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Advertising and market research have seen significant changes in the last couple of 
years. ARF members have been inquiring about different aspects of these changes. 
To answer their questions, the ARF Analytics Council developed the very first 
Organizational Benchmark Survey of the industry. The aim was to see how 
companies collect research data, what departments conduct research, how they 
organize around research and data, and, if small agencies differ from large ones. 

The survey was hosted on a Qualtrics platform between April and October 2019. 
Four hundred thirty-five executives completed the survey. Respondents came from 
a wide variety of departments such as analytics, analytics and insights, data and 
insights, and consumer research and analytics. The major findings of this study 
include agencies’ views on a variety of subjects from department structure to 
stakeholder satisfaction. 

Names and Structure: About one-third of agencies, large and small, have a 
decentralized research structure with multiple centers for analytics and insights. 
About the same amount have a centralized department, and just over one quarter 
have a central department, plus individual analytics or research specialists in other 
departments. Large agencies where all or most research was overseen by one 
department tended to call it either a data science or analytics R&D department. 
While half of small agencies called it either a data science/analytics or a 
strategy/planning department. 

Spending and KPIs: We asked agencies how much their company spent on media 
and marketing research and analytics. Spending levels varied widely, with median 
annual expenditures falling between $1 million and $2 million. About one quarter 
(26%) spent less than $250,000. Sales was the leading KPI for both large and small 
agencies. However, larger agencies cited efficiency just as often as sales, while lift 
ranks second among smaller agencies’ KPIs. 

Skills and Tools: The top skills sought for hiring for both large and small agencies 
were advanced analytical/statistics, basic analytics skills (e.g. Excel), and data 
visualization. For future hiring, agencies large and small desired candidates with 
analytics/statistics and data visualization skills. The leading tools used were Python 
and R. Although SPSS/Systat and SAS remain popular.  

Satisfaction: Those with centralized departments tended to be more satisfied than 
agencies with decentralized departments. Agencies with decentralized departments 
seemed to be more satisfied with consumer insights than with their data science 
departments. 

To read the report for yourself, click here  


