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!ƴ ƛƴǘǊƻΧΧΦ
Collect, Analyze, 
Model, and Project

Å Ad spending
Å Promotions spending
Å Digital Services spending

ÅWrite papers
Å Consult
Å Identify trends
Å Establish marketshare
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LOCAL AD SPENDING & 
PROMOTION DATABASE

ά/hat!{{έ

DIGITAL MARKETING 
SERVICES PAPER & LOCAL 

REPORT

LOCAL ADVERTISER 
SURVEY

LƴŦƻ ŦƻǊ ǘƻŘŀȅΩǎ ǇǊŜǎŜƴǘŀǘƛƻƴΧ

SMB PANEL
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KNOWLEDGE AXIS
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A
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IS

Things you 
know & believe

Things you 
ŘƛŘƴΩǘ ƪƴƻǿΣ ōǳǘ 

can believe

Things you 
know, but just 
ŎŀƴΩǘ ōŜƭƛŜǾŜ

Things you 
ŘƛŘƴΩǘ  ƪƴƻǿ ϧ 
ŎŀƴΩǘ ōŜƭƛŜǾŜ
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Perception
Versus
Reality
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CƻǊ ǘƘŜ ǇǳǊǇƻǎŜǎ ƻŦ ǘƻŘŀȅΩǎ ǘŀƭƪΧΧ

SMB = LOCAL ADVERTISER
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What LOCAL ADVERTISERS Are Saying

ò  

ó 

Being able to truly 
determine ROI is the 
most challenging.

Arts/Entertainment/Tourism,
$500k revenue
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What AGENCIES Are Saying

ò  

ó 

Digital advertising isn't 
what its cracked up to be.  
Doesn't work without 
mass/traditional media 
propping it up.

Ad Agency,
Less than 10 employees
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Local 
Advertisers 
ŀƴŘΧΦ

ÅLocal Advertising
ÅNon-Digital
ÅDigital
ÅOnline Video, Social

ÅROI
ÅDigital Services
ÅAgencies
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wŜǎǳƭǘǎ ŦǊƻƳ .ƻǊǊŜƭƭΩǎ 
2018 Local Advertiser Survey

Published Sept. 19, 2018

¢Ƙƛǎ ƛǎ ŀ ǎǳƳƳŀǊȅ ƻŦ .ƻǊǊŜƭƭΩǎ ŀƴƴǳŀƭ ǎǳǊǾŜȅΣ ŎƻƴŘǳŎǘŜŘ ƛƴ {ǇǊƛƴƎκ{ǳƳƳŜǊ 
2018. The material and graphics in this report are protected by copyright laws 

and may be used internally by Borrell clients. For permission to use the 
materials publicly, contact us at

info@borrellassociates.com.

mailto:info@borrellassociates.com
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Survey Participation

RESPONSES

Advertiser 
Completes

Agency 
Completes

Total

US TOTALS 3854 711 4565
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Where and What

Total responses for survey N= 3,854
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TOTAL GROSS REVENUE

Gross Revenue was Spread, with Half Under 
$2 Million

Total responses for survey N= 3,854
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Respondent Business Profile

19

Three sizes of business 
were represented: small, 
medium, & large.

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

Fewer than 10 43%
10 to 99 36%

100 or more 21%

79% could be classified as small 
to medium-size, having fewer 
than 100 employees.

Number of Employees

2%
11% 10%

78%

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

Respondents by # of Years in Business
Most respondents came from established, independent 

businesses serving consumers. 

Q. How many years has your business been operating?

29%

14%

17%

11%
8% 9%

4%
3%

5%

Fewer than 5 5 to 9 10 to 24 25 to 49 50 to 99 100 to 249 250 to 499 500 to 999 1000 or more

Respondents by Size of Business 
# of Employees

92% serve
consumers

80% are
independent

Total responses for survey N= 3,854
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Highlights

üMedian annual revenue of participants is $750,000

ü2/3 are spending less than $25,000 in advertising

ühŦ ŎǳǎǘƻƳŜǊǎ ǿŜ ǇƻƭƭŜŘΣ му҈ ǎŀȅ ǘƘŜȅΩǊŜ ǎǇŜƴŘƛƴƎ ƳƻǊŜ ǘƘƛǎ ȅŜŀǊ

ü²Ƙŀǘ ǘƘŜȅΩǊŜ ŎǳǘǘƛƴƎΥ

ü Newspaper

ü Direct Mail

ü Magazine

²Ƙŀǘ ǘƘŜȅΩǊŜ ƛƴŎǊŜŀǎƛƴƎΥ

ü Email

ü SEM

ü Events
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Marketing Expertise

Novice
56%Apprentice

16%

Practioner
7%

Master
21%

US Average

Lifetime 

Marketing/Advertising 

Hours

Novice <3,333 

Apprentice 3,334-6,666 

Practitioner 6,667-9,999

Master 10,000 +

Total responses for survey N= 3,854
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ò  

ó 

We've found a nice rhythm with a 
combination of local TV commercials, 
digital in app advertising, boosted Facebook 
and Instagram posts, and optimized SEO 
rankings. The Newspaper is still great for 
events, and certain demographics. It's all 
about finding what combination works best 
for your business! 

Healthcare Business,
$3 million revenue

What LOCAL ADVERTISERS Are Saying



Advertising Expenditures
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No Spending
4%

Less than 
$10k 
41%

$10k to 
$49.9k
27%

$50k to 
$199.9k

16%

$200k
or more

11%

About how much did your business spend on advertising last year?

Borrell Associates, Inc. 2018. All rights reserved     
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Ad spending as 
percentage of gross 
revenue ςon average.

Total responses for survey N= 3,854
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Digital & Traditional Is Often
A Combo Buy

U.S. Average

Total responses for survey N= 3,854
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Which of the following types 
of advertising did your 
business buy last year?

{ƻǳǊŎŜΥ  .ƻǊǊŜƭƭΩǎ нлму ŀƴƴǳŀƭ ƭƻŎŀƭ ŀŘǾŜǊǘƛǎŜǊ ǎǳǊǾŜȅΣ !ǇǊƛƭ-June 2018; 
N=998 advertisers who said they purchased digital advertising.

© 2018 Borrell Inc.  ALL RIGHTS RESERVED.

21%
increase

81%
decrease

¢ǊŀŘƛǘƛƻƴŀƭ aŜŘƛŀ LǎƴΩǘ .ƻǳƎƘǘ !ƭƻƴŜ !ƴȅƳƻǊŜ



Advertising Expenditures
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Media Type
% of Respondents 

Using this Media

Avg. Annual 

Expenditure

Broadcast TV  20.6% $83,982

Cable TV 14.8% $43,354

Radio 44.3% $25,669

Direct Maill 47.6% $23,040

Outdoor  32.5% $21,559

Search engine marketing 42.7% $21,098

Newspaper  61.5% $19,436

Event marketing  52.8% $17,392

Cross-site ad network buys 5.5% $13,126

Magazine 36.6% $12,264

Impression-based, ROS (run of site) ads 16.1% $11,609

Display or banner ads 40.3% $10,087

Sponsored content / native adv 15.5% $9,578

Other digital 4.0% $7,653

Content (webinars, white papers, blogs) 15.0% $7,582

Video ads 18.1% $6,982

Deal/promotions or coupons through 3rd party 6.4% $6,229

Social media advertising 79.0% $5,965

Cinema/in theater movie previews 4.6% $4,935

Audio ads, podcasts 7.8% $4,228

Other printed publication 37.7% $4,208

Classified advertising online 14.4% $4,029

SMS or text-based ads 8.8% $3,657

Email marketing 57.3% $3,534

In-app advertising 8.6% $3,455

Other non-digital 6.3% $3,350

Printed directories  28.7% $3,244

Directory listings online 32.3% $2,245

Avg. for All Spending 100.0% $116,923

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?

ÅMost $$
ÅBroadcast TV

ÅUsed by most
ÅSocial Media Advertising

ÅLeast $$
ÅOnline Directory Listings

ÅUsed by least
ÅCinema Ads
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Advertising 
Types Used

29Total responses for survey N= 3,854
Q. Which of the following types of advertising/ marketing did your business use last year (2017)?

2%

4%

5%

6%

6%

8%

9%

9%

14%

15%

15%

16%

16%

18%

21%

29%

32%

33%

37%

38%

40%

43%

44%

48%

53%

57%

62%

79%

In-game advertising

Response/ QR codes

Cinema/in theater movie previews

Cross-site ad network buys

Deal/promotions via 3rd-party sites

Streaming audio, podcasts

In-app advertising

SMS or text-based ads

Classified advertising online

Cable TV

Content (webinars, white papers, blogs)

Sponsored content / native adv.

Impression-based, ROS (run of site) ads

Video ads

Broadcast TV

Printed directories

Directory listings online

Outdoor

Magazine

Other printed publication

Display or banner ads

Search engine marketing

Radio

Postal mail

Event marketing

Email marketing

Newspaper

Social media advertising

Digital Media

Traditional Media

3.8 Avg. # of digital marketing 
methods used

Avg. # of non-digital marketing 
methods used3.9

7.7 Advertising 
Types Used
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ò  

ó 

We are in the process of 
changing our marketing 
mix.  2019 will be even 
better.

Consulting Service,
$5 million revenue

What LOCAL ADVERTISERS Are Saying



plan to stop usinga type of 
traditional media that they 

used in 2017 

4%

Borrell Associates, Inc. 2018. All rights reserved     

Outlook: Non-Digital Media

31Total responses for survey N= 3,8654

Q. Below is a list of the advertising/ marketing your business used in 2017. What are your plans for using these media types in 2018? 

20%
plan to trim spending on a 
type of traditional media 
that they used in 2017 

22%
plan to increasespending 
on a type of traditional 

media they used in 2017 

-37%

-33%

-25%

-29%

-23%

-23%

-21%

-23%

-10%

-25%

-23%

7%

13%

14%

17%

24%

25%

27%

27%

31%

33%

47%

Print Directories

Newspaper

Other print pubs

Magazine

Postal mail

Radio

Outdoor

Broadcast TV

Event marketing

Cable TV

Cinema

Spending Plans for Non-Digital Types of Media

Planning to Cut or Eliminate Planning to Increase
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Why are you cutting?

NEWSPAPER
Too expensive 45.9%

No response 41.8%

Not enough reach 31.6%

MAGAZINE
Too expensive 53.4%

No response 41.1%

No data to determine 

impact
39.7%

DIRECT MAIL
Too expensive 43.3%

No response 29.8%

No data to 

determine impact
26.9%

RADIO
Too expensive 54.9%

Difficult to measure 32.9%

No data to 

determine impact
30.5%

Total responses for survey N= 3,854
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plan to stop usinga type 
of digital media that they 

used in 2017 

3%

Borrell Associates, Inc. 2018. All rights reserved     

Outlook: Digital Media

34Total responses for survey N= 3,854

Q. Below is a list of the advertising/ marketing your business used in 2017. 
What are your plans for using these media types in 2018? 

7%
plan to trim spending on a type
of digital media that they used 

in 2017 

47%
plan to increasespending 
on a type of digital media 

that they used in 2017 

-17%

-19%

-24%

-13%

-27%

-12%

-13%

-15%

-4%

-7%

-7%

-14%

-4%

-9%

-5%

19%

24%

36%

38%

40%

40%

40%

48%

51%

53%

54%

55%

61%

64%

67%

Online Directories

Online Classifieds

Deal/Promo sites

Banner Adv.

QR Codes

Native Adv.

Run-of-Site Banners

In-app Advertising

Email Mktg.

Search Engine Mktg.

Content Mktg.

Audio/Podcasting

Social Media

SMS/Texting

Video Adv.

Spending Plans for Digital Types of Media

Planning to Cut or Eliminate Planning to Increase
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Those Pitched Digital Tend to Buy It

When your business used <media type>, did it include an online element?

Over 75% 
close rate!

Total responses for survey N= 3,854

and bought



36

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Today, it's more
about campaigns
and messages and
less about straight

advertising

We don't have
enough time to

dedicate to manage
digital marketing

effectively

Digital marketing is
becoming too

technical -we need
an expert to help

There's not enough
transparency or

consumer privacy in
digital advertising

It's harder to
compete in a digital
world than a non-

digital world

Technology changes
too fast, what used

to work doesn't
anymore

It's hard to find the
right partner(s) for

my company's
digital marketing

needs

There is too much
marketing data
available today

Digital targeting
isn't accurate

It's harder to track
digital advertising

ROI today than five
years ago

It's harder to come
up with original,
creative ideas for
digital than non-

digital

There are no
downsides to digital

marketing

Strongly Aagree Agree Undecided/Dont know Disagree Strongly Disagree

Q. Please rate your level of agreement with the following statements:  Ratings 

scored from -2 to +2. A score closest to 2 indicates high levels of agreement

Digital is easy, except when it is hard

Source: May 2018 Borrell SMB Panel Survey, n=83 
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ò  

ó 

I will not be doing TV in 2019 or 
Newspaper. I'm doubling down on 
social media and most of it is 
video content, showing our 
involvement in the community 
and educating our client base.

Credit Management,
$2 million+ Revenue

What LOCAL ADVERTISERS Are Saying
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ò  

ó 

Advertisers that interrupt a video on 
social media do more to damage their 
brand than promote it.  It's terribly 
irritating and annoying.  I would 
strongly advise against any digital 
marketing approach that employs 
that strategy. 

Oil Extraction,
$5 million+ Revenue

What LOCAL ADVERTISERS Are Saying
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Of local advertisers 
have a social media 
presence.

Total responses for survey N= 3,854
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Of local advertisers 
use Facebook.

Total responses for survey N= 3,854
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Of local advertisers 
have used social 
media advertising.

Total responses for survey N= 3,854
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Social Media Usage 

43Total responses for survey N= 3,850; for social 
media users, N=3,567; for FB users, N=3514

#1 Facebook 91% 87%

#2 Instagram 50% 40%

#3 Twitter 47% 46%

#4 LinkedIn 40% 36%

#5 Google+ 40% 39%

MOST-USED SOCIAL MEDIA SITES

Current Last Year
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Social Media Usage 

44

Use 1 type of social media
Use 2 types
Use 3 types
Use 4 types
Use 5 types
Use 6 types
Use 7 types

Use 8 or more types 14%

8%

10%

14%

17%

16%

16%

13%

# OF SOCIAL MEDIA SITES USED

Total for social media users, N=3,567; 
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0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Facebook Twitter Snapchat Instagram

Effectiveness scores

Dont know

5 - Extremely effective

4 - Very effective

3 - Moderately effective

2- Slightly effective

1 - Not at all effective

Effectiveness of Social Media Advertising

Total for social media users, N=3,567; 
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Social Media Usage 

46Total responses for survey N= 3,850; for social 
media users, N=3,567; for FB users, N=3514

More 
effective

26%

Less 
effective

18%

About the 
same
44%

Don't 
know
12%

Ih² I!{ C.Ω{  9CC9/¢L±9b9{{
CHANGED SINCE 2017?
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Asked of 212 local Facebook users/advertisers in May/June 2018 who claimed FB was LESS effective than a year ago: Why do you think 
Facebook is not as effective as a year ago?

Facebook: We Could Have a Problem

Algorithm Changes
29%

Demos Have Changed
15%

Too Crowded
12%

Overall Worse Ad 
Effectiveness

11%

"Pay to Play"/Boosting
11%

Poltical Climate
8%

Privacy Issues
7%

FB Mishandling Data
4%

Distrust
3% ά¢ƘŜ ŎƘŀƴƎŜ ƛƴ ǘƘŜƛǊ ŀƭƎƻǊƛǘƘƳǎ ƛǎ 

hurting small businesses with low 
ŦƻƭƭƻǿƛƴƎǎΦέ

ά¢ƘŜ ҈ϝϷϧ҈ ŀƭƎƻǊƛǘƘƳ ǊŜǎŜǘ ƛƴ 
Feb/March KILLED organic 

ǇǊŜǎŜƴŎŜΦέ

ά[Ŝǎǎ ǇŜƻǇƭŜ ƛƴ Ƴȅ ǘŀǊƎŜǘ 
demographic are actively using 

facebookΦέ

άEveryonesfeeds are so muddy 
with sponsors and irrelevant 

ŎƻƴǘŜƴǘέ

άtŜƻǇƭŜ Řƻƴϥǘ ǿŀƴǘ ǘƻ ōŜ 
advertised to on Facebook. It's not 

ǘƘŜ ǊƛƎƘǘ ǇƭŀǘŦƻǊƳΦ ά

ά¢ƻƻ Ƴŀƴȅ ŘŜƳŀƴŘǎΦ 
Must boost.  Not as user 
ŦǊƛŜƴŘƭȅ ŀǎ ƛƴ нлмрέ

Total responses for survey N= 3,850; for social 
media users, N=3,567; for FB users, N=3514
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55%

67%

77%

82%

89%

93%

Video advertising

Business listing pages (yelp or
directories)

Display ads (targeted or not)

Search engine keywords

Social media advertising

Social media posts on your
page

% Who Use Each At Least Annually

Typical Freq of Use

1x year
Several times a 

year 1x month Weekly

3% 16% 25% 57%

9% 20% 35% 35%

18% 26% 34% 22%

14% 39% 34% 13%

46% 32% 11% 11%

30% 33% 24% 13%

Q. How frequently do you buy/update 

each of the following types of digital 

media? (n=83)

Digital: Frequency of Use

Source: May 2018 Borrell SMB Panel Survey, n=83 
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0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Social media
posts on your

page

Social media
advertising

Search engine
keywords

Display ads
(targeted or

not)

Business listing
pages (yelp or
directories)

Video
advertising

Future Use (5 years)

Will Use MORE

No Change

Will Use LESS

Will STOP Using

Digital: Likelihood of Future Use

Source: May 2018 Borrell SMB Panel Survey, n=83 
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ò  

ó 

More views and 
interactions with 
video ads.

Waste Management,
$500k Revenue, less than 10 employees

What LOCAL ADVERTISERS Are Saying



Why do you use video advertising? 

51Total responses N=3,854; 701 used video;  323 plan to start using video in 2018

Why did you use video advertising?

Grabs attention 70%
Gets my message across 67%

Creates a memory / lasting impression 53%
Humanizes the brand 46%

Generates leads 38%
Stay on top of the trends / it's cool 27%

People say it works 19%
Other 8%

Borrell Associates, Inc. 2018. All rights reserved     



17%

19%

27%

27%

43%

42%

64%

66%

53%

2%

2%

2%

11%

5%

15%

5%

6%

31%

Ad networks

Partner blogs / websites

Local media websites

TV / cable stations

Email campaigns

Paid social media advertising

YouTube

Our website / blog

Our social media pages

Where did you distribute video content in 2017?
Which method worked best?

Used this method Considered it "the best"

Best platforms for distribution

52Total responses N=3,854; 701 used video;  323 plan to start using video in 2018

% of those who use 
video marketing

Borrell Associates, Inc. 2018. All rights reserved     
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Of local advertisers who 
used video advertising 
see it as very or 
extremely effective.

Total responses for survey N= 3,854



54Total responses N=3,854; 701 used video;  323 plan to start using video in 2018

What elements are important for video?

38%

41%

46%

43%

36%

36%

19%

20%

21%

17%

12%

13%

7%

27%

16%

1%

3%

10%

6%

3%

2%

1%

1%

4%

1%

1%

Professionally produced videos

Short videos (5-10 seconds)

Background music

Included URL in the video

Facebook Live

Interviews

Behind the scenes

Embedded SEO keywords

No sound  only text overlays

InstaStories

Coupons, incentives for viewers

Tutorials

Long videos (30 min+)

Which of the following did you incorporate into your video marketing?
Which method worked best? 

Used this method Considered it "the best"

% of those who use 
video marketing

Borrell Associates, Inc. 2018. All rights reserved     
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Of local advertisers are 
NOTfamiliar with the 
ǘŜǊƳ άh¢¢έΦ

Source: October 2018 Borrell SMB Panel Survey, n=182
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10%

12%

12%

26%

33%

38%

48%

Other

A media buyer

An ad agency

A cable network

A digital marketing firm

An OTT service provider

A local media company

WHAT TYPE OF COMPANY DO YOU PURCHASE OTT ADVERTISING FROM? CONCERNS/CHALLENGES
EXPERIENCED WITH OTT

Low viewability metrics 38%

No way to track response 36%

Targeting problems 26%

Lack of control of content type 26%

Too expensive 26%

Ad fraud / inaccurate measurements21%

Additional production costs/ processes 2%

Other concern/challenge 7%

None of these 24%

14% 17% 48% 17% 5%

ADVERTISING EFFECTIVENESS

NOT AT ALL SLIGHTLY MODERATELY VERY EXTREMELY

Q. How effective has your OTT advertising been?  Through what type of company have you purchased OTT 
advertising? 
What concerns or challenges have you had with OTT advertising?

CǊƻƳ ǘƘƻǎŜ ǘƘŀǘ ƘŀǾŜ ǳǎŜŘ h¢¢Χ

Source: October 2018 Borrell SMB Panel Survey, n=182
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27% 28% 34% 9% 3%

INTEREST IN OTT ADVERTISING

NOT AT ALL SLIGHTLY MODERATELY VERY EXTREMELY

12%

16%

19%

22%

25%

40%

50%

Other

A cable network

A media buyer

An ad agency

A local media company

An OTT service provider

A digital marketing firm

WHERE WOULD YOU GO TO FIND OUT MORE ABOUT HOW 
TO BUY OTT? 

QUESTIONS WOULD ASK TO ASSESS OTT OPPORTUNITY

What kind of targeting is available? 84%
How many people will I reach in my geographic 

area?
75%

Who does it reach? 72%

Can I choose the type of content my ad runs in?71%

What is the minimum spend necessary?71%

What viewability metrics are available?67%

What are the technical ad production 
specifications? (formats, length, etc)

59%

Is it interactive? 37%
Other 8%

CǊƻƳ ǘƘƻǎŜ ǘƘŀǘ ƘŀǾŜ bh¢ ǳǎŜŘ h¢¢Χ

Source: October 2018 Borrell SMB Panel Survey, n=182
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10%

12%

12%

26%

33%

38%

48%

Other

A media buyer

An ad agency

A cable network

A digital marketing firm

An OTT service provider

A local media company

WHAT TYPE OF COMPANY DO YOU PURCHASE OTT ADVERTISING FROM? WHERE WOULD YOU GO TO FIND OUT MORE ABOUT HOW 
TO BUY OTT? 

Differences between where to get info 
and where to buy

Source: October 2018 Borrell SMB Panel Survey, n=182
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Too early to really tell for us...  but 
the more important question 
should center around "value."  TV 
& Cable have not adjusted rate for 
significantly losses in viewership.  
OTT is underpriced, at this point, 
by comparison.

Ad Agency,
1-5 years in business

What AGENCIES Are Saying



61© Borrell Inc., 2018. All rights reserved     



62© Borrell Inc., 2018. All rights reserved     

ò  

ó 

Everyone is offering the same online 
marketing these days...everyone. And 
everything else has become so diluted 
it's impossible to reach people 
anymore on a smaller budget. Also 
think it's crazy how much tv and radio 
ǇǊƛŎŜǎ ƘŀǾŜ ƎƻƴŜ ǳǇ ǿƘƛƭŜ ǊŜŀŎƘƛƴƎ όΧύ 
fewer people. 

Specialty Construction,
20+ Year Old Business

What LOCAL ADVERTISERS Are Saying
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20%

30%

35%

49%

53%

57%

64%

49%

43%

38%

0% 20% 40% 60% 80% 100%

Competitive spending information ςhow much other businesses like mine spend 
on advertising

Expected ROI ςwhat levels of return I should expect from my campaigns

Media mix guidance ςwhat portion of my spending should be spent where

Comparable / competitive pricing and rate information about other media
choices

!ǳŘƛŜƴŎŜ Řŀǘŀ ƻƴ ǘƘŜ ƳŜŘƛŀ LΩƳ ōǳȅƛƴƎ όŘŜƳƻǎΣ ǊŜŀŎƘύ

Q. When it comes to deciding HOW MUCH money to spend on marketing and where to spend it, what 
EXTERNAL information do you have or want? (n=120)

HAVE 
THIS

WANT 
THIS

NEITHER

Most do not have, but desperately want 
better ROI measurements

Source: June 2018 Borrell SMB Panel Survey, n=122 
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4.31
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3.42
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5

Expected ROI Audience Data Media Mix
Guidance

Competitive
Pricing/Rates

Competitive
Spending

Q4. When it comes to your marketing decisions, how 
important is each? 1-5 scale. 1 = not important at all, 2 
slightly important, 3 ςmoderately important, 4 ςvery 
important, 5 - essential to decision-making. Showing Average 
Scores ςthe higher the number the more important it is to 
those using it. 

ROI measurement is most important

Source: June 2018 Borrell SMB Panel Survey, n=122 
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Effectiveness by goal

65Total responses for survey N= 3,511

82%

52%

48%

43%

40%

34%

30%

29%

26%

26%

20%

Acquiring new business

Maintaining current business

.ǳƛƭŘƛƴƎ ȅƻǳǊ ōǊŀƴŘΩǎ ǊŜǇǳǘŀǘƛƻƴ

Educating/ informing about product/ service

Targeting specific audiences

Expanding reach of your message

Getting web traffic

Reaching out to lapsed/ formers

Creating engaging content

Capturing leads

Growing your lists

Marketing Priorities

Q. Which of the following are among your company's 2017 advertising goals of highest priority?

#1 Social Media 18%

#2 None of the media they use 17%

#3 Newspaper 10%

MOST EFFECTIVE AT ACQUIRING NEW BIZ

#1 Social Media 21%

#2 None of the media they use 17%

#3 Email marketing 13%

MOST EFFECTIVE AT MAINTAINING CURRENT BIZ

#1 Social Media 25%

#2 None of the media they use 12%

#3 Event marketing 9%

MOST EFFECTIVE AT BUILDING REPUTATION



Newspaper 

Magazine

Other printed publication

Printed Directories Postal mail 

Outdoor 

Event marketing 

Cinema

Radio

Cable TV

Broadcast TV

Total All Digital
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Major media plotted by spend, number of users, and average effectiveness of the medium (among those who use the medium)
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Less Effective, More Expensive

Less Effective, Less Expensive More Effective, Less Expensive

More Effective, More Expensive

57

Total responses for survey N= 3,511
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Social media

Deal promosDirectory listings Native ad formats 

Search engine marketing 

Impression-based, ROS  ads
Cross-site ad network buys 

In-game advertising
Email marketing 

Display ads 
Behavioral targeting

Geo targeting

Video ads

Audio ads, podcasts

Classified advertising

SMS or text-based ads

Response/ QR codes

Content 
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Digital media plotted by average spend, number of users, and average effectiveness of the medium (among those who use the medium)

Less Effective, More Expensive

Less Effective, Less Expensive More Effective, Less Expensive

More Effective, More Expensive

SOURCE: Borrell Associates

58Digital advertising

Total responses for survey N= 3,511
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18%

29%

66%

76%

95%

82%

71%

34%

24%

5%

Very expensive with contracts that don't make sense
for small business

More time-consuming to buy and to place

Has better ROI

Creates more urgency than other media

Easier to update and keep current

Digital Non-Digital

Digital advertising has better chance of 
delivering ROI

Source: May 2018 Borrell SMB Panel Survey, n=83 



69© Borrell Inc., 2018. All rights reserved     

²Ƙŀǘ ¢ƘŜȅΩǊŜ {ŀȅƛƴƎ

ò  

ó 

Marketing has changed drastically due 
to social media and digital advertising.  
For the independent insurance agency, 
harder to compete with the 
advertising dollars the "branded" 
agency has to spend such as State 
Farm, Farmers, etc. 

Insurance Agency,
$1 million revenue
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Of local advertisers 
have a website.

Total responses for survey N= 3,854


