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Tomorrow’s Media, Understood Today

http://www.comcast.com/default.html
http://nexstar.tv/
http://www.mcclatchy.com/
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Total local ad growth

But not all media is the same….

2017 Forecast Highlights
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Source:  Borrell’s Compass data
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Local Digital Increases

After gaining 37.1% this year
And 44.2% the year before that….

Local Non-Digital Declines

After gaining 1.9% this year

2017 Forecast Highlights
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??? ???
Source:  Borrell’s Compass data
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2016 2017 Change %

Digital 65,971.08$       80,722.08$       14,751.00$       22.4%

Newspapers 13,567.81$       12,305.75$       (1,262.06)$        -9.3%

Broadcast TV 12,050.00$       10,040.00$       (2,010.00)$        -16.7%

Cable 3,819.32$          3,717.50$          (101.82)$            -2.7%

Radio 10,036.21$       9,911.00$          (125.21)$            -1.2%

OOH 4,738.85$          4,840.86$          102.02$             2.2%

Direct Mail 7,096.66$          6,709.04$          (387.62)$            -5.5%

Directories 6,152.51$          5,732.00$          (420.51)$            -6.8%

Other Print 7,064.99$          6,470.40$          (594.59)$            -8.4%

Removing political 
advertising from 

2016’s numbers,  TV 
and radio spending 

in 2017 will be 
roughly the same as 

last year.

$ in  millions

2017 Local Advertising Forecast
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2016 2017 Change %

Digital 65,971.08$       80,722.08$       14,751.00$       22.4%

Newspapers 13,567.81$       12,305.75$       (1,262.06)$        -9.3%

Broadcast TV 12,050.00$       10,040.00$       (2,010.00)$        -16.7%

Cable 3,819.32$          3,717.50$          (101.82)$            -2.7%

Radio 10,036.21$       9,911.00$          (125.21)$            -1.2%

OOH 4,738.85$          4,840.86$          102.02$             2.2%

Direct Mail 7,096.66$          6,709.04$          (387.62)$            -5.5%

Directories 6,152.51$          5,732.00$          (420.51)$            -6.8%

Other Print 7,064.99$          6,470.40$          (594.59)$            -8.4%

NOTE: this is PRINT 
only – not digital.

Some markets will 
do better, some will 

do worse.

$ in  millions

2017 Local Advertising Forecast
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More than half of Top 200 advertising 
goes unmeasured

Top 200 National Advertisers % of “Unmeasured Media”

SOURCE: Advertising Age Data Center 2016, Top U.S. Advertisers
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The loooooooong tail of local advertising
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-6.9%

+22.4%
2017 Forecast

2017 Forecast

Lines Cross in 2017

In 2016, 19% of local digital advertising
was received by a media company that

also sold ‘traditional’ advertising.

Not ‘Us’ vs. ‘Them’

Source:  Borrell’s Compass data

14



15

Differences in ad spending
can be seen on a local level

Harmon, OK Tunica, MS

Switzerland, IN

Banner, NE

2016 - 2017

2/21/2017

Kenedy, TXKent, TX Clay, GA

Gilpin, CO

Spot TV - LocalNewspapers - Local
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Today’s Newspaper Advertisers’ Budget

Source:  Borrell’s 2016 Local Advertiser Survey; N = 
4,068 Newspaper advertisers and 7,564 “all local 
advertisers”

Newspaper advertisers spend, on average, $134,400 
annually on advertising – 27% more

than the average local advertiser.
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SMBs have made the turn

SOURCE: Borrell Local Advertiser Panel
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Source:  Borrell’s 2016 Local Advertiser Survey; N = 1,589 TV advertisers; 2,667 radio advertisers; 4,068 newspaper advertisers.

How Much Do Local 
Advertisers Spend on Digital?
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Source:  Borrell Associates

Who Got What?
How $66B in Local Digital Advertising Was Shared
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2016 Local Digital Advertising

DMR Google / Bing Facebook

Local Media 

Companies All Other TOTAL

Local Media 

Company’s 

Achievable 

Revenue

Albuquerque, NM $60.47 $28.32 $35.92 $64.24 $188.96 $5.67 

Altoona, PA $11.36 $5.32 $6.75 $12.07 $35.50 $1.80 

Augusta, GA $30.45 $14.37 $18.03 $32.40 $95.24 $4.83 

Billings, MO $13.80 $6.50 $8.20 $14.60 $43.00 $1.70 

Cedar Rapids, IA $44.61 $20.90 $26.50 $47.40 $139.41 $4.19 

Goldsboro, NC $5.20 $2.43 $3.09 $5.52 $16.23 $0.82 

Lakeland-Winter Haven, FL $29.65 $13.99 $17.55 $31.54 $92.73 $2.79 

Lincoln, NE $28.53 $13.38 $16.94 $30.32 $89.17 $3.08 

Madison, WI $86.78 $40.74 $51.33 $92.08 $270.93 $8.04 

Nampa, ID $10.61 $4.97 $6.29 $11.26 $33.14 $0.96 

Richmond, VA $101.82 $48.06 $60.27 $108.33 $318.48 $9.48 

Shreveport, LA $31.30 $14.70 $18.60 $33.30 $97.80 $3.90 
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Market Share for ALL Media
Each of the 4,355 dots 

represents a newspaper, 
TV station, radio cluster, 
yellow pages or Internet 

pureplay entity.

Source: Borrell’s revenue database

Average
Achievable

Share
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4 way division of spend
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4 way division of spend

$56.08
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1,900
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Our 2016 Survey & Panel

Number of base questions:  

Survey period:  

Survey completions:

© 2016 Borrell. ALL RIGHTS RESERVED.

April 15-July 31, 2016

45*

7,564

*Depending on responses, some advertisers were asked up to 14 additional questions.

SURVEY PANEL
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 Those Buying Local Programmatic (1,258)
 Yellow Pages Advertisers (2,073)
 Local Radio Advertisers (2,677)
 Local Real Estate Advertisers (290)
 Auto Dealers (140)
 Local Ad Agencies (351)
 Local Retailers (1,223)
 Buyers of Social Media Ads (1,349)
 Buyers of Streaming Video Ads (1,494)
 Social Media Enthusiasts (3,579)
 Those Planning to Re-Do Website (1,986)
 TV Advertisers (1,589)
 Cable Advertisers (1,409)
 Cinema Advertisers (310)
 Direct Mail Advertisers (2,720)
 Restaurants & Bars (224)
 Local Franchises (500)
 Healthcare Businesses (342)
 Those Planning to Increase Spending (1,066)
 Inclined to Buy Digital Ads (4,628)
 Local Magazine Advertisers (2,455)
 Mobile Advertising Buyers (1,261)
 Local Newspaper Advertisers (4,068)
 Local Nonprofits (1,273)
 Outdoor Advertisers (1,328)
 The Million-Dollar Club* (2,866)
 Tiny Local Businesses* (3,579)

*Million-Dollar Club:  Businesses with > $1 million in annual revenue
* Tiny Local Advertisers:  Those with < 10 employees

We’ve also compiled 27 other 
sub-category reports

REPORT TITLE (# of respondents)

Available on our website

30
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Compare/contrast markets
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Survey participants

© 2016 Borrell. ALL RIGHTS RESERVED.

67% have 5 or more employees
83% are independent
54% have one location (non-home)
18% in retail trade
12% in professional services
11% in healthcare
9% in arts/entertainment
9% in other services
6% in construction
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Open Ended Answers
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#1

Advertisers will cut
‘weaker’ media 
to fund digital.



© 2017 Borrell. ALL RIGHTS RESERVED.
2/21/2017

37

Newspaper ads have continued to lose ground, so we 
get less bang for our buck.  Social Media is very strong, 

as well as SEO services for our website.  
We use Google Analytics regularly to gauge our business.  

Pretty much on-line is where it's at, but the 
effectiveness changes, so you have to stay engaged in 

order to see what is working or changing all of the time.

RE Broker,
$5 million revenue
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15% plan to spend 

more on overall 
advertising.

They are investing in digital and mobile

But 40% plan to 

increase their digital 
budgets.

Source:  Full SMB survey, Q2-3 2016; N = 7,564 responses

38
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If More Plan to Increase Digital 
Budgets than Overall Ad Budgets…

Where are they
getting that

money?

39



© 2017 Borrell. ALL RIGHTS RESERVED.

More than three-fourths 
are funding digital 

advertising by cutting  
traditional media budgets.

Q: What best describes the source of funds 
for your increased digital spending?*

*Asked of those who said they planned to increase digital media spending over the next 12 months.
Source:  Borrell Local Advertiser Panel; August 2016; N = 260 responses

Traditional Media
In the Crosshairs

40
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Q: You mentioned that you are cutting traditional media to fund increases in digital 
spending. Which media are you cutting and by how much?

Source:  Borrell SMB Panel, August 2016; Results from only those who currently spend in each medium; N = 198

Who Will Suffer Most?

Digital is causing 
the greatest 

customer erosion 
in magazines, 

newspapers, TV, 
and radio.

Ouch.

41



© 2017 Borrell. ALL RIGHTS RESERVED. 42
Source:  Borrell’s 2016 Local Advertiser Survey; N = 1,589 TV advertisers

What Else Newspaper Advertisers Buy
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What’s Spent in Your Markets

2016 Local Digital Advertising Expenditures

© 2017 Borrell Inc.  ALL RIGHTS RESERVED.

Yes,
it’s in 

millions.
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Make your damn program measureable... with specific 
sales results, not impressions. So many people willing to 
do so much on line...with so little of it seeming effective.  
How about combining some good guerilla marketing with 
an online approach. Thinking outside the box now means 
"outside the normal internet marketing channels". I need 

someone to differentiate my business, not rush out a 
bunch of me-too banner ads.

Retail Trade,
$500k+ revenue
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Advertisers will spend
a lot of that money

on Facebook.

#2
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Targeting the right audience and receiving response 
from that audience.  Facebook seems the best way 
for us to reach our target audience of mothers in 

the local area.

Home Repair Service,
$500k revenue
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Facebook ads work. they are cheap and effective. I 
have tried every type of marketing: newspaper, 

radio, tv and it no longer works. Everyone is online 
and independent.

Performing Arts Center,
$5 million revenue
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FB Ad Buying Doubles

This was 32% 2015.

Source:  Borrell Q2-3 2016 Local Advertiser survey; N = 7,564 responses

Q: Have you ever advertised on any of these social sites?
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Facebook Is Getting Loved

90% are satisfied with 
the effectiveness of Facebook.

36% are “very” to “extremely” 
satisfied.  

Source:  Borrell SMB Panel, August 2016; N = 4,699 buying Facebook ads
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Radio and TV hope you catch the consumer at the right 
time of the day at a very costly price to the companies. 

Social media has the power to keep your ad or post 
going for much longer, which boosts your visual 

exposure. 
My business doubled when I started using Facebook.

Furniture store
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#3

Advertisers will begin
to get marketing advice from
reps selling digital services.
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I need to find and design a better 
website.  I need to advertise in 
outlying communities for new 

customers.  Cost is the biggest factor

We just began working with a 
company to redesign our website. 

We believe this is key to getting more 
out of online ads.

We plan to redesign our website, make it mobile 
friendly, use ad words, etc.  Hopefully more 

commercial advertising by the end of the year.

Pet Care Service, $500k-$999k revenue

Event Promoter, $2-3 million revenue

Medical Group, $500k-$1M revenue
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If they believe their own website is a leading driver of new customers . . . 

… and 59% of them plan to make 
major changes to their websites

… and 58% of them may be seeking 
outside help with their websites

Surge in Site Redesign

With one-third of local 
advertisers likely to 

seek outside help for 
their websites, 

businesses that sell 
website redesign are 

well-positioned to 
secure more marketing 

business.

1.

3.

2.

Then…

Source:  Borrell’s Q2-3 2016 Local Advertiser Survey; N = 7,564 responses
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Digital Services Larger than Online Advertising
Jacksonville, FL example

$2.4 billion
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Digital Services Larger than Online Advertising
Jacksonville, FL example

$2.4 billion

Overall Market
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Digital Services Larger than Online Advertising
Jacksonville, FL example

Businesses with under 25 employees
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Digital Services Larger than Online Advertising
Jacksonville, FL example

$2.4 billion

20 sub-categories
Including:

• Website Design
• Web Hosting
• SEO
• Online Video Production
• Social Media Mgmt.
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We are VERY happy with our online provider -
XXXXXXX.  They manage our website and all social 

networks and write all the blogs - and do an 
excellent job which is aligned with the corporate 

franchise directives.

Golf Resort,
$5 million revenue
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#4

Advertisers will 
partner with a media company 
whose sales reps listen & can 

PROVE ROI.



© 2017 Borrell. ALL RIGHTS RESERVED.
2/21/2017

60

(Give Us) More knowledgeable representatives 
who can suggest options backed by knowledge and 

data…. The new generation of adults are not 
reading newspapers, so we must find other ways to 

advertise to them.

Legal Services
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Learn about your customers and what their needs 
are then fulfill them. Stop trying to just ‘sell’ a 

standard package to everyone. Do business with a 
handshake. Establish credibility. Become a 

marketing partner and someone that can be 
counted on, not just the ad rep du jour.

Insurance Agent
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Having reliable data to measure ROI; limited time 
and budget to expand social media/online 
presences and SEO.

Measuring ROI

My company faces great challenges in finding 
ROI in high priced internet advertising 
packages. We find it difficult to find the right 
balance in our advertising budget.

costs and ROI

Showing an ROI for our advertising buys 
(awareness campaigns versus product or 
promotion pushes) 

ROI

Measuring the ROI

What works the best and gives the best ROI

tracking and ROI

Accurate ROI in advertising investments.

ROI

Expense - ROI

We are unsure how successful social media 
marketing is - but that is the best place to find out 
costumers. What is the ROI? 

ROI

Measuring ROI for my executive team

Selecting products with best ROI 
within budget. Maintaining a 
traditional presence and growing 
digitally.

Getting more ROI.

Budget and ROI

Getting good KPIs and ROI. Finding companies 
with good and knowledgeable account 
executives that know their products.

ROI, and keeping track of 
what works

Determining ROI for advertising.

What is your biggest marketing challenge?

Measuring ROI in terms of prospects, 
new customers and sales revenue.

There are so many choices in advertising today and many of them are very expensive.  Unfortunately, 
it's difficult to determine your ROI on most types of advertising, but you have to put yourself in front 
of your audience in many different ways.  

Getting a substantial ROI

Measuring ROI
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9%

34%

35%

36%

42%

44%

46%

52%

54%

Cinema

Out of Home

Directories

Newspapers

Direct Mail

Local Magazines

Radio

Cable TV

Broadcast TV

Which Medium Works Best With Digital?

Thinking of your digital marketing goals, rate how each type of media 
works in helping you reach those goals.

Source:  Borrell SMB Panel, August 2016; N = 397 responses

One-third to more 
than half of 

advertisers believe 
traditional media 

complements their 
digital goals well.

The Good News:
Traditional Media Drives Digital Goals
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#5

Advertisers aren’t advertisers.
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We are mostly word of mouth - advertising doesn't really 
influence our numbers so we don't spend a lot of time or money in 

it..

The 'buying influence' is typically a personal recommendation so I 
have to influence positive current clients to talk up the schools.

Dude Ranch

Residential Construction, $5 million revenue
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Best Source of Leads

Source:  Borrell’s Q2-3 2016 Local Advertiser Survey; N = 7,564 All Advertisers, N = 4,068 Newspaper Ad Buyers

Referrals, company website & 
social media cited more than 

newspaper BY newspaper 
advertisers

66
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These things have a much larger 
impact on our business than any paid 

advertising. 

Restaurant,
$2 million revenue
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3 Things to Remember

1

2

3

It’s not Advertising and/or Marketing; it’s Influencing

Audience Based Selling is dying; Customer Based Selling is on the rise

Year of Sales Execution
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