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Background & Methodology
This is our 22nd year conducting surveys on local online operations and our 12th year compiling this report for 
RAB. This report analyzes data derived from four key sources:

1.	 MEDIA AD REVENUE: Borrell’s database of ad revenue and expenses for more than 11,000 local 
	 online operations in the U.S. and Canada. This includes 3,743 radio stations,  most of them part of one of 
	 849 multi-station market clusters. The Canadian stations represent less than 2% of the total. We solicit 
	 participation by telephone and email and supplement information with interviews. Participation is 
	 voluntary, confidential and without incentives, except in cases where we offer a free benchmarking 
	 report and insights. We do not disclose participating companies, nor do we reveal market-specific data 
	 in such a way as to identify participants. We have been collecting this data year-round since 2002.

2.	 LOCAL BUSINESS ADVERTISING EXPENDITURES: Borrell’s database of local ad-spending 
	 estimates for every U.S. Digital Marketing Region (DMR).  A list of obtainable digital revenue in 2023 for 
	 each DMR appears in Appendix B. The methodology used to compile this data can be found 
	 at www.adspending.com.

3.	 SURVEY OF RADIO AD BUYERS: Borrell’s most recent survey of 571 local radio advertisers, 
	 culled from a survey of 1,866 local businesses via crosstab of those who buy radio advertising; the 
	 survey, encompassing more than 40 questions, was conducted from September-November 2023. 
	 More detail can be found on the “Survey” tab at borrellassociates.com.

4.	 SURVEY OF RADIO MANAGERS: An online survey conducted in December 2023 of 181 
	 respondents representing about 1,600 radio stations. Participants were offered incentives in the form of 
	 a chance to win an Amazon Echo Show device; one of two free passes to Borrell’s annual conference; 
	 and a market-level advertising forecast for the first 200 respondents who completed the survey. Winners 
	 for the conference passes and the Amazon device were drawn at random after the survey ended. Of 
	 the total respondents, 11% were station owners, 51% were GMs or other senior-level executives, 17% 
	 were sales managers, 17% were sales reps and 3% were digital operations managers. We collectively call 
	 them “radio managers” in this report. Sixty-one percent of respondents were reporting for a single 
	 market, and 25% were reporting for two to three markets. 

1
Not all points of analysis cover 3,743 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
Although most stations missed their double-digit digital growth targets in 2023, industrywide digital sales still 
rang in at a healthy $1.9 billion last year. It represented 6.8% growth over 2022’s very robust sales. Last year’s 
growth rate was remarkable for another reason: It outpaced that of overall local digital advertising, which 
clocked in at 5.4% last year. That meant radio gained share over local competitors in the digital marketplace.

In 2023, average digital revenue for a radio station came close to a half-million dollars, while the average digital 
revenue for a market cluster broke $2 million for the first time.

Digital products now account for $1 in every $5 of revenue and are increasingly important to the industry’s 
financial performance. From 2014 to 2019, net industry revenues (core + digital) shrank at a CAGR of -2.5%. 
Since 2020, faster growth for digital sales has spurred total industry revenue to grow and stabilize, exhibiting a 
positive 6.4% CAGR for core + digital revenue.

The biggest driver of digital sales continues to be banner advertising. Runners-up are services and re-sold 
products such as Search Engine Marketing, SEO, Social Media Management and Streaming Video/OTT. 
Sales of OTT spots continue to grow. In fact, if that trend continues, an odd phenomenon may occur within 
the next two years: the radio industry could generate more revenue from video than from audio – at least 
in the digital space.

The forecast for this year is better. We’re expecting 11% growth, pushing digital revenue to $2.1 billion. Station 
managers are generally in sync with that target but are signaling that they need something to continue driving 
healthy growth. Fifty-eight percent of them now say that, instead of more digital training, new blood in the sales 
department should be the priority. Most believe the best way to do that would be to hire digital-only sales reps. 
Some are doing just that.

Much digital opportunity remains within radio’s own customer base. Seven out of 10 radio buyers plan to 
increase their spending or buy something new this year. And what they plan to increase or start buying, for 
the most part, are the same type of digital products most stations are selling. Yet, while nearly all radio 
advertisers are also buying digital, half aren’t buying a single digital product from their local radio station.

This report provides detailed analysis of radio’s path toward growing digital revenue and offers benchmarks 
to help stations gauge measure their success and progress.
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Find Inspiration for 
Your Next Campaign 
with These Case 
Studies
Creating high-performing campaigns for your 
advertisers requires a mix of tactics, often inclusive of 
digital and linear. Finding the right recipe to deliver 
on advertiser goals is where local media sellers excel. 
You know the business and the market, so it only 
makes sense that companies come to you for all their 
advertising needs. If you’re looking for inspiration for 
2024, check out these advertiser case studies.

County Fair Increases Ticket 
Sales and Attendance with 
a Radio and Digital Ad 
Campaign

Learn how digital plus radio helped 
the fair record its highest attendance 
ever.

Read the Case Study

Discover more advertiser case studies by visiting Aspire.  
Subscribe to the award-winning local media sales blog while 
you’re there!

Geofencing and OTT Drive 
Awareness for Nebraska 
Department of Transportation 
App

Explore how digital tactics drove app 
downloads.

Read the Case Study

Harley-Davidson Dealership 
Uses Specific Targeting and 
Geofencing to Steer Riders 
Online and In-Store

Get insights on this campaign that 
created wins online and in-store.

Read the Case Study

Specialty Retailer Sees 
In-Store Sales Grow with 
Targeted Digital Tactics

Learn how this business increased 
sales with an omnichannel campaign.

Read the Case Study

Find More Case Studies

https://bit.ly/3Ryxoxs
https://bit.ly/3v4Ekem
https://bit.ly/3RPP9sD
https://bit.ly/4avKTqs
https://bit.ly/3NzbvNy
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CHAPTER 1
Digital Sales Grow to 21% of Industry Revenue
Digital revenue for the radio industry grew 6.8% last year, reaching $1.9 billion. Despite falling shy of industry 
forecasts, it beat the overall growth rate of local digital advertising, which rose 5.4%. As a result, the radio industry 
grew market share in digital advertising in 2023, outpacing competitors.

Robust digital sales since 2020 have returned stability to industry revenue. From 2014 to 2019, total revenue 
(digital + core) shrank at a Compound Annual Growth Rate (CAGR) of -2.5%. Since 2020, the industry’s CAGR has 
been 6.4%.

Figure. 1.1: Radio’s Digital + Core Local Revenue, 2014-2024

Source: Borrell Associates Inc.

© 2024 Borrell

Still, last year didn’t deliver the growth that many had expected. Ninety-five percent of radio managers last year 
forecast that digital sales would grow. When the results rolled in, 70% saw growth. And for the most part, it was 
about half the growth they had expected. Based in part on those expectations, we forecast that digital sales would 
grow 17.5% in 2023. We, too, missed the mark. 

Smaller operators enjoyed more growth than larger ones last year. Radio sites making $1 million or less in digital 
revenue averaged 8.5% growth, while those making more than $10 million averaged 3.6% (see Chapter 4).

Eight publicly held radio groups reported growth through the third quarter that ranged from -1% to nearly 17%. 
The average was 3.9%. Meanwhile, the ratio between digital revenue and core radio grew for all eight companies. 
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 Figure 1.2: Digital Growth Averaged 3.9% for 8 Publicly Held Radio Companies

Source: SEC 10Q Reports, Dec. 2023
**Q1 through Q3 for each year, growth over prior nine-month period
*Townsquare: excludes revenue from SaaS subscriptions; Urban One: excludes cable/TV revenue; iHeartMedia: includes podcast business, 
representing 37% of digital revenue; Salem: excludes publishing revenue

Why the unexpected slowdown? The industry may have reached a saturation point in the ability of existing staff 
to sell digital products. We found evidence in three surveys of managers since the pandemic. There’s been a 
significant decline in the high ratings that they’ve given to their staffs’ digital sales capabilities. In addition, more 
radio managers now believe that what would move the digital needle most is not sales training but hiring a fresh 
crop of digital-only reps (see Chapter 3). Many have already begun doing that.

Looking ahead, we’re forecasting 11% growth for digital sales this year. If that occurs, digital sales will reach 
$2.1 billion.
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Figure 1.3: Radio’s Digital Ad Revenue and YOY Growth Rate, 2017-2024 
$ in Billions

 

Source: Borrell Associates Inc.

© 2024 Borrell

One metric that media companies use to determine digital progress is the percentage of total ad revenue derived 
from digital sales. It ranges from single digits all the way up to 100%, which occurs when a company decides to 
shut down its core product (as some yellow pages and newspaper companies have done) and go all digital. For 
the radio industry, the metric rose 1.8 points last year, to 21.0%. This year, we’re forecasting it will reach 23.2%, 
due to the combination of 11% growth for digital and a forecast 2.3% decline in core revenue.

Figure 1.4: % of Radio Industry Ad Revenue Attributable to Digital Sales

 

Source: Borrell Associates Inc.

© 2024 Borrell
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2024 Is the Year to Expand 
Prospecting Beyond Your  
Radio Demographics
Not every local business will be the ideal fit for your on-air ads. While your  
demographics are broad and radio reaches every population segment,  
advertisers may not desire your target audience. That’s OK because they can  
still be viable prospects for digital. This might be your way in as opposed to radio, but it 
doesn’t mean radio will be out of the question once you understand their goals and ideal 
customer profiles.

Choosing to pursue new advertisers immediately allows you to expand your revenue. 
In addition to general local businesses, digital also gives you the chance to prospect in 
restricted categories, some of which are not permissible on radio, like cannabis.

In defining your pipeline in 2024 and expanding 
prospecting, follow these tips.

• Review your radio book of business, looking for gaps in industries. You 
can also compare this to who’s buying digital ads from you. Then, take 
what you learn on the potential gaps and how that aligns with their 
expected spending, your experience, and the makeup of your area’s 
business landscape.

• Assess your market’s vertical strengths to determine the most prevalent, 
which will be a good start to your target list.

• Pay attention to the digital ads you see as a consumer on websites, 
social media, streaming or other mediums. These will give you an idea 
of what types of local companies are advertising and where. If you call 
on a prospect, bring up that you saw their ads, and ask how they’re 
performing. If the answer isn’t great, you’ve got an in.

• Apply your knowledge to focus on new industries. If you have expertise 
in a particular vertical, it’s a good start for building a book of business in 
that category with digital as a focus.

As a local media seller, you have many advantages in 
prospecting. You can provide businesses with radio, digital and 
O&O (owned and operated) ads. You also have a connection to 
the community and great insights into your metro area and 
its residents. You may find a completely untapped industry 
that can yield lots of revenue.

Make these steps part of your 2024 prospecting plan. It’s 
one of five easy ways to grow digital revenue. Discover 
four more by reading our e-book, 5 Easy Ways to 
Grow Digital Advertising in 2024.

Get the E-Book

https://bit.ly/3ROrF87
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CHAPTER 2
Checking the Pulse of Local Radio Buyers
In this chapter, we checked in with 571 radio buyers via survey from mid-September to early November 2023. 
We asked what they were buying, how much they were spending on it and what they were planning for 2024. We 
also thought it would be good to know, if the industry is unable to sell digital advertising to more than half its own 
customers, why those customers aren’t buying.

First, general buying habits. The table below shows what 571 radio buyers bought in 2023, how much they spent 
on it and what percent expected to continue buying this year.

Figure 2.1: Media Usage & Spending in 2023, Plans for 2024

 

Source: Borrell’s Local Advertiser Survey, Sept-Nov. 2023; n=571 radio buyers
© 2024 Borrell
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This year, seven out of 10 radio buyers plan to increase spending on something or try something they haven’t 
used before. At the top of the increase/add list are three types of digital media: social, search and banner ads. 
Comparing radio buyers with nonbuyers, radio buyers are significantly more likely to be increasing their spending 
on not only these three categories, but also on another that’s often in radio’s digital sales kit: streaming video/OTT. 
In fact, radio advertisers are 3.5 times more likely to be planning to increase their OTT budgets.

Figure 2.2:  Where Radio Buyers & Nonbuyers are Increasing Spending 
or Starting to Buy

Source: Borrell’s Local Advertiser Survey, Sept-Nov. 2023; n=571 radio buyers and 1,295 non-buyers of radio
© 2024 Borrell



COPYRIGHT © 2024 Borrell ASSOCIATES INC. ALL RIGHTS RESERVED 15Back to Contents

Looking more specifically at those who plan to experiment, we found that 41% of radio buyers are looking to do 
something new. Topping the list are three digital products that many stations offer: Mobile SMS/text messaging, 
with 9% of radio buyers saying they plan to start buying; streaming audio/podcasting, 8%; and streaming video/
OTT, 7%. 

What convinces them to buy something new? To close the sale, reps might want to offer trackable campaign 
metrics and a product that allows demographic targeting. Seventy percent of radio buyers said one of those two 
features would have the greatest influence on their decision.

Figure 2.3:  What Prompts Advertisers to Try Something New?

 

Source: Borrell’s Local Advertiser Survey, Sept-Nov. 2023; n=571 radio buyers and 1,295 nonbuyers of radio

© 2024 Borrell

In last year’s report, we noted that radio buyers are heavy users of digital media. They were two to three times 
more likely to buy some of the digital products their stations were selling – such as streaming audio, banner ads, 
email sponsorships and streaming video. Yet 55% of radio buyers who bought digital advertising in 2023 didn’t 
buy it from their radio rep.

To help radio sellers be more effective with clients who say no to their digital pitch, we created a profile of those 
nonbuyers. Here’s what we found:

	 •	 They have less marketing experience. Forty-four percent are novice marketers,  
		  compared with 28% of those who buy digital ads from the station.
	 •	 They are twice as likely to have overspent their ad budget in 2023. Twenty percent of them said 
		  they spent more than they had budgeted, versus 10% of radio buyers who buy digital ads from 
		  the station.
	 •	 They are more likely to be cutting something. Twenty-one percent said they were planning to trim or 
		  eliminate something from their 2024 budgets, versus 17% for radio buyers who buy digital from the 
		  station. At the top of the cut list: radio, with 5% targeting it, versus 1% for radio’s digital customers.
	 •	 They are more likely to think less highly of direct mail and email sponsorships. Twenty-nine percent 
		  deemed email and direct mail to be only slightly or not at all effective, versus 19% for those who 
		  purchase the station’s digital products. 
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	 •	 They are likely to be your marginal radio spenders. Those not buying digital from the station spend 
		  41% less on radio than those who do.
	 •	 They are likely to be big TV spenders. Average spending on broadcast and cable TV is twice as 
		  large compared with spending on TV commercials by radio buyers who use a radio station’s 
		  digital products.
	 •	 They are less likely to be influenced by your targeting capabilities. Twenty-eight percent say targeting 
		  ads would have the greatest influence on whether they bought ads from a company, versus 33% for 
		  radio buyers who use the station’s digital products. 
	 •	 They are more likely to be influenced by your testimonials. Nine percent said testimonials from 
		  “businesses like mine” had the largest influence on their ad-buying decisions, versus 5% for radio 
		  buyers who use the stations’ digital products.  
	 •	 They could be using another local competitor. Thirty-nine percent bought digital advertising from a 
		  newspaper, cable or broadcast TV outlet last year. The most prominent was a newspaper provider.

Figure 2.4: If Your Radio Buyers Aren’t Buying Digital from You, 
Where are They Getting Their Digital Fix?

 
Source: Borrell’s Local Advertiser Survey, Sept-Nov. 2023; n=254 radio buyers who purchased digital advertising, but not from a radio station
© 2024 Borrell
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Local Media 
Companies Winning  
at Selling Digital
No matter where your station is on its digital sales journey, 
the potential for revenue success is present. You’ll need 
a strong foundation of upskilling and building confident 
sellers. You also need commitment from leadership and 
technology that supports efficiency. No two stories are the 
same in the local digital advertising landscape. However, 
they all start from the desire to add new revenue streams 
and complement your linear ad sales.

To get inspired and see how stations just like yours can win 
here, explore case studies from Marketron NXT customers.

Hub City Radio Wins  
Six-Figure Digital Account

Learn how a small-market station 
landed massive deals and increased 
revenue with NXT.

Read the Case Study

Want to These Same Results? See NXT in Action

NXT is the only third-party digital solution made for local media sales. It provides you with the technology, 
training and support to add more digital revenue to your bottom line. Sell more, faster, without complexities.

Lost Coast Communications 
Extends Reach and Targeting 
for Local Advertisers

See how this station upsold existing 
local advertisers and added new ones 
with NXT.

Read the Case Study

Meridian Media Lands $100K 
Advertiser

Discover how this local station 
stopped and started digital sales 
and finally found traction with the 
support of NXT.

Read the Case Study

Ozark Marketing Expands 
Digital Advertising Offerings

Find out how this station used NXT 
to expand its digital portfolio and win 
more business.

Read the Case Study

Request a NXT Demo

https://bit.ly/474RoxK
https://bit.ly/484KYjc
https://bit.ly/3tsux1h
https://bit.ly/48r8yXe
https://bit.ly/48k7VyG
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CHAPTER 3
Insights from Station Managers
We surveyed 181 radio managers at the end of 2023 on a variety of topics related to digital operations. 
Topics covered growth in 2023, budgets for 2024, perspectives on their companies’ strategy, training, 
compensation, churn and more. 

While 71% give their strategy a positive rating, less than half deem it to be any better than “fair.” Moreover, 
nearly one-fourth say their station has no digital strategy or don’t even know if it has one.

Figure 3.1:  Opinions on Digital Strategy 
How would you rate your station’s digital strategy?

 

Source:  2023 Borrell/RAB survey of radio managers, n=181 
© 2024 Borrell
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There’s been significant progress in attitudes over the years. We started asking about opinions on digital strategy 
in 2013, when 4% deemed it to be “brilliant.” It’s risen slowly over the years, then shot skyrocketed during the 
pandemic, when digital sales were front and center. Today, it’s back down to 11%. But we noticed a trend: It’s tied 
to how well sales are going. When digital growth shot up 33% in 2021, the percentage of those deeming their 
strategy “brilliant” doubled. It dropped back down to 9-11% when sales grew at a slower pace.

Figure 3.2: Growth Rate Affects ‘Brilliant’ Strategy Rating

 

Source:  Borrell/RAB radio manager surveys: n=188 for 2019; 220 for 2020; 227 for 2021; 169 for 2022; 181 for 2023

© 2024 Borrell

One source of concern is digital sales capability. “Good” to “excellent” ratings have dropped from 57% of managers in 
2021 to 41% in our most recent survey. Meanwhile, those deeming capabilities “poor” doubled in one year, to 18%. 

Figure 3.3: Digital Sales Abilities Slipping
How would you rate your team’s ability to sell digital advertising?

 

Source: Borrell/RAB radio manager surveys: n=186 in 2019; 218 in 2020; 227 in 2021; 169 in 2022; 181 in 2023.
© 2024 Borrell
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More sales training may not be the issue. Eighty-five percent of stations offer digital training at least once a month, 
and half offer it at least every week.

Figure 3.4:  52% Offer Digital Training At Least Once a Week
How often does your sales team receive digital training?

 
Source:  2023 Borrell/RAB survey of radio managers, n=181 

© 2024 Borrell

If not training, then what might help growth rates return to double-digits? While one-third of managers still see train-
ing as the biggest opportunity, more of them believe the answer would be to hire digital-only sales reps. Combined 
with those who believe existing sales reps should be replaced, 58% of managers believe that the key to better digital 
sales would be new blood in the sales department. 

Figure 3.5:  43% See Hiring Digital-Only Reps as Having Biggest Impact

Source: Borrell/RAB radio manager surveys: n=186 in 2019; 218 in 2020; 227 in 2021; 169 in 2022; 181 in 2023

© 2024 Borrell
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Regarding compensation, there was not much change from the previous three years. Fifty-six percent say their sales 
reps are compensated on the net amount of a digital sale, while slightly more than one-third get commissions on 
gross. Seven percent say it’s a mix of net and gross. In the “other” category (3% of responses), bonuses based on 
overall goals were mentioned most.

Figure 3.6:  How Digital Sales Commissions Are Based
 
 

Source:  2023 Borrell/RAB survey of radio managers, n=181 

© 2024 Borrell

There’s another trend worth noting. The industry has been gradually moving away from mandating digital sales 
pitches to a more measured approach. Over the past three years, the strategy has flipped from a “pressured” sale to 
relying more on common sense when deciding whether to include digital products in a proposal.

Figure 3.7:  Less Forced Sales, More Reliance on Sales Reps’ Advice
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Source: Borrell/RAB radio manager surveys: n=186 in 2019; 218 in 2020; 227 in 2021; 169 in 2022; 181 in 2023

© 2024 Borrell

We also asked stations what type of innovative products they were offering (though we suggested four specific ones 
asked them to list others). Compared with last year, fewer said they were participating in any of the suggestions we 
offered (including “other”), and many more selected “none of the above.” 

Figure 3.8:  Stations’ Participation in Innovative Products

  

Source: Borrell/RAB radio manager surveys, n=169 responses in 2022 and 181 responses in 2023

© 2024 Borrell

To gauge the success of radio’s digital sales pressure on both its existing radio customers and new, nonradio 
customers, we ask managers two questions: what percentage of radio customers buy digital products from them, 
and what percentage of their digital customers also buy radio?

Looking at the percentage of radio customers who buy digital products, the average is less than one-third. That 
is, more than two-thirds aren’t buying their digital products. There’s a nuance to that calculation. In Chapter 2, we 
described how 45% of radio buyers said they bought digital advertising from a radio station. Yet, radio managers tell 
us only about 33% of their customers buy digital from them. The difference: Customers may be buying their digital 
products from a competing station.
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Figure 3.9:  What % of a Station’s RADIO Customers Also Buy Digital?

  

Source: Borrell/RAB radio manager surveys; n=216 responses in 2020; 221 in 2021; 169 for 2022; 181 in 2023
© 2024 Borrell

Conversely, stations are making slight progress in bringing digital-only customers on board. Since 2020, the percent-
age of managers who say that the vast majority of their digital customers also buy digital has gone from 46% to 40%. 
The unanswered question is, are digital-only customers being converted into radio buyers? We’ll explore that in next 
year’s survey.

Figure 3.10:  What % of a Station’s DIGITAL Customers Also Buy Radio?
  

Source: Borrell/RAB radio manager surveys; n=216 responses in 2020; 221 in 2021; 169 for 2022; 181 in 2023

© 2024 Borrell
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CHAPTER 4
Benchmarking Radio Stations’ Digital Revenue 
The tables in this chapter are intended to help radio managers determine how their digital sales efforts compare 
with industry averages and best practices. The measurements show the ranges for revenue and market share 
according to peer groupings based on market size. All but 1% of radio stations reporting revenues for our surveys 
do so by market clusters, with the average cluster having five stations. 

In 2023, the average station made $490,455 in digital sales. Averages ranged from $74,927 in the smallest markets 
to $1,143,474 in the largest. 

Figure 4.1:  Average Per-Station Digital Revenue by Market Size, 2023 vs. Prior Year
(For market size rankings, see Appendix B)

 

Source: Borrell’s Digital Revenue Database

© 2024 Borrell

The average market cluster made $2,060,263. Averages ranged from $364,426 for a small-market cluster to 
$4,877,132 for large markets. The median continued to be roughly half of what the average was for each 
market ranking. 
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Figure 4.2: Per-Cluster Digital Revenue by Market Size, 2023

 

*Average revenue of the five top-performing clusters in each listed peer group
Source: Borrell’s Digital Revenue Database

© 2024 Borrell

Figure 4.3: 2023 Digital Revenue for 849 Market Clusters
  

Source: Borrell’s Digital Revenue Database

© 2024 Borrell

Growth rates skewed toward smaller markets enjoying more upside, though the rates weren’t as disparate as we 
saw in 2022. Small markets averaged 9% growth, while large markets averaged 6%. 
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Figure 4.4: YOY Digital Growth Rates by Market Size, 2022 & 2023

Source: Borrell’s Digital Revenue Database

© 2024 Borrell

Radio’s Share of “Obtainable” Digital Dollars
A key measurement of digital success is how much share of Obtainable Digital Revenue it is capturing. Obtainable 
Digital Revenue is the total amount of digital advertising available to all competing media companies (not just 
radio) located in that specific market. It factors out dollars that go directly to out-of-market internet companies 
such as Spotify, Google, Autotrader, Amazon, Facebook, Pandora, Instagram and other out-of-market internet 
companies, as well as digital advertising purchased directly from programmatic platforms.

On average, 10.2% of all local advertising – representing 14.6% of all digital advertising – remains in the market, 
spent with locally based media companies. In 2023, this amounted to $14.6 billion, twice the size of local radio 
advertising. (See Appendix A for estimates on Obtainable Digital Advertising in 513 markets.) 

Individual clusters average between 1.1% and 8.7% of the obtainable share. Higher market shares skewed 
toward smaller markets where there was little to no competition from TV stations and waning competition from 
newspapers, many of which have shut down or scaled back. The highest share for a radio cluster was 44%, 
representing approximately $1 million in digital revenue for that small-market cluster.

Our “best practice” shares in the table below offer a view of a market’s high-end potential. In 2023, these top five 
share-getters in each market ranking snared four times the market share of average radio performers.
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Figure 4.5: Per-Cluster Share of Obtainable Digital Revenue by Market Size, 2023

 

*Average market share for the five top-performing clusters in each listed peer group
Source: Borrell’s Digital Revenue Database

© 2024 Borrell

The scattergram below illustrates the skew toward smaller markets getting larger market shares. Nearly three-
fourths of radio clusters got less than 5% of obtainable digital revenue in their markets. The highest performers – 
those getting more than 20% – accounted for 4.4% of the total group. All are in smaller markets.

Figure 4.6: Share of In-Market Obtainable Digital Revenue in 2023 
for 819 Radio Market Clusters

 

Source: Borrell’s Digital Revenue Database

© 2024 Borrell
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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 are the leading source of revenue, with 32% of managers saying it was their top source in 2023 
and 17% saying it was their number two source of revenue. This is a large drop from the previous year; 49% say 
targeted banners are the largest or second-largest, compared with the 65% that said so last year. SEO/Paid Search 
rose quickly, from 15% of managers claiming it as the first- or second-largest source to 24% claiming it in our 
latest survey.

Meanwhile, an interesting phenomenon has occurred. Streaming audio continues to lose ground as a leading 
source of digital revenue, while streaming video gains ground. If the trend continues, the radio industry could be 
selling more video advertising than audio advertising – at least in the digital marketplace. 

 

Figure 4.7: Largest Sources of Digital Revenue for Radio Stations

 

Source:  2023 Borrell/RAB survey of radio managers; n=181

© 2024 Borrell

https://compass.borrellassociates.com/standardmarketdefinitions
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Figure 4.8: Change in 3 Key Categories of Revenue, 2021-2023
% of managers listing each as largest or second largest source of revenue

 

Source:  2023 Borrell/RAB survey of radio managers; n=181

© 2024 Borrell Inc.

The percentage of stations selling digital services dropped nine points in 2023, from 86% to 77%. It was the first 
decline in the 14 years we’ve tracked participation in digital services. It could be related to the steep decline in the 
growth rate of overall digital sales last year, to growing competition from other radio competitors selling the same 
services (as evidenced by the upward curve prior to 2022 in the chart below) or growing skepticism over digital 
profitability, which we’ll address toward the end of this chapter.

Figure 4.9: % of Stations Selling Digital Services Slips in 2023 
% of stations selling digital services

 

Source: Borrell/RAB radio manager surveys; n=190 responses in 2017; 126 responses in 2018; 101 in 2019; 188 in 2020; 222 in 2021; 228 in 2022; 
169 in 2023; 181 in 2023

© 2024 Borrell
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The top three services that radio stations offer are Search Engine Optimization, OTT placement and 
website design. 

In last year’s report, we noted that a few seem to be declining in popularity. Among them were email 
management, listings claiming, podcast production and mobile app development. All were “back” in 2023, as a 
larger percentage of managers said they were selling those services.
 

Figure 4.10: Types of Digital Services That Stations Sell
% of respondents who say their stations sell . . . 

 

Source: Borrell/RAB survey of radio managers; n=169 in 2022; 181 in 2023

© 2024 Borrell

Streaming video is increasingly important to stations, so last year we added a question to understand how 
stations were making money. With two years of data, we can now see some trends. Roughly half of stations make 
money from the placement of OTT spot (up from last year), and the same amount say that most of their OTT 
clients also buy radio. We also found that 24% hadn’t jumped into the video business at all, up from 19% last year. 
Seven percent said they had no plans to tackle video, up from 2% last year. 
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Figure 4.11: Insights on Stations’ Streaming Video & OTT Sales

  

Source: Borrell/RAB survey of radio managers; n=169 responses for 2022 and 181 responses for 2023

© 2024 Borrell

The profitability of digital revenue has been questioned since we started our benchmarking reports in 2011 – and 
perhaps before that. As more publicly held radio companies started reporting digital profit margins in 2023,  we 
decided to explore further.

It’s not so much a question of whether digital revenue is profitable, but how profitable. The assumption has been 
it’s less profitable than core radio sales. But in its Q3 filing, iHeartMedia reported that the adjusted EBITDA margin 
for its digital audio group was 30.9%, outperforming its multiplatform group, which had a 23.5% margin.

There are a lot of questions about digital profitability. Our survey of 58 media organizations last fall, conducted 
with the Media Financial Management Association, estimated gross profit margins at 41.5% and EBIDTA at 32.8%. 
But it also showed that few financial managers account for expenses that digital operations would otherwise incur 
for using core-product production equipment, office space or salaries of those involved in the creation of content 
that starts in the core product and winds up on websites or mobile apps.

Radio managers have their own view of digital profitability. While two-thirds believe it’s less profitable than radio 
revenue, there seems to be a collective shrug of the shoulders as to whether it’s a big deal. Most managers in our 
survey said the issue had neither a negative nor positive effect on sales. When we examined the responses of 
those who said they based their opinions on solid financial analysis (as opposed to gut), 80% said digital revenue 
was less profitable and 55% said it didn’t influence sales. 
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Figure 4.12:  Digital Deemed Less Profitable Than Radio, But . . . 

 
Source: 2023 Borrell/RAB survey of radio managers; n=181 responses

© 2024 Borrell

We also polled managers on whether digital customers might be churning out high rates. Turns out, fewer than 
one in five digital buyers drop out in a year’s time. There’s still a concerning issue related to churn, however. More 
than one-third of managers said they didn’t know what their digital churn rate was.

Of those who can estimate churn, about two-thirds say that less than 20% of digital buyers drop out within 12 
months. That equates to a monthly churn rate of about 1.6% or less.
 

Figure 4.13:  Most Report Digital Churn Below 20% Annually

	  
Source: 2023 Borrell/RAB survey of radio managers; n=181 responses

© 2024 Borrell
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Finally, with so much buzz about Generative AI, we decided to ask radio managers what they thought. We found 
that roughly half of them were either already using it in some way or planning to do so. Which, of course, means 
that the other half are not. 

This could become an issue as their own customers – radio advertisers – begin getting savvy on using Generative 
AI in marketing. Will stations be able to provide a solution, or at least guidance?  Our survey of 571 radio buyers 
showed that 45% are already using Generative AI or looking into it. What’s interesting is that they plan to use it 
to do the things they’ve had media sales reps to do for them. Top among advertisers’ plans for Generative AI are 
writing advertising copy and identifying target audiences.

 

Figure 4.14:  How Stations Are Preparing for Generative AI

 

Source: 2023 Borrell/RAB survey of radio managers; n=181

© 2024 Borrell

Of those already using Generative AI, only one-third say they have a best-practices policy in place at their stations. 
When we asked for comments, we heard, “I think there’s an underlying ‘use this appropriately,’ but I haven’t seen 
a “best practices policy.” Another wrote that the company rule was that “no pure AI content can be used” unless 
“significant changes to content” are made by the station.
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3 /
Another point to make with political media buyers 
is that there continues to be an abundance 
of premium inventory for local ads to run on. 
More programming and more watching have 
accelerated each streamer’s library.

Since many are watching on ad-supported 
subscriptions, there is plenty of inventory for these 
ads. Be sure that this is the case for your OTT/CTV 
sales with technology that traffics ads to premium 
content.

2 /
When selling radio spot ads to candidates, you are 
subject to Federal Communications Commission 
rules regarding pricing. Even though the spots 
are in high demand, what you can charge for 
them must follow regulations. Digital ads aren’t 
subject to this, so adding OTT/CTV and other tactics 
increases the campaign revenue.

In addition to OTT/CTV, you can suggest display 
ads, geofencing, video ads, social media ads and 
streaming audio. Keep in mind that political is a 
restricted category in programmatic display, so 
your third-party digital solution must be able to 
accept these ads.

The Digital Political 
Ad Opportunity:  
CTV and OTT

1 /
How people consume content has changed 
dramatically, even since the 2020 election. 
Streaming is outpacing linear TV regarding total 
watch time and hours spent.

Media buyers are shifting some of their budgets to 
streaming, but many still plan bigger buys on local 
TV. It’s not that this channel isn’t viable. However, 
the allocation of ad dollars hasn’t moved at the 
pace of consumer preferences. If you run into this 
as an objection, make these points: 

• Streaming viewership is rising and has 
overtaken traditional TV.

• Most new accounts for streaming are ad 
supported, and every platform has this option.

• OTT/CTV ads are targetable based on 
demographics, location and interests.

• Most OTT/CTV ads aren’t skippable.

Consumers Watch Differently Now

The 2024 election will bring billions of advertising dollars into local markets for linear and 
digital. According to industry projections, the fastest-growing digital tactic for the year ahead 
will be CTV and OTT. An increase in spending delivers enormous opportunities for local media 
sellers. In addition to selling radio spots, you should recommend CTV and OTT with every 
proposal. Here’s why.

Ads Can Serve on Premium Content

Digital Helps You Increase Total 
Campaign Revenue

With so much revenue potential in political 
advertising, you’ll need a third-party digital 
platform built for media companies. NXT has all the 
features you need in a simple, intuitive solution. It’s 
easy to use, integrated, modern and optimized. See 
how it works today.

Capture Political Dollars in 2024 
with Marketron NXT

Request a NXT Demo

https://bit.ly/3tsux1h
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CONCLUSIONS
There’s no denying that digital advertising represents perhaps the best opportunity for growth and stability. 
Revenue from radio spots decreased in 2023 and is likely to do so in 2024, while revenue from digital products 
continues to grow. It’s not small potatoes anymore, either. The average station made nearly a half-million dollars 
last year from digital sales, while the average cluster cracked $2 million for the first time.

Still, there’s the concern that last year’s sales grew at roughly one-third the rate that most stations had budgeted. 
Why the miss? It would be easy to blame it on an overall economic slowdown in the last half of 2023. We think 
there’s more at play.

One reason may be the shift from “forced” digital sales to including a digital component only where it makes 
sense. Could it be time to switch back to a companywide initiative to try to include a digital component in every 
pitch? Perhaps.

This year might be viewed as a “gap year” – a year when stations focus on filling a few gaps if they want to return 
to double-digit growth rates. 

GAP #1:  At least half of a station’s existing customers aren’t buying its digital products. This represents, of 
course, the obvious opportunity to sell them digital products. But these “nondigital” radio customers may present 
a more critical opportunity. They’re twice as likely to be planning to cut something this year (could radio be on the 
block?). They’re also more likely to be marketing novices seeking advice in an increasingly confusing marketing 
environment. Radio could fill that gap. Prior surveys have shown that local ad buyers rate radio sales reps the 
highest for overall marketing savvy. 

GAP #2:  Sales by existing staff may have reached a saturation point.  Three facts suggest this:  1) Digital 
growth rates dropped to single digits last year after a decade of double-digit growth; 2) Radio managers have 
begun telling us that hiring new staff, not training existing reps, is the best way to drive digital sales; managers 
have also begun signaling that their staffs’ ability to sell digital products is waning.

GAP #3:  Advertisers want new products this year, and the industry is short on them. Banner ads, SEM/SEO, 
and social media have been stations’ biggest sources of revenue. All but O&O banners are commoditized; thus, 
prices will be competitive and low-margin. The problem/opportunity is, 41% of radio buyers are looking to buy 
something new this year, and it’s probably not the products stations are pushing most. Three digital products are 
at the top of radio advertisers’ “new” list: streaming audio, streaming video, and mobile SMS/text messaging. It 
might be time to give those products more focus. It may also be time to explore innovative marketing products. 
New products are typically aimed at new customers, which means more new products could lead to more 
new customers. 

Gap #4:  It’s time to revisit or at least recommunicate the digital strategy. How is it possible that 29% of 
managers say their company doesn’t have a digital strategy, don’t know whether the strategy is working, or don’t 
even know if they have a strategy? The slippage in confidence in strategies from “brilliant/good” to “fair/poor” is 
also a red flag.
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APPENDIX A
Obtainable Digital Revenue in 2023 for 513 U.S. Markets
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