
 
 
TO: Association of Independent Commercial Producers 
 
FROM: PAUL GOODWIN 
 Goodwin Simon Strategic Research 
 
RE: Findings from 2005 AICP Member Survey 
 
 
INTRODUCTION AND METHODOLOGY 
 
The Association of Independent Commercial Producers (AICP) asked Goodwin 
Simon Strategic Research to conduct a third annual on-line survey of its members.  
The purposes of the survey included developing estimates of the economic impact of 
AICP member company productions and exploring the impact of various factors on 
the financial health of members and on their location decisions. 
 
The survey was conducted on-line in March and early April, 2005, and asked 
members to share information about their work activities from January 1 to 
December 31, 2004.    
 
This study follows two previous member surveys commissioned by AICP.  The first 
asked members about work activities from January, 2001 through June, 2002; the 
study period for the second survey was from July 1, 2002 to June 30, 2003.    
 
For this current study, each AICP member company representative received an 
email invitation asking them to participate in the survey.  Each member was 
assigned a unique password to enhance security.  Three reminders were sent to 
members who did not respond within the first week. 
 
In total, 91 members completed an interview, yielding a response rate of about 34 
percent.   However, in cleaning the data, we found that four members provided data 
that appeared to be in error (outside of the range of likely responses) or were 
incomplete.  Thus we are reporting a total of 87 responses.    
 
In assessing the findings, please note that the limited sample size introduces 
considerable potential for error if the sample does not adequately reflect the overall 
membership of AICP.  However, comparing survey findings with data kept by the 
AICP regarding gross revenues suggests that the survey came reasonably close to 
reflecting the actual distribution of AICP member companies by revenue.   
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Moreover, we have seen very consistent findings over the three years that this study 
has been conducted. 
 
This report refers to both mean and median results.  The mean is what is commonly 
referred to as the “average,” in which the total response is divided by the number of 
responses.  For example, the mean when the responses to a question were 3,5, and 10 
would be (3+5+10)/3 = 6.    The median response refers to the point at which there 
are as many data points above as below that point.  Thus in this example, the 
median response would be 5. 
 
Note that as results from this study refer to findings for 2004, we report them as 2004 
data while referring to the 2005 study. 
 
SUMMARY OF KEY POINTS 
 

• A very rough calculation shows that AICP members spent about $3.2 billion 
dollars on production during the study period of January 1, 2004 through 
December 31, 2004.    This figure was derived by taking the total number of 
shoot days reported by respondents, multiplying it by the actual costs per 
shoot day reported by respondents, and adjusting that figure to reflect the 
spending by the baseline of 284 AICP members in 2003.  The comparable 
figure in the 2003 study was $3.5 billion.   

 
• While the total revenue figure declined slightly, the median annual revenue 

per company was $4.48 million, nearly identical to the median found in 2003.   
This suggests little or no change in total revenue generated by most member 
companies. 

 
• Of this $3.2 billion, roughly $2.6 billion is spent on domestic production, with 

about $600 million spent on overseas production.   
 

• The median cost per shoot day is about $120,000, which is about 6 percent 
below what was reported in 2003.  The mean cost is $123,784, down about 5 
percent from the 2003 figures. 

 
• The mean number of commercials shot has risen slightly since 2002, from 43 

in 2002 to 45 in 2003 to 47 in 2004.  However, the median is nearly unchanged 
over that period, from 24 in 2002 to 22 in 2003 and 2004.  This suggests a 
sizable increase in commercials shot by the largest companies, but little or no 
change in commercials shot by other members. 
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• The survey found a slight decline in the mean number of shoot days reported 

by members between 2003 and 2004 (from 82 in 2003 to 73 in 2004, which is 
nearly identical to the 72 reported in 2002).  However, the median number of 
shoot days between 2002 and 2004 was nearly unchanged at 40, suggesting a 
decline among members with very high numbers of shoot days, but little or  
no change in shoot days for most members.    

 
• With average shoot days slightly down, but commercials completed slightly 

up (at least the mean, although not the median), this suggests an increased 
efficiency for members.  That is, the average number of shoot days required 
per commercial appears to have declined from 1.82 to 1.55. 

 
• As we have seen in past years, the companies with the most shoot days also 

tend to spend more per shoot day.  We also see that companies located in 
New York and California tend to have more shoot days than those 
headquartered elsewhere. 

 
• Thirty-eight percent of member companies shoot only in the U.S.  Larger 

companies in terms of revenue and size are considerably more likely to shoot 
overseas compared to smaller companies. 

 
• Eighty-two percent of all reported shoot days took place domestically, which 

appears to continue a trend of fewer overseas shoot days.  The proportion of 
overseas shoot days has declined from 24 percent in 2002 to 18 percent in 
2004. 

 
• Southern California remains the most popular site for member shoots.  Forty-

three percent of all shoot days took place there, a slightly higher figure than 
the 38 percent reported in 2002.   New York is a distant second with 15 
percent of all shoot days, compared to 16 percent in 2003.  Looking at 
domestic shoot days only, 55 percent took place in Southern California in 
2004, compared to 46 percent in 2003.   Eighteen percent of domestic shoot 
days took place in New York in 2004 compared to 21 percent in 2003. 

 
• Nearly 20 percent of all shoot days, and 24 percent of domestic shoot days, 

took place away from the major production centers of New York, Florida, 
Illinois, and Southern California.  This is nearly identical to what was found 
in 2003.  

 



 Report of Findings:  2005 AICP Member Survey 
  Goodwin Simon Strategic Research 
  Page 4 
 

• Canada again is the most frequent non-U.S. location for shoots, with 7 percent 
of all shoot days (and 41% of all foreign shoot days).  However, these figures 
are down slightly from what was reported in 2003, when we found that 10 
percent of all shoot days and 48 percent of foreign shoot days took place in 
Canada.   

 
• While we saw a slight decline in shooting in Canada, we saw an increase in 

shoot days in Central and South America.  In 2003, 2 percent of all shoot days 
and 11 percent of foreign shoot days took place there; in 2004, 4 percent of all 
shoot days and 26 percent of foreign shoot days took place in Central and 
South America.  The proportion of foreign shoot days taking place in this area 
thus increased by 136 percent.   

 
• Since 2002, we have seen a decline in agency or client requests to shoot 

overseas, from 96 percent of members reporting such requests in 2002 to 76 
percent in 2003 to 75 percent this year.  Larger companies are more likely to 
get such requests compared to smaller ones. 

 
• About 40 percent of payments arrived on time in 2004, with 23 percent that 

were 30 days late or more.  About a third of members (35%) report that the 
number of payment delays increased in 2004; however, this is a decline from 
44 percent reporting this in the 2003 study.  By far the most frequent 
explanation for late payments received by members is that the client has not 
yet paid the agency. 

 
• This issue of timely payment of contracts was seen as the most important 

factor for members when it comes to their financial health, more important 
than client guidelines, the influence of cost consultants, wrap-up insurance, 
and agency contract language.  In fact, when we asked members to choose 
one of these as most important to the financial health of their company, 
nearly twice as many selected timely payments (41%) compared to the 
proportion selecting the influence of cost consultants (22%). 
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SHOOT DAYS  
 
Total Shoot Days  
 
This study found that the mean number of shoot days between January 1 and 
December 31, 2004, was 73 days, with the median at 40 days.   In the 2002 study, the 
mean number of shoot days was 75 days, with a nearly identical median of 38 days.  
In the 2003 study the median was 82 but the median was 39 days, suggesting little 
net change since 2002.  This pattern is illustrated in Figure 1. 
 
Figure 1:  Mean and Median Shoot Days, 2002-2004 
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Looking specifically at the results from the 2005 study, we find that there was a 
broad range of reported shoot days, with more than one in three (35%) reporting 25 
shoot days or fewer in the reporting period, and 21 percent reporting more than 100 
shoot days. 
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Table 1:  Shoot Days in 2004 

Shoot Days % 2003 %2004 

0-10 shoot days 16 9 

11-25 shoot days 16 26 

26-50 shoot days 29 24 

51-100 shoot days 13 18 

101-300 shoot days 19 18 

301+ shoot days 7 3 
 
Looking at the cross-tabulation tables, we find that the following: 
 

• As we have seen in the past, companies spending more per shoot day also 
tend to have more shoot days.   Those reporting costs per shoot day of under 
$120,000 had an average of 37 shoot days in the reporting period.  Those with 
higher costs per shoot day reported an average of 120 shoot days in the 
period. 

 
• Companies that shoot overseas tend to have more shoot days.  The 38 percent 

of companies reporting no overseas shooting had on average 27 shoot days in 
the reporting period.  Those who did report overseas shooting had on 
average 95 shoot days. 

 
• As we saw in 2002 (but not in 2003), companies located in California and New 

York had far more shoot days than those headquartered elsewhere.   
 



 Report of Findings:  2005 AICP Member Survey 
  Goodwin Simon Strategic Research 
  Page 7 
 

Shoot Days in the U.S. Compared to Foreign Locations 
 
Eighty-two percent of all reported shoot days took place domestically, compared to 
78 percent reported in 2003 and 76 percent reported in 2002.  (See Figure 2.)    
 
Figure 2:  Percent of Domestic/Foreign Shoot Days, 2002 - 2004 
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As shown in Table 2, the mean number of shoot days in the U.S. was 60 (compared 
to 57 in 2002 and 64 in 2003), with a median of 32 (identical in 2002 and 2003).  The 
mean number of overseas shoot days in the 2004 study period was 13, down from 18 
in 2002 and 2003.  The median was 5, compared to 6 in 2003 and 5 in 2002.   
 
Table 2:   Shoot Days in the U.S. and Abroad 

Shoot Days in the U.S. Shoot Days Abroad 
0 1%   
0-10 14% 0 38% 
11-100 68% 1-10 23% 
100+ 17% 10+ 39% 
Mean (all members) 60 days Mean (all members) 13 days 
Median (all members) 32 days Median (all members) 5 days 

  
Mean (companies 
shooting overseas) 21 days 

  
Median (companies 
shooting overseas) 16 days 
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Note that 38 percent of member companies shoot only in the U.S. (the same as in 
2002, and up from 32 percent in 2003).  If you exclude these companies that do not 
shoot overseas, we derive a slightly different, and perhaps more informative 
number, seen in the right column in Table 2:  the 62 percent of member companies 
that work overseas shot, on average, 21 shoot days abroad during the study period 
(with a median of 16 days). 
 
The cross-tabs show that larger companies (those with more shoot days, those that 
make more commercials, those that have higher shoot day costs, and those with 
higher annual revenues) are much more likely than smaller companies to shoot 
overseas.  In fact, of those with annual revenues below the median, only 41 percent 
shoot overseas, compared to 84 percent of those with annual revenues above the 
median. 
 
Companies located in New York or California are more likely than companies 
located elsewhere to shoot overseas:  Left and right coast companies shoot about 17 
days on average abroad, compared to 4 days on average for companies located 
elsewhere. 
 
Shoot Days in U.S. Locations 
 
Southern California is by far the most frequent location for member shoots.  As 
shown in Table 3, fully 43 percent of all shoot days took place in Southern California 
(compared to 38% in the 2002 study and 36% in 2003).  Fifty-three percent of all 
domestic shoot days took place there, compared to 46 percent in 2003 and 50 percent 
in 2002. 
 
Table 3:  Shoot Days in the U.S. by Location 

Location 

% of all Shoot 
Days in This 

Location 

Mean Shoot Days in This 
Location for All Members In 

Study Period 

Mean Shoot Days in This 
Location For Those Who 

Shoot There 
Southern 
California 43% 30 38 
New York 15% 14 22 
Florida 4% 2 5 
Other 
Southeast 2% 2 5 
Southwest 4% 3 8 
Illinois 2% 1 6 
Other U.S. 
Locations 13% 9 15 
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Shoot Days Outside the U.S. 
 
As shown in Table 4, Canada is still the most frequent non-U.S. location for shooting 
cited by members, with 41 percent of foreign shoot days in Vancouver or Toronto.   
However, the proportion of shoot days in Canada fell from 48 percent in 2003.   
Table 4:  Shoot Days Outside the U.S. by Location 

Location 

% of all Shoot 
Days in This 

Location 

% of All 
Foreign Shoot 
Days in This 

Location 

Mean Shoot Days in 
This Location for All 
Members in Study 

Period 

Mean Shoot Days 
in This Location 
For Those Who 

Shoot There 
Vancouver 4% 24% 5 8 
Toronto 3% 17% 4 8 
Central/Eastern 
Europe 2% 9% 2 6 
South 
America/Central 
America 4% 26% 6 16 
Australia/New 
Zealand 1% 5% 1 5 
U.K. 1% 4% 1 6 
South Africa 1% 6% 2 6 
Other Foreign 
Locations 1% 6% 1 6 
 
While Canadian shooting fell slightly as a proportion of overseas shoot days, the 
proportion of foreign shoot days that took place in Central and South America rose 
from 11 percent in 2003 to 26 percent in 2004.   
 
Table 4 also suggests that companies shooting in Central and South America were 
shooting more days than those shooting in Canada.  That is, those shooting in 
Toronto shot on average 8 days there, accounting for 24 percent of all foreign shoot 
days.  But among those shooting in Central and South America, the average was 16 
shoot days, accounting for 26 percent of all shoot days.  That is, a smaller number of 
companies were shooting in Central and South America compared to Canada, but 
those companies were shooting more than those working in Canada. 
 
NUMBER OF COMMERCIALS COMPLETED 
 
The mean and median number of commercials completed during the study period 
remained nearly unchanged between the 2002 and 2005 study.    As shown in Figure 
3, in 2004 the mean number of commercials completed was 47, with a median of 22. 
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Figure 3:  Number of Commercials Completed, 2002 -2004 
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Companies with higher shoot day costs also tend to complete more commercials.   
That is, those with average shoot day costs of $120,000 a day or more (the median 
shoot day cost) completed an average of 58 commercials during the study period, 
compared to 34 commercials completed for those with lower shoot day costs. 
 
AVERAGE COST PER SHOOT DAY 
 
The mean cost of a shoot day during the study period was $123,784, with the median 
nearly identical at $120,000.  These figures are slightly lower (5% lower for the mean, 
6% lower for the median) compared to those reported in the 2003 survey.   
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Figure 4:  Cost Per Shoot Day, 2003 -2004 
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We found that in 2004, 22 percent of members had average shoot day costs below 
$75,000, with 31 percent who had costs above $150,000.  This again was nearly 
identical to what was found in 2003. 
 
Table 5: Average Shoot Day Costs 

 % 2003 % 2004 

<$75,000   19 22 

$75K-150K 49 47 

$150K-225K 31 29 

$226K+ 2 2 
 
As we have seen in the past, companies located in California and New York tend to 
have more expensive shoot-day costs than companies located elsewhere:  The mean 
for companies based in California was $152,000, for New York companies it was 
$135,000, and for companies located elsewhere it was $79,000.   
 
Companies shooting more commercials also tend to have higher costs per shoot day:  
$134,000 for companies shooting 22 or more commercials during the study period, 
and $113,000 for companies shooting fewer commercials.  Similarly, companies with 
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40 or more shoot days during the study period averaged daily costs of $141,000, 
while those with fewer shoot days averaged costs of $101,000. 
 
REQUESTS TO SHOOT OVERSEAS 
 
The proportion of members who report being asked to shoot overseas remained 
nearly the same as in 2003.  Three of four (75%) report receiving a request from a 
client or agency to shoot overseas, compared to 76 percent in 2003 and a much larger 
96 percent in 2002.   
 
Figure 5:  Requests to Shoot Overseas from Agencies or Clients, 2002 -2004 
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We find that the larger companies are more likely to get requests to shoot overseas.  
That is: 
 

• Among companies with 40 or more shoot days, 88 percent got requests to 
shoot overseas, compared to just 59 percent of those with fewer shoot days. 

 
• Among companies that make 22 commercials a year or more, 86 percent got a 

request to shoot overseas, compared to 63 percent of those that make fewer 
commercials. 

 
• Among those with annual revenue above $4.48 million dollars a year, 91 

percent got a request to shoot overseas, compared to 59 percent with lower 
revenue figures. 
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We also note that 45 percent of those who shot only in the U.S. during the study 
period did get a request to shoot overseas, but did not do so for some reason. 
 
Forty-one percent of those participating in the survey reported an increase in 
requests to shoot overseas during the study period – but this is down from 77 
percent reported in the 2002 study and 53 percent in 2003 (see Figure 6).   
 
Figure 6:  Have You Seen An Increase in Requests to Shoot Overseas from Agencies or Clients, 
2002 - 2004 
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Companies with larger costs per shoot days and larger annual revenue were more 
likely to report an increase in requests to shoot overseas. 
 
TIMING OF PAYMENTS 
 
We asked members about when payments from clients typically arrive.  As shown 
in Error! Reference source not found., 40 percent of payments made by clients 
arrived on time or before the due date.  Nearly one in four (23%) payments were 
more than 30 days late.  About a third (37%) were 1 to 30 days late.  These figures 
are very similar to what was reported in 2003. 
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Table 6:  What Proportion of Your Payments Arrived… 

 % 2003 % 2004 

Before due date 4 4 

On Time 38 35 

1-15 days late 16 20 

16-30 days late 17 17 

31-45 days late 11 12 

46+ days late 13 11 
 
Companies with greater revenues, more shoot days, and higher shoot day costs 
were less likely to get payments on time compared to smaller companies.  
 
We found a small decrease this year in the proportion of members reporting that 
payment days had increased in the past year.  Thirty-five percent reported an 
increase in payment delays in 2004, compared to 44 percent who reported increases 
in delays in 2003.  As shown in Figure 7, 9 percent said that payment delays had 
decreased in 2004. 
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Figure 7:  Did Payment Delays Increase, Decrease, or Stay Same in Study Period (2003-2004) 
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Again, we see that the largest companies are most likely to report an increase in 
payment delays.  For example, among those with annual revenues above $4.48 
million dollars, 44 percent report an increase in payment delays, compared to 25 
percent of those reporting smaller revenue levels. 
 
We then asked members to report the explanation they most frequently hear when 
they try to collect late payments.  The vast majority, 81 percent, say the most 
frequent explanation they hear is that the client has not paid the agency.  Twelve 
percent say that the most frequent explanation they hear is that the agency billing 
procedures do not allow for timely payment. 
 
Table 7:  Most Frequent Explanation for Late Payment 

 Percent 

Client has not paid agency yet 81 

Agency billing procedures to not permit timely payment 12 

Other 1 

Not sure 12 
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FACTORS INFLUENCING FINANCIAL HEALTH OF COMPANY 
 
We asked members to rate on a five-point scale the possible impact of five factors on 
the financial health of their company.  A response of 1 indicated they felt the factor 
had a very low impact on their company, and a response of 5 indicated they felt it 
had a very high impact.  In Figure 8, we show the mean score response to each 
factor, with higher numbers indicating a greater impact.  The second number 
associated with each bar shows the proportion rating each item as a high priority (a 
4 or 5 rating). 
 
Figure 8:  Impact on Financial Health of Company (Mean Score Rating/% 4+5 Rating) 
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The most important factor is timely payment of agency contracts, with 66 percent 
who rated it as important (a 4 or 5 rating).   The factor rated as least important was 
agency contract language, with just 29 percent who rated it as important. 
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SOUND STAGE OR ON LOCATION? 
 
Most shoot days --72 percent on average -- are conducted on location, with the 
balance conducted on stages.  This is virtually unchanged since 2003.   
 
As was the case in the past, those reporting the lowest cost per shoot day (under 
$120,000/day) were more likely to report shooting on stages as opposed to on 
location.    
 
Figure 9:  Mean % on Sound Stage or Location (2003-2004) 
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LOCATION OF MAIN OFFICE 
 
Finally, we asked members to share with us the location of their main office. 
As shown in Table 8, 44 percent of the members who responded to the survey were 
located in California, and 67 percent were located in California or New York.  This 
represents a small decline from the 80 percent located in these states as reported in 
2003. 
 
Table 8:  Location of Main Office 

 Percent 

California 44 

New York 23 

Minnesota 3 

Illinois 6 

Texas 5 

Florida 3 

Georgia 3 

Other 12 
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