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Background & Methodology

This is our 16th year conducting surveys on local online operations and our sixth year compiling 
this report for RAB. This report analyzes data derived from three principal sources:

 1. MEDIA AD REVENUE: Our database of ad revenue and expenses for 10,190   
  local online operations in the U.S. and Canada, including 3,085 local radio stations,1  
  most of them part of one of the 694 multi-station market clusters in the database.

 2. LOCAL BUSINESS AD SPENDING: Our database of Local Ad Spending Report 
  (LA$R™) estimates for every U.S. Digital Marketing Region (DMR).   A list of DMR2 
  expenditure forecasts for 2017 appears in Appendix A, and a description of the 
  methodology used to compile this data can be found in Appendix B and 
  at www.adspending.com.

 3. RADIO ADVERTISER SURVEY:  Our 44-question survey of 1,351 local radio 
  advertisers, culled from a larger survey of 3,511 local businesses via crosstab of those 
  who said they currently buy radio. The survey was conducted from April-July 2017. 
  Details can be found at www.borrellassociates.com/promo/2017-survey-results.

 4. RADIO MANAGER SURVEY:  An online survey conducted in December 2017 and 
  January 2018 of 126 respondents representing more than 1,000 stations. The survey 
  asked about digital revenue sources, strategy, sales methods, and other issues 
  related to digital operations. Of the respondents, 10% were owners, 28% GMs, 43% 
  sales managers, 4% were sales reps, 4% were directors of digital operations, and 11% 
  held other titles. We collectively call them “radio managers” in this report.

For our media revenue surveys, we solicit participation by telephone and email and supplement 
information with phone or email interviews. Participation is voluntary and without incentives. It 
is also confidential. We do not furnish the names of participating media companies, nor do we 
reveal market-specific data in such a way as to identify participants. 

By combining this information with Borrell’s local ad-spending data estimates for each market 
(the methodology for which can be seen at www.adspending.com), we are able to assess the 
competition among TV, newspaper, radio, cable, yellow pages and pureplay internet companies 
for local online advertising dollars. A market-by-market list of local online ad spending in 
2017, broken out by format, can be found in Appendix A. These estimates are what we use for 
advertising share analysis.

1
Not all points of analysis cover 3,085 radio stations. Charts and tables display the “n = xxx” designation, whereby “xxx” refers to the number of stations 

included in that particular analysis.

2
DMRs refer to a multi-county region where local advertisers tend to confine their digital advertising expenditures. There are 513 DMRs.  For more information, 

visit www.borrellassociates.com/dmr. 
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EXECUTIVE SUMMARY

Despite wide concern by national advertisers of ad fraud and overspending on digital media, 
local businesses continue to plow more money into it.  Local radio advertisers are especially 
enamored with digital marketing. In a recent survey, 70% of radio advertisers said they were 
planning to increase spending in digital.

Latching onto this trend, radio stations have been adding digital products and services to 
their offerings. More than twice as many stations are now selling products such as SEO, 
website design and social media management than two years ago.  These products have 
become complements to the banner ads and audio streaming spots that most stations have 
been selling for years.

While digital remains a small supplement to over-the-air revenue, it continues to grow in 
importance. Last year digital revenue accounted for 7.5% of station revenues, on average.  
That’s up from 6.3% a year ago.  Local digital revenue hit $700 million, with the average 
market cluster generating $1.1 million.

This report offers not only detailed benchmarking information to help stations gauge how 
well they’re doing (or might do) in digital sales, but also a great deal of insights from a survey 
of more than 1,300 radio advertisers as to why digital marketing is so important, and how it 
fits in with radio.



COPYRIGHT © 2018 Borrell ASSOCIATES INC.  ALL RIGHTS RESERVED
6

CHAPTER 1

Digital’s Growing Importance to Radio Budgets 

Last year local stations generated $700 million in digital ad revenue, 13.4% more than the 
previous year. We’re forecasting slightly better growth for 2018 due to a spate of new 
digital products that many station groups are beginning to sell. These new products include 
high-demand digital services such as search engine optimization (SEO) and social media 
management. Our forecast is that digital revenue will approach $800 million, 14.0% more than 
last year.

 Source: Borrell Associates Inc.  © 2018 Borrell

The average station brought in $237,468 in digital revenue in 2017, and the average market 
cluster $1.1 million.3 Averages being what they are, small-market stations were lucky to crack 
the $50,000 mark. Some were still laboring to get a few thousand dollars in banner-ad sales 
or streaming-audio commercials. We found that underperforming stations tend to rely solely 
on banners and audio spots, while top performers have a greater mix of digital offerings that 
include video ads, email marketing, audience-extension programs, and digital 
marketing services.

3
 These numbers are about the same as last year because we purged some stations from our database for “unverifiable” revenue estimates and added 

several hundred stations that provided their actual revenue data. Becaus all of those purges and additions were in smaller markets, it pulled the overall 

averages down slightly.
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Digital revenue continues to be a minor supplement to over-the-air ad dollars, but a growing 
and increasingly important one nonetheless. Last year it comprised 7.5% of the average station’s 
ad revenue. This year, as over-the-air revenue continues to remain compressed and digital sales 
grow at a double-digit clip, we’re expecting the average to hit 8.8%. For some station groups, 
it’s already above 10%.

 Source: Borrell Associates Inc.  © 2018 Borrell

Throughout 2017 we heard stories of digital ad fraud and skepticism by national advertisers 
who believed they had overspent on digital media. The story, however, hasn’t reached local 
advertisers – or if it has, they aren’t fazed. Our survey of 3,511 local advertisers at midyear 2017 
showed that 63% were planning to increase their digital spending. When we isolated responses 
from 1,351 participants who were buying radio advertising, we found that 70% were increasing 
digital budgets, while 17% were increasing radio budgets. (More results on how these 1,351 radio 
advertisers feel about digital can be found in Chapter 2.)

Why has digital media captivated local marketers so much? The answer is simple:  It’s easy to 
buy, and it comes with supporting data. Our monthly panel of local marketers told us in 2016 
that they were increasing digital budgets because “There’s more data available about who we’re 
reaching,” and “It’s easy to buy, track, and understand.” 4

If there’s any sign of a slowdown it’s in the rate of increase. It’s been abating since 2014, when 
growth in locally spent digital ad dollars peaked at 51.2% higher than the previous year, then 
started falling. We’re forecasting that it will grow 12.7% in 2018, slowing to half that rate in 2019 
and then basically going flat or slightly negative for the foreseeable future. 



COPYRIGHT © 2018 Borrell ASSOCIATES INC.  ALL RIGHTS RESERVED
8

What’s the cause? It may be that the experimentation has ended and that advertisers have 
begun to settle in on an appropriate mix of online and offline advertising for their campaigns. 
It’s also possible that there’s more churn between digital marketing channels (such as search 
advertising, banner ads, and social media) than there is from traditional media.

Meanwhile, radio’s digital-sales growth rates continue a slow but steady climb, from 11% in 2015 
to the forecast 14% this year.

Source:  Borrell Associates Inc.  © 2018 Borrell

4
 Borrell’s monthly panel of local advertisers, July 2016. Responses for the question totaled 493. “Which best describes why you are increasing your digital 

advertising?” Responses: 57% said “more data available about who we’re reaching” and 52% said “it’s easy to buy, track, and understand.”  35% said “it 

works better than other types of advertising we’ve used.”
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We base some of our conclusions on what radio managers told us in our December 
2017-January 2018 survey. That survey shows significantly more optimism for growth in the 10% 
to 19% range this year. About one-third of respondents say they’re budgeting growth of 20% 
or more.  The chart below compares how radio managers said their stations performed in 2017 
with what they’re budgeting for 2018.

 

Source: Radio Managers Survey, Dec. 2017-Jan. 2018; N = 126 responses  © 2018 Borrell
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CHAPTER 2

How Radio Advertisers See Digital Media

This chapter examines the survey responses of 1,351 local businesses buying radio advertising in 
2017. One of the key questions we asked was, On a scale of 1 to 5, how do you rate the effective-
ness of each advertising medium you use?  For radio advertisers who also bought digital adver-
tising, they rated both equally. Another important finding: 75% of them said they buy digital and 
radio advertising together in campaigns. 

 

Source: Borrell’s Local Advertiser Survey, April-July 2017; N = 1,351 radio advertisers and 1,144 radio advertisers who also buy digital advertising.

© 2018 Borrell

We also found that 70% of radio buyers planned to increase digital budgets in the coming 12 
months5 and that the overwhelming type of digital advertising they planned to spend more on 
was social media. Email and search engine marketing were also favorites.
 

5 
  Responses were collected between April and late July 2017, so “coming 12 months” could mean the latter half of 2017 and into 2018.
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Source: Borrell’s Local Advertiser Survey, April-July 2017; N = 1,351 radio advertisers  © 2018 Borrell

The meteoric rise of social media as a marketing tool is underscored by the fact that Facebook 
– the primary social channel for any advertiser – didn’t effectively launch its simplified ad-place-
ment program until three years ago. Today, 73% of radio advertisers are buying social media 
advertising. They are spending, on average, $16,043 per year on it – about one-third of what 
they spend on radio advertising.
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% of Radio Advertisers Buying Digital Marketing, And What They Spend on It

 

Source: Borrell’s Local Advertiser Survey, April-July 2017; N = 1,351  © 2018 Borrell

For clues as to why radio advertisers continue to adjust their dials in favor of digital media, we 
asked them about marketing pain points. When asked what’s hardest to accomplish, it came 
down to ROI, time and money. Slightly more than one-third (the largest percentage) said cal-
culating ROI was the biggest issue, while roughly one-fourth said that finding enough time and 
money were among the greatest problems.  Note in the chart, however, that relatively small per-
centages of advertisers responded to each issue. That means marketing problems vary widely — 
though some may be more common than others.
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Source: Borrell’s Local Advertiser Survey, April-July 2017; N = 1,351  © 2018 Borrell

Radio advertisers’ top marketing goal is acquiring new business. (Our survey shows that this is 
true for all other advertisers as well, so it’s not exclusive to radio.) Their No. 2 and 3 goals are 
maintaining current business and building brand reputation. We took those three goals and 
matched them up against what radio advertisers said were the best types of media to achieve 
those goals, and found social media in the No. 1 spot for each.  Radio ranked second for acquir-
ing new business and maintaining current business, and ranked third (behind TV for building 
brand reputation).
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* Asked of radio advertisers who chose “acquiring new business” as a top goal

Source: Borrell’s Local Advertiser Survey, April-July 2017; N = 1,136  © 2018 Borrell

With all of this attention toward digital media and especially social media – and the fact that 
74% of radio advertisers say they purchase radio and digital advertising for their marketing cam-
paigns – we wanted to know whether radio sales professionals were offering them digital pack-
ages. We found that to be the case in 57% of the presentations, according to the radio adver-
tisers we surveyed. When digital is offered, 79% of the advertisers buy it. That’s pretty amazing, 
though we should note that respondents did not say they bought a digital add-on every time it 
was offered.

A large percentage of these same radio advertisers are also buying newspaper, yellow pag-
es, cable, and broadcast TV– and likely getting digital pitches as well. So we wanted to know 
whether radio advertisers were buying digital products from the competition. Turns out they are 
– in larger numbers.  On average, 72% of radio advertisers are hearing pitches for digital adver-
tising from their newspaper, yellow pages, TV, or cable advertising reps, while 57% of them get 
pitches from their radio sellers.
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* Asked of radio advertisers who were buying each type of competitive media

Source: Borrell’s Local Advertiser Survey, April-July 2017; Base sample of 1,136 radio buyers, of whom 1,022 also bought newspaper ads, 439 bought yellow page 

ads, 516 bought cable, and 535 bought TV.

© 2018 Borrell
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CHAPTER 3

Radio Managers’ Survey

This chapter gauges how radio managers feel about their stations’ digital efforts. We asked how 
they felt about their stations’ digital strategy, their sales teams’ ability to sell digital advertising, 
growth rates for digital sales, and various aspects of their customers’ digital activities.

Their opinion on strategy is improving. The most recent survey showed 61% rating their digital 
strategy “brilliant to fair,” up from 49% four years ago.  More than one-third of the managers, 
however, believe their station has a poor digital strategy or none at all. 

 

Source:  Borrell/RAB surveys; N= 150 responses for 2014; 169 for 2015; 206 for 2016; 190 for 2017; 126 for 2018.

© 2018 Borrell

Digital sales ability also shows improvement. Our most recent survey showed that 59% of the 
managers rated their team’s abilities good to excellent, compared with last year’s 53%.  There 
was also slight improvement in the “excellent” rating.
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Source:  Borrell/RAB surveys; N= 206 responses for 2016; 126 for 2017.

© 2018 Borrell

In the previous chapter we showed that 57% of radio advertisers said their radio sellers were 
offering digital products in their presentations. The following two charts show that radio 
managers have a somewhat different perception. 

When we asked radio managers a similar question, 51% said their station tries to include digital 
with every presentation. That’s slightly lower than what advertisers told us. But when we asked 
what percentage of their advertisers also bought digital products from their stations, the vast 
majority said less than one-third. This is in sharp contrast to the 45% of radio advertisers who 
said they were buying digital products from their radio sellers.  (Because the radio advertisers 
included a larger sample (1,350) than the radio managers (126), we suspect that there’s more 
reliability in the advertiser results.) 

 
Source:  Borrell/RAB surveys; N= 126

© 2017 Borrell
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Source:  Borrell/RAB surveys; N= 126  © 2018 Borrell

Flipping the question around, we discovered huge overlap in those buying digital advertising 
who are also buying radio advertising. This gives more credence to the theory that the radio 
industry isn’t using digital products to create a new business so much as it is to retain existing 
radio customers or perhaps draw new ones in.

 
Source:  Borrell/RAB surveys; N= 126  © 2018 Borrell

Finally, given the enormous popularity of social media, we wanted to know whether radio sellers 
were discussing it with clients, and how clients seemed to feel about social media.  We found 
that 90% of the managers surveyed said their sellers have had the discussion.  Moreover, one-
third of them have it often.



COPYRIGHT © 2018 Borrell ASSOCIATES INC.  ALL RIGHTS RESERVED
19

 

Source:  Borrell/RAB surveys; N= 126  © 2018 Borrell

When managers were asked whether they believed their advertisers liked social media, 69% 
said most of them seemed to like it and 8% said most seemed to “love” it.  They’re right:  Our 
survey of 1,136 radio advertisers showed that, of 30 different types of media they were asked 
about, Social Media ranked the highest in terms of effectiveness, displacing all other forms of 
traditional and digital media. 
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CHAPTER 4

Benchmarking Radio Stations’ Digital Revenue 

This chapter helps stations and market clusters compare how they’re doing against peers and 
gauge their digital revenue potential. There have been changes in our dataset since last year 
that have adjusted the market averages slightly downward for smaller markets. That’s because 
we purged data from a number of stations that we felt had become unreliable, and added actual 
revenue data from nearly 200 new stations. The changes affect only smaller markets.

The tables on the following pages display the ranges for revenue and market share, by market 
size. We should note that 98% of those reporting revenues to us do so by market clusters. The 
remaining 2% are individual stations. Per-station revenues in the chart below were calculated by 
dividing the total digital revenues reported by the number of stations reporting. 

Average revenues per station ranged from $39,179 in the smallest of markets to $593,050 in the 
largest. Growth rates for 2017 varied by market size, with large-market stations seeing slower 
growth than smaller-market stations.

Per-Station Digital Revenue by Market Size, 2017 vs. Prior Year

 Source:  Borrell’s Digital Revenue Database  © 2018 Borrell

For market clusters, the average ranged from $192,555 for small-market stations to $2,681,959 
for large markets.  We include median and highest revenue for each market size to underscore 
the danger of averages.  For instance, average revenue tends to be 1.7 times larger than the 
median, and the top performer tends to get 5 times more than the average.  It illustrates the fact 
that digital revenue is still a nascent, supplemental revenue stream for many stations that have 
chosen not to focus a lot of sales resources on it right now.
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Per-Cluster Digital Revenue by Market Size, 2017

 

Source:  Borrell’s Digital Revenue Database  © 2018 Borrell

 

Source:  Borrell’s Digital Revenue Database © 2018 Borrell
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An Important Change in Determining Market Share
For market share, we’re offering a different view than we have in the previous five years for our 
RAB reports. We’re shifting from estimating share of all locally spent digital advertising within 
a cluster’s geographic market, to its share of “addressable digital revenue.” The addressable 
market factors out dollars that are spent directly with out-of-town Internet companies and looks 
specifically at digital revenue being collected by in-market media companies. These in-market 
companies encompass all local media entities that employ on-the-ground people selling digital 
products to local businesses. Included are newspapers, yellow pages, radio stations, TV stations, 
cable systems, direct mail companies, and local magazines.

On average, 18% of everything that’s spent on digital advertising by businesses located 
inside a market goes to a locally based media company. The remaining 82% goes to Google, 
Facebook, Yelp, Homes.com, Autotrader.com, and a bevy of other Internet companies. We’ve 
provided examples of how locally spend digital advertising is split up in St. Cloud, Roanoke, and 
Oklahoma City. The addressable share of locally spend digital advertising ranges from 12% in St. 
Cloud to 26% in Roanoke.  In each case, radio stations operating within those markets receive a 
share of that addressable market. All radio stations operating within a market get a combined 
6% share of the addressable spending, on average. 

 
How Much Digital Advertising Is ‘Addressable’ by Local Sellers?

 

 

Source:  Borrell’s Compass database/adspending.com  © 2018 Borrell
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An individual cluster averages between 1% and nearly 7% of the addressable share. We found 
instances in smaller markets where stations were getting 30% or more of the market share. 
These high shares are isolated to smaller markets, where print and television competitors aren’t 
as dominant.

Per-Cluster Share of Addressable Digital Market, by Market Size, 2017

  

Source:  Borrell’s Digital Revenue Database  © 2018 Borrell

 

Source:  Borrell’s Digital Revenue Database  © 2018 Borrell

To determine your cluster’s market share and the appropriate ranking for your market, see 
Appendix A.  “DMR” stands for Digital Marketing Region, a designation that encompasses 513 
geographic markets where digital advertising tends to be concentrated. For the methodology 
behind determining DMRs and to see which counties are included in each DMR, 
visit www.borrellassociates.com/dmr



COPYRIGHT © 2018 Borrell ASSOCIATES INC.  ALL RIGHTS RESERVED
24

Key Sources of Digital Revenue for Radio Stations
While the main sources of revenue vary for stations, there are some basic truths:  Banners and 
streaming audio remain the staples. One big change we’ve noticed is a jump in the percentage 
of digital revenue coming from streaming audio commercials. Combined with the decline in 
dependence on banner ads, it means that audio spots are now the largest single source of 
digital revenue for 27% of the stations. The more interesting trend, however, is the variety 
of digital products that play a significant role in digital sales. Note that one-third of station 
managers – the largest percentage of all – said that some other type of digital product not listed 
was their No. 1 source of revenue. Those selecting “other” responded that mobile programming, 
social media, streaming video commercials, or paid search were their largest revenue sources.

 

Source:  Borrell/RAB surveys; N= 126  © 2017 Borrell

The number of stations now selling digital services in addition to advertising jumped from 37% 
last year to 58% in our current survey. That’s because many station groups either launched or 
expanded their offerings. Cumulus jumped into the game last year when it launched its digital 
services unit, dubbed C-Suite, joining Entercom’s Smart Reach Digital, Hubbard’s 2060 Digital, 
and Townsquare Interactive, to name a few.
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Most Stations Now Sell Digital ‘Services’
In addition to digital advertising, is your station also selling digital services?

 

Source: Source:  Borrell/RAB surveys; N= 206 responses for 2016; 190 for 2017; and 126 for 2018  © 2018 Borrell

The most prevalent service product is SEO, sold by 89% of the stations in our managers’ survey.  
Website development, “responsive design” (allowing web pages to render appropriately on 
mobile devices), and social media management were also popular products, offered by three-
fourths of the stations that sell digital services.

Types of Digital Services Stations Are Selling

 

Source: Source:  Borrell/RAB surveys; N= 126 responses  © 2018 Borrell
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Emerging Audio Platforms
Finally, with so much talk about podcasts and voicebots such as Google Home and Alexa, we 
thought we’d ask managers the burning question:  Is there any money in it?

To our surprise, we found that half of the stations that offer podcasts were selling advertising 
within that programming.  (Still, that amounts to 22% of all stations, since only 44% of them said 
they are actually producing podcasts.)

Regarding voicebots, only a small percentage of stations were providing content specifically 
for Alexa or Google Home, and a likewise small percentage (12%) planned to start an offering 
in 2018. Given the hype around these devices and growth in device sales, we expect these 
numbers to change significantly by our next survey.

 
Source:  Borrell/RAB surveys; N= 126 responses  © 2018 Borrell
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CONCLUSIONS

There’s certainly a lot of food for thought in this report. It offers, for the first time, a more 
realistic look at the digital dollars in play – the “addressable share” for local media companies. 
Knowing what you’re chasing in terms of dollars is a vital bit of information when determining 
how much to invest in product, platforms, and sales effort.

Paring this year’s report down to the biggest revelations, three things grabbed our attention:

 • The Social Media conversation is an important one.  The topic is front an center with radio 
  advertisers, and it’s a good thing that 90% of station managers surveyed say their sellers   
  are discussing it with customers. Our worry is that those conversations might be negative 
  – as in “Social media? That stuff doesn’t work!”  Radio advertisers are experiencing 
  otherwise. Social ranks No. 1 in terms of meeting their three most important marketing
  goals: acquiring new business, maintaining current business, and building brand 
  reputation. Thus, it’s is the No. 1 type of advertising they plan to spend more on. 
  We’d recommend checking with salespeople to see exactly what they’re saying in those 
  conversations – and getting everyone on the same page.

 • Offer digital to radio advertisers, and 78% will buy.  Trouble is, at least one-third of 
  advertisers said their radio sellers are not offering it, and TV and print competitors are 
  offering digital products more often and more successfully to radio advertisers. Spend 
  some time with the chart at the end of Chapter 2…and note that it pertains only to 
  radio advertisers.

 • There’s something wrong. The vast majority (82%) of station managers told us that only 1 
  in 3 of their radio customers are buying digital advertising from them. Yet 85% of the 
  1,500 radio advertisers we surveyed said they’re buying some sort of digital media. Radio 
  often has the exact same digital offerings as print and TV competitors. So the problem 
  may be in the sales pitch.
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APPENDIX A
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As a data-driven company, we are experts in local advertising. 

We are the leaders in tracking and forecasting local ad spending 

across any market in the U.S., Canada or the U.K., down to the county 

or province level. We help clients gauge the levels of advertising 

and marketing expenditures in their markets by any type of business. 

We help media companies increase their market share and marketers 

adjust their budgets  

Methodology & Model

-
ditional media. Since the late 1990s it has continuously progressed to include deep levels of data that monitor online advertising. Now 
used by more than 7,000 companies, our ad-spending estimates are derived from a blend of bottom-up and top-down data, as well as a 

Unlike most other companies, our approach starts at the bottom with local business expenditures, instead of at the top — media compa-
nies receipts. This is based on our belief that the media world has become so complex and fragmented that it’s impossible to deliver an 
accurate assessment via only the traditional top-down approach of tallying receipts of the largest media companies.

Our model is designed with a powerful and unwavering local focus. This model of collecting expenditure and receipt data enables us to 
measure ad spending that is generated and spent in any given market, directed to a market from elsewhere, and generated in a market 
but spent elsewhere. For more detail on our methodology, visit www.adspending.com. 

Company Pro�leCompany Pro�le

BORRELL

Tomorrow's Media Understood Today

by providing detailed data and insights.



Industry Papers and Subscriptions

We release a variety of analysis-rich industry papers and memoranda throughout the
year. These papers are typically published every 30 days and include dozens of charts 
and tables, as well as appendices packed with market-level data. They cover topical 
issues in both online and mobile advertising, often in the framework of how those 
trends a�ect traditional media. Annual reports include:

- SMB Spending on Digital marketing
- Real Estate Advertising Outlook
- Automotive Advertising Outlook
- Local Advertising Forecasts
- Benchmarketing Local Online Media
- Political Advertising Outlook
- Recruitment Advertising Outlook

Local Advertiser & Consumer Surveys

Our local market survey programs deliver powerful insights. Ongoing SMB surveys are o�ered in waves (standardized questions); 
other surveys can be customized to �t a client’s needs. How well do you know your local market? How are advertisers thinking 
about their radio, newspaper or yellow pages budgets today? What are they planning to do with interactive marketing in the 
coming year? How are consumers thinking about your website or mobile app? Where do they go to get local news or information 
on local shopping? All these questions and more can be answered with our surveys.

Interactive Revenue-Acceleration Program (IRAP)

Our Interactive Revenue Acceleration Program is o�ered exclusively to Compass subscribers. It puts media companies on the 
fast track to driving signi�cant growth in their digital sales e�orts. This turn-key program brings a Borrell expert to the client’s 
market to o�er a higher level of training on using the data, as well as seminars to educate local advertisers about the bene�ts 
of digital marketing. Clients routinely see an ROI of 300% or more from this program.

Market Data

Our market data is remarkably deep, o�ering ad-spending assessments across each of the12 media types (newspaper, online, TV, 
radio, direct mail, etc.) and for any of 100 business categories (furniture stores, car dealers, hospitals, telecommunications, etc.). 
It now includes mobile and promotions data and offers backcasts and forecasts up to five years. Under the umbrella of our 
Local Ad Spending Report (LA$R™) data set, our data subscription product — The Compass — offers an interactive tool that 
media managers, analysts and sales professionals use to manipulate the data to uncover enlightening facts.

The richest data surrounds the levels of spending on digital media. For instance, The Compass o�ers guidance on how much a 
mid-size auto dealer in Albuquerque might spend on search engine advertising, search engine optimization, or online video ads. 
We are continuously improving the o�erings to meet our clients’ needs and o�er monthly user group webinars with Compass 
subscribers. For a preview or to schedule a test drive, visit www.adspending.com 



 

Revenue Survey 
Since 2001, we've been collecting data on interactive revenues and expenses from local media companies. The data encompasses more 
than 11,000 companies, giving us an accurate picture of online advertising sales across the U.S. and Canada. We conduct private bench-
marking reports for local media companies and compile an annual summary of the data in our "Benchmarking Local Online Media" 
report each spring. The data allows us to study the best-practice companies and how they're able to achieve as much as 10 times 
the average market share. 

Conferences & Company Presentations 

Our annual conferences, Advantage: GeoMarketing, in San Francisco, and Local Online Advertising Conference, in New York, are 
�rst class events. Held each fall, AdGeo brings together hundreds of local digital media executives. LOAC, held each spring, brings 
together the largest group of local interactive media executives of any conference. Eighty percent of the attendees of each
conference are company executives, most of whom are in charge of digital strategy. In addition, we speak at nearly 100 company
 meetings and conferences each year. Excellent presentation skills are a core competency at Borrell.

An Annual Subscription is the best way to stay informed on the most important industry trends. Subscribers receive:

- At least 12 industry papers per year
- Access to all archived papers
- Access to interactive webinars with lead analysts discussing report �ndings
- Downloadable PowerPoint with all  report charts and tables
- Client memoranda as issued on pertinent topics

Webinars

We host or participate in dozens of webinars throughout the year. Our topic list is extensive. We develop custom presentations 
speci�cally for companies, trade associations or other groups. We do not conduct sponsored webinars.


