purchase 
advertising space based on impressions, 
and toward formats that incite more 
consumer engagement. For example, many 
advertisers use cost-per-click advertising, 
which causes advertisers to charge their 
clients a fixed fee each time their 
advertisement is clicked by internet users. 
Moreover, cost-per-completion advertising, 
whereby advertisers’ clients incur fees 
when the advertisement is actually viewed 
by the user, has become a pricing model 
that advertisers have increasingly used to 
attract engaged consumers.

Over the five years to 2019, interactive 
video advertisements have spread across 

digital mediums, as advertisers have 
aimed to develop two-way communication 
between advertisers and audiences. In 
particular, industry clientele, such as the 
automotive and electronic sectors, have 
taken advantage of interactive 
advertisements to provide detailed 
information about products, whereas 
other sectors, such as entertainment, have 
primarily focused on interactivity.

  Some advertisers have 
moved away from cost-
per-medium/thousand 
impressions
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Industry Performance

Industry 
Outlook

Over the five years to 2024, the 
Advertising Agencies industry is expected 
to continue growing, as the proliferation 
of digital mediums, such as tablets and 
smartphones, provide new revenue 
streams. For example, many digital 
advertising tactics have yet to be fully 
used, such as mobile and location-based 
advertising. Furthermore, many 
companies are incorporating advertising 
by design into new technological 
products and across social media. Over 
the next five years, many companies will 
use advertising services to lower their 
technology product pricing.

During the outlook period, total 
advertising expenditure is expected to 
grow at an annualized rate of 2.7%, 
spurring industry revenue growth. 
Growth will also be driven by an increase 
in demand for value-added in-house 
services, such as marketing and public 
relations, which helps industry clients 
develop a unified brand message both 
domestically and globally. IBISWorld 
anticipates revenue will rise at an 
annualized rate of 2.2% to $60.0 billion 
over the five years to 2024. Profit is also 
expected to increase slightly during the 
outlook period.

Emerging trends The meteoric rise of digital media, 
coupled with more TV options, means 
companies are having to contend with 
increasingly fragmented audiences. 
Although it may present a hurdle at 
first, this fragmentation is ultimately 
anticipated to pose an opportunity for 
the industry moving forward. Growing 
audience fragmentation will require 
clients to purchase advertising space 
on an increasing number and type of 
platform to achieve a wide-reaching 
message. This is anticipated to drive 
revenue growth through an increased 
reliance on media planning and 
buying services. In addition, it will 
continue to drive growth for niche 
agencies specializing in digital 
advertising. Viral marketing 
campaigns are expected to become 
more prominent due to their low-cost 
nature and accessibility to users with 
smartphones and tablets.

Over the five years to 2024, the number 
of mobile internet connections is expected 
to increase at an annualized rate of 1.0%, 
growing to an estimated 345.2 million 
connections. As mobile advertising 
becomes more prevalent, large agencies 

will increasingly require niche operators 
with technology that measures consumer 
demographics and analyzes how 
advertising influences consumer demand. 
Therefore, IBISWorld anticipates that 
merger and acquisition activity among the 
industry’s major players will continue. In 
addition, demand for digital advertising 
capabilities will continue to motivate more 
companies to enter the industry. Over the 
five years to 2024, the number of industry 
enterprises is anticipated to grow an 
annualized 2.1% to 77,320 agencies.

While digital media presents a 
potential opportunity for the industry, 
advertising agencies that fail to adapt to 
changes will lose market share. Agencies 
that offer digital services will be able to 
measure tangible results more efficiently, 
thus ensuring a return on its clients’ 
investments. Developing tools to measure 
cross-platform advertising campaigns 
will be vital.

  Advertising agencies that 
fail to adapt to changes will 
lose market share
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Industry Performance

Viral marketing Viral marketing has become possible 
through increasing social media use and 
popularity. Viral marketing is different 
from traditional media in that people opt to 
consume and share content. Typically, viral 
marketing is effective because there is no 
additional cost to the advertiser once the 
advertisement has been produced and 
placed online. Unlike most online 
advertisements, which charge clients based 
on the number of consumer clicks, viral 
advertisements are passed from user to 
user via e-mail or social networking sites.

In the future, viral campaigns will 
become more targeted, especially because 
many products are now made with the 
intention of being virally marketed. More 
investment and planning will be required 
for the placement of viral campaigns, 
with paid placement becoming more 
common. For example, clients will invest 
in viral campaigns that not only receive 
consumer views, but are also shared 
through social media. Also, viral 
advertisements will likely continue 

moving away from the agency 
commission pricing model, which 
charges clients a flat rate for advertising 
services, to incentive-based campaigns, 
which offer consumers incentives to 
watch an advertisement, often producing 
favorable consumer purchase results.

Therefore, agencies will require a more 
creative and skilled workforce to produce 
these targeted campaigns. Over the five 
years to 2024, the number of industry 
employees is expected to grow at an 
annualized rate of 2.1% to 285,773 
workers. In the future, as many 
companies demand more in-house 
services and advertising campaigns for 
their global market presence, the 
industry will require more employees to 
produce creative work.

  In the future, viral 
campaigns will become 
more targeted
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Industry Performance
IVA is anticipated to grow at a slightly faster rate 
than US GDP over the 10 years to 2024

Major agencies are engaging in significant 
merger and acquisition activity

The number of industry enterprises has grown due 
to demand for specialized digital agencies

The services provided by this industry are becoming 
integrated with other marketing functions

Life Cycle Stage
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Industry Performance

Industry Life Cycle The Advertising Agencies industry is in 
the mature phase of its life cycle. 
However, the emergence of digital media 
has provided an opportunity for vibrant 
growth. IBISWorld expects industry 
value-added (IVA), a measure of the 
industry’s contribution to the overall 
economy, to increase at an annualized 
rate of 2.0% over the 10 years to 2024. 
Comparatively, US GDP is forecast to 
grow at an annualized rate of 2.1% during 
the same period. IVA growth in line with 
GDP growth is considered characteristic 
of a mature industry.

The industry has been marked by 
substantial merger and acquisition 
activity, which is also characteristic of an 
industry in its mature life cycle phase. 
High and growing demand for integrated 
services and digital capabilities have 
motivated larger companies to pursue 
strategic acquisitions. For example, 
major player WPP PLC made 52 

acquisitions in 2014 and another 40 in 
2015. Despite such high M&A activity 
however, the rapid growth in digital 
advertising has motivated more 
companies to enter the industry and 
prevented significant market 
concentration. Over the 10 years to 2024, 
the number of industry enterprises is 
anticipated to grow at an annualized rate 
of 2.0%.

While advertising agencies are 
experiencing growth in digital media, 
traditional media is currently in a state of 
decline. Despite this, most agencies still 
rely on revenue streams from traditional 
media. Likewise, many advertisers rely 
on traditional media formats, such as TV, 
newspapers and radio, to reach a broad 
audience. Overall, while the industry is 
experiencing some growth and change, 
the longevity and market acceptance of 
this industry puts it in the mature phase 
of its industry life cycle.

 This industry 
is  Mature 
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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 webpage 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. Over 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 4.5% over the five years to 2019. 
Overall, general categories of advertising 
services listed below remain steady as all 

 Products & Markets
Supply Chain  |  Products and Services  |  Demand Determinants 
Major Markets  |  International Trade  |  Business Locations

KEY BUYING INDUSTRIES

31212 Breweries in the US 
This industry demands liquor advertising.

44-45 Retail Trade in the US 
This industry needs retail advertising.

44111 New Car Dealers in the US 
This industry requires automobile advertising.

48111b Domestic Airlines in the US 
This industry requires airline advertising.

51 Information in the US 
This industry demands computer and telecommunications advertising.

51721 Wireless Telecommunications Carriers in the US 
Cell phone companies demand advertising from agencies.

52 Finance and Insurance in the US 
Agencies advertise finance and insurance products.

72 Accommodation and Food Services in the US 
This industry requires restaurant and accommodation advertising.

KEY SELLING INDUSTRIES

51111 Newspaper Publishing in the US 
Newspaper publishers provide ad space for advertisements.

51112 Magazine & Periodical Publishing in the US 
Magazines provide ad space for advertisements.

51211a Movie & Video Production in the US 
Production companies supply services and expertise for the production of TV advertisements.

51224 Audio Production Studios in the US 
Studios in this industry provide sound recordings for advertisements.

51511 Radio Broadcasting in the US 
Radio stations provide airtime for radio advertisements.

51512 Television Broadcasting in the US 
TV broadcasters provide airtime for TV advertisements.

54143 Graphic Designers in the US 
Graphic designers provide artwork for advertising firms.

54191 Market Research in the US 
Market research firms help agencies find target audiences and demographics.

Supply Chain
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Products & Markets

Products and Services
continued

are integral parts of campaign creation, 
monitoring and completion.

Bundled creative and placement services
Bundled creative and placement services 
are estimated to account for 63.5% of 
total industry revenue in 2019. Industry 
operators collaborate with clients to 
understand their vision, create a 
campaign strategy and concept and then 
create a finished product that conveys 
this message to the intended audience. 
Depending on the size and scope of the 
campaign, a creative team might produce 
several different ads in a variety of 
mediums but maintain a common theme. 
Industry operators also provide media 
planning, buying and placement services. 
Media planning and buying involve 
negotiating, strategizing and purchasing 
ad placements. When doing this, industry 
operators must consider the products 
that are being advertised, the target 
audience and the campaign goals.

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 
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 19.3% of industry revenue in 2019. 
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 buying and planning services
Some businesses create their own 
creative content but still require media 
planning and buying services from 
industry operators. Advertising agencies 
often have contracts with media outlets 
and can get a better price for media space 
than a business could get themselves. 
Thus, many business operators hire 
agencies to plan and represent them in 
the field without creative services. This 
service segment is estimated to represent 
10.6% of industry revenue in 2019.

Other services
As global advertising agencies become 
more prevalent, offering a large number 

Products and services segmentation (2019)

Total $53.9bn

63.5%
Bundled creative and 

placement services

0.9%
All other services

19.3%
Creative services

10.6%
Media buying and planning services

3.3%
Public relations services

2.4%
Sales promotion services

SOURCE: WWW.IBISWORLD.COM

Provided to: Seattle Pacific University (2134504200) | 16 December 2019



WWW.IBISWORLD.COM Advertising Agencies in the US  October 2019  15

Products & Markets

Demand 
Determinants

The Advertising Agencies industry’s 
major players are influenced by economic 
factors affecting advertising expenditure, 
in addition to the price of media space. 
Demand for industry services is also 
related to client’s advertising budgets.

Total media expenditure
Total media expenditures are the primary 
determinant of industry demand, and 
total advertising expenditures are 
expected to increase at an annualized rate 
of 2.6% over the five years to 2019. Prices 
of services offered by advertising agencies 
are increasing which leads to higher 
profit for agencies. Particularly, the price 
of advertising placement services, which 
includes media planning and buying, has 
been on the rise over the five years to 
2019. Seasonal or special events can also 
affect total media expenditure. For 
example, political spending typically 
increases in election years, and many 
clients increase their advertising budgets 
for the Olympic Games or Super Bowls.

Consumer and business sentiment
Corporate profit is expected to decrease 
at an annualized rate of 1.7% over the five 
years to 2019, which could reduce the 
financial resources businesses have to 
allocate toward advertising expenditures. 
Growth in per capita disposable income, 
at an annualized rate of 2.4% over the 

past five years, has a positive effect on 
consumer discretionary spending. As a 
result, businesses have increased their 
advertising spending to attract a wider 
customer base. With improved consumer 
and business sentiment, many consumers 
have been increasing their purchases, 
thereby motivating businesses to widen 
their advertising budgets in the hopes of 
attracting even greater sales.

Media consumption habits
The emergence of new media technology 
affects demand because it has changed the 
way people consume media. In particular, 
the proliferation of digital applications and 
mobile internet connections, which 
increased at an annualized rate of 6.5% 
during the period, represent a new market 
for advertisers to take advantage of. 
Traditionally, advertising agencies have 
made the bulk of revenue from TV and print 
media, but many users now read the news 
online, decreasing demand for newspapers. 
As the number of people who read 
newspapers continues to decline, advertising 
budgets are being spent on other forms of 
media. Consequently, advertising agencies 
are seeking more ways to reach intended 
audiences. As consumption of new media 
increases, demand for services related to 
digital advertising has also increased. 
Advertising agencies have benefited benefit 
from more clients that are reaching 

Products and Services
continued

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 such as 
Omnicom Group Inc., the Interpublic 
Group of Companies Inc. and WPP PLC. 
These companies offer integrated 
marketing services including public 
relations and corporate communications 
in addition to traditional advertising 

services. Conversely, many small 
agencies have developed a market niche 
by specializing in particular types of 
advertising. For example, an agency 
might specialize in providing services to 
clients in healthcare, digital advertising, 
luxury brands, business-to-business 
advertising, employment advertising or 
advertising to a particular demographic. 
All other services are estimated to 
represent 6.6% of total industry revenue 
in 2019.
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Products & Markets

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 Advertising 
Agencies 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 expanded over the past five years.

Automotive
Clients in the automotive space are 
estimated to represent 14.2% of total 
industry revenue in 2019, making it the 
largest market segment for this industry. 
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 2023, 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.

Consumer packaged goods
Consumer packaged goods (CPGs) 
producers are estimated to account for 
13.8% of industry revenue in 2019. 
Consumer packaged goods refers to 
merchandise that customers use up and 
replace on a frequent basis. This segment 
includes household cleaning products, 
cosmetics and personal care products. It 
does not, however, include food and 
beverage products, which are included in 
their own segment below. The CPG 
market is highly competitive due to a 
high level of market saturation and the 
tendency for consumers to switch 
products frequently. As a result, this 
segment invests a significant amount in 
advertising and promotional services. 
According to a study by Cadent 
Consulting Group, packaged-goods 
marketers spend more on digital 

Demand 
Determinants
continued

consumers through alternative mediums. 
For example, integrated advertising in social 
media that appears to users as organic, or 

part of the social experience, rather than 
promoted content, has become more 
popular during the period.

Major market segmentation (2019)

Total $53.9bn

24.3%
Other

9.2%
Retail

14.2%
Automotive

8.6%
Travel and entertainment

7.7%
Financial 
services

13.8%
Consumer packaged goods

12.1%
Technology, media and telecommunication

10.1%
Food and beverage producers

SOURCE: WWW.IBISWORLD.COM
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Products & Markets

Major Markets
continued

advertising than all forms of traditional 
marketing combined. This has primarily 
been driven by growing e-commerce.

Technology, media and 
telecommunications
The technology, media and 
telecommunication (TMT) sector is 
estimated to represent 12.1% of industry 
revenue in 2019. 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.

Food and beverage producers
Spending on advertising services by food 
and beverage producers is estimated to 
represent 10.1% of total industry revenue in 
2019. Similar to the CPG segment, this 
sector is highly saturated and consumer 
switching costs are low, making the industry 
highly competitive. As result, companies in 
this segment tend to spend a lot on 
marketing, promotion and advertising 
services to stand out from the crowd and 
differentiate their products. Changes in 
consumer preferences often require 
companies in this segment to invest in new 
advertising campaigns to stay relevant.

Retail
In 2019, the retail sector is expected to 
comprise another large market for 
advertising services, representing an 
estimated 9.2% of total industry revenue. 
Retailers are seeking 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.

Travel and entertainment
The travel and entertainment sector is 
estimated to account for 8.6% of industry 
revenue each in 2019. 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. Over 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.

Financial services
The financial services sector is expected 
to comprise 7.7% of industry revenue and 
is expected to increasingly 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 2016 
Consumers and Mobile Financial Services 
report by the Federal Reserve, 43.0% of 
mobile phone owners (53.0% among 
smartphone owners) reported using their 
bank’s mobile application on their phone 
to access their banking information. This 
percentage of mobile phone users has 
continually trended upward. As a result, 
many financial services companies have 
invested in mobile and internet 
advertisements as mobile and digital 
activity has increased.

Other
Advertising services provided to clients in 
other sectors and industries is anticipated 

Provided to: Seattle Pacific University (2134504200) | 16 December 2019



WWW.IBISWORLD.COM Advertising Agencies in the US  October 2019  18

Products & Markets

International Trade Trade does not occur in the Advertising 
Agencies industry due to the service-
based nature of activities provided by 
advertising firms. However, globalization 
has made maintaining an international 

presence more important among large 
agencies that service multinational 
corporations. See the Industry 
Globalization section of this report for 
more information.

Major Markets
continued

to represent 24.3% of total industry 
revenue in 2019. This includes clients in 
alcohol production and distribution, 
hospitality and food service, 
pharmaceutical manufacturing, 
healthcare services and other professional 

services. Over the past five years, many 
sectors have revitalized their advertising 
expenditures to move away from 
traditional print media-related 
advertising and toward digital 
advertising services.

Provided to: Seattle Pacific University (2134504200) | 16 December 2019



WWW.IBISWORLD.COM Advertising Agencies in the US  October 2019  19

 Products & Markets

Business Locations 2019
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 Products & Markets

Business Locations The Southeast accounts for the greatest 
proportion of advertising agencies, in line 
with its share of population. However, 
the Advertising Agencies industry’s 
largest establishments are in the Mid-
Atlantic and West regions, which are 
estimated to account for a combined 
39.4% of total industry establishments 
due to their proximity to New York City, 
Los Angeles and many other major cities.

Southeast
The Southeast region accounts for the 
largest share of industry establishments, 
estimated at 21.8% in 2019. This is in line 
with the region’s large share of the 
population, at 25.7% in 2019. Included in 
the region is Florida, with an estimated 
7.7% of total establishments, contributing 
significantly to the concentration of 
industry establishments in the region. The 
region’s share of establishments is 
primarily composed of small operations 
that serve local business. This 
concentration is not expected to change 
significantly over the next five years. For 
similar reasons, the Great Lakes region has 
13.1% of industry establishments and is 
home to 14.5% of the nation’s population.

Mid-Atlantic
The Mid-Atlantic is estimated to account 
for 19.9% of industry establishments, as 
advertising agencies tend to locate 
themselves close to major clients, 
especially in New York City. New York is 
a national and regional powerhouse, 
home to 11.3% of industry 
establishments, with more employees 
and a higher annual payroll than any 
other state in the United States. While 
the West region has more establishments, 
New York’s are generally larger than 

those in other states. The Mid-Atlantic 
region has the headquarters of many 
global corporations; therefore, 
IBISWorld expects that the area’s 
concentration will remain strong over the 
next five years.

West
The West displays a similar concentration 
of industry establishments, with 19.5% of 
establishments. Similar to the Mid-
Atlantic region, the West has a heavy 
concentration of corporate advertisers 
and media production companies, 
particularly in California. California alone 
accounts for 14.6% of total industry 
establishments as many of the major TV 
studios have production companies in the 
state, so media buyers and media 
representatives have located themselves 
in the region. Like New York, California’s 
agencies are typically larger than those 
found in other states.
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Key Success Factors Having an effective performance 
monitoring system
It is essential that the operator be able to 
show clients the results of their spending 
and the direct results (on sales and brand 
awareness) of the company’s campaign.

Having a relationship with upstream 
and downstream industries
Advertising agencies need to have good 
relationships with media buyers and 
media outlets to ensure a good return 
on investment.

Ability to compete on tender
Advertising agencies must be able to put 
together professional proposals for work 
and accounts to secure contracts.

Membership in the AAAA
Membership in the American 
Association of Advertising Agencies 
may indicate professionalism in 
operations and boost agency credibility 
and image.

Ability to quickly adopt new technology
Agencies must be aware of new 
technology in the industry and general 
trends in technology, new media and 
opportunities for advertising.

Ability to produce unique 
and creative ideas
Providing clients with unique ideas of 
how to promote their product can help 
agencies secure and retain clients.

Market Share 
Concentration

The Advertising Agencies industry has a 
low level of market share concentration. 
In 2019, the combined revenue of the top 
four advertising agencies is expected to 
account for 23.8% of total industry 
revenue. Moreover, more than 60.0% of 
establishments employer fewer than five 
people. Over the past five years, market 
share has remained stable, in line with 
merger and acquisition activity and a rise 
in small niche (digital) operators. For 
example, the Interpublic Group of 
Companies Inc.’s subsidiary, Lowe and 
Partners, acquired Lowe Profero, a global 
digital network that specializes in digital 
advertising, media and marketing 
solutions. This trend is indicative of 
many large agencies expanding into 
global markets, which has enabled these 
agencies to attract a customer base of 
clients that wanted to streamline their 
global advertising expenditures.

Nevertheless, some clients still viewed 
small agencies as providing superior, 
low-cost services, including a high level 

of creativity. Furthermore, small 
agencies have thrived in niche markets, 
such as advertising services for the 
healthcare sector, which has kept market 
share concentration relatively low 
during the five-year period. Over the 
next five years, as large advertising 
agencies acquire more companies to 
enhance their product portfolio of digital 
services, the discrepancy between large 
operators and small, boutique 
advertising agencies is expected to 
become more pronounced.

Competitive Landscape
Market Share Concentration  |  Key Success Factors  |  Cost Structure Benchmarks 
Basis of Competition  |  Barriers to Entry  |  Industry Globalization

Establishments by employment size
No. of Employees Share (%)

0-4 63.2
5-9 14.6
10-19 9.8
20-99 10.0
100-499 2.1
500+ 0.3

         
SOURCE: US CENSUS BUREAU COUNTY BUSINESS PATTERNS

Level 
 Concentration in 
this industry is  Low 

 IBISWorld identifies 
250 Key Success 
Factors for a 
business. The most 
important for this 
industry are:
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Competitive Landscape

Cost Structure 
Benchmarks

Wages
Wages constitute the largest cost 
component for industry operators. Wage 
expenditures are estimated to represent 
37.6% of total revenue in 2019. Overall, 
advertising agencies are labor intensive, 
requiring skilled employees that are also 
creative. Furthermore, employees are 
required to provide account 
management, market research, creative 
work and media buying, in addition to 
monitoring the results of each advertising 
campaign. For this reason, the average 
industry wage is high, reaching $78,601 
in 2019.

In the case of some campaigns, 
specialized labor and subcontracting can 
add to the cost of advertisement delivery. 
Subcontracting gives some flexibility to 
manage labor costs according to client 
spending; however, the loss of a 
significant account often leads to the 
reduction of staff numbers, particularly 

employees that are working on the 
account. During periods of heightened 
demand, many firms use contract labor, 
including freelance creative employees.

Purchases
Industry operators make purchases such 
as media time and space, whether for 
digital media, printed advertisements or 
other media platforms. Although these 
charges are billed to the client, the costs 
flow through revenue and represent an 
expense for the industry. IBISWorld 
estimates that purchases make up 4.1% of 
industry revenue in 2019. Furthermore, 
among advertising agencies that do not 
have in-house market research services, 
these agencies incur costs related to 
securing market research.

Profit
Profit, measured as earnings before taxes 
and interest, is expected to comprise 7.8% 

Sector vs. Industry Costs
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32.2

3.31.2 1.1
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Competitive Landscape

Cost Structure 
Benchmarks
continued

of Advertising Agencies industry revenue 
in 2019, down from 8.7% in 2014. For 
larger operators, profit is typically higher; 
however, since nearly four-fifths of 
establishments have fewer than 10 
employees, the industry is typified by a 
lower profit margin. For instance, small 
advertising agencies that provide 
specialized services, such as search engine 
optimization (SEO), are unable to garner 
profit like larger operators that provide 
more services in-house.

Overall, profit varies among agencies 
and depend on numerous factors. Some 
agencies specialize in specific industries 
or media, which can affect profit. 
Advertisers that develop tools for 
measuring tangible results, such as how 
an advertisement affects consumers’ 
purchasing behavior, or provide services 
to profitable firms, such as the financial 
sector, will have higher profit. 
Furthermore, advertising agencies may 
be paid based on commission or flat fees. 
The industry standard of 15.0% of an 
advertisement’s cost is increasingly 
considered outdated. Clients are 
demanding more services for their 
advertising expenditures, thus causing 
the industry to experiment with different 
pricing models, such as performance-
based compensation that is used more 
commonly with digital media.

Depreciation
IBISWorld estimates depreciation costs 
account for 0.8% of industry revenue in 
2019. Depreciable items include fixtures, 
fittings, computer equipment and software. 
Given the industry’s reliance on computer 
systems to produce work, agencies update 

systems and software to produce cutting 
edge design work. While remaining at the 
cutting edge of technology is crucial for 
industry operators, implementing new 
software is still relatively low cost.

Marketing
Marketing also plays a large role in 
maintaining a positive reputation and to 
attract lucrative clients. IBISWorld 
estimates that marketing costs comprise 
2.3% of industry revenue.

Rent
Many large agencies incur high rental costs 
by working in regions that are close to 
established clients. These are often in large 
metropolitan areas. Working in upscale 
offices projects a sense of competency to 
clients and is often important in building 
and maintaining a positive reputation. 
Rent costs are estimated to account for 
2.9% of industry revenue.

Utilities
Utility expenses include electricity, gas, 
internet, telephone and other bills. 
Utility costs are estimated to account for 
0.2% of industry revenue.

Other
This industry also incurs a variety of 
smaller costs related to taxation charges, 
administrative duties (such as 
communication), travel and other 
office-related expenses. These costs 
include office supplies and the rental of 
office equipment. Some of these expenses 
have decreased during the current period 
because agencies have cut miscellaneous 
expenses where necessary.
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Competitive Landscape

Barriers to Entry The Advertising Agencies industry has 
low barriers to entry. The industry is 
not capital intensive and is not 
characterized by a strict regulatory 
environment. As a result, potential 
industry entrants do not experience 
substantial barriers to entry. In 2019, 
for every $1.00 spent on labor, an 
estimated $0.02 is invested in 
depreciable capital expenditures. Initial 
capital expenditures are typically 

Basis of Competition Competition between participants in the 
Advertising Agencies industry tends to 
occur on the basis of price, creativity and 
customer service. External competition 
for the industry includes companies that 
specialize in marketing and media.

Internal competition
Industry competition is based on creativity 
and achieving superior results for clients 
within a defined budget; however, price-
based competition is still present in this 
industry. There has been a shift away from 
commission-based fees toward the use of 
performance-based and flat fees, which 
enables independently operated advertising 
agencies to enter the industry and 
demonstrate tangible results. Additionally, 
this trend will mean that an increase in 
media buying does not necessarily lead to 
an increase in revenue. Global corporate 
clients are now increasingly searching for a 
global advertising agency to manage their 
total worldwide advertising. As a result, 
large agencies will increasingly compete on 
the basis of geographic reach and the 
breadth of service offerings.

The ability to adopt new and innovative 
styles and technology, such as Internet 
click-through advertising, viral marketing 
and product placement, can represent a 
competitive advantage for firms in this 
industry. A recent growth area has also 
been the establishment of media audit 
services that offer pre- and post-media 

auditing of advertising expenditures. 
Auditing services helps companies evaluate 
whether they have received the required 
exposure and results from the campaign 
developed by their advertising agency. The 
development of these platforms has been 
expedited by the move to digital media. 
Most marketers are keen to exploit 
technology to cut advertising costs, 
increase marketing efficiency and improve 
campaign measurability.

External competition
Advertising agencies contend with external 
competition from other professional 
services agencies and companies that 
conduct creative advertising and media 
planning in-house. Other professional 
service providers may include marketing 
consultants, public relations service 
providers, corporate communications 
companies and other specialty marketing 
and communications providers. However, 
as more clients have favored integrated 
campaigns, external competition has 
declined. Advertising agencies have 
become more integrated, offering a variety 
of services that often compete with other 
industries. Recently, global agencies have 
been acquiring media-buying, market 
research and public relations companies. 
Ultimately, this means large, integrated 
agencies are continuing to offer more of the 
same services as companies whose sole 
focus is on those activities.

Level & Trend 
 Competition in 
this industry is 
 Medium  and the 
trend is  Increasing 

Level & Trend 
 Barriers to Entry 
in this industry are 
 Low  and  Steady 

Barriers to Entry checklist

Competition Medium
Concentration Low
Life Cycle Stage Mature
Capital Intensity Low
Technology Change Medium
Regulation and Policy Medium
Industry Assistance None

               
SOURCE: WWW.IBISWORLD.COM
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Competitive Landscape

Industry 
Globalization

The Advertising Agencies industry is 
characterized by a medium level of 
globalization. While the industry does 
not engage in international trade, 
several of the industry’s largest players 
provide services to clients throughout 
the world. Omnicom Group Inc. 
(Omnicom) and the Interpublic Group 
of Companies Inc. (IPG) are both major 
players in this industry that are based in 
the US and offer services to clients 
throughout the world. Both Omnicom 
and IPG serve clients in more than 100 

countries. This industry’s globalization 
is also evidenced by the significant 
presence of foreign-based companies in 
the US industry. WPP PLC is a British 
multinational company with an 
estimated 6.2% market share in this 
industry. Publicis Groupe SA, a French 
multinational advertising company, has 
also established a significant presence in 
the US industry. As more clients expand 
operations to serve a global customer 
audience, the level of globalization is 
anticipated to increase.

Barriers to Entry
continued

limited to securing an office place. In 
addition, there are no strict industry-
specific licenses or certifications 
required to operate an advertising 
agency. Although industry operators 
are more likely to succeed with an 
education or work experience in 
advertising and marketing, it is not 

considered a formal barrier to entry. 
Despite the industry’s mature life cycle 
stage, growing demand for digital 
advertising services has provided the 
opportunity for new specialized and 
niche operators to enter the 
industry and succeed in a highly 
competitive environment.

Level & Trend 
 Globalization in 
this industry is 
 Medium  and the 
trend is  Increasing 

Provided to: Seattle Pacific University (2134504200) | 16 December 2019



WWW.IBISWORLD.COM Advertising Agencies in the US  October 2019  26

Player Performance The Interpublic Group of Companies Inc. 
(IPG) was established in 1930 and is a 
global advertising and marketing services 
holding company. IPG operates three 
global networks: McCann Worldgroup, 
Foote, Cone & Belding (FCB) and 
MullenLowe Group. Through its network 
agencies, the company provides 
consumer advertising, digital marketing, 
communications planning, media buying, 
public relations and specialty marketing 
services. According to the latest data 
available, the company has offices in over 
110 countries and employs an estimated 
54,000 employees. In 2018, IPG 
generated $9.7 billion in total company 
revenue (latest data available).

IPG generates Advertising Agencies 
industry-relevant revenue through its 
advertising services provided to clients. 
The company’s past clients have included 
Nestle SA, Microsoft Corporation, 

Mastercard Incorporated, Aldi, Verizon 
Wireless and Cigna. Industry-relevant 
services include advertising services 
provided by McCann Worldgroup, the 
company’s largest provider of advertising 
services, and large-scale advertising 
solutions offered by MullenLowe Group. 
The company’s largest market is the 
United States, but it also has significant 
operations in the United Kingdom, 
Europe and Southeast Asia.

Financial performance
Over the five years to 2019, IPG’s industry-
relevant revenue is anticipated to increase 
an annualized 6.5% to $4.5 billion. The 
company’s major areas of strategic focus 
include initiatives to invest in senior talent, 
grow its digital capabilities and invest in 
emerging and strategic markets and in 
integrated marketing solutions. As a result, 
the company has pursued several strategic 

 Major Companies
The Interpublic Group of Companies Inc.  |  Omnicom Group Inc. 
WPP PLC  |  Other Companies

77.5%
Other

The Interpublic Group of Companies Inc. 8.3%

Omnicom Group Inc. 8.0%

WPP PLC 6.2%
SOURCE: WWW.IBISWORLD.COM

Major Players
(Market Share)

The Interpublic Group of Companies Inc. (US industry-specifi c segment) 
- fi nancial performance*

Year
Revenue 

($ million) (% change)
Operating Income 

($ million) (% change)

2014 3,254.8 N/C 413.4 N/C

2015 3,520.8 8.2 485.9 17.5

2016 3,688.7 4.8 531.2 9.3

2017 3,660.6 -0.8 512.5 -3.5

2018 3,832.7 4.7 571.1 11.4

2019 4,456.4 16.3 643.9 12.7

*Estimates    
SOURCE: ANNUAL REPORT AND IBISWORLD

The Interpublic 
Group of Companies 
Inc.  
 Market Share: 8.3% 
 Industry Brand Names  
Foote, Cone & Belding 
(FCB) 
MullenLowe Worldwide 
McCann Worldgroup 
R/GA
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Major Companies

Player Performance Omnicom Group Inc. (Omnicom) was 
founded in 1986 and is currently 
headquartered in New York City. The 
company is a global provider of 
advertising, marketing and corporate 
communications services. Omnicom is a 
strategic holding company; its portfolio 
consists of holdings in more than 1,500 
companies, including three global 
advertising agency networks: BBDO, 
DDB and TBWA. The group’s branded 
networks and agencies provide a range of 
services in the following fundamental 
disciplines: advertising, customer 
relationship management, public 
relations and healthcare. As of 2018, 
Omnicom employed an estimated 77,400 
people worldwide and generated total 
revenue of $15.3 billion.

Omnicom generates industry-relevant 
revenue through its various advertising 
services including, but not limited to, 
media planning and buying, custom 
publishing and business-to-business 
advertising services. Revenue generated 

through advertising services is estimated 
to account for 53.5% of the company’s 
total revenue in 2019. The company 
primarily serves clients in the food and 
beverage, consumer products, 
pharmaceutical and healthcare, 
technology and automotive markets.

Financial performance
Over the five years to 2019, revenue 
relevant to the Advertising Agencies 
industry for Omnicom is estimated to 
grow at an annualized rate of 2.5% to 
$4.3 billion. Alongside overall growth 
in demand for advertising services, the 
company has benefited from its client-
centric approach. Broadening its 
relationships with current clients and 
providing customized services has 
contributed to revenue growth for the 
company. As clients are increasingly 
seeking integrated marketing services, 
the comprehensive nature of 
Omnicom’s network and capabilities 
has positioned the company with a 

Player Performance
continued

acquisitions during the period. In 2014, 
Lowe and Partners, a division of IPG, 
acquired Profero, a global digital network 
that specializes in digital advertising, 

media and marketing solutions. More 
recently, in September 2016, IPG acquired 
Stickyeyes Group, a digital and content 
marketing agency.

Omnicom Group Inc. (US industry-specifi c segment) - fi nancial 
performance*

Year
Revenue 

($ million) (% change)
Operating Income 

($ million) (% change)

2014 3,796.8 N/C 481.9 N/C

2015 4,381.7 15.4 555.9 15.4

2016 4,589.0 4.7 604.4 8.7

2017 4,397.0 -4.2 599.9 -0.7

2018 4,471.7 1.7 624.0 4.0

2019 4,295.8 -3.9 623.8 0.0

*Estimates    
SOURCE: ANNUAL REPORT AND IBISWORLD

Omnicom Group 
Inc. 
 Market Share: 8.0% 
 Industry Brand Names  
Goodby 
Silverstein & Partners 
GSD&M
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Major Companies

Player Performance WPP PLC (WPP) is a British advertising 
and public relations company 
headquartered in London that was 
established in 1985. As of the company’s 
2017 annual report, WPP operates 3,000 
offices and employs an estimated 133,158 
people throughout its operations in 112 
countries. The company organizes its 
businesses into the following segments: 
Advertising and Media Investment 
Management; Data Investment 
Management; Public Relations and 
Public Affairs; and Brand Consulting, 
Health and Wellness and Specialist 
Communications. In 2018, WPP 
generated $20.8 billion in total company 
revenue (latest data available).

WPP generates industry-relevant 
revenue through its services offered in its 
Advertising and Media Investment 
Management segment to clients in the 
United States. Its network organizations 
include Grey Group, J. Walter 
Thompson, Ogilvy Group and VMLY&R. 
Revenue is typically derived from fees for 
creative advertising services and media 
placements. Despite being based in the 

United Kingdom, the company’s 
operations in the United States accounts 
for the largest share of revenue.

Financial performance
Based in the United Kingdom, the 
company reports its annual financial data 
in British pounds (GBP). The discussion 
that follows is based on revenue in US 
dollars and, therefore, fluctuations in the 
exchange rate influence the financial 
performance of this company. Over the 
five years to 2019, IBISWorld estimates 
WPP’s industry-relevant revenue to 
increase at an annualized rate of 3.9% to 
$3.4 billion. Growth for the company is a 
result of strategic acquisitions and strong 
global economic growth. In 2014, WPP 
made 52 acquisitions and another 40 in 
2015. These acquisitions have enabled 
the company to provide a wide range of 
marketing and advertising solutions to 
clients, appealing to increasing demand 
for integrated campaigns. In addition, it 
has enabled WPP to enhance its 
capabilities with respect to an 
increasingly digital marketing landscape.

Player Performance
continued

competitive advantage. For example, in 
2017, the company’s largest client was 
served by more than 250 of its agencies, 

illustrating Omnicom’s ability to 
provide a wide range of highly 
customized client services.

WPP PLC (US industry-specifi c segment) - fi nancial performance*

Year
Revenue 

($ million) (% change)
Operating Income 

($ million) (% change)

2014 2,766.5 N/C 357.8 N/C

2015 3,042.2 10.0 405.9 13.4

2016 3,158.8 3.8 440.3 8.5

2017 3,288.6 4.1 415.1 -5.7

2018 2,473.7 -24.8 227.6 -45.2

2019 3,350.6 35.4 303.3 33.3

*Estimates    
SOURCE: ANNUAL REPORT AND IBISWORLD

WPP PLC 
 Market Share: 6.2% 
 Industry Brand Names  
Ogilvy Group 
JWT 
Young & Rubicam 
Grey Group 
United Network 
Mindshare 
Mediacom
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Major Companies

Other Company 
Performance

Publicis Groupe SA (Publicis) is a 
global advertising and communications 
organization based in Paris that was 
established in 1926. The group is 
currently organized into four Solutions 
Hubs: Publicis Communications, 
Publicis Sapient, Publicis Media and 
Publicis Health. Publicis offers digital 

marketing, advertising and creative 
services, public affairs and relations, 
corporate communication services and 
media strategy and buying services. In 
2019, IBISWorld estimates Publicis 
will generate $720.0 million in 
revenue relevant to the Advertising 
Agencies industry.

Publicis Groupe SA 
 Market Share: 1.3%
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Capital Intensity The Advertising Agencies industry 
exhibits a low level of capital intensity 
because it is labor intensive. In 2019, for 
every $1.00 spent on wages, industry 
operators are anticipated to spend $0.02 
on capital expenditures. This industry is 
highly labor-intensive because it requires 
a high degree of personal contact with 
clients. Most players tend to be service-
oriented and offer creative expertise in 
developing effective advertising 
campaigns. While computers assist with 
the development of campaigns and 
related materials, the industry’s focus on 
providing professional services gives it a 
low capital-to-labor ratio. Still, the 
industry’s investment requirements are 
increasing. To maintain a competitive 
advantage in new media, advertising 

agencies are increasingly using new 
technologies, such as software programs, 
which adds to capital expenditures. In 

 Operating Conditions
Capital Intensity  |  Technology & Systems  |  Revenue Volatility
Regulation & Policy  |  Industry Assistance

Capital Intensity

0.5

0.0
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SOURCE: WWW.IBISWORLD.COM
Dotted line shows a high level of capital intensity

Capital units per labor unit

Advertising 
Agencies

Professional, 
Scientific and 

Technical Services

Economy

Level 
 The level of capital 
intensity is  Low 
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Operating Conditions

Revenue Volatility Over the five years to 2019, the 
Advertising Agencies industry has 
exhibited a low level of revenue 
volatility. This is primarily because 
advertising expenditures are typically 
linked to the level of consumer spending 
and the value of total advertising 
spending. Given consistent growth in 

these drivers during the period, industry 
revenue has exhibited similarly steady 
growth with little volatility. Total 
advertising expenditure is expected to 
grow at an annualized rate of 2.6% over 
the five years to 2019, thus reflecting 
consistent robust demand for 
advertising services.

Technology and 
Systems

The Advertising Agencies industry has 
experienced a moderate level of 
technological change in recent years. The 
industry is being affected by digital 
technology and the continued 
development of new media. These 
changes have also made measuring 
performance easier and more accurate. 
Technological systems help create more 
effective campaigns by letting agencies 
research which advertisements generate 
the highest return on investment and 
where to place the advertisement to 
effectively target a specific demographic. 
Moreover, digital advertisers also use 
tracking technology, such as Doubleclick 
and AdWords.

Over the five years to 2024, the success 
of many agencies will depend upon how 
industry operators respond to the 
changing media landscape. The industry 
is evolving to take advantage of the 
internet and mobile media. Digital 
technology offers opportunities for 
industry operators to generate 

advertising sales; agencies heavily relying 
on print media will have a hard time 
competing. Most major players, such as 
WPP PLC and Omnicom Group Inc., are 
taking measures to make digital media 
grow as a greater portion of the 
company’s portfolio. Publicis Groupe SA 
even partners with tech giants such as 
Facebook and Microsoft to grow their 
digital portfolio.

Agencies have used a variety of 
approaches to reach online audiences. 
Many have experimented with 
advertisement size and placement. 
Furthermore, the technology behind 
online advertising has changed to include 
different types of video and animation. 
Measurement of online advertisements is 
also changing to incorporate viral 
marketing campaigns. Previously, viral 
campaigns focused on generating user 
views, whereas further emphasis is now 
being placed on the initial advertisement 
placement and tracking where and how 
consumers spend in response.

Capital Intensity
continued

2019, wages are estimated to account for 
37.6% of revenue while depreciation 
accounts for just 0.8%.

Level 
 The level of 
technology change 
is  Medium 

Level 
 The level of 
volatility is  Low 
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Operating Conditions

Regulation and Policy While there are government guides and 
bans in place, the Advertising Agencies 
industry is largely self-regulatory. Of 
particular importance, laws against false 
advertising prohibit the use of false or 
misleading statements about a product or 
service. Additionally, firms can be 
indirectly affected by regulations and 
standards associated with promoting 
certain products or information, such as 
pharmaceuticals, alcohol or tobacco. As 
of January 12, 2016, Google no longer 
permits pharmaceutical companies to use 
vanity URLs, which use only clear concise 
terms about industry products in the link 
instead of a string of random numbers 
and letters. Additionally, advertisements 
pertaining to dietary supplements and 
environmental claims are strictly 
regulated. Furthermore, in 2018 Google 
released a built-in ad-blocker on its 
Chrome browser, designed to filter out 
spam-like advertisements, including 
those that pop-up or launch in a separate 
window. As Chrome is used by the 
plurality of US internet users, ad-makers 
must ensure that their advertisements 
adhere to Google’s policies.

Also, the Federal Trade Commission 
(FTC) Act requires advertising to be 

truthful and nondeceptive. For example, 
advertising a product or service that 
misleads consumers, provides 
unavoidable consumer injury, makes false 
claims, fails to provide vital information or 
misrepresents a product’s performance, 
features, safety, price or effectiveness, is 
noncompliant with the FTC’s regulations. 
The FTC also requires firms to provide 
disclosure statements if there is a 
possibility for consumer confusion.

A recent growth area has also been the 
establishment of media audit companies, 
which offer pre-and post-media auditing 
of advertising expenditures. This lets 
companies evaluate whether or not they 
have received the required exposure and 
results from the campaign recommended 
and developed by their advertising agency.

The General Data Protection 
Regulation (GDPR) is a data protection 
regulation that was implemented in 
Europe in 2018. The GDPR gives users 
the ability to better control their data, 
which may have a negative effect on the 
industry as user data is frequently used 
for targeted ads. Though the regulation 
applies only to EU citizens, some 
internet companies have expanded 
regulations worldwide.

Revenue Volatility
continued

Level & Trend 
 The level of 
Regulation is 
 Medium  and the 
trend is  Steady 
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Operating Conditions

Industry Assistance The Advertising Agencies industry 
receives no government protection or 
assistance. Nevertheless, advertising 
agencies may benefit from joining 
associations. For example, the American 
Association of Advertising Agencies 
(AAAA) was founded in 1917 and is a 
national trade association that represents 
the industry’s interests. AAAA members 
produce 80.0% of the total advertising 
volume placed by agencies, nationwide. 
Virtually every large, multinational 
agency is a member of the AAAA. The 

association has a code of conduct relating 
to advertising standards to which 
members must agree. The AAAA provides 
expertise pertaining to agency 
operations, compensation, business 
development, talent management, 
government policy and technology. 
Additionally, the Interactive Advertising 
Bureau (IAB), in conjunction with the 
Mobile Marketing Association (MMA) 
and the Media Rating Council (MRC), 
developed advertising guidelines in 
regard to mobile application advertising.

Level & Trend 
 The level of 
Industry Assistance 
is  None  and the 
trend is  Steady 
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 Key Statistics
Revenue 

($m)

Industry 
Value Added 

($m)
Establish-

ments Enterprises Employment Exports Imports
Wages 
($m)

Domestic 
Demand

Total advertising 
expenditures 

($b)
2010 39,290.2 17,619.4 59,436 58,545 195,283 -- -- 14,633.3 N/A 10,643.0
2011 39,108.4 19,252.0 61,256 60,208 213,926 -- -- 16,357.9 N/A 10,843.8
2012 42,680.5 21,393.6 62,295 61,275 221,656 -- -- 17,595.0 N/A 11,006.8
2013 42,669.7 21,962.9 62,503 61,482 234,916 -- -- 18,421.4 N/A 11,166.9
2014 44,387.2 22,724.6 64,783 63,661 242,055 -- -- 18,552.2 N/A 11,497.4
2015 46,458.7 22,957.9 65,748 64,551 241,173 -- -- 19,101.8 N/A 11,921.2
2016 49,106.4 24,426.8 66,402 65,231 247,814 -- -- 19,761.6 N/A 12,247.5
2017 50,815.7 24,225.7 67,935 66,691 250,160 -- -- 19,957.2 N/A 12,566.9
2018 52,519.5 24,347.7 69,616 68,302 251,999 -- -- 19,795.5 N/A 12,944.6
2019 53,864.9 24,917.8 71,131 69,764 257,668 -- -- 20,253.0 N/A 13,272.0
2020 55,135.2 25,474.0 72,688 71,269 263,322 -- -- 20,704.0 N/A 13,562.5
2021 56,269.8 25,993.0 74,135 72,698 268,749 -- -- 21,130.6 N/A 13,815.2
2022 57,477.5 26,535.0 75,656 74,179 274,326 -- -- 21,572.1 N/A 14,081.4
2023 58,703.0 27,102.7 77,275 75,757 280,099 -- -- 22,027.3 N/A 14,348.8
2024 59,952.2 27,671.8 78,862 77,320 285,773 -- -- 22,478.0 N/A 14,617.9
Sector Rank 9/35 9/35 13/35 13/35 11/35 N/A N/A 9/35 N/A N/A
Economy Rank 182/694 126/694 96/694 91/694 134/694 N/A N/A 81/694 N/A N/A

IVA/Revenue 
(%)

Imports/
Demand 

(%)

Exports/
Revenue 

(%)

Revenue per 
Employee 

($’000)
Wages/Revenue 

(%)
Employees 

per Est.
Average Wage 

($)

Share of the 
Economy 

(%)
2010 44.84 N/A N/A 201.20 37.24 3.29 74,933.81 0.11
2011 49.23 N/A N/A 182.81 41.83 3.49 76,465.23 0.12
2012 50.12 N/A N/A 192.55 41.22 3.56 79,379.76 0.13
2013 51.47 N/A N/A 181.64 43.17 3.76 78,416.97 0.13
2014 51.20 N/A N/A 183.38 41.80 3.74 76,644.56 0.13
2015 49.42 N/A N/A 192.64 41.12 3.67 79,203.73 0.13
2016 49.74 N/A N/A 198.16 40.24 3.73 79,743.68 0.14
2017 47.67 N/A N/A 203.13 39.27 3.68 79,777.74 0.13
2018 46.36 N/A N/A 208.41 37.69 3.62 78,553.88 0.13
2019 46.26 N/A N/A 209.05 37.60 3.62 78,601.15 0.13
2020 46.20 N/A N/A 209.38 37.55 3.62 78,626.17 0.13
2021 46.19 N/A N/A 209.38 37.55 3.63 78,625.78 0.13
2022 46.17 N/A N/A 209.52 37.53 3.63 78,636.73 0.13
2023 46.17 N/A N/A 209.58 37.52 3.62 78,641.12 0.13
2024 46.16 N/A N/A 209.79 37.49 3.62 78,656.84 0.13
Sector Rank 19/35 N/A N/A 10/35 14/35 10/35 7/35 9/35
Economy Rank 148/694 N/A N/A 422/694 68/694 519/694 125/694 126/694

Figures are in inflation-adjusted 2019 dollars. Rank refers to 2019 data.

Revenue 
(%)

Industry 
Value Added 

(%)

Establish-
ments 

(%)
Enterprises 

(%)
Employment 

(%)
Exports 

(%)
Imports 

(%)
Wages 

(%)

Domestic 
Demand 

(%)

Total advertising 
expenditures 

(%)
2011 -0.5 9.3 3.1 2.8 9.5 N/A N/A 11.8 N/A 1.9
2012 9.1 11.1 1.7 1.8 3.6 N/A N/A 7.6 N/A 1.5
2013 0.0 2.7 0.3 0.3 6.0 N/A N/A 4.7 N/A 1.5
2014 4.0 3.5 3.6 3.5 3.0 N/A N/A 0.7 N/A 3.0
2015 4.7 1.0 1.5 1.4 -0.4 N/A N/A 3.0 N/A 3.7
2016 5.7 6.4 1.0 1.1 2.8 N/A N/A 3.5 N/A 2.7
2017 3.5 -0.8 2.3 2.2 0.9 N/A N/A 1.0 N/A 2.6
2018 3.4 0.5 2.5 2.4 0.7 N/A N/A -0.8 N/A 3.0
2019 2.6 2.3 2.2 2.1 2.2 N/A N/A 2.3 N/A 2.5
2020 2.4 2.2 2.2 2.2 2.2 N/A N/A 2.2 N/A 2.2
2021 2.1 2.0 2.0 2.0 2.1 N/A N/A 2.1 N/A 1.9
2022 2.1 2.1 2.1 2.0 2.1 N/A N/A 2.1 N/A 1.9
2023 2.1 2.1 2.1 2.1 2.1 N/A N/A 2.1 N/A 1.9
2024 2.1 2.1 2.1 2.1 2.0 N/A N/A 2.0 N/A 1.9
Sector Rank 6/35 11/35 10/35 12/35 12/35 N/A N/A 11/35 N/A N/A
Economy Rank 90/694 168/694 127/694 133/694 138/694 N/A N/A 123/694 N/A N/A

Annual Change

Key Ratios

Industry Data

SOURCE: WWW.IBISWORLD.COM

Provided to: Seattle Pacific University (2134504200) | 16 December 2019



WWW.IBISWORLD.COM Advertising Agencies in the US  October 2019  35

Apr 2017 - Mar 2018 by company revenue
Apr 2014 - Apr 2015 - Apr 2016 - Apr 2017 - Small Medium Large
Mar 2015 Mar 2016 Mar 2017 Mar 2018 (<$10m) ($10-50m) (>$50m)

Liquidity Ratios

Current Ratio 1.3 1.2 1.3 1.2 1.3 1.1 1.2
Quick Ratio 1.2 1.1 1.1 1.0 1.2 1.0 1.0
Sales / Receivables (Trade Receivables 
Turnover) 8.4 8.8 8.7 8.3 10.7 7.8 6.6

Days’ Receivables 43.5 41.5 42.0 44.0 34.1 46.8 55.3
Cost of Sales / Inventory (Inventory Turnover) n/c n/c n/c n/c n/c n/c n/c

Days’ Inventory n/a n/a 0.4 0.4 0.4 0.4 0.4
Cost of Sales / Payables (Payables Turnover) 9.5 10.0 9.4 9.7 13.9 7.6 7.5

Days’ Payables 38.4 36.5 38.8 37.6 26.3 48.0 48.7
Sales / Working Capital 24.2 34.3 31.7 33.5 40.4 33.5 21.0

Coverage Ratios

Earnings Before Interest & Taxes (EBIT) / 
Interest 15.4 10.2 12.9 11.4 16.3 12.0 6.7

Net Profit + Dep., Depletion, Amort. / Current 
Maturities LT Debt 2.7 2.3 2.5 3.9 n/a 5.3 3.5

Leverage Ratios

Fixed Assets / Net Worth 0.3 0.4 0.5 0.5 0.3 0.4 0.8
Debt / Net Worth 3.8 4.1 4.2 5.1 2.3 6.8 14.7
Tangible Net Worth 18.5 10.6 9.9 8.2 8.1 12.0 0.2

Operating Ratios

Profit before Taxes / Net Worth, % 53.6 63.9 54.0 50.0 65.6 38.9 49.8
Profit before Taxes / Total Assets, % 13.1 12.2 10.3 10.0 17.1 7.3 7.6
Sales / Net Fixed Assets 67.5 55.7 63.4 65.1 73.6 68.6 31.8
Sales / Total Assets (Asset Turnover) 3.7 3.7 3.4 3.5 4.0 3.4 2.4

Cash Flow & Debt Service Ratios (% of sales)

Cash from Trading 38.7 41.0 41.9 41.6 55.1 33.7 24.8
Cash after Operations 4.3 4.7 3.9 4.3 6.7 3.4 4.5
Net Cash after Operations 4.5 4.7 3.6 4.9 6.7 3.7 4.5
Cash after Debt Amortization 1.1 1.0 0.3 1.0 1.0 0.7 1.9
Debt Service P&I Coverage 4.7 2.3 2.4 4.7 6.0 3.8 2.0
Interest Coverage (Operating Cash) 11.0 8.6 9.9 10.5 11.1 10.8 6.3

Assets, %

Cash & Equivalents 26.4 23.6 23.4 23.8 28.2 20.1 20.0
Trade Receivables (net) 39.8 41.6 40.4 38.7 35.3 41.7 41.0
Inventory 3.0 2.8 2.2 2.9 1.8 5.0 1.7
All Other Current Assets 4.8 3.7 3.9 4.4 3.6 4.5 6.1
Total Current Assets 74.0 71.6 69.8 69.8 68.8 71.4 68.8
Fixed Assets (net) 10.4 11.8 11.7 11.0 14.2 8.7 7.3
Intangibles (net) 6.8 7.3 10.3 10.0 6.9 10.5 17.5
All Other Non-Current Assets 8.8 9.3 8.3 9.2 10.1 9.5 6.4
Total Assets 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Total Assets ($m) 4,209.2 4,313.7 3,858.4 4,776.1 210.1 1,195.9 3,370.1

Liabilities, %

Notes Payable-Short Term 11.8 11.5 8.9 13.0 21.2 7.2 2.8
Current Maturities L/T/D 2.0 2.1 2.0 2.3 2.7 1.7 2.2
Trade Payables 26.1 28.0 26.0 24.9 21.9 26.3 30.2
Income Taxes Payable 0.2 0.2 0.2 0.3 0.1 0.2 1.0
All Other Current Liabilities 20.0 20.9 20.6 20.6 18.9 23.4 19.4
Total Current Liabilities 60.0 62.6 57.7 61.1 64.8 58.9 55.6
Long Term Debt 6.3 12.0 13.6 13.0 12.0 11.2 19.8
Deferred Taxes 0.2 0.2 0.3 0.3 0.2 0.1 0.9
All Other Non-Current Liabilities 8.2 7.2 8.2 7.4 8.1 7.3 5.9
Net Worth 25.3 17.9 20.2 18.2 15.0 22.5 17.7
Total Liabilities & Net Worth ($m) 4,209.2 4,313.7 3,858.4 4,776.1 210.1 1,195.9 3,370.1

Maximum Number of Statements Used 337 345 281 290 134 108 48

Industry Financial Ratios

Source: RMA Annual Statement Studies, rmahq.org. RMA data for all industries is derived directly from more 
than 260,000 statements of member financial institutions’ borrowers and prospects.
Note: For a full description of the ratios refer to the Key Statistics chapter online.

Provided to: Seattle Pacific University (2134504200) | 16 December 2019



WWW.IBISWORLD.COM Advertising Agencies in the US  October 2019  36

Jargon & Glossary

BARRIERS TO ENTRY  High barriers to entry mean that 
new companies struggle to enter an industry, while low 
barriers mean it is easy for new companies to enter an 
industry.

CAPITAL INTENSITY  Compares the amount of money 
spent on capital (plant, machinery and equipment) with 
that spent on labor. IBISWorld uses the ratio of 
depreciation to wages as a proxy for capital intensity. 
High capital intensity is more than $0.333 of capital to 
$1 of labor; medium is $0.125 to $0.333 of capital to $1 
of labor; low is less than $0.125 of capital for every $1 of 
labor.

CONSTANT PRICES  The dollar figures in the Key 
Statistics table, including forecasts, are adjusted for 
inflation using the current year (i.e. year published) as 
the base year. This removes the impact of changes in 
the purchasing power of the dollar, leaving only the 
“real” growth or decline in industry metrics. The inflation 
adjustments in IBISWorld’s reports are made using the 
US Bureau of Economic Analysis’ implicit GDP price 
deflator.

DOMESTIC DEMAND  Spending on industry goods and 
services within the United States, regardless of their 
country of origin. It is derived by adding imports to 
industry revenue, and then subtracting exports.

EMPLOYMENT  The number of permanent, part-time, 
temporary and seasonal employees, working proprietors, 
partners, managers and executives within the industry.

ENTERPRISE  A division that is separately managed and 
keeps management accounts. Each enterprise consists 
of one or more establishments that are under common 
ownership or control.

ESTABLISHMENT  The smallest type of accounting unit 
within an enterprise, an establishment is a single 
physical location where business is conducted or where 
services or industrial operations are performed. Multiple 
establishments under common control make up an 
enterprise.

EXPORTS  Total value of industry goods and services sold 
by US companies to customers abroad.

IMPORTS  Total value of industry goods and services 
brought in from foreign countries to be sold in the 
United States.

INDUSTRY CONCENTRATION  An indicator of the 
dominance of the top four players in an industry. 
Concentration is considered high if the top players 
account for more than 70% of industry revenue. 
Medium is 40% to 70% of industry revenue. Low is less 
than 40%.

INDUSTRY REVENUE  The total sales of industry goods 
and services (exclusive of excise and sales tax); subsidies 
on production; all other operating income from outside 
the firm (such as commission income, repair and service 
income, and rent, leasing and hiring income); and 
capital work done by rental or lease. Receipts from 
interest royalties, dividends and the sale of fixed 
tangible assets are excluded.

INDUSTRY VALUE ADDED (IVA)  The market value of 
goods and services produced by the industry minus the 
cost of goods and services used in production. IVA is 
also described as the industry’s contribution to GDP, or 
profit plus wages and depreciation.

INTERNATIONAL TRADE  The level of international 
trade is determined by ratios of exports to revenue and 
imports to domestic demand. For exports/revenue: low is 
less than 5%, medium is 5% to 20%, and high is more 
than 20%. Imports/domestic demand: low is less than 
5%, medium is 5% to 35%, and high is more than 
35%.

LIFE CYCLE  All industries go through periods of growth, 
maturity and decline. IBISWorld determines an 
industry’s life cycle by considering its growth rate 
(measured by IVA) compared with GDP; the growth rate 
of the number of establishments; the amount of change 
the industry’s products are undergoing; the rate of 
technological change; and the level of customer 
acceptance of industry products and services.

NONEMPLOYING ESTABLISHMENT  Businesses with 
no paid employment or payroll, also known as 
nonemployers. These are mostly set up by self-employed 
individuals.

PROFIT  IBISWorld uses earnings before interest and tax 
(EBIT) as an indicator of a company’s profitability. It is 
calculated as revenue minus expenses, excluding 
interest and tax.

Industry Jargon

IBISWorld Glossary

BELOW-THE-LINE  A more direct promotional activity 
undertaken to reach consumers, often including direct 
mail, SMS and e-mail, and incentives such as coupons, 
competitions and price discounts.

NEW MEDIA  Digital media formats including online, 
cell phones and other digital devices.

TRADITIONAL MEDIA  Media formats including TV, 
radio, newspapers and magazines.

VIRAL MARKETING  Refers to marketing techniques 
that use social networks and other technologies to 
increase brand awareness or achieve other objectives.

Provided to: Seattle Pacific University (2134504200) | 16 December 2019



WWW.IBISWORLD.COM Advertising Agencies in the US  October 2019  37

Jargon & Glossary

VOLATILITY  The level of volatility is determined by 
averaging the absolute change in revenue in each of the 
past five years. Volatility levels: very high is more than 
±20%; high volatility is ±10% to ±20%; moderate 
volatility is ±3% to ±10%; and low volatility is less than 
±3%.

WAGES  The gross total wages and salaries of all 
employees in the industry. The cost of benefits is also 
included in this figure.

IBISWorld Glossary 
continued
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At IBISWorld we know that industry intelligence 
is more than assembling facts
It is combining data with analysis to answer the 
questions that successful businesses ask
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Arm yourself with the latest industry intelligence
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Make speedy market-ready, profit-maximizing decisions

Who is IBISWorld?
We are strategists, analysts, researchers, and marketers. We provide 
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