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• MediaPost partnered with leading marketing research  
company, Dynamic Logic, to field a survey to measur e the 
opinions of the marketing, advertising and media in dustry 
about current trends.     

• The study was fielded March 13-15, 2007 and an emai l survey 
invitation was sent to all MediaPost subscribers as king for 
participation in the online survey.

• Results are based on 1,089 respondents.

Overview
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Key Highlights

• Buzzwords like “Web 2.0” and “engagement” are among those that 
respondents would like the industry to stop using.  

• Less than 20% of media budgets make up Internet-based marketing 
and advertising for the coming year, according to respondents.

• Search marketing tends to be the digital marketing area poised for 
the most activity for 2007.  

• Respondents see pay-per-click search as the area in which they 
plan to spend the most.

• The role of agencies is seen as becoming more relevant.
• Online creative is “getting a little better,” according to 60% of 

respondents, suggesting there is still room for improvement.
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Respondents were fairly evenly split among buyers (agencies and 
marketers) and sellers (media companies) with about one-third of 
respondents in each.

Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=1089 overall respondents

Which of the following best describes your job?
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About half of respondents would like to stop the use of some buzz 
words in the industry. 

Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=1089 overall respondents

Are there any industry buzzwords that you would 
like to have people stop using?
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One in five respondents would like to see the industry stop using 
“Web 2.0” and “engagement” ranked 2nd.  

“.. engagement..”

“.. Web 2.0..”

Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=539 Answered Yes  to Q2

Which buzzwords would you like people to stop using?
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The majority of respondents said that less than 20% of their total 
media spend this year would be Internet-based.  
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Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=1089 overall respondents

What proportion of your or your clients' total media spend in 2007 will 
be devoted to Internet-based media/marketing opportunities?
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Among buyers , Internet-based media/marketing opportunities 
make up 6-10% of their overall media spend in 2007.

OMMA 6-14%
eMarketer

6.6%

Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=340 total buyers
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81% of respondents said they plan to increase their use of the 
Web while 41% will be increasing use of Mobile as an advertising
platform. 
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Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=1089 overall respondents

In relation to what you did last year, which media platforms in 2007 will be 
increasing, staying the same or decreasing in terms of your budgets/plans?
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Buyers reflected overall respondents in terms of activity.  
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Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=340 buyers

In relation to what you did last year, which media platforms in 2007 will be 
increasing, staying the same or decreasing in terms of your budgets/plans?
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According to the media sellers , we see a similar response.
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Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=355 sellers

In relation to what you did last year, which media platforms in 2007 will be 
increasing, staying the same or decreasing in terms of your budgets/plans?
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Search ranked at the top with 48% of respondents planning to 
invest heavily in search activity, followed by email and online video 
(both with 38%).
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Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=1089 overall respondents

For each of the digital marketing areas listed below, tell us if you plan to do a little 
work or heavily invest in doing work this year?
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Among buyers , 62% admit to plans to heavily invest in search, 
while substantial marketing activity is also expected using email, 
microsites, display ads and online video.
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Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=340 buyers

For each of the digital marketing areas listed below, tell us if you plan to do a little 
work or heavily invest in doing work this year?
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Among sellers , online video topped their list of the heaviest digital 
marketing investment this year.
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Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=355 sellers

For each of the digital marketing areas listed below, tell us if you plan to do a little 
work or heavily invest in doing work this year?
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Half of respondents feel that viral advertising is a “fad for the lucky 
few.”

50% feel it is a ‘Fad for the 
Lucky Few’

24% believe 
that ‘Anyone 
can do Viral’

Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=1089 overall respondents

On a scale of 1 to 10, '1' meaning a "fad for the lucky few" and '10' 
meaning "many would be able to do it," what is your opinion of viral 

advertising as a widespread marketing strategy?
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Most respondents, including buyers and sellers, said that “pay per 
click” would make up the largest proportion of the search activity 
spending.  
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Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=838 search investors

For your media spend in 2007, what proportion 
of your search activity spending will be:
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20.5%

2.7%

26.5%

20.6%

16.4%

8.3%

5.1%

Don't Know

None of the Above

All of the Above

A World of On Demand Content

Virtual and Offline Blending

Big Media Mingling with
Individuals

Web of Interconnected Data

The definition of “Web 3.0”…

Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=1089 overall respondents

What do you think best defines the notion of “Web 3.0”?



18

Nearly half of buyers answered that agencies are becoming more 
relevant.

Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=1089 overall 
respondents, n=340 Buyers, n=355 Sellers

Given the automation trends in the industry, is the advertising agency 
business as a whole becoming more or less relevant?
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79% agree that the ‘long tail’ always existed, but technology is 
making it easier to organize and monetize.  

7.8% 8.9%
4.2%

79.1%

Agree Neutral Disagree Don't Know

Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=1089 overall respondents

Do you agree or disagree with the following statement? 
"The 'long tail' always existed but technology is making it easier to 

organize and monetize."
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Over half of all respondents feel that the quality of online creative 
is getting “a little better.”

Dynamic Logic/MediaPost Reader Survey, OMMA Hollywood, March 2007, n=1089 overall respondents

Is the quality of online creative getting better, staying the 
same or getting worse?
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If you have questions about the results or would like 
more information about the survey, please visit us at 

www.dynamiclogic.com
or contact

Christina Goodman at Dynamic Logic
cgoodman@dynamiclogic.com


