
Global advertising expenditures hit another
record in 2005, jumping 2.4 percent to $570
billion.1 (See Figure 1.) Nearly half of this total
(48 percent) was spent in the United States,
roughly the same as in 2004 but 4 percent less
than in 2000.2 One large source of new ad rev-
enue in the United States was direct mail.

Accounting for 21 percent of total
U.S. advertising expenditures,
direct mail grew 6 percent, to $56.6

billion and 41.5 billion pieces of mail.3 This
growth was in large part due to implementation
of “Do Not Call” regulations in 2004, which
restricted U.S. telemarketing practices.4

Of total ad spending, about $404 billion was
directed toward major media, including televi-
sion, newspapers, magazines, billboards, and
the Internet—up 2.4 percent over 2004.5 Tele-
vision took the largest share, at 37 percent, but
grew only 1.4 percent over the previous year.6

Newspaper advertising, at 30 percent, also grew
at 1.4 percent.7 Magazine and radio advertising,
which account for the third and fourth largest
categories at 13 and 9 percent, stayed flat.8 The
fastest growth came from Internet advertising:
though it accounted for only 5 percent of total
major media advertising, it jumped 26 percent
in 2005.9

Major media advertising grew slowly in
North America and Europe—both at less than 
1 percent.10 It grew 2.6 percent in Asia, slightly
more than the global average.11 The majority 
of growth came in Latin America and in Africa
and the Middle East, with these regions increas-
ing almost 15 percent.12 Combined, however,
these regions account for only 10 percent of the
global market.13 (See Figure 2.)

While total advertising is now higher out-
side the United States than within it, per capita
expenditures are still much smaller in the rest
of the world.14 (See Figure 3.) In 2005, total ad
spending worldwide reached $88 per person.
But in the United States it was more than 10
times this figure, at $933 per person.15 Outside
this country, $48 was spent per person on
advertising.16

Advertising is a central means for businesses
to increase their market share while also stimu-

lating total consumer spending—often for pro-
ducts that are detrimental to consumer or envi-
ronmental well-being. In 2004 the top 100
global marketers spent $96 billion on major
media advertising.17 Out of this, 24 percent was
spent on automotive advertising, 17 percent
went to ads on food and restaurants, soft drinks,
and candy, and another 9 percent was spent
promoting pharmaceuticals.18

With a growing obesity epidemic and tens 
of billions of dollars spent on advertising
unhealthy foodstuffs each year, it is not surpris-
ing that many governments and consumer
advocacy groups are trying to curb junk-food
marketing, especially when it is targeted at chil-
dren.19 In response to threats by European
Union commissioners to pass new advertising
laws, soft drink companies agreed to voluntary
restrictions on advertising, including not aim-
ing ads at children under 12.20

France went a step further, requiring food
marketers to include health messages in all
their ads or pay a tax of 1.5 percent of their
annual French advertising budgets to an insti-
tute that will promote healthy eating choices.21

The U.S. consumer group Center for Science
in the Public Interest (CSPI) is using a different
tactic to change marketing practices: litigation.
In January 2006, CSPI filed a $2-billion suit
against the entertainment company Viacom and
the food company Kellogg (the thirty-seventh
largest global advertiser in 2004) for engaging
in unfair and deceptive marketing of “foods of
poor nutritional quality” to children under 8.22

Another U.S. group, Commercial Alert, is
working to ban direct-to-consumers (DTC)
advertising by pharmaceutical companies—a
practice that encourages consumers to request
specific medications, even when the drugs are
unnecessary or inappropriate.23 According to a
study by the Kaiser Family Foundation, every
$1 spent on DTC advertising in 2000 produced
an additional $4.20 in sales.24 Desire to sell the
drugs can lead pharmaceutical companies to
bias DTC advertising or even exaggerate the 
frequency of conditions in order to stimulate
sales of medications that are supposed to treat
them.25
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World and U.S. Advertising
Expenditures, 1950–2005

Year World United States

(billion 2005 dollars)

1950 50 39

1955 78 55

1960 96 64

1965 126 76

1970 140 79
1971 146 80
1972 155 86
1973 168 88
1974 166 86
1975 161 82
1976 173 93
1977 183 98
1978 207 106
1979 219 110
1980 227 111
1981 224 114
1982 222 119
1983 230 130
1984 242 145
1985 253 152
1986 285 160
1987 324 168
1988 353 175
1989 362 177
1990 378 178
1991 373 170
1992 387 173
1993 384 178
1994 411 189
1995 450 200
1996 464 212
1997 470 224
1998 477 239
1999 498 254
2000 530 276
2001 481 252
2002 483 254
2003 515 258
2004 556 270
2005 (prel) 570 276

Source: Coen.

Figure 2. Global Major Media Ad Spending by Region, 2005 

Bi
lli

on
 2

00
5 

Do
lla

rs

Source: Coen

Figure 1. World and U.S. Advertising Expenditures, 
1950–2005

Figure 3. Advertising Expenditures Per Person, 
United States and World, 1950–2005
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