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The 10 keys to 

understanding the 

sector  
 

 

The emergence of new technologies as communication tools 

and the new socioeconomic landscape are bringing about 

significant changes in the field of advertising, public 

relations and marketing, in terms of both the structure of 

companies and the tools used.  

 
 

The sector 
Marketing, advertising and public relations comprise a subsector of business services. Its activities include devising 
business communication strategy, management of relations between its different areas and designing corporate and 
commercial communication campaigns. 
 

Main areas of activity 
The advertising, marketing and public relations industry includes various areas of activity. There are currently some 
agencies specialising in certain types of business services, such as promotional marketing agencies, events agencies, 
media-buying services, or agencies specialising in interactive communication. There are also those agencies 
specialising in communication relating to a single economic sector, such as healthcare, and there are still advertising 
and public relations agencies that offer general services to client companies, coexisting with large multinational 
agencies and small local ones.  
 

Trends  
This industry is very sensitive to the changes going on around it and often acts as a barometer for other economic and 
business sectors. For example, in times of crisis the first thing companies reduce spending on is advertising, and 
advertising agencies are the first to take on board and use new technologies. The current socioeconomic situation has 
led the sector to explore and develop new management methods and communication tools linked to new technologies, 
as well as to seek new communication solutions adapted to the current economic environment.  

 

Economic importance 
In 2011 there are 33.338 advertising and market research companies in Spain, while in Catalonia there are 7.402, 

which is 22% of companies in Spain. It is worth noting that this is a sector that generates a lot of economic activity, and 
between 2010 and 2011 it accounted for 1,12% of GDP. Investment in the Spanish advertising market in 2011 was 

estimated at €12.061 million, with Catalonia receiving the second-most investment by region. Nevertheless, the 

figures for the last four years show a significant drop in this investment as a result of the current economic crisis. It 
should be stressed that the total investment dropped by 25.2% between 2007 and 2011. Regarding investment in 
conventional media (representing 45,6% of total investment), highlight the drop in all media, especially television (35% 
between 2007 and 2011) and newspapers (49%); except Internet in which investment has increased 454% from 2005 
to 2011. Internet and Mobile Marketing in a few years could be placed second in the ranking of investment, advancing 
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the print media. Regarding non-traditional advertising, the drop of personalized mailings, telephone marketing and 
advertising at point of sale, merchandising, signage and signs remained fairly constant in recent years. 
  

Employment 
The number of people employed in the sector in Spain in 2012 (3th quarter) stood at 83.500, of which 48.500 were 
women (58%) and 35.200 men (42%). Idescat’s survey of the business climate in Catalonia 2010 shows that, as in 
other activity sectors, advertising and public relations recorded a negative balance of responses in 2010. However, the 
negative balance of the services sector, which includes the sector under analysis, and marketing consultancy firms was 
less pronounced than the overall indicator.  
 

Professional profiles most in demand 
This industry requires graduates in advertising and public relations, often specialising in a specific area of the 
profession. Increasingly, knowledge of IT tools and of the English language is also essential to work in the profession. 
In the field of marketing, a combination of business experience (or work placements) and training in advertising is 
required.  
 
This industry also includes professional profiles that do not necessarily require university-level education, despite being 
involved in this area. These are more technical professions, specialising in sales and marketing, multimedia tools, etc.  
 

Occupations most in demand 
The advertising, public relations and marketing industry still needs the professionals that it has traditionally had, such 
as account managers, creative professionals, planners, publicists etc. However, in advertising and PR there is also 
significant demand for new profiles specialising in digital communication and in social network management, such as 
community managers. This demand is present both in independent agencies and in the communication departments of 
public and private companies and institutions. The profiles most in demand in the field of marketing are brand manager, 
product manager, key account, trade marketing and category manager.  
 

Future scenarios 
The advertising, public relations and marketing industry will need to adapt to customer needs in the new economic 
environment as companies are showing themselves to be increasingly concerned about their communication and 
image but also need quality services at competitive prices. New business possibilities will be created in advertising and 
PR for smaller agencies with flexible structures that are independent of multinational groups, as well as for advertising 
and public relations agencies that are more specialised in a given type of service or economic sector. As regards 
marketing, there is a trend towards promoting sales teams instead of marketing teams, with the latter being oriented 
more towards tactical, as opposed to strategic, marketing. 
 
Similarly, the emergence of mobile marketing and the growing presence of smartphones open up new opportunities to 
develop advertising and marketing models based on the concept of multi-channel. Increasingly, the brand 
communication strategies must be directed towards the 360º advertising model, which define specific actions for each 
channel (web, social networks, mobile applications, search engines, QR codes, etc.). 
 

Weaknesses 
The industry has been suffering for a while from a certain drop in the perceived value of its work and the results 
achieved by its professionals. This may well be due to the ease of accessing the various professions, the insufficiently 
specific nature of the training of many people working in them, and the proliferation of amateur content that is breaking 
down the barriers between amateur and professional content. Moreover, the current economic situation has led to the 
creation of low quality jobs, positions that should be filled by senior staff being filled by junior professionals, and to 
production processes becoming extremely fragmented as a result of outsourcing services. Moreover, globalisation has 
led companies to become more results-oriented, encouraging tactical activities with short-term results instead of 
strategic vision, which has shifted to companies’ head offices. 
 

Opportunities 
This is a moment of change for the industry: the new communication needs of companies and institutions, including the 
establishment of new strategies for advertiser-consumer relationships, new communication channels (Internet and 
mobile devices), and new and more innovative and creative services and products are leading agencies to work with 
new channels and formats. The activity of online advertising offers many opportunities for a sector that has to stake 
new business models. 
 
Globalisation also offers local agencies new opportunities to export and sell their creative ideas. Furthermore, the 
proliferation of social networks has opened up a range of possibilities, both by creating new communication ideas and 
by encouraging the emergence of new professional profiles specialising in these platforms. In addition, the knowledge 
and acknowledgement of the need for communication management by small and medium enterprises is expanding the 
potential customer base for this industry’s professionals.  
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01 Introduction to the sector 

 
Marketing, advertising and public relations comprise a subsector of business services that is basically aimed at the 
world of communications. This field includes advertising agencies, public relations agencies, marketing services 
consultancies, market research institutes, media-buying services and the communication and marketing departments of 
public, private and not-for-profit entities.  
 
In these companies or departments, marketing, advertising and public relations professionals generate various types of 
communication, such as commercial communication, corporate communication or brand and product communication, 
including business and institutional communication and government communication.  
 
This communication is mainly generated by marketing, advertising and public relations professionals. Advertising 
agencies and public relations agencies are the settings in which these professionals normally work, although it should 
be mentioned that these profiles can increasingly be found in the communication departments of companies and 
institutions. In the case of marketing professionals, their work is normally done in-house, although there are also 
consultancies specialising in offering marketing services that create jobs for these professionals.  
 
It should also be mentioned that there has been a significant increase in the numbers of freelance professionals (i.e. 
those who work for themselves offering professional services to others, especially in creative fields) in the profession.  
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02 Main areas of activity  

 
Advertising 

Advertising is one of the most important areas of the persuasive communication industry in Catalonia, both because of 
its turnover and the jobs it generates and also because of the audience reached by its advertising messages, and the 
effect that these have on image and awareness. 
 
Traditionally, advertising work has been divided into “above the line” advertising, which includes campaigns in the mass 
media (mainly television, radio and the press), and “below the line” advertising, which includes relationship marketing, 
direct marketing and promotional marketing, amongst other things, and uses non-mass forms of communication 
directed at specific sections of the public.  
 
Currently, the great majority of agencies offer all the services necessary for undertaking a campaign from beginning to 
end, which are customer services (including strategy, supervision and invoicing), creative services and production. 
However, planning and purchasing media for disseminating campaigns tends to fall to media agencies or media-buying 
services.   
 
Nevertheless, there are companies specialising in various areas and fields of advertising which deliver certain services 
to client companies based on the disciplines or techniques that they provide. The following types of agency can be 
found in the world of advertising: 

 General advertising agencies: traditional entities that generate the most turnover, not counting purchasing 
pools. In general, they offer all services, except for buying media space.  

 Media-buying services or media agencies: services companies specialising solely in strategy, planning and 
buying media space, without involvement in producing or creating messages.   

 Corporate identity creation studios that take charge of designing a brand’s identifying features through its 
visual representation, logo, symbols, etc.   

 
Nowadays, however, advertising agencies’ specialisation is not just related to type of service, but also in recent years 
has been expanded to, for instance, specialisation by medium. The wide proliferation of agencies specialising in 
interactive communication should be stressed here: mainly disseminated via the Internet, it enables the user to decide 
what is being communicated to them and, at the same time, regulate the frequency of that communication.  
 
Also worth mentioning is the fact that the development and growth of certain economic sectors have led to the 
emergence of advertising agencies specialising in a given economic sector. Agencies specialising in healthcare 
communication (which includes the pharmaceutical industry and those consumer goods companies whose strategies 
focus on the area of health) are of particular significance here: in recent years, many agencies have been created to 
serve this economic sector, as it is an area that requires the advertising professional to be highly specialised regarding 
both the product and the legal issues surrounding it.  
 
Other industries worthy of mention because of their significance in Barcelona and the rest of Catalonia are food, 
automobile parts, chemicals, textiles, perfume-making, tourism and consumer electronics.  
 
To complete the picture of the businesses linked to advertising and public relations, reference must be made to the 
varying size of the agencies and how that affects their structure. It is an area made up of large multinationals based in 
various countries, of local agencies that are smaller and have a single office, and of freelance workers. Naturally, each 
of these has its own philosophy and way of working and offers different services.  
 
Public relations 

As previously mentioned, the field of persuasive communication also includes agencies offering public relations 
services. This area is similar to that outlined above, with public relations professionals being found in specialist 
agencies, but also in-house. There is also a third type of professional situation in the field of public relations: 
consultancies, which are companies offering strategic consulting services. 
   
In public relations too there are agencies offering general services and those that are more specialised. The 
specialised group includes public relations services in the following areas: 
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 Management of the customer’s relationship with the media (press offices) 

 Crisis management 

 Internal communications 

 Corporate social responsibility (CSR) and social balance sheet reports  

 Protocol and ceremonial 

 Events organisation 
 
As with advertising agencies, there are also public relations agencies that specialise in a given economic sector, such 
as those specialising in sports or fashion, amongst other areas. This is also a market in which there are multinationals 
engaged in public relations management coexisting with small agencies and some that are virtually sole traders.  
 
As previously mentioned, despite the existence of these services companies, institutions often need an in-house public 
relations specialist. 
 
Marketing 

Marketing is defined as a philosophy of work in which companies respond to consumers’ latent demands: it is the 
company’s business to match customers’ demand for products or services with the products or services that the 
company itself offers, benefitting both parties. In companies and institutions, marketing is carried out using 
methodologies and techniques that seek to win markets, contributing to achieving a company’s goals; at the same time, 
as has been pointed out, it works towards satisfying the needs and desires of the organisation’s consumers or 
customers.  
 
All this involves management, first of all, of the product or service that the company or institution offers and its price, 
secondly of the company or institution’s relationship with stakeholders (customers, suppliers, staff, etc.) and finally of 
communication, while not forgetting the various ways that exist of bringing the product to the consumer, that is to say 
distribution.   
 
In addition to these general objectives, the marketing strategies that a company manages can have goals that are more 
specific, such as, for example, positioning a brand or product, opening up new markets, achieving a leading position, 
growing markets, and promoting customer loyalty in existing ones, amongst others.   
 
These tasks tend to be designed and managed through an in-house department, generally known as “marketing”. 
Nevertheless, there are companies specialising in various areas and divisions of marketing that offer client companies 
specific services, depending on the disciplines or techniques that they provide. The specialised group includes 
marketing services in the following areas:  

 Promotional marketing agencies, which specialise in promotional campaigns; that is, they offer an incentive 
alongside a product for a predetermined length of time to stimulate short-term sales. 

 Relationship marketing agencies (also called direct marketing or one-to-one marketing, this focuses on the 
customer in a personalised way) base their strategy on reaching their target audience in an individual, 
personalised and segmented way. 

 Social marketing agencies, which is an area that has clearly been expanding in recent years; they work in the 
area of companies’ corporate social responsibility, seeking the satisfaction not just of the customer but also of 
society in general. 

 Market research institutes: companies that offer their customers information about a given aspect of 
themselves (relationship with customers, perception of a product, etc.) on the basis of rigorous analysis of 
data obtained through carrying out studies. 

 Marketing consultancies, which have become specialised in a given sector or region and offer companies 
advisory services.   

 
The tools used in this area are very varied and diverse, ranging from more strategic areas to management: analysis of 
markets, econometrics, statistics, psychology, etc. Advertising and public relations are also amongst the tools used in 
marketing.   
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03 Sector trends  

The future of advertising, public relations and marketing includes making 

use of new communication channels (specially Internet and mobile 

devices), as well as specialising towards the economic sectors that are most 

active and have greater capacity, such as health, clothing, leisure and 

culture. 
 

An industry sensitive to the changes going on around it   

The advertising, public relations and marketing industry is an area that acts as a barometer for other economic and/or 
business sectors, as it is easily affected by and sensitive to the economic and social change going on around it. The 
development of network technologies, the 2.0 philosophy and the variety and capacity of mobile devices have affected 
consumer behaviour and are changing the industry’s traditional practices. The fragmentation of the media and target 
audiences, the emergence of new forms of communication, the creative revolution and the multitude of new formats, 
amongst other things, are indicators of a new landscape.  
 
Furthermore, advertising feeds off the economy’s other sectors and when these are affected, whether positively or 
negatively, the consequences are directly reflected in investment in communication and advertising, in terms both of 
the sums invested and of the communication strategy followed. 
 

The exploitation of new means of communication linked to new technologies  

The industry has been transformed in recent years with the appearance and development of new technologies and the 
2.0 philosophy, which have generated new ways of communicating with target audiences and between the public and 
companies. These changes have involved the discovery and exploitation of new channels and means of 
communication, as well as the appearance of new professional roles linked to the world of marketing, advertising and 
public relations: for example, there is an emerging trend towards strategically managing the communication of brands 
and institutions on social networks. In fact, Internet has become a key channel for publicising a product or company to 
the point that today it is the third most important advertising medium after television and newspapers. The trend seems 
to indicate that Internet will be soon the second largest advertising channel, just after television, closing the gap with 
this media. Specifically, Internet has increased by 454% in weight of the total advertising spending in traditional media 
in Spain, reaching almost €900 million a year (2011).  
 
The reason why this has happened is that social networks can host an ideal situation in advertising and marketing 
which occurs when the customers of a brand become the main promoters of its virtues, and this can be achieved 
through the use of social networks. According to the III study of social networks developed by IAB Spain Research 
(sponsored by BBVA) users of social networks in 2011 account for 75% of the population, while in 2009 only accounted 
for 51%. 

 

The search for communication solutions and management processes adapted to the current environment and 
business models 

The current socioeconomic situation has meant a reduction in advertising in the Spanish and Catalan markets. This in 
part has led to a resizing of the sector, which has had to reduce its number of professionals and has fragmented its 
business structures. However, the economic crisis has also been a challenge in the search for new communication 
solutions tailored to the current possibilities of companies.  
 
Hence cuts in company advertising budgets have turned into an opportunity to find new areas, mainly in the digital 
environment. In this respect there has been rapid growth in advertising using social media, via SMS or via Bluetooth, 
among others. These new media have opened up many opportunities for companies which have smaller advertising 
budgets and lack access to mass advertising such as TV spots.  
 
In addition, in marketing the current economic climate has led many companies to increase their teams, with the aim of 
increasing sales and obtaining short-term results.  
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Outsourcing 

The new economic climate has reduced the number of jobs in advertising, public relations and marketing agencies 
which now operate with smaller staffs. This means these professionals now carry out their work with the help of other 
industry professionals working as freelancers.  
 
This system of staff outsourcing enables them to improve their competitiveness for two reasons: firstly, because they 
can adapt the number of people they hire to the volume of work at a given moment, and secondly, because they can 
achieve optimal work quality through outsourcing to specialists based on the needs of each project.  
 
Moreover, advertising has always required the occasional contributions of certain professionals – producers, 
illustrators, photographers, etc. – that the agencies do not need to retain in-house and that work as freelancers. Many 
services in the field of marketing are also now being subcontracted out, ranging from consulting on strategic marketing 
to operations. This is a result, above all, of the need for new ideas adapted to the current situation, but it is also a 
dynamic that enables companies with minimal fixed structures to take on large projects. 
 

Movement of advertisers’ decision-making centres 

Specifically with respect to advertising and public relations in Barcelona and Catalonia, many agencies have moved 
part of their business to Madrid in recent years. This situation has arisen because these agencies have opted to be 
closer to their customers and decision-making centres, to minimise the potential effect of distance-related expenditure. 
Nevertheless, it should be stressed that the bulk of advertising and public relations agencies working in Barcelona 
serve very stable, consolidated industries which have very tangible production networks, such as the food and 
chemicals industries.  
 
In marketing, contemporary business globalisation leads to goals being set by company headquarters, with only the 
design and management of more tactical marketing being delegated to teams in other workplaces.  
 

Managing the company's reputation in the network: a new need for companies  

Social networks contain opinions and thoughts about brands that can be very valuable to companies, although it is 
worth noting that assessments published online can also go against the brand. This has led to the emergence of buzz 
marketing companies that deliver services in opinion gathering and especially in managing online brand reputation, a 
task that by its very nature is extremely complicated.  
 
The success of a buzz marketing campaign depends on two factors: identifying a simple idea to provide reasons for 
consumers to talk about a particular product, and finding a suitable communication channel for its rapid dissemination 
and expansion. This technique is becoming established as it has a place in the vast majority of companies and projects 
to be promoted, the message goes from bottom to top, and most importantly it generates movement without trying to 
convince the consumer in just a few seconds. 
 
In any case, strategies to manage the reputation of the company on Internet will be a very important tool when defining 
the promotional campaigns of companies. In this context, the relationship with clients/consumers will be critical 
because this new advertising model is focused on the assessments of products or services (made by clients and 
customers in the network), which will be the key to ensure the success of the campaigns and even throughout the 
entire business strategy. Achieving a high level of prestige is synonymous with success and a way to transform good 
reviews or opinions in sales. For this reason, companies must invest in hiring people to manage the online reputation of 
the companies/brands able to ensure good customer relations. For these profiles, it is needed be versatile and have a 
great capacity to understand the value of the company they represent. 
 

Virtual clubs as a tool for distributing and advertising products 

Virtual groups are companies that sell a range of brands and products over the Internet in a single online space and at 
a cheaper price than would be found in the physical store of a specific brand. These groups have proliferated in the last 
2 years; for example, in Spain there are sites like Groupalia, but worldwide more than 500 groups have emerged 

including BuyVip, outletic and so on. Even big companies like Google, Facebook and Microsoft have set up portals that 
enable this type of trading in products from different brands. This new sales technique could become a new gateway 
for businesses to promote and advertise themselves, as many brands which are little known at the national or global 
level can sell their products through these groups to increase consumer awareness and also sales in their physical 
establishments. 
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04 The sector in figures 

Economic data 

 In 2012 there are 33.338 advertising and market research companies in Spain, 5% less than in 2011. In 
Catalonia there are 7.402 (7,3% less than in 2011), which is 22% of companies in Spain. 

 According to the Infoadex advertising investment study in Spain 2012 (18th edition), the estimated 
investment in the advertising market in 2011 was €12.061 million, which is 6.5% less than the €12.893 million 
invested in 2010. Regarding the division between conventional media and non-conventional, 45,6% of the 
investment had been made in the first one (€5.505,1 million in 2010 and a reduction of 6,8%) and 54,4% in 
the second (€6.555,9 million in 2010 and a 6% reduction). The contraction of investment in media advertising 
has been a constant since the beginning of the crisis; in 2007 accounted for €16.121 million; in the last four 
years the investment has decreased by 25,2%. 

 In relation to the above data, it should be noted that this is an industry that generates considerable economic 
activity, in particular, in 2011 the sector accounted for 1,12% of GDP. Obviously this is a value that has been 
dropped; in 2007, when the turnover was higher, the sector accounted for 1,53% of GDP. 

 On the other hand, if it is taken into account the latest data available on the National Statistics Institute, in 
2010, the turnover of the companies advertising and market research was €18.321 million. 

 The same Infoadex study indicates that the investment in conventional or traditional television remains the 
first media in terms of business volume (40,6% of advertising spending in traditional media which represents 
1,7% less than in 2010). Ad spending on television was €2.237 million (9,5% less than in 2010), most of it 
showed in open national televisions  (88,3% of the investment in television). The second place is for the 
investment in newspapers; in 2011, had a turnover of €967 million (it weigh in conventional media is about 
17,6%, with a loss of share of 1,6% and a reduction of the total investment of 14% compared to 2010, when 
was €1.124 million). Internet ad spending in 2011 remained in third place with an investment of €899,2 million 
, increasing 12,6% (100 million) in comparison to 2010, reaching 16.3% of the investment in conventional 
media and, therefore, only 1,3 percentage points below newspapers. Note that the investment on Internet in 
2005 was only €124 million. In this regard, investment on Internet since 2005 has increased by 454% while 
investment, for example, in television and daily newspapers had dropped 24,2% and 42% respectively. In 
fourth place there is the radio with €524 million of investment (4,3% less than last year), 9.5% of the 
investment in conventional media. Fifthly, there is advertising on the outside (booths, billboards, tarpaulins, 
furniture, transport, etc.) with an investment of €402,8 million (4,3% less than in 2010), representing 7,3% of 
conventional media. Sixth, advertising in magazines with €397,8 million (4,2% less than in 2010) representing 
6,9% of the investment in this media. Seventh, the investment in Sunday magazines, 67,1 million (7% less 
than in 2010). Finally, investment in cinemas with 25,8 million (5,8% more than in 2010) representing 0,5% of 
the investment in traditional media. Therefore, it can be concluded that Internet and cinemas are the 
channels which have increases in advertising spending in 2011 within the group of traditional media. 

 Regarding Infoadex study on non-conventional media, firstly, highlights direct marketing which in 2011 
represented the largest volume of investment. This investment is divided between personalize mailing with 
answer, and direct advertising (€1.914,1 million, a reduction of 1.4% compared to 2010 and the 29,2% of the 
investment on non-conventional media); and mailing/advertising leaflets distributed without customization 
(€717,7 million representing 9,3% less than in 2010 and 10.9% of the investment on non-conventional 
media). Secondly there is the advertising point of sale (POS), merchandising, signage and banners with an 
investment of €1.267,3 million (increase of 1% over 2010) and a weight of 19,5 %. Thirdly, there is the 
telemarketing with an investment of 1.140 million (an increase of 3,.4% over 2010) and a weight of 17,4%. 
Additionally, there are investments in sponsored events, sponsorship, social marketing and corporate social 
responsibility (CSR) with an investment of €486 million (9,4% lower than in 2010) and a weight of 7,4%. 

 According to the latest figures from Infoadex study about advertising investments, advertising investment in 
conventional media made by advertisers based in Catalonia rose 2.8% in 2010 (€1.123,9 million) compared 
to 2009 (€1.093,3 million), representing 0,54 of Catalan GPD. Growth in advertising by advertisers based in 
Spain in 2010 stood at 1.4%. Investment advertisers based in Catalonia represents 21,95% of the investment 
in Spain. Obviously, most of the advertising investment generated in Catalonia is in Barcelona (96,4%), 
followed by Girona (2%), Tarragona (0,8%) and Lleida (0,6%) with much lower values. 
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 The Infoadex study for Catalonia indicates that 59,6% of advertising investment in conventional media is 
made in television (a value much higher than in the rest of Spain). 

 According to the same study made by Infoadex, the average investment per advertiser in Catalonia was 
€198.540 (2010), the second largest and surpassed only by Madrid where is €542.420 . Spanish average 
stood at €154.968. It also indicated that 19,1% of advertising spending comes from companies involved on 
feeding, 13,7% from automotive industry, 12,7% from beauty and health, 9,2% for restaurants, 8% for culture 
and media, 5,2% from beverage and 33% from other companies. 

 The companies that invest most in advertising in Catalonia are part of the top twenty advertisers based in 
Catalonia, according to the 2010 study of advertising investment in Catalonia produced by ARCE Media and 
Media Hotline (with the collaboration of the Government of Catalonia and the Chamber of Commerce), in 
2010 they invested €487.2 million in all national conventional media, which accounts for 43% of the total 
invested by all Catalan advertisers. This group includes holdings such as Volkswagen-Audi España, Danone, 
Seat, Antonio Puig, Reckitt Benckiser España, Centro de Estudios Ceac, Nestlé España, Henkel, ”La Caixa”, 
Mediamarkt and Editorial Planeta.  

 According to the same study made by ARCE Media and Media Hotline, advertising spending in the Catalan 
media was €459,2 million in 2010 (0,4% less than in 2009). The evolution since the beginning of the crisis is 
clearly negative: in 2007 the Catalan media investment was €698 million, in 2008 was €583 million (-16.4%) 
and €461 million in 2009 (-21%). This investment comes from advertisers based in Catalonia (57,3%) and 
advertisers based outside Catalonia (42,7%). The media ad spending of nonCatalan media is €519 million. 

 Taking into account the investment in different public administrations, the study by ARCE Media and Media 
Hotline, indicates that in Spain has decreased significantly from 2007 to 2010: in 2007 represented €461,2 
million (8,3% more than in 2006), €362 million in 2008 (21.3% less than in 2007), €272,3 million in 2009 
(24.9% less than in 2009) and €235 million in 2010 (13,7% less than in 2008). The same happens if it is 
considered only the Catalan public administration;  in 2008 invested €42 million (13,1% more than in 2007), 
€27,3 million in 2009 (-35.6% compared to 2008) and €25 million in 2010 (8,1% less than in 2009). 

 According to the study on advertising investment in digital media (data from the first half of 2012) prepared by 
Interactive Advertising Bureau (IAB Spain) based on the analisys of 51 companies, advertising in digital 
media (Internet and mobile) has generated a turnover of €434,42 million:  97% from Internet, 3% from mobile. 
Internet ad spending fell 2,3% compared to the same quarter of 2011 but is still much higher than the value of 
2010 (€377 million) and 2009 (€313 million). 50,4% of the investment is to search engines (i.e. advertising 
that appears when a person does a search) and 49% in display format or through direct advertising on 
websites of advertisers (particularly automotive advertising , finance and transportation, travel and tourism). 
Within the display format, highlights the increased advertising revenue in video format, going from 3,6% of 
total investment in display format to 9% between 2011 and 2012. 

 Regarding mobile ad spending, the study of IAB Spain highlights that it has  increased 68% since the first half 
of 2011 and 2012. Most investment is in display format (€9,8 million representing 80%). Investment in search 
engines is €2,4 million and represents 20%. 

 Advertising in social media will grow annually by 31.6% up to 2015 worldwide according to The B2B Guide to 
Social Media. It is also estimated that promoted tweets on Twitter will generate revenue of around $600 
million worldwide in 2015. 

   
 

Employment data 

 The number of people employed in the sector in Spain in the third quarter of 2012 stands at 83.500 (7% more 
than in the same quarter of 2011), of which 35.000 were men (42%) and 48.500 women (58%).   

 In Catalonia in 2010, according to the latest indicators of employment in advertising from Idescat,  there were 
23.803  people employed (5,3% more than in  2009 but 6,4% less than in 2008), of which 19.496 were 
salaried staff (9,1% more than in  2009 but  9,3% less than in 2008). In Catalonia, women represent 47% of 
people employed in advertising activities. 

 In addition to figures for direct employment in the sector, mention should also be made of the indirect 
employment it generates. Thus the advertising, public relations and marketing industry generates a 
significant volume of business for other companies, for example audiovisual producers and sound studios, 
and in general for the whole audiovisual industry, which in turn creates a high percentage of jobs. 

 Idescat’s 2011 Business Climate Survey (latest data available) shows that, like other economic sectors, 
advertising and public relations recorded a negative balance of responses in the third quarter of 2011.  
Nevertheless, expectations for the following quarter in Catalonia are very positive and companies’ turnover is 
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forecast to increase. 

 In 2011, according to IAB Spain Research figures, the gross annual salary in the sector stood at around 
€47,000 for senior management profiles, €33,000 for middle managers and €23,000 for technical categories. 

 In 2011, 23% of people working in this sector have a university qualification in Advertising and Public 
Relations. 

 In 2011, 43% of people working in the sector feel that their training exceeds what is needed for their job. 

 In 2011, 52% of workers in the sector have received in-house training in the last 12 months. 

 In 2011, 50% of marketing and communication professionals with a degree or postgraduate qualification 
(93% of professionals) have read for a degree directly related to their job. 36% said that their training is 
roughly related to the duties they perform while 14% of the professionals said that their training had little 
connection with what they do. 

 
 
 
 
 

Sources. Latest data available: Infoadex; Spanish Association of Public Relations and Communications Consultancies (ADECEC); Spanish 
National Institute of Statistics (INE); Institute of Statistics of Catalonia (Idescat); IAB Spain Research. 
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05 Professional profiles most in demand 
Most highly qualified professional profiles 

Training profile 

Marketing professionals need a training profile that combines knowledge of business with knowledge of 
communication. This combination could result from various study paths: one option is a basic university education in 
business from, for example, a degree in business administration complemented with a specialised master’s or 
postgraduate course in communication or one of its areas; another option would involve an initial university education 
in communication – a degree in advertising and public relations – complemented with a master’s degree or 
postgraduate course in the area of business and management.  
 
As regards the profession of advertising and public relations, the studies that offer generalised training while also 
facilitating entry into the profession the most are degrees in advertising and public relations (previously a licentiate). It 
should also be mentioned that in recent years there have been many advertising professionals who had not had 
specific training in this area, but now that specific courses on advertising and public relations have been developed, 
those are the training necessary to start out in the profession. Increasingly, specialisation through higher-level studies, 
postgraduate courses or master’s degrees is also viewed very favourably; these should be in advertising creativity, 
marketing or protocol, amongst other things.  
 
The industry’s current needs mean that another important requirement for all three profiles is knowledge of digital tools, 
which can be achieved through various specialised training programmes; such knowledge is very valuable in meeting 
the market’s needs. The following tools or areas of knowledge are particularly important: SEO (Search Engine 
Optimisation), SEM (Search Engine Marketing), CRM (Customer Relationship Management), social media, 
programming, graphic design, etc.  
 
As regards languages, there is a clear consensus that knowledge of the English language is essential for working in 
these professions, especially if the professional works for customers abroad or is part of the structure of a multinational 
agency or company. In addition to these training requirements, this is a profession in which knowledge of general 
culture is particularly valuable, as is following current affairs. All this training gives professionals access to the 
marketing, advertising and public relations industry, normally in more hands-on or auxiliary roles: the training received 
and professional experience are what enable professionals to occupy management roles and more senior positions in 
advertising companies or agencies and in public relations agencies.  
 

Skills profile 

All the professions included in this industry can be undertaken by a great variety of profiles, each of which requires a 
set of specific skills. Nonetheless, there is a series of general skills demanded of those working in this profession. 
 
Communication skills should be stressed: although it may seem obvious, professionals in this area must be able to 
express themselves in a way that is clear, concise and organised, missing nothing out. It is important to have an 
assertive attitude to work, the ability to work well in groups (crucial in this profession) and an easy manner when talking 
to people.  
 
Marketing professionals need to have a good capacity for strategic vision, alongside the ability to implement the 
strategic actions set out.  
 
Advertising and public relations also require professionals who are curious, creative and open-minded by nature. 
Characteristics such as aesthetic and conceptual judgement are also viewed positively, as is the ability to understand 
and manage sources of information. However, as these are professionals who are, in the majority of cases, involved in 
services companies, they also need negotiation skills, a results focus and the capacity for strategic vision. These are 
professionals who need to find it easy to sell ideas and be persuasive, initially towards the advertising party and, 
subsequently, towards the end consumer. Finally, the characteristics of this industry mean that marketing, advertising 
and public relations professionals very often need to work with professionals from other disciplines and with specialists 
from other areas of knowledge.  
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Examples of jobs in the web Barcelona Treball directory 

 

 Creative professional 
 

 Communication manager 
 

 Media planner 
 

 Strategic planner 
 

 
 

Less qualified professional profiles 
Training profile         

Advertising and public relations companies include professional profiles who, despite being involved in this field, do not 
necessarily have university-level training in advertising and public relations. That is also true for companies’ marketing 
departments and agencies offering specialised marketing services.  
 
This group includes more technical profiles that are generally occupied by professionals with specialised training in 
sales and marketing, or in multimedia, obtained through the wide variety of medium- or higher-level vocational training 
courses available in Catalonia.       
 
Such specialists could end up in a wide variety of roles (depending on their training): for example, online community 
manager or chat room moderator; marketing expert; virtual shop or merchandising manager; and assistant to head of 
product.  

 

Skills profile 

Given the great variety of occupations involved, the skills requirements are also varied. Each type of professional 
training qualifies students to work in various professions, as they acquire the professional skills relevant to each role, 
as well as training them to understand the organisation and characteristics of the relevant field.  
 
In general, concern for the quality of the end-product, customer focus, teamwork and the capacity for learning and 
applying knowledge gained can be stressed as these professionals’ main skills. Increasingly, knowledge and the use of 
IT technologies is indispensible for all positions.   
 

Examples of jobs in the web Barcelona Treball directory 

 

 Web copywriter 
 

 Virtual-shop manager 
 

 e-Commerce manager 
 

 

http://w27.bcn.cat/porta22/cat/fitxes/C/fitxa5331.jsp
http://w27.bcn.cat/porta22/cat/fitxes/D/fitxa5337.jsp
http://w27.bcn.cat/porta22/cat/fitxes/P/fitxa5333.jsp
http://w27.bcn.cat/porta22/cat/fitxes/P/fitxa5335.jsp
http://w27.bcn.cat/porta22/cat/fitxes/E/fitxa4664.jsp
http://w27.bcn.cat/porta22/cat/fitxes/G/fitxa4660.jsp
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06 Future scenarios 

 
Weaknesses 
 

 It is a sector that is very sensitive to the changes going on around it, and although there is an awareness that 
advertising and marketing are resources that contribute value to an organisation, this value is not as obvious 
as it may be in the case of other resources (staff, R&D, etc.). 

 There is some misgiving about the professionalism of people working in this sector, the quality of the 
functions and duties they perform and the results of the industry’s activities for companies in terms of profits. 
This undervaluing is accompanied by two aggravating factors: it is quite easy to get into the sector, as it has 
facilitated access for people with various skills (photography, art, copywriting, web design) but without 
specific sector knowledge or training, and the existence of amateur content that blurs the line between people 
who are sector professionals and those who are not.  

 The current socioeconomic situation has led the industry’s professionals to modify their forms and structures 
of working. Large advertising and public relations agencies have made many professionals redundant, 
leaving minimal structures in place which means firstly that teams are made up of junior staff (young people 
lacking experience are taken on to replace senior professionals for tasks that require high levels of knowhow) 
and secondly that processes become extremely fragmented.  

 The high level of fragmentation resulting from the continuous subcontracting of certain parts of the processes 
of creating or producing campaigns is also, in some cases, a weakness as it leads to the fragmentation of 
responsibility and a lack of overarching coordination and vision for these processes. This results in 
decreased quality control which could affect the final product.  

 Replacing experienced staff by junior personnel caused by the need to cut costs could also impact on the 
quality of the final product. This type of hiring is directly linked to the precariousness of the jobs of new 
advertising and public relations professionals.  

 The trend during the crisis is a significant reduction in investment in advertising. Thus, investments in Spain 
have oscillated from €16.121 million in 2007 (highest) to 12.060 million in 2011. Thus, the reduction in the 
volume of business sector has been 25% over the past four years. This drop is mainly due to the reduction of 
the investments in television and newspapers but also in the majority of non-conventional media. 

 
Threats  
 

 The continuation of the current economic situation may lead to a scenario in which the industry is unable to 
find alternatives or new solutions. For example, constant cost cutting (staff, production, etc.) forced by 
advertising parties could cause the industry serious problems. 

 Traditional strategies are becoming outdated and a paradigm shift is taking place in the sector, which is 
seeking to adopt much more persuasive communication strategies. This entails a change in models, cost 
reduction, relocation, etc. which might make some companies and professional profiles obsolete if they do 
not adapt to the new competitive environment. 

 The Catalan market is too small for there to be so many non-specialised organisations operating in 
communication as at present. The sector needs to seek out new, more specific market niches to improve the 
distribution of its corporate structure, especially in the field of advertising. 

 The centralisation of decision-making processes in head offices located either abroad or in Madrid is 
reducing the prominence and presence of Catalan agencies in an increasingly fragmented market.  

 The new structure of the mass media – more fragmented than ever while at the same time, paradoxically, 
saturated with advertising – is making advertising less effective. A good example of this is the fragmentation 
of audiences resulting from the advent of DTT. 

 Advertising has still not found web-based formats that are truly its own or truly effective. The sector’s 
exploration of the persuasive potential of the Internet is still incipient. However, Google is establishing itself 
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as a major global competitor which offers customised, organised and classified information with a worldwide 
reach. 

 
Strengths  
 

 Advertising, public relations and marketing is a very well established sector in Catalonia, with a long tradition 
there. The main reason is that Catalonia has always been a country characterised by its creativity, innovation 
and design, while Barcelona has always been an important and well-known centre for the avant garde, and a 
city that is very much open to Europe and international trends.   

 Despite the current economic crisis, the industry remains a driving force of the Catalan economy: in fact, 
Catalan advertisers are still the source of around 20% of advertising investment in Spain.   

 The industry generates revenue for other sectors, such as the audiovisual and printing industries. It also 
contributes resources to the public purse, for example by paying for licences to use public property and 
spaces as advertising channels.  

 At the same time Catalonia also has a comprehensive educational network which trains this industry’s 
professionals, ranging from less qualified profiles in the shape of vocational training courses and 
apprenticeships to more qualified ones involving degrees and a range of specialised master’s and 
postgraduate courses taught by Catalan universities.  

 Low costs and the absence of borders in online advertising may increase the number of companies that use 
it and lead to a rise in its turnover compared to the rest of the sector. 

 Investments in Internet advertising and mobile marketing are being consolidated in the sector and are 
becoming channels which companies/brands have more confident. In this sense, many marketing companies 
and advertising are redirecting their business strategy towards the online sector. Even more, there are 
agencies that are specializing in online business. Note that Internet advertising investment increased by 
454% from 2005 to 2011. In addition, investments in mobile advertising increased 68% between the first half 
of 2011 and 2012. 

 

Opportunities 

 The economic crisis could be a salutary lesson for the industry, forcing it to seek a new paradigm: new 
strategies for advertiser-consumer relationships, new communication channels, new creative services and 
products applied to new areas of communication and entertainment, etc. 

 More than ever, companies and institutions have to communicate and publicise their products to address the 
economic situation. This need is being conveyed to advertising and public relations service companies that, 
under circumstances very different to those they have been experiencing in recent years, now have to seek 
out not only new persuasive messages but also new formats, channels, methods, strategies and all types of 
original solutions to cater for their customers’ communication requirements.  

 Globalisation has affected the sector more directly than other sectors; it is real in this industry and creative 
ideas are understood at the global level, opening up new opportunities for local agencies to export and sell 
their creative ideas to customers in other countries.  

 The market is opening up new formats and new trends. For example, nowadays the generation of advertising 
messages in mass media content is a reality that is becoming increasingly established through the 
association of advertising agencies with content producers.  

 Social networks (Facebook, Twitter) are opening up a range of professional possibilities for the sector, 
encouraging the emergence of new professional profiles specialising in the new ways of interacting with 
customers that are offered by new technology nowadays. Currently, 75% of the population already uses 
social networks and is expected to be a big channel to explore new models for advertising and marketing. 

 Similarly, social networks make it possible to learn about consumers in greater depth which supplies the 
industry with new tools with which to map out its campaigns. 

 Similarly, the mobile market is consolidating as a marketing communication channel with great future 
opportunities for the sector. For the first time in 2012, smart phones are mobile market leaders, the ones 
associated with mobile broadband connections. In this sense, it is consolidating a connection environment of 
24 hours a day 7 days a week, a new framework that allows communication between brands and consumers. 
In other words, the consumer/user and multi-device appears, so marketing and advertising strategies have 
many opportunities to offer products and advertising strategies online more effective. 
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07 Useful links 

 

International organisations 

 
International Advertising Association – IAA   
http://www.iaaglobal.org/#home 
 
European Association of Communications Agencies – EACA   
http://www.eaca.be 
 
International Public Relations Association – IPRA   
http://www.ipra.org 
 

Spanish organisations 

 
Advertising and Public Relations Association of Catalonia – CPRPC  
http://www.colpublirp.com 
 
Advertising Business Association 
http://associaciopublicitat.com/ 
 
Spanish Association of Advertising Communication Agencies – AEACP 
http://www.agenciasaeacp.es/home/home.asp 
 
Spanish Association of Public Relations and Communications Consultancies – ADECEC 
http://www.adecec.com/index.html 
 
Marketing Association of Spain  
http://www.asociacionmkt.es    
 
Spanish Association of Market Research, Marketing and Opinion Polls 
http://www.aedemo.es  
 

 

 

International events (fairs, conferences, etc.) 

 
FIAP: Ibero-American Advertising Festival  
 http://www.fiaponline.net 
 
ESOMAR: European Society for Opinion and Marketing Research 
http://www.esomar.org  
 

Spanish events (fairs, conferences, etc.) 

 
El Sol. The Ibero-American Advertising Communication Festival, San Sebastian  
http://www.elsolfestival.com 
 
International Festival of Child Communication   
http://www.elchupete.com 
 
 

http://www.iaaglobal.org/#home
http://www.eaca.be/
http://www.ipra.org/
http://www.colpublirp.com/
http://associaciopublicitat.com/
http://www.agenciasaeacp.es/home/home.asp
http://www.adecec.com/index.html
http://www.asociacionmkt.es/
http://www.aedemo.es/
http://www.fiaponline.net/
http://www.esomar.org/
http://www.elsolfestival.com/
http://www.elchupete.com/
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International themed portals 

 
Ad Forum   
http://www.adforum.com 
 
Institute for Public Relations   
http://www.instituteforpr.com 
 

Spanish themed portals 

 
Marketing directo   
http://www.marketingdirecto.com 
 
Protocolo y etiqueta   
http://www.protocolo.org/gest_web/proto_Portada.pl 
 

Infoadex 

http://www.infoadex.es/empresa.html 
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