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What We Do

 Conduct largest survey of SMBs in U.S.

 License access to local ad-spending database

 Publish regular insights from our data

 Hold annual #LOAC in NY in March

To access the Compass ad-spending database, visit www.adspending.com

http://www.adspending.com/
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Sources of Our
SMB Estimates

 IRS data

 D&B, Database USA

 Industry research (NADA, NAIDA, NAR, TVB, RAB, et.)

 Borrell’s ongoing SMB surveys

 Digital ad revenue database of 10,000+ “local” entities
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AGENDA

 Definition of SMBs

 Sizing SMB ad spending

 Who’s getting that money?

 What SMBs are buying
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Definition of SMBs

Actual client responses when we’ve asked, “How 
would you define ‘SMB’?”

“…between $250,000 and $5 million in sales.”

“…under 100 employees.”

“…$2.5 million or less in sales.”

“…fewer than 50 employees.”

“…up to $25 million in sales.”



12/20/2017
© Borrell Inc., 2017. All rights reserved     8

 Businesses with $50mm or less in revenue

 There are 9 million of them

 ~ 75% are buying digital ads

 = 6.8 million SMBs buying digital advertising

Working Definition
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Clues from Borrell’s Survey

9

2017 Local Advertiser Survey Summary | April-July 2017 

Survey respondents 
came from three major 
sizes of business. 32%

15% 16%

10% 8% 8% 10%

Fewer than 5 5 to 9 10 to 24 25 to 49 50 to 99 100 to 249 250+

Businesses by Employee Size

All Local Advertisers

Q. About how many full- or part-time employees work at your company (at all locations combined)?

Fewer than 5 32%
5 to 24 31%

25 or more 37%

About two-thirds of 
businesses surveyed have 
fewer than 25 employees.

Number of Employees

2%
12% 11%

76%

Less than one 1 to 5 6 to 10 More than 10

Businesses by Years in Business

All Local Advertisers

Most survey respondents came from established 
businesses. Only 2% are “new” businesses. 

According to the 
U.S. Census, new 
business formation 
is at record lows.

(Chart from money.cnn.com).

Q. How many years has your business been operating?
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SMB Advertising Expenditures
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Total responses for survey N= 3,511

2017 Local Advertiser Survey Summary | April-July 2017 

5.9% Average % of Gross Revenue 
Spent on Advertising

12%

2%

3%

3%

4%

4%

6%

6%

8%

8%

11%

12%

22%

18 other types

Impression-based, ROS  ads

Display ads

Magazine

Social media

Event marketing

Postal mail

Outdoor

Newspaper

Search engine marketing

Radio

Cable TV

Broadcast TV

Where the Money Goes

Traditional

Digital

While 76% of respondents are using some type 
of digital advertising, on average, only 26% of 
the dollars spent on advertising go to digital. 

Many types are seen as low-budget DIY 
solutions (social media, email, etc.) 

Social media is the #1 ad type used (of ALL types 
of media), but only 4% of budgets go to this 
advertising.  

Email marketing is used by 47% of respondents 
but less than 1% of budgets are allocated here. 

On the flip side, Broadcast TV is used by fewer 
respondents, but those who use Broadcast TV 
spend most of their ad budgets there. And even 
with fewer using it, the value of TV media 
spending outpaces widely used mediums that 
get small portions of budget. 

Q.  Knowing that you spent $X in total last year, about how much money was spent on 
each of the following types of advertising that you used? 
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Advertising Types Used
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74% Used Traditional and Digital 
Advertising in 2016

76%

59%

48%

47%

38%

38%

37%

30%

28%

21%

21%

5%

10%

Digital

Newspaper

Event marketing

Postal mail

Radio

Other printed publication

Magazine

Outdoor

Printed directories

Cable TV

Broadcast TV

Cinema/theater previews

Other

Ad Types Used in 2016
(Among All Respondents)

63%

47%

35%

35%

24%

20%

16%

14%

14%

13%

12%

11%

8%

7%

6%

6%

5%

4%

2%

Social media or viral advertising

Email marketing

Search engine marketing

Display ads

Directory listings

Geo targeting, geo-location, beacons

Video ads

Native ad formats

Behavioral targeting or ad networks

Impression-based, ROS  ads

Classified advertising

Content

Audio ads, podcasts, or online radio

SMS or text-based ads

In-app advertising

Deal promos or third party coupons

Response/ QR codes

Cross-site ad network buys

In-game advertising

Digital Ad Types Used in 2016
(Among All Respondents)

22% Used Traditional Advertising Only

Q. Which of the following types of advertising/ marketing did your business use last year (2016)?
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Our Focus: 
In-Market Spenders

© Borrell Inc., 2017. All rights reserved     

38%

62%

$315 Billion

“Spending from Inside” 
refers to advertising spent:

 By any business with a 
physical location (store/ 
office) inside that market

 On advertising directed to 
appear within that market

2017 Total 
U.S. Ad Spending 



12/20/2017
© Borrell Inc., 2017. All rights reserved     13

Who’s Getting That 
Money?

$ in billions

U.S. Local Advertising Estimates, 2017
$120.4 Billion

Source:  Borrell Associates Inc./Adspending.com

Who’s getting
all this money?
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2017 U.S. Local Digital
Advertising Estimates

Source:  Borrell Associates Local Digital Ad Revenue Database, March 2017

Here’s How ‘Local Digital’ 
Is Shared



Pureplay Co.
Local Media Co.

Sources: SEC Documents, company statements, Borrell Associates Inc.; May 2017

2016 U.S. Local
Digital Ad Revenue
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Thousands of
Companies Form
Digital’s ‘Longtail’



1

10+

3

4

2

# of competitors per market
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Average Digital Ad Revenue
By Type of Seller

Source:  Borrell Associates Local Digital Ad Revenue Database, March 2017
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Top 20 ‘Local’ Ad Spending
Categories, 2017 Estimates

$ in billions
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What SMBs Are Buying

Search:
51%

Display:
30%

2017 U.S. Local Digital Ad Expenditures
By Format

Majority of Paid Search
Is Self-Serve

Majority of Display
Is “Sold,” But

That’s Changing
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Media Effectiveness
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2.06

2.22

2.47

2.49

2.52

2.53

2.59

2.64

2.67

2.71

2.72

2.76

2.76

2.79

2.80

2.80

2.85

2.94

2.98

3.05

3.06

3.06

3.07

3.07

3.13

3.16

3.31

3.33

3.37

3.42

Response/ QR codes
Printed directories

Other printed publication
Online directory listings

Magazine
Online classified ads

Cinema
Display ads

In-game advertising
Newspaper

In-app advertising
Content

SMS or text-based ads
Cross-site ad networks
Deal promos /coupons

Audio ads, podcasts
Impression, ROS  ads

Radio
Outdoor

Video ads
Postal mail

Native ad formats
Geo targeting

Event marketing
Behavioral targeting

Cable TV
Email marketing

Search engine marketing
Broadcast TV

Social media adv

Effectiveness of Method 
(Among those who used it)

Traditional

Digital

Scale was 1-5; scores of 3.0 
and above are moderately 
effective or better.

Q. Of the types of media your business 
used in 2016, how effective were each at 
reaching your marketing/advertising goals? 

Scale: 
Don’t know
1- Not at all effective
2 - Slightly effective
3 - Moderately effective
4 - Very effective
5 - Extremely effective

Eleven methods of advertising 
were rated as moderately 
effective or better by those who 
use them. More digital methods 
were rated in the top than 
traditional. 

Social media and Broadcast TV 
are the top two effective 
methods. 

Keep in mind there is a large 
disparity in cost between these 
two mediums. Broadcast TV is 
the most expensive method 
while Social Media is a bigger 
investment of time than money, 
for most who use it.



Borrell Associates, Inc. 2017. All rights reserved     

2017 Spending Outlook
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63%
Of all respondents planned 
to use MORE digital 
advertising in 2017

#1 Social Media

#2 Email

19%
Of all respondents planned 
to use LESS newspaper
advertising in 2017

-19%
-12% -14% -11%

-10% -7%
-5% -5%

-9% -6%
-2%

8%
2% 6% 6%

12%
9% 8% 9%

15% 16%

Newspaper Print
Directories

Magazine Other print
pubs

Radio Outdoor Broadcast
TV

Cable TV Postal mail Event
marketing

Digital

2017 Spending Outlook by Media
Less More

Q. Below is a list of the advertising/ marketing your business used in 2016. 
What are your plans for using these media types in 2017? 

63%



Rookie Marketeers
Inexperienced Advertisers Making their Own Decisions

Sources: Borrell’s Annual Survey of Local Advertisers; April-July 2017; N = 3,039 responses; & Borrell’s monthly advertiser panel, 208 responses

Borrell’s Take
Fueled by a new set of do-it-

yourself marketing tools, local 
advertisers are going online to 

do their own buying. Nearly 
two-thirds are inexperienced at 

marketing, and 70% of those 
amateurs make decisions 

without anyone’s assistance.

Misfires and frustrations are 
likely to spur a stronger 
demand for marketing 

education and a greater level 
of consultation from 

marketing-savvy ad reps.

Rating the marketing experience of 3,039 local advertisers

70% Are Loners
Of those with the least marketing 
expertise, 70% make marketing 
decisions without anyone’s help.

© Borrell Inc., 2017. All rights reserved     
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Save $400
Register by Nov. 30


