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Abstract

Traditionally, the media function was considered as least important in ad-agency. The ad-agencies offer 
advice to tackle the practical problems faced by clients regarding media. Although media departments of ad-
agencies had little role in strategy earlier, things are dramatically changing now. Now things have changed 
a lot. The media planning process has become significant due to the complexity in advertising, explosion of 
advertising media and economic consequences associated with selection of media.  The media planners of ad-
agencies are trying their level best to bring out results for their clients by identifying right media, to achieve 
the maximum impact through their ad-promotional effort. During the media planning process, the ad-
agencies consider the strategy adopted by competitors for self-strategic evaluation of their media planning. 
The success of media planning depends on the understanding and anticipating the competitors’ media 
planners’ reactions in terms of their media actions. “Understanding the competitors’ efforts or recognizing 
their flexibility will enable media planners to predict their moves with a greater degree of clarity” 
(Arul.2011).  The success of media planning depends on the market knowledge of media planners, choice of 
competitors, availability of actions for media planners and their competitors, and the cost and timing of those 
actions.  It enables the planners to develop a winning strategy. Considering the above  mentioned points, 
findings of the present study highlights  that proper analysis of’ media budget expenditure, communication 
strengths and weaknesses , communication strategy and sales promotional strategy of competitors are crucial 
in developing effective media planning and execution strategy to counter increased competition.
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Introduction
A written statement of media strategy is an integral part of any ad-agencies’ media plan.  

Without this, it’s difficult for the client and the agency management to analyze the logic and 
consistency of the recommended media schedule.  The media strategy generally begins with 
a clear definition of target audience and the priorities for weighing them. According to Shriram 
(1997), the media weights have a huge task of demanding the application of a lot of mathematics, 
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statistics and common sense.   It explains: (i) the specific target audience against these weights 
needs to be delivered; (ii) the overall level of media weights should be delivered to the audience in 
one year; (iii) the distribution of these weights across time and market; and (iv) the mix of broad 
media types should be used to deliver these weights.

The media plan is comprehensive if it covers all the above essential elements. The 
media element explains the nature of the message and indicates the type of media used. The 
methodology element of media plan outlines the specific reach, frequency and continuing goals 
and how they are to be achieved. On the other hand, money elements deal with budget for media 
including the cost of production and any collateral materials.  Finally, the mechanic elements of 
media plan states its intended size of the message units, any position or timing considerations and 
the effect of budget restrictions. In the process of developing media strategy, the media planners 
of integrated ad-agencies  (who offer creativity, media planning, media buying and account 
servicing under one umbrella) analyse the  target audience, media selection, determination of 
reach and frequency and competitors ad-effort analysis and so on. In this regard, the analysis of 
the competitors’ advertisement effort plays a significant role in bringing out the effective media 
strategy to counter the competitors in the proliferated ad-promotional areas.  

Review of Literature
According to Kearns (2015), there is a five-step plan for creating a competitive analysis on key 

competitors. (i) identify and narrow down on key competitors; (ii) gather information; (iii) define 
your competitive advantage;  (iv) define their competitive advantage (v) do SWOT analyses on 
one’s business and theirs. Creating a competitive analysis takes some time and effort, but it can 
pay off in increased market share. According to Xavier (1999) on the usefulness of competitors’ 
information depends upon the type of business in which they are involved.  

According to Eridon (2015) “When you ask marketers who their competitors are, they can 
rattle off a list quite quickly, and perhaps a few anecdotes about notable differentiators like 
product features, sales techniques, and site structure. Maybe they’d like to know more information 
about them but that information is all kept pretty hush hush.  If you’re looking to compete on 
inbound marketing techniques, you can actually find out quite a lot about your competitors by 
performing competitive content analysis. And if you’re setting up or revamping your content 
strategy, doing a deep dive of this nature is important to not only orient yourself in your market, 
but to also determine what opportunities you have to easily outperform your competitors with 
content -- and where you need to put in more effort and resources”. To increase competitive 
advantage and effectively assess the competitive environment of business, companies need to 
monitor and analyse not only the customer-generated content on their own social media sites but 
also textual information on their competitors’ social media sites. (He & Zha, 2013).

The ad-agency normally considers the media strategy adopted by the competitors for 
self-strategic evaluation.  According to Chandha (2000), “This is a very valuable first step in 
anticipating and pre-empting your rivals, and its success depends on the degree of depth in 
which you go to understand the psyche of your competitors”.  Understanding the competitors’ 
imperatives or recognizing their flexibility will enable media planner to predict their moves with a 
greater degree of clarity.  Competitors’ roles offer a risk free simulation of the real market in which 
media planners compete.  Success depends on market knowledge of the media planners, choices 
made by competitors, availability of action plans for themselves and the competitors, the cost and 
timing of those actions. All these aspects help media planners to develop winning strategies.
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Arul (2010) states that “media planners evaluate competitors’ move, that to if they handle big 
budget clients. This makes impact on the media, mechanics, and methodology elements of the 
media mix.”  Nowadays, several studies are available for the media planners to do an efficient 
competitive analysis like competitive media reports and reports of competitive advertising 
expenditure for the different media. This could be known by the size of the competitors’ budgets 
Based on these, the media planners can prepare better plan to counter the competitors’ strategy.  
In essence, the media planners must know at least the following information about competitors 
before making plans; (i) type of media used; (ii) most frequently used medium; (iii) expenditure 
on each medium; (iv) total for all media selected and budget spent; (v) identification of market for 
media concentration; (vi) weight is place in each market; and (vii) usage pattern of various media 
by the competitors.

Research Gap and Contribution
From the above review of studies it found that majority of studies focus on competitors’ 

analysis in general. Very few studies have carried out   analysis of competitors’ ad-efforts by ad-
agencies for their clients and are theoretical-based.  This present study examines the competitors’ 
ad-efforts analysis by media planners of integrated ad-agencies offering their services to clients 
operating at national and state levels. This research findings and conclusions of the study will 
help the ad-agencies who are competing in the advertisement market on behalf of the clients to 
understand and modify their competitors’ ad-agency efforts during media plan preparation.  

Research Methodology

Research Study
This research study is empirical in nature.  

Sample
A sample of twenty five ad-agencies was selected based on stratified random sampling from 

the list of 75 actively functioning ad-agencies in the state of Tamil Nadu. The criterion for selecting 
the ad- agencies was their functionality and reach, both at state level and national level. The level 
of operation of ad-agencies both at national and state level, are determined based on media billing, 
number of branch offices owned by ad-agency and the number of clients served. 

Variables of the Study and their Definition
The following are the variables taken into consideration to analyze the competitors’ ad-efforts 

by the media planners of state and national level functioning ad-agencies. 

1. Competitor’s communication strategy: How is your communication strategy different from 
your competitors’ brand?

2. Media Budget Expenditure Analysis: How much media budget is allocated and spent on 
different medium by your competitors?

3. Strength and weaknesses of competitors’ communication strategies. 

4. Direct marketing strategy: Do they adopt any direct marketing strategy? If yes, what are 
they? How different are they from yours?

5. Sales promotion strategy: What are sales promotional strategies adopted by your competi-
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tors? How are your strategies different? 

6. Share of Voice (SOV) : How much the brands spend in relationship to the competitive 
brands in the media market?

7. Share of Mind (SOM): How much is the market share level of your clients and competitors’? 

8. Competitor’s public relation and public strategy

Hypothesis
H01: There is no significant difference in respect of their rank sum scores of the competitor’s   

  ad-effort between state level and national level ad-agencies.

Statistical Tools Used
Friedman ANOVA and Kendall’s coefficient of concordance, Mann-Whitney “U” test between 

rank sum scores of state and national level ad-agencies and factor loadings for competitor’s ad-
effort measurement items were used to analyze the data.

Analysis and Discussion

Competitor’s Ad-effort Analysis
The calculated coefficient of concordance is 0.6986 for state level agencies and 0.8165 for 

national level agencies and both values are very high.  The Friedman ANOVA chi-square values, 
48.90 and 85.73 respectively for state level and national agencies are above the table value of 18.48 
at 1 per cent level of significance for degrees of freedom 7.

Table 1: Results of Friedman ANOVA and Kendall’s Coefficient of  Concordance for 
Competitor’s Ad-Effort Measurement Items in terms of State and National Level Agencies.

S.
No Competitor’s Ad-Effort Measurement Items

State Level Agencies (n = 10) National Level Agencies (n = 15)

Average 
Rank

Sum of
Ranks

Rank
Obtained

Average
Rank

Sum of
Ranks

Rank
Obtained

1 Competitor’s communication strategy 4.00 40 4 1.73 26 2

2 Media Budget Expenditure Analysis 1.50 15 1 2.07 31 2

3 Competitor’s communication strength & 
weakness 2.40 24 2 2.73 41 3

4 Direct marketing strategy 5.90 59 6 6.10 92 6

5 Sales promotion strategy 4.10 41 4 4.20 63 4

6 Share of Voice (SOV) 4.30 43 4 4.90 74 5

7 Share of Mind (SOM) 5.90 59 6 6.47 97 6

8 Competitor’s public relation and public 
strategy 7.90 79 8 7.80 117 8

Kendall’s ‘W” (Coefficient of Concordance) 0.6986 0.8165

Friedman ANOVA Chi-Square Value 48.90** (7) 85.73** (7)

**Significant at 1 per cent level.
Figures in brackets shows the degrees of freedom
Table value of Chi-square for d.f. 7 at 5% level = 14.07 and at 1% level = 18.48
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The highly significant of Friedman ANOVA chi-square values indicate that the median values 
of ranking scores of state level and national level agencies of competitors’ ad-effort items are not 
identical and high coefficient of concordance envisages competitors’ ad-effort measurement items 
among state as well as national level agencies.  

Comparison of Rank Sum Scores of Competitor’s Ad-Effort between State and 
National Level Agencies

The rank sum scores of state level and national level agencies with respect to competitor’s ad-
effort measurement items are analyzed with ‘Mann-Whitney U test’. 

Table 2: Results of Mann-Whitney ‘U’ Test between Rank Sum Scores of State and National 
Level Ad- Agencies for competitor’s ad-effort Measurement Items

S.
No

Competitor’s Ad-Effort 
Measurement Items

Rank Sums
‘U’ Test
Value

‘Z’ 
Value

State Level 
Agencies (n 

= 10)

National Level 
Agencies (n = 15)

1 Competitor’s communication strategy 182.0 143.0 23.0** -3.08

2 Media Budget Expenditure Analysis 96.0 229.0 41.0* -2.03

3 Competitor’s communication strength & weakness 93.5 231.5 38.5* -2.26

4 Direct marketing strategy 131.5 193.5 73.5 -0.09

5 Sales promotion strategy 124.0 201.0 69.0 -0.34

6 Share of ‘voice’ 104.0 221.0 49.0 -1.53

7 Share of mind 106.5 218.5 51.5 -1.38

8 Competitor’s public relation and public strategy 137.5 187.5 67.5 -0.65

*Significant at 5 per cent level; **Significant at 1 per cent level.
Table value of Z at 5% level = 1.96 and at 1% level = 2.57

Table 2 presents the results of the comparison of rank sum scores of state level and national 
level advertisement agencies about competitor’s ad-effort.  From the table, it can be observed that 
among 8 competitor’s ad-effort measurement items, the ‘U’ tests values, 23.0 (|Z| value = 3.08; 
significant at 1 per cent level) for ‘competitor’s communication strategy’, 41.0 (|Z| value = 2.03; 
significant at 5 per cent level) for ‘media budget expenditure analysis’, 38.5 (|Z| value = 2.26; 
significant at 5 per cent level) for ‘competitor’s communication strength and weakness’ show 
the significant difference between state level and national level advertisement agencies in the 
respective items rank sums scores.   

With respect to remaining 5 items of competitor’s ad-effort measurement items, the difference 
between rank sum scores of state level and national level agencies are not statistically significant. 
There is no significant difference between state-level and national-level agencies as measured by 
the rank sum scores of the majority of the competitors’ ad-effort measurement.  Hence the present 
study fails to reject the null hypothesis.  

Underlying Dimensions of Competitor’s Ad-Effort
The identified latent variables (underlying dimensions) that have no association among them 
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(independent of each other) of competitor’s ad-effort identified using factor analysis are presented 
along with eigenvalues of retained factors and their proportion of total variance in Table 3.  A 
graphical method called ‘Scree plot’ in which calculated eigenvalue of each factor is plotted to 
determine how many factors to retain is also shown below.

Figure 1. Scree Plot for competitor’s ad-effort analysis

The plot indicates that the curve began to flatten slightly after factor 4 (but not much), but its 
eigenvalue is below 1.  Hence only first 3 factors had been considered underlying aspects.  The 
factor loadings for each variable with selected three factors were given in the following table.

Table 3: Factor loadings of Competitor’s Ad-Effort Items with Retained Factors

S. 
No

Competitor’s Ad-Effort Measurement Items
Retained Factors

Factor 1 Factor 2 Factor 3

1 Competitor’s communication strategy -0.13 -0.91 0.24

2 Media Budget Expenditure Analysis -0.33 0.78 0.24

3 Competitor’s communication strength & weakness 0.70 -0.03 -0.05

4 Direct marketing strategy -0.92 0.10 0.04

5 Sales promotion strategy 0.06 0.22 -0.92

6 Share of ‘voice’ 0.29 0.47 0.69

7 Share of mind 0.71 0.24 0.35

8 Competitor’s public relation and public strategy 0.38 -0.33 0.29

Eigenvalue 2.2099 1.8819 1.6410

Proportion of Total Variance
(27.62%)

0.2762 0.2352 0.2051

(23.52%) (20.51%)

Note: High factor loadings of an item with extracted factors are boldfaced and Item having almost equal loading in all the factors is not   
boldfaced (here item 8 is not considered)

Table 3 depicts the factor loadings of each competitor’s ad-effort items with three selected 
factors. The results clearly envisage that items 3, 4 and 7 have high loadings with factor 1, items 
1 and 2 have high loadings with factor 2, and items 5 and 6 are have high loadings with factor 3.  
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The proportion of total variance in all the items explained by factor 1 alone is 27.62 per cent, factor 
2 alone is 23.52 per cent and factor 3 alone is 20.51 per cent. Alternatively, it can be said that 71.66 
per cent of the characteristic of all competitor’s ad-effort measurement items are held by those 
three factors.   Hence factor 1, factor 2 and factor 3 are the three unique aspects of competitors’ ad-
effort and they are ‘direct marketing strategy factor’, competitors’ communication strategy factor’, 
and ‘sales promotion strategy factor’ respectively based on the respective item’s name, which has 
highest loadings among other items in the corresponding factor.

Classification (Grouping) of Ad-Agencies by ‘Competitors Ad-Effort (Media 
Strategy)’ 

The grouping of ad-agencies with similar ranking perceptions is done using cluster analysis 
based on their ranking perception of competitors’ ad-effort (media strategy) and the results are 
presented in Table 4.

Table 4: Cluster Mean scores of Various Measurement Factors considered for ‘Competitors 
Ad-Effort Analysis Media Strategy’

  (N=25)

Measurement Items

Cluster Means

Cluster 1
(N=16)

Competitor’s
Communication

Strategy 

Cluster 2
(N=9)

Competitor’s
Sales

Promotion
Strategy

Competitor’s communication strategy 1.50 4.67

Media Budget Expenditure Analysis 2.00 1.56

Competitor’s communication strength & weakness 2.56 2.67

Direct marketing strategy 6.00 6.00

Sales promotion strategy 5.13 2.44

Share of ‘voice’ 4.69 4.56

Share of mind 6.25 6.22

Competitor’s public relation and public strategy 7.81 7.89

Source: Primary Data
Note: Scores are in rank.  Average rank values below 4 and remarkable difference with other cluster group are boldfaced

The results of Table 4 clearly envisage that there has been two cluster group among ad-
agencies in respect of ‘competitor’s ad-effort’ related to media strategy.  The table reveals that 
cluster 1 differs from cluster 2 in giving preference to the factor ‘competitor’s communication 
strategy’ and cluster 2 shows its dissimilarity with cluster 1 in respect of  ‘sales promotion 
strategy’ as there is high difference between cluster means of those two factors.   Hence, it can 
be said that cluster 1 is considering the ‘competitor’s communication strategy’ and cluster 2 is 
considering ‘sales promotion strategy’ to measure ‘competitors ad-effort’ as part of their media 
strategy.   Due to the above such difference between those two cluster groups of ad-agencies, 
cluster 1 group of ad-agencies can be classified as “competitor’s communication strategy analyst” 
and cluster 2 group of ad-agencies can be classified as “competitor’s sales promotion strategy 
analyst”. The above grouping will help to find out the association through cross tabulation.
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Discussion
There are a number of studies available on competitors’ analysis, which include analysis 

about methods and techniques for analyzing business competition, new product introduction 
by competitors,  new product process, steps and deficiencies and its impact of competitors, 
competition and corporate performance, cooperation and competition among corporates,  
the competitive impact of targeted audience television using DVR Technology, competitive 
media expenditure reports of companies and  competitive advertising expenditure for the 
different media. But this study is completely different from the above studies and a unique one 
as it examines services by ad-agencies to their clients during media planning process.  While 
preparing the media plan by ad-agencies for their clients, the consideration of competitor’s ad-
efforts analysis is of paramount importance to counter them in the ad-space.  The variables taken 
into consideration to do analysis about competitor’s ad-efforts surely will help the professionals 
in offering media planning related work to their clients through their agencies in a significant 
manner.

Conclusion
The present study analyzes the integrated ad-agencies with national and state level clients 

and finds that considering the competitors’ ad-efforts is imperative in developing media plan 
and execution of media strategy. Among the prominent factors considered are media budget 
expenditure analysis, analyzing competitors’ communication strengths and weaknesses and 
analysis of communication. All these factors play a crucial role in taking decision with regard 
to media selection.   Regarding the media budget expenditure, regionality and sesonality of 
ad-spend, the use of media mix, complete knowledge of spending pattern on different media 
by the competitors will support for right media decision to counter them.  In addition, to the 
above, the media planners of ad-agencies should try to assess weaknesses in competitor’s media 
tactics.  Perhaps a competitor is not using a medium properly, or has dissipated advertising 
money in too many media, or is missing an important segment of the market.  These errors 
represent opportunities in media selection and to assess its strengths and weaknesses in light of 
the marketing objectives.  Plans for attaining objectives are made on the basis of problem as well 
as opportunity situations. The competitive strategy analysis during media plan preparation and 
strategy formulation will point out the differences faced by a brand against the competitor’s brand 
in the advertisement related sales promotional efforts.

Limitation of the Study
This study was made with certain predetermined limitations. The combinations of ad-agencies 

taken for the study at the state and national level were selected from the state of Tamil Nadu. 
During the sample selection only the integrated ad-agencies (full service ad-agencies offer entire 
services like creativity, media planning, media buying, marketing research and other subsidiary 
services) were taken into consideration.  Others like media independents (only offer media buying 
services to clients), agency of record (offer only media planning and buying) were not considered 
for this study.

Scope for Further Research
The present micro level study is undertaken on competitor’s ad-effort analysis by media 

planners of integrated ag-agencies.  There is a wide scope to do  further research on the following 
dimensions;  analysis of  competitor’s ad-effort by  ad-agencies on specific medium selected, 
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media spending pattern clients to tackle competitors through  ad-agencies, comparative study 
on media planners of integrated ad-agencies, media independents and agency of record on 
competitors ad-effort analysis  and media buying intention among competitors’ ad-agencies for 
their clients.
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