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Background & Methodology

This is our 20th year conducting surveys on local online operations and our 10th year compiling this 

report for RAB. This report analyzes data derived from four principal sources:

 1. MEDIA AD REVENUE: Our database of ad revenue and expenses for more than 11,000 local 

  online operations in the U.S. and Canada, including 3,645 local radio stations, 
1 
most of them 

  part of one of 813 multi-station market clusters.

 2. LOCAL BUSINESS ADVERTISING EXPENDITURES: Our database of local ad-spending 

  estimates for every U.S. Digital Marketing Region (DMR). 
2
 A list of obtainable digital revenue 

  in 2021 for each DMR appears in Appendix A. The methodology used to compile this data can 

  be found at www.adspending.com.

 3. SURVEY OF RADIO BUYERS: Our survey of 1,107 local radio advertisers, culled from a survey 

  of 2,811 local businesses via crosstab of those who buy radio advertising; the survey, 

  encompassing more than 40 questions, was conducted from April-June 2021. Details can be 

  found on the “SMB Survey” tab at borrellassociates.com.

 4. SURVEY OF RADIO MANAGERS: An online survey conducted in December 2021 and January 

  2022 of 256 respondents representing approximately 2,900 radio stations; the survey asked 

  about digital revenue sources, strategy, sales methods and other issues related to digital 

  operations. They were offered an incentive in the form of a chance to win one of three 

  Amazon Echo Show devices, with winners drawn at random after the survey ended. Of the 

  respondents, 5% were owners, 44% were GMs or other senior-level executives, 39% were sales 

  managers, 8% were sales reps and 4% were digital operations managers. We collectively 

  call them “radio managers” in this report. Sixty-eight percent of respondents were reporting 

  for a single market, and 14% were reporting for two markets. 

For our ongoing surveys of media companies’ digital revenues, we solicit participation by telephone and 

email, then we supplement information with phone or email interviews. Participation is voluntary and 

without incentives, except in cases where we offer benchmarking insights to participants. Participation 

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. We collect the data year-round and have 

been doing so since 2002.

1   Not all points of analysis cover 3,645 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 market   

 definitions, visit https://compass.borrellassociates.com/standard-market-definitions

https://compass.borrellassociates.com/standard-market-definitions
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EXECUTIVE SUMMARY

What a remarkable year for digital sales. Stations saw an average increase of 33% in 2021, driving the 

industry’s local digital revenue to $1.5 billion, which was 50% more than pre-pandemic levels. By year’s 

end, local digital sales represented 15.7% of total ad revenue. The average station made $362,250 in 

digital sales, and the average market cluster made $1,642,931. Years of honing strategies and sales 

training paid off in another way as well: Of all local media competitors, none possessed higher rankings 

than radio sales reps among 2,811 advertisers surveyed in 2021.

As 2022 got underway, abundant optimism ruled. One-fourth of station managers believe their digital 

strategies to be “brilliant,” more than twice as many than felt that way a year ago. And they’re no 

longer calling for more and better digital products to help them meet their digital budgets. Their 2022 

battle cry is for reinforcements in the form of more digital-only sales reps, as well as more digital 

training.

All signs point to another bountiful year. We’re forecasting local digital sales to grow 22%, drawing the 

industry closer to the $2 billion milestone and approaching 20% of total local advertising revenue.

The radio industry seems to have finally found its digital mojo. In a survey of 2,811 local ad buyers, 

radio reps got the highest ratings for possessing superior marketing expertise among all print and 

broadcast competitors. They were also considered on par or higher than competitors in terms of 

digital savvy. It’s an important distinction. Advertisers say that marketing expertise is the number one 

quality that prompts them to select a media company to work with. 

This report documents the progress of the radio industry toward developing its digital operations at 

the station level. It shows how those operations have continued to build steam, growing at a 

remarkable 17.4% compound annual growth rate over the past 10 years. Despite the impressive growth, 

the industry has captured a relatively small share of in-market digital sales revenue available to local 

media companies. The average share for market clusters was less than 10%, though some clusters led 

the way by garnering one-third to nearly half of all digital revenue available to print, broadcast and 

other locally based media in their markets.
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CHAPTER 1
Digital Barrels Toward the $2 Billion Mark 

If radio’s digital buoyancy in 2020 surprised anyone, what happened in 2021 must have astounded them. 
National podcasting revenue (not addressed in this report) skyrocketed, and sales of digital advertising 
and marketing services at the local level boomed. When the year ended, year-over-year growth rates for 
local digital advertising had nearly tripled, pushing sales to $1.5 billion, or 50% more than pre-pandemic 
levels. Local digital ad sales rose 33% last year and are forecast to grow 22% this year, drawing closer to 
the $2 billion milestone.

Source: Borrell Associates Inc.

© 2022 Borrell

The added revenue softened the blow of the 25% to 35% decline in core radio advertising that most station 
groups suffered in 2020. Adding digital sales to the equation, radio came close to achieving a net gain 
in overall revenue in 2019, but it slipped back into the negative in 2020 because of the steep decline in 
broadcast sales. Then, a remarkable thing happened. In 2021, core radio revenue soared 24% and digital 
sales grew 33%. It was the first time in more than a half-dozen years 

3
 that the industry saw net growth. 

Radio sales accounted for 80% of the net gain (adding $1.5 billion over 2020), while digital accounted for 
20% (adding $370 million).

3  
  Based on Borrell data. Radio’s local revenue for 2022 is forecast at $7.64 billion for core advertising and $1.75 billion for digital, for a total of $9.4 

billion, compared with $8.0 billion for core advertising in 2021 and $1.49 billion for digital, for a total of $9.49 billion.
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Source: Borrell Associates Inc.

© 2022 Borrell

The radio industry has been picking up steam with digital sales for more than a decade. Annual growth 
rates have been positive since stations started selling banner ads on their websites in the early 2000s. 
Growth rates increased steadily as stations added streaming audio, audience-extension and geotargeting 
products, digital services and now OTT advertising. Over the past decade, digital sales have grown at an 
impressive 17.4% CAGR.

Source: Borrell Associates Inc.

© 2022 Borrell
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High growth was the norm across nearly all station groups. Through the third quarter of 2021, digital sales 
at Beasley, Audacy, iHeart, Saga, Cumulus, Townsquare, Salem, Urban One and Entravision grew 30% or 
more. More than one-fourth of stations in our database reported digital growth of 50% or more. Thirteen 
percent reported flat or negative growth.

One gauge that stations use to determine progress is the percentage of total ad revenue derived from 
digital sales. Publicly held groups with large holdings in podcasting reported higher percentages of digital 
advertising than the rest of the group. However, when we backed out podcast revenues, most of which 
were national, the percentage dropped considerably. For instance, Audacy went from nearly 20% to 9% 
of total ad revenue derived from local digital sales; iHeart from 24% to 19%; and Cumulus from 15% to 10%. 
Similarly, Townsquare Media’s separate venture, Townsquare Interactive, contributes to the company’s 
estimate 47% of its total ad revenue that comes from digital sales. When Townsquare Interactive – not 
connected with its local stations – is backed out, the figure drops to about 33%. 

The figures in the chart below represent an apples-to-apples comparison for digital sales efforts at the 
local station level. Overall, the average local station saw 15.7% of its advertising revenue coming from 
digital product sales. In 2022, we’re forecasting it to be 19.2%. 

Source: Borrell Associates Inc.

© 2022 Borrell

Our forecast is guided partially by what station managers told us they were budgeting for 2021. They are 
typically more enthusiastic than realistic, but last year their budget expectations for 2021 were on target 
with the results. We, however, were not. Our forecast was for 18% growth in 2021, thinking that recovery 
from the pandemic would take longer. Things cleared up by spring, and digital sales for the year 
soared 33%.  
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In our recent survey, 63% of managers told us they were budgeting for increases of 20% or higher this year, 
with 14% expecting increases of 40% or more. Their enthusiasm calculates to an average increase of 28% in 
digital sales for the industry, accordingly. We’re forecasting slightly lower overall growth, 22%.  

Source: Radio Managers Survey, Dec. 2021-Jan. 2022; N=256 responses

© 2022 Borrell
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CHAPTER 2
What Local Radio Buyers Are Thinking

In 2020, many advertisers had hit pause on ad budgets for broadcast, print and outdoor media, but were 

spending more on digital marketing. In 2021, spending accelerated for both. When we surveyed 2,811 ad 

buyers, an altered mindset became apparent. We found:

• Internal marketing teams are being built. Forty-five percent of advertisers surveyed said

that an internal group – no longer the owner anymore – controlled marketing and

advertising decisions. The creation of these teams was necessary because of increasing

responsibility for managing “owned” media such as their Facebook page, Twitter account,

YouTube channel, email lists and company website.

• They want personal contact, not DIY platforms. Marketing has become complex. They

have questions. Nearly half use a self-serve platform, but when asked to select a single

preferred method of buying local advertising, 82% chose a method that involved dealing

with a real person, not a DIY platform.

• Interest in OTT is booming, but more businesses “use” it than “buy” it. While 43% of said 

they were using OTT for marketing purposes, only 13% said they buy it.

• Businesses will buy from media reps who offer unbiased marketing advice. They want

marketing partners, not advertising vendors. When asked what prompts them to buy from

a media company, “holistic marketing expertise” tops the list.

• Radio reps possessed the highest ratings for marketing expertise. Of all survey

respondents, 41% said radio reps held substantial or exceptional marketing expertise,

beating out TV, cable, newspaper, outdoor and direct mail reps. For digital expertise, 28%

gave radio high ratings, on par with TV and cable, and higher than the ratings given to

newspaper and direct mail reps.

Within our survey of 2,811 ad buyers last year were 1,107 businesses that buy radio advertising. For the rest 

of this chapter, we will focus on that segment only.

The table on the next page shows what forms of marketing those radio buyers used in 2021 and how 

much they spend on each. Note that 88% of all radio buyers are buying some form of digital media, with 

social media being the most bought form at 69%. Event sponsorships ranked next-highest in popularity, 

rebounding to pre-pandemic participation levels of 54%. 
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Source: Borrell’s Local Advertiser Survey, April-June 2021; N = 1,107 radio buyers

© 2022 Borrell

There was a slight but important change in the way we asked the question last year about other types of 

media. Instead of “What types of media do you use?” we asked, “What other types of media do you buy?” 

We found stark differences in several forms of digital media, particularly social media, OTT and email. For 

instance, this same table in our annual RAB report last year showed 96% of radio advertisers using social 

media; when we changed the wording to “buy” for our most recent survey, the percentage fell to 69%. 

Email went from 61% “using” it to 17% buying it, and OTT went from 43% using it to 13% buying it.

The chart on the next page illustrates the differences. Half of those who use email marketing aren’t buying 

sponsorships or banner ads within emails, and more than one-third of those using social media aren’t 

buying boosted posts or banner ads. (NOTE: For media where percentages are below 15%, it’s difficult 

but not impossible to use them for marketing without buying anything. For instance, a restaurant could 

get a press release about a new chef published in a city magazine and thus “use” magazine marketing 

without buying anything.)
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Source: Borrell’s Local Advertiser Survey, April-June 2021; N = 1,107 radio buyers 

© 2022 Borrell

The attraction to social media remains strong. We asked radio advertisers to rate the effectiveness of each 

platform. Facebook rose to the top, by far. Half of radio advertisers who use Facebook deemed it very to 

extremely effective for marketing. Instagram and YouTube were the only other social channels used by 

more than one-third of radio buyers. Both ranked half as high as Facebook in effectiveness.

    Social Media Usage & Effectiveness 

Source: Borrell’s Local Advertiser Survey, April-June 2021; N = 1,107 radio buyers 

© 2022 Borrell
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With 88% of radio buyers purchasing some form of digital advertising, we wanted to know whether they 

were buying it from their radio reps. The results tell us that 64% of radio buyers said they were pitched digital 

products by their reps, and that 67% of those who were pitched actually bought it.

Source: Borrell’s Local Advertiser Survey, April-June 2021; N = 1,107 radio buyers 

© 2022 Borrell

We also wanted to identify radio’s local competitors for digital sales. We found that print and broadcast 

media had higher “buy” percentages for digital media than did radio, with newspapers topping the list. 

Overall, 48% of radio buyers also buy newspaper advertising, and 60% of them are buying digital advertising 

from their newspaper rep.
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CHAPTER 3
Insights from Station Managers

If a rising tide lifts all boats, last year’s digital tsunami certainly bolstered opinions about digital strategies 

at radio stations. Those who deemed their strategies good to brilliant rose to 61%, the highest-ever level.  

 

Source:  Borrell/RAB surveys: N=190 for 2017; 126 for 2018; 132 for 2019; 188 for 2020; 220 for 2021; 227 for 2022

© 2022 Borrell

Moreover, twice as many station managers suddenly felt their digital strategies were brilliant. We believed 

it might be tied to their ebullience over high growth in sales. We were right.

 

Source:  Borrell/RAB surveys: N=190 for 2017; 126 for 2018; 132 for 2019; 188 for 2020; 220 for 2021; 227 for 2022

© 2022 Borrell
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Updating Your 
Digital Strategy 
for 2022
A well-defined digital strategy is a crucial 
component for successful salespeople. 
The importance of this was a major point 
in this year’s survey. The strategy needs to 
be flexible and revised regularly to address 
the rapidly changing digital advertising 
ecosystem.

1 /
Millennials currently make up the majority of B2B 
decision-makers. These advertising buyers operate 
much differently than the generations before them. 
Most are digital natives and have greater knowledge 
about digital marketing. That means you’ll need to 
pivot your pitch. 

Consider these new ways to connect with 
millennial customers:
• Use social selling techniques.
• Personalize your emails to be more specific to 

their industry.
• Highlight your organization’s credibility, 

longevity, successes and expertise. 

Cultivate a relationship beyond just trying to sell  
to them.

Rethink Who You’re Selling to  
When You Pitch 2 /

After some disruptive years in the marketplace, 2022 
is on target for recovery. eMarketer projects increased 
ad spend across many sectors. Of those that are 
most likely to purchase local digital ads, retail, 
entertainment, travel, automotive, financial services 
and healthcare should be on your radar. 

Think about how these industries changed in the 
past few years regarding how they engage with 
customers. Keep up-to-date on trends in these 
industries, too, by checking out trade publications. 
With this knowledge, you’ll be able to prospect more 
effectively to these advertisers.

Target Industries That Are  
Bouncing Back 

3 /
Every proposal you create should be specific to 
the advertiser. You’ll need to reflect on their goals, 
who their customers are, what ad channels they 
currently use and budget. Ask lots of questions in 
your initial conversation so that what you present 
to them is clear and on target. 

Make Your Proposals More  
Customized 4 /

Being consultative and helpful will win you more 
customers than traditional sales methods. You’re 
actually “selling” your expertise above anything else. 
Advertisers are going to have stories of previous 
digital advertising that went wrong. Taking the time 
to dissect why that happened and what you can do 
differently proves your value beyond the portfolio of 
ad products you offer.

Rethink Your Role as a Seller

Here are four ideas to help you update your digital strategy.

Source:  Borrell/RAB surveys: N=190 for 2017; 126 for 2018;  
132 for 2019; 188 for 2020; 220 for 2021; 227 for 2022

©️ 2022 Borrell
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Separating the survey responses of 52 managers who deemed strategies to be brilliant, we discovered that 

60% of them saw digital revenue growth of 30% or more last year, while fewer (43%) of all others saw that 

type of growth. Examining how the “brilliants” were budgeting for 2022, slightly more (46% vs. 40% of all 

others) said they were budgeting for growth of 30% or more this year. 

Source:  Borrell/RAB surveys: N=52 who felt strategies were “brilliant” and N=176 for all others

© 2022 Borrell

Attitudes continue to improve toward sales team’s digital capabilities. They improved significantly in 2021 

and jumped again in our 2022 survey. Only 11% believe their team’s digital abilities are poor – half of what it 

was three years ago.

 

 

Source: Borrell/RAB surveys; N= 132 responses for 2019; 188 for 2020; 220 for 2021; 227 for 2022

© 2022 Borrell



COPYRIGHT © 2022 BORRELL ASSOCIATES INC. ALL RIGHTS RESERVED
18Back to Contents

There were interesting shifts between our 2020, 2021 and 2022 surveys in opinions on what might impact 

digital sales the most. At the beginning of 2021, as the pandemic was still raging, managers were less 

interested in adding more sales reps and clamored for more/better digital products to sell. As 2022 got 

underway with a full year of proof that the market was buying what they had to sell, they reverted to a 

different plea: “More training!” and “More sales reps!”

 

Source: Borrell/RAB surveys: N= 95 responses in 2019; 186 in 2020; 218 in 2021; 227 in 2022

© 2022 Borrell

Because half of sales managers consider training the single most important influencer of digital sales, we 

wanted to know how often it occurred. In 2022, 74% of managers said their teams are trained at least once 

a month. Nearly half are trained at least weekly. 

 

Source: Borrell/RAB surveys: N=227 responses

© 2022 Borrell
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Regarding compensation, there was a substantial change. The percentage of managers who said reps 

received lower compensation for selling digital advertising shot up from an average of 12% over the past 

three years to 31% in our recent survey. When we queried several managers afterward, the reason became 

clear: Many digital products, such as SEM and audience-extension banners, have lower margins than 

traditional radio sales. The change may also indicate that the industry has begun hiring more digital-only 

sellers, lessening its dependence on radio reps to drive digital sales. As Beasley’s Chief Digital Officer Todd 

Handy told us, “Those who are paying higher commissions are likely those with integrated teams (radio-

first teams selling digital) who are trying to get the attention of their sellers and get them to spend more 

time closing digital to move their digital needle.”

 

Source: Borrell/RAB surveys: N=215 responses; “don’t know” responses not included

© 2021 Borrell

There was continued growth in stations that include digital in every radio sales pitch and a slight drop in 

those who said they include it “only where it makes sense.” Headed into 2022, two-thirds of radio sellers 

pitch digital products as a rule.
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Source: Borrell/RAB surveys; N= 126 responses for 2018; 96 for 2019; 183 in 2020; 216 in 2021; 221 in 2022

© 2022 Borrell

To gauge the success of all that sales pressure, we asked managers two questions: what percentage of 

radio customers are buying digital products from them? Remember that 88% of the 1,107 radio buyers in 

our survey said they’re buying some sort of digital advertising (Chapter 2). We estimate that, on average, 

42% of a station’s customers buy the station’s digital products, up from 30% last year. It was driven by a 

four-point increase in the percentage of managers who said that 60% or more of their radio customers 

were buying digital advertising.

 

Source: Borrell/RAB surveys; N=190 for 2017; 126 for 2018; 96 for 2019; 183 in 2020; 216 in 2021; 221 in 2022

© 2022 Borrell
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We also asked what percentage of a station’s digital customers also buys radio. Until 2018, about 80% of 

the average station’s digital customers were also radio customers. That percentage has declined steadily 

since then. Our most recent survey indicates that, on average, 47% of a station’s digital customers are 

“digital-only” buyers.

   

Source: Borrell/RAB surveys; N=190 for 2017; 126 for 2018; 96 for 2019; 183 in 2020; 216 in 2021; 221 in 2022

© 2022 Borrell
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Different Ads Reach and Impact People in 
Unique Ways
The reality is that the average person encounters ads in many 
mediums all day long, so why are some more successful than 
others? Diversity in ad mix matters. After all, the way we engage 
with digital and radio is different. They engage different senses. 
Digital is typically more visual, while radio is auditory. 

Further, people aren’t consuming these at the same time. 
Additionally, the ads reach people in diverse ways. Radio has a 
broad reach, and digital is more targeted.

What the Research Says
To prove that radio ads lift digital tactics, here are some key stats:

Radio Ads Boost Digital 
Advertising Tactics
You may already have proof that digital and radio ads work better together. If not, 
there’s plenty of data to support it, which you should share with your customers. 

Radio generates 
an average 29% lift 
in Google search 
activity.

Radio ads created 
a lift to Google 
and Facebook 
advertising by 18.4% 
in the first half of 
2020.

Web traffic for legal 
services increased 
by 13% due to radio 
ads in 2020.

How to Best Position Radio + Digital to Advertisers

• Create one proposal for everything for visibility using a cross-
channel advertising platform.

• Ensure consistent messaging across all tactics, so it’s a truly 
integrated campaign.

• Identify target audiences for digital to supplement the broad 
reach of radio.

• Use tactic-specific CTAs for each ad type. Radio ads direct 
listeners to a specific location or website. Digital ads can 
highlight a variety of offers but always lead to a website. 

• Study past data if this is a current customer to make decisions 
about on-air or online placement.
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CHAPTER 4
Benchmarking Radio Stations’ Digital Revenue 

The tables in this chapter show the ranges for revenue and market share according to peer groupings based on 

market size. All but 2% of radio stations reporting revenues for our surveys do so by market clusters, with the 

average cluster having four stations. 

In 2021, the average radio station made $362,250 in digital sales. Averages ranged from $60,087 in the smallest 

of markets to $1,054,660 in the largest. Growth rates for varied only slightly by market size, with midsize 

markets seeing slightly more growth. 

Average Per-Station Digital Revenue by Market Size, 2021 vs. Prior Year
(For market size rankings, see Appendix A)

Source: Borrell’s Digital Revenue Database

© 2022 Borrell

The average market clusters made $1,642,931. It ranged from $252,906 for small-market stations to $4,302,535 

for large markets. The median continued to be roughly half of what the average was for each market ranking. 

This indicates greater distance between the highest market performers and the rest of the group.

Per-Cluster Digital Revenue by Market Size, 2021

 

Source: Borrell’s Digital Revenue Database

© 2022 Borrell
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Measuring Performance Against Each Market’s Available Digital Dollars

Because every market is different, the best measurement of a market cluster’s digital success involves 

its share of what we call Obtainable Digital Revenue. The term is defined as the total amount of digital 

advertising available to all competing media companies located in that specific market. These competitors 

include newspapers, TV stations, radio stations, cable systems and any other in-market company selling 

the same type of digital products. It factors out digital ad dollars that go directly to out-of-market internet 

companies such as Google, Facebook, Pandora, Hulu, Autotrader.com, Bing, Yelp and many others. On 

average, about 14% of digital advertising spent by local businesses remains in the market with locally 

based media.

In any U.S. market, this “obtainable” amount is larger than what’s spent on radio advertising in that market. 

(See Appendix A for a list of all markets and amounts spent.) Individual clusters average between 1.3% 

and 9.6% of the obtainable share. On the high end, some achieved double-digit shares. The highest share 

was 47.4%, representing one station cluster garnering nearly half of all obtainable digital advertising in that 

market, with lesser shares going to local newspapers, TV stations, cable companies and other radio sellers 

in that market.

Our “best practice” shares in the table below offer a view of a market’s high-end potential. These top five 

share-getters were getting three to six times the market share of average radio performers, underscoring 

what an aggressive digital operation can reap.

Per-Cluster Share of Obtainable Digital Revenue, by Market Size, 2021

Source: Borrell’s Digital Revenue Database

© 2022 Borrell

The scattergram on the next page illustrates how much easier it is for smaller-market stations to get a 

higher share of addressable dollars. Note the crowding of individual dots (representing market clusters) in 

markets #1-100 that get less than 15% and most of them are below 5%. Only one market cluster gets more 

than a 15% share in markets #1-100, while 14% of stations in markets #101+ got shares that high or higher. 
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Source: Borrell’s Digital Revenue Database

© 2022 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 https://compass.borrellassociates.com/standardmarketdefinitions

Key Sources of Digital Revenue for Radio Stations
Targeted banners dominate as the leading source of revenue, with 40% of managers saying it was their top 

source in 2021 and 18% saying it was their number two source of revenue. Adding untargeted banner ads (or 

display ads sold on station websites), banners ad sales were the leading source of revenue for 51% of stations 

last year.  

We wanted to know if the revenue mix was different for high performers. Separating the responses of those 

who reported growth of 40% or more last year, we saw a greater dependence on targeted banners and 

paid search. Conversely, those who saw weaker revenue growth were more dependent on streaming audio 

advertising and banners on their O&O station sites.
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Source:  Borrell/RAB Survey; N= 237

© 2022 Borrell

Source:  Borrell/RAB Survey; N=99 respondents having <20% growth and 85 respondents having >40% growth

© 2022 Borrell Inc.

The percentage of stations selling digital services held above 80% in our most recent survey, ticking up 

slightly to 83%. Six years ago, one in five stations sold things like SEO, website design and social media 

management. Today, it’s four out of five.
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Metrics That Matter:  
What Your Customers Need 
to Know About
Objections are part of being in sales. Adeptly handling them can 
make a difference in what happens next. Look at ways to conquer the 
opposition with data. Data is objective and provides a complete story. 
Here are the most important digital advertising metrics to present to 
advertisers.

Website Traffic 

Digital ads direct to advertiser 
websites, which can lead to making 
contact or a purchase. If you have 
metrics around increased website 
traffic due to digital ads, that will be 
critical in overcoming objections. 

Pro Tip: Use unique URLs for tracking 
to identify how traffic gets to their 
website.

Cost Per Click (CPC)

This is the amount an advertiser pays 
when someone clicks on an ad. If the 
main objection is cost, show advertisers 
how affordable CPC can be from 
previous campaign data.

Pro Tip: If possible, compare the CPC to 
the actual revenue generated to show 
the ROI.

Click-Through Rate (CTR)

This is the ratio of users who click on an 
ad to the total number of users served 
the ad. The total number of clicks 
divided by the total impressions equals 
the CTR. 

Pro Tip: Use industry benchmark data 
for comparison.

Conversions

There are many ways to define 
conversions, but they all relate to a 
customer completing the desired 
action. You’ll need to determine what a 
conversion means to each advertiser. 

Pro Tip: Show the progress of a specific 
campaign to illustrate how digital 
advertising contributes to revenue 
growth.

Return on Ad Spend (ROAS) 

This metric looks at the returns from 
a single campaign. You calculate it by 
dividing the total campaign revenue 
by the total campaign cost. Anything 
greater than 1 is positive. 

Pro Tip: Present this with a data 
visualization in your sales presentation 
for more impact.

Improved User Engagement 

This measurement mainly aligns with 
social media, mobile messaging and 
email marketing. You’re looking for likes, 
shares, comments, and clicks if you run 
social ads. You’d want to see a positive 
increase in open and click rates for email. 
For SMS campaigns, clicks on the links 
indicate engagement. 

Pro Tip: Showcase progression over time 
with a line chart.
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Source: Borrell/RAB surveys; N= 206 responses in 2016; 190 responses in 2017; 126 responses in 2018; 101 

responses in 2019; 188 in 2020; 222 in 2021; 228 in 2022

© 2022 Borrell

Search Engine Optimization continues to lead the list of services sold. This year, we added “OTT 

placement” to the list and found that 87% of stations that are selling digital services (or 72% of all stations) 

were selling it. In addition, 55% of them are selling video production services – ostensibly to support that 

OTT placement as well as help advertisers with longer-form storytelling videos about their companies. 

Website design and development was the third-most popular digital service, with 85% saying they sold 

it. Demand was driven by local businesses needing to update their websites and adding e-commerce 

capabilities during the extended months of the pandemic in 2020 and into the first quarter of 2021 when 

lockdowns continued.
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Source: Borrell/RAB survey; N= 132 responses in 2021 and 189 in 2022

© 2022 Borrell

Interesting Trends Emerge for Virtual Events & Podcasting
When core radio sales and event marketing programs struggled in 2020, many stations pivoted toward 

alternative sources of revenue. Podcasting and virtual events were two of them. By the time 2021 got into full 

swing, we began to see whether those new sales coalesced to form the “new normal” everyone had been 

talking about.

The short answer: No, they didn’t.

Virtual events were the radio industry’s answer to all the canceled auto shows, concerts and on-site remotes. 

While interest ticked up in 2020, the balloon deflated in 2021. Half of stations held virtual events in 2020, but 

only one-third held them in 2021. There was a slight increase in the percentage of station managers saying 

they plan to hold virtual events this year. Still, 87% said they have no plans for them in 2022.
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Source: Borrell/RAB survey; N= 222 responses in each year

© 2022 Borrell

Podcasting seems clearly much more of a national phenomenon than a local one. Our latest survey shows 

that 68% of stations are producing podcasts, with 65% of them producing a local program and 46% of 

podcasts containing advertising. That translates to 20% of all stations generating ad revenue from a local 

podcast. 

Our overall survey of 2,811 local ad buyers suggests low demand. It found that only 9% of local businesses 

said they were buying streaming audio advertising, the majority of which is likely to be spots placed within 

the streams on radio station websites. 
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Insights on Local Podcasting Efforts

 

Source: Borrell/RAB survey; N=218 total respondents and 160 who produce podcasts 

© 2022 Borrell
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The Spotlight on Consumer Privacy
The average consumer has greater awareness about data privacy. In fact, 73% of consumers are more concerned 
about data privacy now than they were a few years ago. Regulations are following this line of concern. 

Throw into the mix Google’s commitment to eliminate third-party cookies in 2023, and there’s a lot to consider. 

As a media salesperson, you can be a resource for your customers. What’s critical now is to move from third-
party data collection to first-party data collection. First-party data has always been more valuable for targeting 
and personalization. You’ll be able to collect this with a user identity solution such as Unified ID 2.0.

You can also remind customers that local advertising has never depended on third-party cookies. Rather, local 
uses contextual and targeted tactics that serve ads to the “right” audience. Additionally, you can recommend ad 
mediums that don’t use cookies, like SEM (search engine marketing) and social media ads.

Being Data-Driven Is the Way to Personalize

Data is the new currency and future of digital advertising. The more data you have, the better you can target. It’s 
no longer effective to provide general discounts or promotions. 

You can carry that out for advertisers by shifting to first-party data collection to serve ads to more specific 
audiences. One simple execution of this geofencing, which uses location to deliver the most relevant ads. 

Video Drives the Most Engagement 

Your advertisers’ customers are watching video. There are 239 million digital video viewers in the U.S., which 
correlates to penetration of 83.8%. With these high consumption rates, OTT had its strongest year in 2021. 

People have more options to consume media now, and they are loyal to video. So, your customers need to be in 
their view. Whether that’s on mobile or via CTV, video advertising will be critical in 2022 and beyond.

You may have concerns about objections to video. However, there are lots of ways to help your customers create 
video ads that are cost-effective and high quality. 

Integrated Campaigns Delivers Results

In every proposal you create this year think of how to diversify a campaign. Using only one channel rarely has 
the outcomes your customers’ desire. They can achieve integrated campaigns that include digital, O&O, and 
linear by working with you. According to research, these campaigns have a 287% higher purchase rate than a 
single channel!

Broadcasters are ideal for offering these solutions since you provide it all. Reiterate it’s essential to use a variety 
of channels because of reach, targeting and other factors. When presenting results, make sure you do so for all 
channels in one chart or graph, so they understand the impact of everything. 

2022 Digital Advertising Trends for 
Broadcast Sales Professionals
Trends in digital advertising impact how you sell and what advertisers expect. It’s 
critical to stay on top of these, so you’re considered a trusted source and expert. 
Here are four trends to keep on your radar in 2022.
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CONCLUSIONS

As noted in the Executive Summary, the radio industry has hit its digital mojo. The question is, can it keep 

it? We see many positive signs.

 • In 2020, digital sales rose 12% when radio sales plummeted 24%. That indicates that “radio” isn’t 

  exerting negative gravity on digital operations anymore. Stations are learning to drive digital   

  revenue independently of radio.

 

 • Forty-seven percent of the average station’s digital customers are “digital only” buyers. This 

  indicates the industry is evolving. Those nonradio customers have a different profile than the typical 

  radio customer and may help wean stations from depending on a single product – or the same 

  customers over and over again – for sustainability.

 • Forty-one percent of advertisers say radio reps have substantial or exceptional marketing savvy. 

  Radio reps beat out all competitive media. It’s an important distinction, because today’s advertisers 

  are burdened with questions about the complex marketing landscape and hold marketing savvy in 

  the highest regard when it comes to making a decision to buy from a sales rep.

 • One-third of managers – twice as many as last year – say that adding more reps would be their 

  number one choice for driving new digital sales. That’s a sign that the industry has awakened to the 

  “new” opportunity instead of placing the entire burden on radio reps to drive sales of a product 

  they’re apt to see as secondary.

There is much opportunity ahead. We believe it’s much more than station managers realize or perhaps 

even believe. Average market shares for station clusters across all market sizes are less than 10%. That 

means 90% of the obtainable digital revenue is up for grabs. Given the momentum that radio is showing, 

now would be a good time to refocus away from year-over-year growth and set sights on growing market 

share and aiming for exponential growth in digital revenue.   



COPYRIGHT © 2022 BORRELL ASSOCIATES INC. ALL RIGHTS RESERVED
34Back to Contents

APPENDIX A

2021 “Obtainable” Digital Advertising Estimates
Digital Marketing 

Region (DMR)
Market Rank Total Digital Revenue 

Obtainable by In-Market 
Local Media Cos.

Share of All In-Market 
Digital Advertising 

Expenditures
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