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ABOUT THIS PROFILE EDITION
THE 51ST ANNUAL 100 Leading National
Advertisers Report crowned acquisition-
ladened Procter & Gamble Co. as the top
leader, passing previous kingpen General
Motors Corp. as U.S. advertising outlays
for the Top 100 reached $101.31 billion in
2005, up 1.3%.

P&G finished the year spending $4.61
billion versus GM’s $4.35 billion, the first
time in history any advertiser has
climbed above the $4 billion mark. P&G’s
totals were packed with spending from
Gillette Co., acquired in 2005.

The one-two finish for the two Leaders
was the 31st time the two have claimed
the top two spots in this report, first pub-
lished in 1956. P&G last led in 1996.

The slim 1.3% uptick in total advertis-
ing was a byproduct of heavy industry
consolidation—marketers typically cut
back on ad spending when faced with
heavy costs of mergers—and the odd-
year ad cycle that lacked an Olympics or a
major U.S. election. Indeed, in the first
quarter of 2006, a period including the
Winter Olympics, media spending
growth rebounded to 5%.

This PDF version of the 100 Leading
National Advertisers augments the print-
ed version (AA, June 26, 2006) by pro-
ducing profiles on each Top 100 advertis-
er. Content of this PDF is as follows:

● CChhaarrttss:: Key charts in this report:
The Top 100: The list (Page 8) covers

P&G to No. 100 TD Ameritrade Holding
Corp. at $321.5 million, up 33.4%.
Thirty-five marketers on the list have
U.S. ad totals above $1 billion.

Domestic ad spending: This chart (Page
5) is a compilation of media spending
from 20 mediums—most of them moni-
tored by TNS Media Intelligence—and
unmeasured spending estimates both for

the Top 100 ($40.13 billion) and for all
advertisers ($122.79 billion) in the U.S.

U.S. ad spending by ad category: This
chart (Page 6) breaks out 18 measured
media by 29 ad categories using TNS’
Stradegy data, from automotive at $20.96
billion, down 3.4%, to cigarettes & tobac-
co at $154.6 million, down 51.8%.

● BBrraannddss:: There were 584 brands on
which the Top 100 spent more than $10
million in measured media in 2005,
according to TNS. Ad Age lists each of
these “megabrands” by their media
spending in each profile.

P&G supported 50 megabrands in 2005,
well ahead of runner-up No. 8 Johnson &
Johnson at 27. Four of the P&G total came
from Gillette—Ad Age consolidates for
two consecutive full-year periods the ad
spending associated with acquired
megabrands. This methodology put
Gillette shaving products, Oral-B,
Duracell and Braun into P&G totals.

● SSaalleess  aanndd  eeaarrnniinnggss:: Primary financial data
on each Top 100 company is provided for
two consecutive years. Data include world-
wide sales and earnings, U.S., North
American or Americas breakouts if avail-
able, and sales by global division.

● PPeerrssoonnnneell,,  bbrraannddss,,  aaggeenncciieess:: Ad Age
lists key marketing executives at the
brand or category level of each Top 100
company, and personnel responsible for
those accounts at traditional and specialty
agencies and media specialty companies.

● MMeetthhooddoollooggyy:: U.S. measured spending
was pulled for the 250 largest national
advertisers, a group pared to 100 after
adding unmeasured ad estimates.

TNS’ Stradegy product provided

measured spending in 18 national media,
Yellow Pages Association contributed
spending in Yellow Pages and TNS Marx
Promotion Intelligence provided free-
standing insert spending.

Unmeasured spending is an Ad Age
estimate and includes direct mail, sales
promotion, co-op spending, couponing,
catalogs, farm publications and special
events, to name a few. Unmeasured basi-
cally is the difference between a compa-
ny’s reported or estimated ad costs and its
measured media. The reported ad costs, if
global, is weighted by Ad Age to reflect a
U.S.-only share.

SSTTAAFFFF FFOORR TTHHIISS RREEPPOORRTT:: KEVIN BROWN, R.
CRAIG ENDICOTT, SCOTT MACDONALD, MARK

SCHUMANN, MAUREEN MORRISON, MARIA

RAYNES, RUTH READER, LACY

WEATHERSBEE, MIKE RYAN AND DAN LIPPE.

TO REACH US
Online:

Email: For questions about this
report, email
DataCenter@AdAge.com
For general editorial
information, write to
Edit@AdAge.com
Subscription & single copy
sales 1-888-288-5900;
Advertising (212) 210-0159;
Library services (312) 649-5476,
(312) 649-5329 

News offices: New York (212)
210-0100; email: edit@adage.com,
Chicago (312) 649-5200; Detroit
(313) 446-0320, Los Angeles (323)
370-2400; San Francisco (415) 459-
1401;Washington (202) 662-7200

to get daily marketing news from AdAge.com

for AdAge.com’s Customer Service pageCLICK

CLICK

http://adage.com/
http://adage.com/help/


Why do I read Advertising Age?

Being CMO can be a tricky 

voyage. But to navigate the 

stormy waters of eroding

margins and volatile share-

holders, I need Ad Age to 

make sure the competition 

doesn’t sail past my company

in the regatta of big ideas.

Plus, vast industry knowledge

keeps me afloat whenever 

I’m forced to walk the plank.

Even if it is off my 36-footer 

in Turks & Caicos. 

 Frank Wainscott, CMO

To subscribe, call 888.288.5900 or go to adage.com/subscribe. To advertise, contact Millie Chiavelli, Advertising Director, at 212.210.0280 or mchiavelli@crain.com.

© 2006 Crain Communications Inc. Frank Wainscott does not exist. Even though he probably does.
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DOMESTIC ADVERTISING SPENDING TOTALS
Ranked by total U.S ad spending in 2005

ALL U.S. ADVERTISING SPENDING FROM TNS
ADVERTISING EXPENDITURES MEDIUM AS % OF TOTAL COEN’S U.S. TOTALS*

MEDIA 2005 2004 % CHG 2005 2004 2005 2004 % CHG

Magazine $23,218 $21,628 7.3 8.6 8.2 $12,847 $12,247 4.9

Sunday magazine 1,739 1,529 13.7 0.6 0.6 NA NA NA

Business publication 5,038 5,234 -3.7 1.9 2.0 4,170 4,072 2.4

Local magazine 451 360 25.2 0.2 0.1 NA NA NA

National newspaper 3,467 3,303 4.9 1.3 1.3 7,465 7,629 -2.1

Local newspaper 25,537 25,164 1.5 9.4 9.5 39,870 38,985 2.3

FSI 1,442 1,392 3.6 0.5 0.5 NA NA NA

Network TV 26,706 26,218 1.9 9.9 9.9 16,128 16,713 -3.5

Spot TV 17,115 18,794 -8.9 6.3 7.1 24,300 25,877 -6.1

Syndicated TV 4,222 3,931 7.4 1.6 1.5 3,865 3,674 5.2

Cable TV network 16,453 14,818 11.0 6.1 5.6 18,296 16,424 11.4

Cable local spot NA NA NA 0.0 0.0 5,358 5,103 5.0

Network radio 1,010 1,028 -1.7 0.4 0.4 814 836 -2.6

National spot radio 2,604 2,617 -0.5 1.0 1.0 3,469 3,540 -2.0

Local radio 7,431 7,453 -0.3 2.7 2.8 15,357 15,205 1.0

Outdoor 3,529 3,213 9.8 1.3 1.2 6,232 5,770 8.0

Direct mail NA NA NA 0.0 0.0 55,218 52,191 5.8

Yellow Pages NA NA NA 0.0 0.0 14,229 14,002 1.6

Internet 8,323 7,343 13.3 3.1 2.8 7,764 6,853 13.3

Measured 148,286 144,025 3.0 54.7 54.6 235,382 229,121 2.7

Unmeasured 122,788 119,741 2.5 45.3 45.4 35,692 34,645 3.0

Total U.S. 271,074 263,766 2.8 100.0 100.0 271,074 263,766 2.8

Notes: Dollars are in millions. Media expenditures by medium from TNS Media Intelligence, except Yellow Pages from Yellow Pages Association. Magazines include Spanish-language magazines. Newspapers include Spanish-language newspapers.
Network TV includes Spanish-language TV networks. The total for ALL U.S. ADVERTISING media expenditures ($271.1 billion) is from Robert J. Coen’s media analysis at Universal McCann. *The ALL U.S. ADVERTISING unmeasured is the Coen total
minus the TNS total media. For a definition of unmeasured, see methodology, Page S-9.                                     
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Notes: Dollars in millions. 2004 ranking represents data compiled in 2006. Table includes 18 measured
media from TNS Media Intelligence.  Yellow Pages is excluded from these totals as are  spot cable and
FSIs. 

ABOUT THE MEDIA: Consumer magazine includes Sunday magazine, local magazine, and Spanish-lan-
guage magazine; radio is network, national spot and local; newspaper includes national newspaper
and Spanish-language newspaper. 

ABOUT THE CATEGORIES: Categories are aggregated from TNS classifications as follows (not compre-
hensively): AAuuttoommoottiivvee includes dealerships; RReettaaiill  includes discount department & variety stores,
department stores, retail, shopping centers & catalog showrooms; TTeelleeccoomm,,  IInntteerrnneett  sseerrvviicceess  aanndd  IISSPP

includes telephone companies (both wireless, local and long distance), Internet services providers,
web designers, communications networks, telephone equipment, and offline internet support;
MMeeddiicciinneess  &&  pprroopprriieettaarryy  rreemmeeddiieess:: Pharmaceutical houses, medicines & proprietary remedies, fitness,

eye glasses, medical equipment; FFiinnaanncciiaall  sseerrvviicceess  includes credit cards; FFoooodd,,  bbeevveerraaggeess  &&  ccoonnffeecc--
ttiioonneerryy:: Beverages, confectionery & snacks, dairy, produce, meat & bakery goods, prepared foods,
ingredients, mixes & seasonings; GGeenneerraall  SSeerrvviicceess::  Apparel services, business services, beauty shops,
doctors, nurses, chiropractors, dentists, hospitals, clinics & medical centers, legal services, rental
services, dating services, spectator sporting events, exterminators, electric & water companies;
PPeerrssoonnaall  ccaarree::  Cosmetics & beauty aids, personal hygiene, hair products, toiletries, hygienic goods &
skin care; MMoovviieess,,  rreeccoorrddeedd  vviiddeeoo  aanndd  mmuussiicc  includes DVDs;  DDiirreecctt  rreessppoonnssee  aaddvveerrttiissiinngg includes
direct response advertising in all classifications; AAiirrlliinneess,,  hhootteell,,  ccaarr  rreennttaall  aanndd  ttrraavveell  includes cruise
ship travel; AAppppaarreell::    ready-to-wear, underclothing & hosiery, jewelry, accessories & footwear; HHoommee
ffuurrnniisshhiinnggss,,  aapppplliiaanncceess:: household furnishings & accessories, building materials, equipment & fix-
tures, appliances, electronics; HHoommee  ssuupppplliieess  aanndd  cclleeaanneerrss:: Household soaps, cleansers & polishes,
laundry soaps, foils, wraps, paper products; MMiisscceellllaanneeoouuss:: Aviation (excluding freight), employment
recruitment, military and government, agriculture, lawn and garden, industrial, luggage, cameras,
film.

DOMESTIC ADVERTISING SPENDING BY CATEGORY
Ranked by total U.S ad spending in 2005

RANK MEASURED MEDIA U.S. MEASURED MEDIA BREAKOUT FOR 2004
‘05 ‘04 CATEGORY 2005 % CHG MAGAZINE NEWSPAPER OUTDOOR TV CABLE NETS RADIO INTERNET

1 1 Automotive $20,958.6 -3.4 $2,444.3 $6,293.6 $350.6 $8,409.1 $1,461.3 $1,577.6 $422.1

2 2 Retail 18,629.9 -0.7 1,810.6 6,958.0 359.0 5,289.5 993.7 2,183.8 1,035.4

3 3 Telecom, internet, ISP 9,895.8 4.0 855.3 2,158.9 219.2 3,359.5 979.8 797.7 1,525.3

4 5 Financial services 8,476.9 8.2 1,294.9 1,831.5 246.2 2,337.2 948.3 787.0 1,031.7

5 4 Medicine & remedies 8,441.9 1.8 2,301.2 221.2 18.4 3,832.1 1,387.9 291.1 390.1

6 6 General services 7,867.9 7.9 974.9 2,136.2 497.8 2,011.9 335.1 1,197.4 714.5

7 7 Food, beverages & candy 7,313.2 3.9 1,950.0 61.2 79.8 3,347.8 1,415.0 350.5 108.8

8 8 Personal care 5,648.0 1.8 2,250.8 24.5 24.6 2,327.9 883.2 57.6 79.4

9 9 Movies, video & music 5,582.5 1.8 423.2 1,140.1 105.3 2,601.5 934.0 262.5 115.8

10 10 Airlines, hotels, car rental 5,545.9 2.8 1,460.2 1,573.5 294.4 808.2 509.7 387.1 512.9

11 12 Restaurants 5,061.8 5.6 179.1 179.3 226.2 3,215.7 703.7 512.5 45.2

12 13 Media 4,912.4 12.6 1,738.9 1,252.6 268.2 273.0 57.6 779.5 542.7

13 11 Government, politics, religion 4,602.2 -9.0 371.0 447.1 123.8 2,745.5 390.2 352.8 171.9

14 16 Insurance 2,894.4 16.2 279.9 288.9 97.2 1,235.2 500.5 330.6 162.1

15 14 Apparel 2,727.0 5.1 2,089.4 46.3 34.2 291.0 220.8 18.5 26.8

16 18 Real estate 2,721.8 27.6 274.7 1,762.5 197.0 228.5 67.9 121.4 69.8

17 15 Computers, software 2,303.1 -8.3 1,239.1 211.1 28.0 196.8 194.5 75.9 357.8

18 17 Beer, wine & liquor 2,208.1 0.8 512.6 73.4 186.0 762.5 392.2 238.2 43.2

19 19 Furniture, appliances, electronics 2,054.8 -1.3 1,080.8 90.5 6.6 451.6 291.3 55.2 78.9

20 20 Home supplies & cleaners 1,861.3 -6.1 343.9 6.7 4.4 998.5 457.9 36.5 13.5

21 21 Education 1,790.9 8.6 422.2 302.6 62.1 478.1 115.3 156.6 254.1

22 22 Toys & games 1,296.9 15.7 244.7 5.2 3.4 309.9 601.7 8.7 123.3

23 23 Hardware & home building 1,038.7 2.6 555.7 81.7 6.6 177.4 165.4 37.3 14.7

24 25 Pet food & pet care 575.5 26.8 144.2 2.7 0.1 215.0 85.9 8.0 119.5

25 26 Gas & oil 544.5 28.2 94.7 70.0 43.6 131.7 87.4 109.4 7.7

26 24 Sporting goods 533.2 7.4 376.5 18.4 4.0 76.9 39.7 8.1 9.5

27 28 Office equipment 369.3 8.7 180.1 25.1 0.7 103.1 44.4 10.7 5.1

28 27 Shipping & freight 359.0 -7.2 77.4 15.6 4.5 163.7 42.2 49.1 6.6

29 29 Cigarettes & tobacco 154.6 -51.8 144.5 1.4 1.2 0.8 0.1 0.6 6.0

Direct response advertising 6,100.5 15.1 2,398.8 506.3 1.4 1,131.8 1,844.6 63.5 154.1

Miscellaneous 4,372.8 7.5 1,932.8 1,217.3 34.4 532.1 301.8 180.1 174.3

Total 146,843.5 3.0 30,446.5 29,003.5 3,528.8 48,043.4 16,453.4 11,045.2 8,322.7
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ADVERTISING AGE (adage.com) The leader in covering advertising news and marketing trends.

AD AGE DIGITAL (adage.com/digital) What’s working. What’s not. What it means. Why it matters. Weekly e-mail 

newsletter with frequent online updates.

AD AGE DAILY NEWS E-MAIL Delivers the latest breaking news every weekday morning.

MEDIAWORKS All the news (plus some gossip) on the world of media. Daily e-mail newsletter with frequent online updates.

POINT (adage.com/point) Monthly in-book and online section of Ad Age focused on CMO-level issues.

To advertise: Millie Chiavelli, Advertising Director, Tel: 212.210.0280, mchiavelli@crain.com.

To advertise in Point: Suzanne Hermalyn, Director, Business Development, Tel: 508-497-8688, shermalyn@crain.com.

To subscribe or to sign up for newsletters: Call 888-288-5900 or go to adage.com/subscribe.

CREATIVITY (adcritic.com) Explores the impact of creativity in advertising and all other facets of business, with in-depth 

profi les of the people behind the best creative ideas and work.

ADCRITIC (adcritic.com) Showcases the best work in TV, print and interactive advertising along with commentary and criticism.

SPARK* (creativityspark.com) The fresh, new up-market resource for art directors to fi nd photographers, illustrators and 

designers, combining the imagery with the personality of each artist.

CREATIVITY E-MAIL NEWSLETTERS

TV EDITION – new, great creative work in TV, delivered Mondays and Fridays.

PRINT & DESIGN EDITION – everything creative in the print world, delivered every Thursday.

INTERACTIVE EDITION – hot ad campaigns, Web sites, viral efforts and more, delivered every Wednesday.

To advertise: Adam Gold, Advertising Director. Tel: 212.210.0241 or agold@crain.com.

To advertise in Spark*: Juliette Robin, Managing Director, Tel: 212.210.0156 or jrobin@crain.com.

To subscribe or to sign up for newsletters: Call 888-288-5900 or go to adcritic.com.

MADISON+VINE (madisonandvine.com) The original, and still the leader, in reporting on branded entertainment. Weekly 

e-mail newsletter with frequent updates online.

To advertise: Millie Chiavelli, Advertising Director, Tel: 212.210.0280, mchiavelli@crain.com.

To subscibe or to sign up for the newsletter: Call 888-288-5900 or go to madisonandvine.com.

AD AGE GROUP CUSTOM PROGRAMS Offering a wide variety of options to tailor your brand message to a targeted audience.
To develop your own custom program: Suzanne Hermalyn, Director, Business Development. Tel: 508.497.8688 or shermalyn@crain.com.

AD AGE GROUP EVENTS (adage.com/events) Bringing together leaders and top executives from marketing, agency and

media, Ad Age Group Events are a great place to network and build your brand among the industry’s top-level decision makers.

To sponsor an event: Millie Chiavelli, Advertising Director, Tel: 212.210.0280, mchiavelli@crain.com.

For information on specifi c events, go to adage.com/events or call 212.210.0155.

REPRINTS For reprints and e-prints of articles, video fi les or audio fi les from any Ad Age Group product (in-book or online), contact

Dawn Kryston, FosteReprints, at 866-879-9144 x170 or dkryston@fostereprints.com.
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Notes: Dollars are in millions. 2004 rankings represent data compiled in 2006. Measured media from TNS Media Intelligence’s Stradegy , and Yellow Pages Association. Consumer magazine includes Sunday
magazine, local magazine, business-to-business magazine and Spanish-language magazines; newspaper includes national newspaper, Spanish-language newspaper and FSI data from TNS’ Marx Promotion
Intelligence; TV includes network TV, spot TV, syndicated TV, Spanish-language TV and cable TV networks; radio includes network radio, national spot radio and local radio. 

NATIONAL ADVERTISERS RANKED 1 TO 50
Ranked by total U.S ad spending in 2005

RANK TOTAL U.S. ADVERTISING SPENDING U.S. MEASURED MEDIA SPENDING

2005 2004 MARKETER HEADQUARTERS 2005 2004 % CHG 2005 2004 % CHG

1 1 Procter & Gamble Co. Cincinnati $4,608.8 $4,777.0 -3.5 $3,410.5 $3,535.0 -3.5

2 2 General Motors Corp. Detroit 4,353.2 4,064.8 7.1 3,003.7 2,804.7 7.1

3 3 Time Warner New York 3,493.7 3,403.5 2.7 2,061.3 2,008.1 2.7

4 8 Verizon Communications New York 2,483.7 2,368.0 4.9 1,763.5 1,681.3 4.9

5 4 AT&T San Antonio 2,470.8 3,340.6 -26.0 1,688.4 2,282.8 -26.0

6 7 Ford Motor Co. Dearborn, Mich. 2,398.4 2,385.0 0.6 1,582.9 1,574.1 0.6

7 6 Walt Disney Co. Burbank, Calif. 2,278.8 2,408.1 -5.4 1,412.8 1,493.0 -5.4

8 9 Johnson & Johnson New Brunswick, N.J. 2,209.3 2,132.8 3.6 1,385.9 1,407.6 -1.5

9 13 GlaxoSmithKline Brentford, Middlesex, U.K. 2,194.2 1,857.3 18.1 1,162.9 891.5 30.4

10 5 DaimlerChrysler Auburn Hills, Mich./Stuttgart, Germany 2,178.6 2,501.1 -12.9 1,590.4 1,825.8 -12.9

11 10 Pfizer New York 2,152.5 2,113.3 1.9 882.5 1,056.6 -16.5

12 11 General Electric Co. Fairfield, Conn. 1,916.8 1,954.7 -1.9 1,130.9 996.9 13.4

13 14 Toyota Motor Corp. Toyota City, Japan 1,784.5 1,836.5 -2.8 1,075.5 1,106.8 -2.8

14 15 Sony Corp. Tokyo 1,777.9 1,671.5 6.4 995.6 936.1 6.4

15 12 Sears Holdings Corp. Hoffman Estates, Ill. 1,712.9 1,876.4 -8.7 822.2 975.7 -15.7

16 16 Sprint Nextel Corp. Reston, Va. 1,662.8 1,642.3 1.2 1,280.4 1,264.6 1.2

17 20 McDonald’s Corp. Oak Brook, Ill. 1,662.1 1,531.5 8.5 764.6 704.5 8.5

18 25 Unilever London/Rotterdam 1,522.3 1,335.8 14.0 761.1 573.4 32.7

19 17 Viacom New York 1,496.7 1,582.2 -5.4 898.0 949.3 -5.4

20 21 Altria Group New York 1,485.7 1,422.1 4.5 1,188.6 1,095.0 8.5

21 24 PepsiCo Purchase, N.Y. 1,466.8 1,340.0 9.5 1,129.4 911.2 23.9

22 23 L’Oreal Clichy, France 1,456.2 1,398.3 4.1 793.7 769.1 3.2

23 19 Federated Department Stores Cincinnati 1,453.3 1,556.1 -6.6 1,206.3 1,291.6 -6.6

24 18 Nissan Motor Co. Tokyo 1,441.4 1,560.2 -7.6 1,023.4 1,107.7 -7.6

25 27 Honda Motor Co. Tokyo 1,325.0 1,221.8 8.4 861.2 794.2 8.4

26 28 Nestle Vevey, Switzerland 1,219.0 1,138.3 7.1 560.7 523.6 7.1

27 26 U.S. Government Washington 1,217.8 1,272.9 -4.3 706.3 738.3 -4.3

28 22 Novartis Basel, Switzerland 1,162.6 1,418.1 -18.0 523.2 638.2 -18.0

29 31 News Corp. New York 1,159.8 1,018.5 13.9 881.4 774.1 13.9

30 32 Home Depot Atlanta 1,113.8 1,014.7 9.8 556.9 598.7 -7.0

31 36 Estee Lauder Cos. New York 1,093.0 980.4 11.5 177.0 171.6 3.1

32 29 J.C. Penney Co. Plano, Texas 1,072.2 1,116.1 -3.9 428.9 446.4 -3.9

33 48 American Express Co. New York 1,067.2 746.3 43.0 602.0 421.0 43.0

34 38 Target Corp. Minneapolis 1,020.4 912.6 11.8 604.1 529.3 14.1

35 33 Citigroup New York 1,004.1 1,009.1 -0.5 622.5 615.5 1.1

36 42 Wal-Mart Stores Bentonville, Ark. 973.3 853.0 14.1 584.0 603.3 -3.2

37 37 Microsoft Corp. Redmond, Wash. 944.9 933.7 1.2 463.0 485.5 -4.6

38 47 Dell Round Rock, Texas 939.1 762.7 23.1 776.3 630.4 23.1

39 34 General Mills Minneapolis 922.4 1,006.6 -8.4 581.1 634.2 -8.4

40 40 Anheuser-Busch Cos. St. Louis 919.4 882.4 4.2 606.8 547.1 10.9

41 35 Wyeth Madison, N.J. 918.8 992.0 -7.4 383.6 414.1 -7.4

42 52 Berkshire Hathaway Omaha 909.2 678.4 34.0 547.9 408.8 34.0

43 44 Cendant Corp. Parsippany, N.J. 869.2 811.4 7.1 304.2 324.6 -6.3

44 43 Yum Brands Louisville, Ky. 862.9 814.7 5.9 724.9 684.3 5.9

45 41 Schering-Plough Corp. Kenilworth, N.J. 852.6 858.2 -0.7 392.2 394.8 -0.7

46 39 Hewlett-Packard Co. Palo Alto, Calif. 832.6 912.4 -8.7 507.9 556.5 -8.7

47 45 Best Buy Co. Richfield, Minn. 812.3 808.9 0.4 357.4 396.4 -9.8

48 49 AstraZeneca London 796.0 726.1 9.6 437.8 493.7 -11.3

49 30 Merck & Co. Whitehouse Station, N.J. 769.0 1,095.4 -29.8 269.1 350.5 -23.2

50 55 Deutsche Telekom Bonn, Germany 721.0 627.2 15.0 526.4 457.9 15.0
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NATIONAL ADVERTISERS RANKED 51 TO 100
Ranked by total U.S ad spending in 2005

RANK TOTAL U.S. ADVERTISING SPENDING U.S. MEASURED MEDIA SPENDING

2005 2004 MARKETER HEADQUARTERS 2005 2004 % CHG 2005 2004 % CHG

51 50 Kellogg Co. Battle Creek, Mich. $715.2 $681.4 5.0 $469.6 $447.4 5.0

52 57 Coca-Cola Co. Atlanta 703.0 591.5 18.8 471.0 414.0 13.8

53 56 Lowe’s Cos. Mooresville, N.C. 694.6 600.9 15.6 423.7 366.6 15.6

54 51 Sanofi-Aventis Paris 686.7 678.5 1.2 274.7 271.4 1.2

55 46 Mars Inc. McLean, Va. 628.5 779.0 -19.3 345.7 428.5 -19.3

56 61 Nike Beaverton, Ore. 608.6 580.9 4.8 200.8 222.8 -9.9

57 64 Hyundai Motor Co. Seoul 607.7 540.3 12.5 425.4 378.2 12.5

58 54 IBM Corp. Armonk, N.Y. 606.3 634.2 -4.4 297.1 310.7 -4.4

59 53 Diageo London 599.2 635.7 -5.7 165.0 175.1 -5.7

60 68 Kohl’s Corp. Menomonee Falls, Wis. 595.1 522.5 13.9 401.4 352.7 13.8

61 58 Volkswagen Wolfsburg, Germany 590.0 588.2 0.3 424.8 423.5 0.3

62 60 Bristol-Myers Squibb Co. New York 581.6 581.7 -0.0 215.2 215.2 -0.0

63 75 Bayer Leverkusen, Germany 571.7 478.3 19.5 314.4 263.1 19.5

64 65 Clorox Co. Oakland, Calif. 571.2 536.7 6.4 485.5 450.9 7.7

65 62 SC Johnson Racine, Wis. 545.5 569.7 -4.2 409.1 427.2 -4.2

66 71 Safeway Pleasanton, Calif. 528.4 495.4 6.7 196.0 193.2 1.5

67 70 Visa International San Francisco 514.6 497.8 3.4 360.2 363.4 -0.9

68 66 Gap Inc. San Francisco 500.3 533.0 -6.1 323.7 410.2 -21.1

69 67 Kroger Co. Cincinnati 489.4 527.4 -7.2 161.5 168.8 -4.3

70 72 Capital One Financial Corp. McLean, Va. 488.7 492.1 -0.7 361.7 364.1 -0.7

71 73 Doctor’s Associates Milford, Conn. 486.7 486.0 0.1 326.1 325.6 0.1

72 59 Eli Lilly & Co. Indianapolis 475.3 588.1 -19.2 194.9 241.1 -19.2

73 76 Campbell Soup Co. Camden, N.J. 469.4 463.0 1.4 323.9 333.4 -2.8

74 77 MasterCard International Purchase, N.Y. 466.0 460.3 1.2 335.5 340.6 -1.5

75 63 Burger King Corp. Miami 463.5 557.1 -16.8 268.8 323.1 -16.8

76 81 Wendy’s International Dublin, Ohio 461.5 453.5 1.8 383.0 376.4 1.8

77 74 Mattel El Segundo, Calif. 459.8 483.7 -4.9 183.9 193.5 -4.9

78 80 Sara Lee Corp. Chicago 458.9 454.7 0.9 197.3 209.2 -5.7

79 82 ConAgra Foods Omaha 456.3 449.7 1.5 164.3 161.9 1.5

80 69 SABMiller London 452.6 501.4 -9.7 294.2 325.9 -9.7

81 91 State Farm Mutual Auto Insurance Co. Bloomington, Ill. 449.2 368.9 21.8 359.4 295.1 21.8

82 98 JP Morgan Chase & Co. New York 447.9 328.4 36.4 335.9 246.3 36.4

83 89 Comcast Corp. Philadelphia 425.3 374.2 13.7 319.0 280.6 13.7

84 87 Cadbury Schweppes London 416.5 397.2 4.9 304.1 268.1 13.4

85 97 Abbott Laboratories Abbott Park, Ill. 414.8 330.1 25.7 207.4 165.0 25.7

86 NR Vonage Holdings Corp. Holmdel, N.J. 413.5 63.4 552.6 413.5 63.4 552.6

87 94 Circuit City Stores Richmond, Va. 406.1 361.9 12.2 247.7 231.6 7.0

88 92 Molson Coors Brewing Co. Denver/Montreal 400.9 368.7 8.7 200.5 188.1 6.6

89 83 United Parcel Service Atlanta 396.9 428.0 -7.3 198.4 214.0 -7.3

90 85 Allstate Corp. Northbrook, Ill. 393.7 406.9 -3.2 289.4 299.1 -3.2

91 96 Limited Brands Columbus, Ohio 393.4 331.0 18.9 88.8 74.7 18.9

92 95 Kimberly-Clark Corp. Irving, Texas 368.7 341.1 8.1 295.0 272.9 8.1

93 102 Adidas Herzogenaurach, Germany 363.2 322.8 12.5 145.3 135.6 7.2

94 79 Supervalu Eden Prairie, Minn. 360.6 458.5 -21.3 140.7 174.2 -19.3

95 101 Kia Motors Corp. Seoul 357.3 323.7 10.4 218.0 252.5 -13.7

96 78 Bank of America Corp. Charlotte, N.C. 356.2 460.0 -22.6 263.6 340.4 -22.6

97 100 Philips Electronics Amsterdam 336.9 325.2 3.6 141.5 147.8 -4.2

98 86 Reckitt Benckiser Sloth, Berkshire, U.K. 328.8 402.7 -18.3 256.5 314.1 -18.3

99 104 Joh. A. Benckiser Ludwigshafen, Germany 327.1 312.3 4.8 130.9 124.9 4.8

100 135 TD Ameritrade Holding Corp. Omaha 321.5 241.1 33.4 225.0 168.7 33.4

Notes: Dollars are in millions. 2004 rankings represent data compiled in 2006. Measured media from TNS Media Intelligence’s Stradegy , and Yellow Pages Association. Consumer magazine includes Sunday
magazine, local magazine, business-to-business magazine and Spanish-language magazines; newspaper includes national newspaper, Spanish-language newspaper and FSI data from TNS’ Marx Promotion
Intelligence; TV includes network TV, spot TV, syndicated TV, Spanish-language TV and cable TV networks; radio includes network radio, national spot radio and local radio. 



85 Abbott Laboratories
U.S. ad spending ($ in thousands)
By media 2005 2004 % chg
Magazine  . . . . . . . . . . . . . . . . . .$83,403 $37,287 123.7

Sunday magazine  . . . . . . . . . . . . .2,192 899 143.9

BtoB magazine  . . . . . . . . . . . . . . . . .978 414 136.1

Local magazine  . . . . . . . . . . . . . . . . .10 NA NA
Spanish-language magazine  . . . . .499 519 -3.8

Newspaper  . . . . . . . . . . . . . . . . . . . .149 6,517 -97.7

National newspaper  . . . . . . . . . . .1,116 505 121.2

Spanish-language Newspaper  . . . .NA 2 NA
FSI  . . . . . . . . . . . . . . . . . . . . . . . . . .4,135 3,128 32.2

Network TV  . . . . . . . . . . . . . . . . .54,896 53,064 3.5

Spot TV  . . . . . . . . . . . . . . . . . . . . .1,146 10,993 -89.6

Syndicated TV  . . . . . . . . . . . . . . .23,418 17,767 31.8

Cable TV network  . . . . . . . . . . . .28,573 28,657 -0.3

Spanish-language TV  . . . . . . . . . .3,670 3,175 15.6

National spot radio  . . . . . . . . . . . . . .75 523 -85.6

Local radio  . . . . . . . . . . . . . . . . . . . . . .55 713 -92.2

Outdoor  . . . . . . . . . . . . . . . . . . . . . . .637 590 8.1

Internet  . . . . . . . . . . . . . . . . . . . . . .2,469 279 786.4

Measured media  . . . . . . . . . . .207,421 165,030 25.7

Unmeasured media  . . . . . . . .207,421 165,030 25.7

Total  . . . . . . . . . . . . . . . . . . . . .414,841 330,059 25.7

By brand 2005 2004 % chg
Humira  . . . . . . . . . . . . . . . . . . . . .88,155 47,903 84.0

PediaSure  . . . . . . . . . . . . . . . . . . .24,631 25,910 -4.9

Ensure  . . . . . . . . . . . . . . . . . . . . .20,727 16,760 23.7

Freestyle  . . . . . . . . . . . . . . . . . . . .20,534 13,165 56.0

Glucerna  . . . . . . . . . . . . . . . . . . . .13,631 13,083 4.2

Pedialyte  . . . . . . . . . . . . . . . . . . .11,869 12,475 -4.9

Sales & earnings ($ in millions)
Worldwide 2005 2004 % chg
Sales  . . . . . . . . . . . . . . . . . . . . . .$22,338 $19,680 13.5

Earnings  . . . . . . . . . . . . . . . . . . . . .3,372 3,236 4.2

U.S. 2005 2004 % chg
Sales  . . . . . . . . . . . . . . . . . . . . . . .12,707 11,242 13.0

Division sales 2005 2004 % chg
Pharmaceuticals  . . . . . . . . . . . . . .8,138 7,010 16.1

International  . . . . . . . . . . . . . . . . .6,967 6,166 13.0

Diagnostics  . . . . . . . . . . . . . . . . . .3,756 3,378 11.2

Ross  . . . . . . . . . . . . . . . . . . . . . . . . .2,523 2,326 8.5

Other  . . . . . . . . . . . . . . . . . . . . . . . . .954 800 19.3

Headquarters
Abbott Laboratories/100 Abbott Park, Abbott Park, Ill.
60064/Phone: (847) 937-6100.

Personnel, brands, agencies
Corporate: Miles D. White, chmn & CEO; Richard A. Gonzalez,
pres & chief operating officer.

Pharmaceutical Products Group: 200 Abbott Park Rd, Abbott
Park, Ill. 60064/Phone: (847) 937-6100. Alejandro A. Aruffo, VP-
global pharmaceutical devel; William G. Dempsey, sr VP-U.S.
pharmaceutical opers.
CCoommmmoonnHHeeaalltthh, Parsippany, N.J. Matt Giegerich, pres & CEO-

CommonHealth; John Nosta, pres-Noesis, a part of
CommonHealth. — Omnicef.
FFCCBB  HHeeaalltthhCCaarree  &&  PPrrooHHeeaalltthh, New York. Vjosa Mujko, acct dir-

Abbott Diabetes Care; Mike Guarino, acct dir-Meridia; Robert
Karczewski, acct dir-Zemplar; Ann Stuchiner, acct dir-managed
care portfolio. — Abbott Diabetes Care, Meridia, Zemplar,
Managed Care Portfolio.
EEuurroo  RRSSCCGG  LLiiffee  MMeettaaMMaaxx, New York. Doug Burcin, pres. —

Biaxin XL, Tarka.
BBuurrrreellll  CCoommmmuunniiccaattiioonnss  GGrroouupp, Chicago. Fay Ferguson, co-CEO;

Cara Cocroft, VP & acct mgmt dir. — African-American adv.

Ross Products: 625 Cleveland Ave., Columbus, Ohio
43215/Phone: (800) 986-8510. Gary E. McCullough, sr VP; Michael
Berg, VP-prod sls.
BBrraannddPPhhaarrmm, ((aa  PPuubblliicciiss  HHeeaalltthhccaarree  CCoommmmuunniiccaattiioonnss  GGrroouupp

CCoo..))  New York. Jonathan Brody, grp acct dir. — Similac Infant
Nutritionals, Neosure, Tolerance Brands, Pedialyte, Pediasure.
GGootthhaamm, New York. Gunnar Wilmot, pres & CEO. — Ensure,

Glucerna
LLaappiizz, Chicago. Leo Olper, sr VP & chief operating officer. —

strategic plng, creative devel, media plng consultancy, mktg con-
sultancy —Similac, PediaSure, Pedialyte.

93 Adidas
U.S. ad spending ($ in thousands)
By media 2005 2004 % chg
Magazine  . . . . . . . . . . . . . . . . . .$74,267 $68,570 8.3

Sunday magazine  . . . . . . . . . . . . . .419 395 6.0

BtoB magazine  . . . . . . . . . . . . . . . . .368 615 -40.1

Local magazine  . . . . . . . . . . . . . . . . .NA 23 NA
Newspaper  . . . . . . . . . . . . . . . . . . . .277 293 -5.3

National newspaper  . . . . . . . . . . .1,283 1,195 7.4

Spanish-language newspaper  . . . . . .0 1 -66.7

Network TV  . . . . . . . . . . . . . . . . .30,186 30,117 0.2

Spot TV  . . . . . . . . . . . . . . . . . . . . .1,695 2,560 -33.8

Syndicated TV  . . . . . . . . . . . . . . . . .388 551 -29.5

Cable TV network  . . . . . . . . . . . .28,385 21,783 30.3

National spot radio  . . . . . . . . . . . . .972 928 4.7

Local radio  . . . . . . . . . . . . . . . . . . .1,186 1,829 -35.2

Outdoor  . . . . . . . . . . . . . . . . . . . . .2,888 4,510 -36.0

Internet  . . . . . . . . . . . . . . . . . . . . . .2,964 2,207 34.3

Measured media  . . . . . . . . . . .145,277 135,575 7.2

Unmeasured media  . . . . . . . .217,915 187,222 16.4

Total  . . . . . . . . . . . . . . . . . . . . .363,192 322,797 12.5
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NATIONAL ADVERTISER PROFILES




























































































































































































