
will undoubtedly hurt agencies and
media companies. But most, seeing
this coming, have long been taking
steps to mitigate the damage.

“This would be a very different
conversation if everything we had
lost in the last five years was being
lost in late fourth quarter and right
now,” said Brett Wilson, senior VP
of advertising at USA Today, one of
the top 20 recipients of GM and
Chrysler ad spending last year.
“The tobacco industry was kind of
the guillotine: They were in and
then they were out. The domestics
have been conditioning us for less
revenue dependence for a long
time.”

“These are good partners of
ours,” Mr. Wilson added. “They’re

just not carrying me anymore.”
An Ad Age DataCenter analysis

of the auto giants’ measured media
spending from TNS Media
Intelligence shows that the media
properties most dependent on GM
by share of total ad dollars, unsur-
prisingly, are auto titles. For exam-
ple, Source Interlink’s Automobile
Magazine derived 21% of its ad
dollars last year from GM, and sib-
ling Motor Trend 16.2%. Motor
Trend collected 3.6% of its 2008 ad
dollars from Chrysler. Hachette
Filipacchi Media U.S.’s Car and
Driver got 10.1% of its $20.6 mil-
lion in advertising from GM last
year but only 1.3% from Chrysler,
while Hachette’s Road & Track
received 9% of its ad dollars from
GM and 2.1% from Chrysler.

Steve Parr, president of Source
Interlink Media, said it’s important
to remember that the publisher’s

parent collects more than $2 billion
in annual revenue. “We have a
wide and diverse customer base,” he
said. “It is also clear that many of
the great GM brands will continue
to exist, and we have no reason to
expect that they will not continue to
advertise with us.”

Though GM spent a lot more
with the TV networks—some $229
million with CBS alone—they
received a relatively low percentage
of their revenue from the country’s
largest auto marketer. None of the
Big Four TV networks got more
than 3.5% of its revenue from GM
last year. The percentage was even
lower for Chrysler; the most
exposed was Fox, which took in
only 1.1% of its ad dollars from the
automaker last year.

Even so, there’s real danger of
losing revenue. “All you can really
do is try to replace the American

automakers with Toyota, Hyundai,
Kia and Audi,” said Neal Pilson,
former president of CBS Sports.
“You don’t want to do it in a way
that disrespects those relationships,
but your job is to maximize rev-
enue for your company. So you
dance a little jig with it.”

The History Channel, once a
major Detroit target, today has no
major deals with domestic
automakers. Its largest auto adver-
tisers are Hyundai, Honda and
Subaru. “We saw this coming three
years ago and knew we had to
diversify,” said a History Channel
executive.

The silver lining many in media
are hoping for is a share of spending
for a proposed marketing campaign
from the Obama administration to
reassure consumers if one or both
of the automakers declares bank-
ruptcy.  

The Wall Street Journal, No. 20
on the list of GM and Chrysler
media partners last year, is gearing
up to fight for a piece of any indus-
try messaging or corporate posi-
tioning campaigns. “There are two
things we have that are key to our
relationship,” said Michael Rooney,
chief revenue officer at Dow Jones,
the News Corp. division that owns
the Journal. “One is we sell cars,
and the second is the opinion lead-
ers and the influence that GM can
have through the pages here. That’s
very powerful, and I don’t know
what other media properties can say
that. So going forward I think we’re
in a very good position to build up
the companies moving forward as
well as moving metal.”

For the most part, the industry is
hopeful that the Obama adminis-
tration will recognize the impor-
tance of advertising. “I’m not sure
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WHERE GM SPENDS ITS MONEY
Top 25 media properties (TV, magazines, national newspapers) for General
Motors measured media spending in 2008

GM SHARE 

% CHANGE OF PROP.’S 

RANK PROPERTY TYPE OWNER 2008 $M FROM ’07 TOTAL AD $

1 CBS B CBS Corp. $229.0 -21.2 3.4%

2 NBC B NBC Universal 171.9 47.2 3.2

3 ABC B Walt Disney Co. 114.6 -10.1 1.9

4 Fox B News Corp. 106.2 -15.7 2.3

5 ESPN C Walt Disney Co. 54.4 -24.5 3.5

6 Univision S Univision Communications 42.1 10.7 2.0

7 Sports Illustrated M Time Warner 35.7 43.1 5.6

8 Motor Trend M Source Interlink 27.6 0.8 16.2

9 Telemundo S NBC Universal 22.7 23.1 2.4

10 People M Time Warner 22.5 43.7 2.5

11 Car and Driver M Hachette Filipacchi Media U.S. 20.6 -16.0 10.1

12 Automobile Magazine M Source Interlink 15.4 -1.9 21.1

13 New York Times N New York Times Co. 14.8 154.4 1.2

14 HGTV C Scripps Networks Interactive 13.2 12.2 2.4

15 Time M Time Warner 13.1 181.3 2.8

16 Discovery C Discovery Communications 12.9 103.3 2.3

17 Real Simple M Time Warner 12.8 80.6 4.9

18 USA Today N Gannett Co. 11.7 -50.5 1.6

19 Road & Track M Hachette Filipacchi Media U.S. 11.4 -11.5 9.0

20 Wall Street Journal N News Corp. 11.1 13.7 1.0

21 Entertainment Weekly M Time Warner 11.0 175.4 5.7

22 VH1 C Viacom 10.2 7.8 1.8

23 Money M Time Warner 9.6 207.1 6.4

24 The CW B Time Warner/CBS Corp. 9.1 -19.0 1.1

25 Southern Living M Time Warner 8.9 174.0 4.6

WHERE CHRYSLER SPENDS ITS MONEY
Top 25 media properties (TV, magazines, national newspapers) for Chrysler
measured media spending in 2008

CHRYSLER  SHARE 

% CHANGE OF PROP.’S 

RANK PROPERTY TYPE OWNER 2008 $M FROM ’07 TOTAL AD $

1 Fox B News Corp. $48.3 -28.6 1.1%

2 CBS B CBS Corp. 45.8 -15.5 0.7

3 ABC B Walt Disney Co. 26.6 -50.9 0.4

4 NBC B NBC Universal 22.3 -30.5 0.4

5 Univision S Univision Communications 14.4 -14.6 0.7

6 TNT C Time Warner 13.8 25.9 1.3

7 ESPN C Walt Disney Co. 9.0 -35.5 0.6

8 Sports Illustrated M Time Warner 6.7 -49.4 1.0

9 Motor Trend M Source Interlink 6.1 114.2 3.6

10 Telemundo S NBC Universal 4.7 -53.5 0.5

11 Forbes M Forbes Media 4.6 33.6 1.4

12 TBS C Time Warner 4.4 -28.2 0.5

13 ESPN The Magazine M Walt Disney Co. 4.4 -36.4 1.7

14 USA Network C NBC Universal 4.2 -40.9 0.5

15 TeleFutura S Univision Communications 4.0 -24.4 0.9

16 USA Today N Gannett Co. 3.4 -58.9 0.5

17 Discovery C Discovery Communications 3.2 -38.4 0.6

18 BET C Viacom 3.1 -26.0 0.9

19 FX C News Corp. 3.0 1.8 0.8

20 Food Network C Scripps Networks Interactive 2.9 -30.5 0.6

21 Golf Digest M Advance Publications 2.8 -27.9 1.7

22 Road & Track M Hachette Filipacchi Media U.S. 2.6 38.5 2.1

23 Car and Driver M Hachette Filipacchi Media U.S. 2.6 -35.5 1.3

24 Men’s Health M Rodale 2.5 -37.9 1.5

25 Better Homes and Gardens M Meredith Corp. 2.5 -46.6 0.3

B: broadcast TV network. C: cable network. M: magazine. N: newspaper. S: Spanish-language TV network.

U.S. measured-media spending for TV, magazines and newspapers (excluding Sunday magazines). Source: Ad Age DataCenter analysis of TNS Media Intelligence data
B: broadcast TV network. C: cable network. M: magazine. N: newspaper. S: Spanish-language TV  network.

U.S. measured media spending for TV, magazines and newspapers (excluding Sunday magazines). Source: Ad Age DataCenter analysis of TNS Media Intelligence data
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