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Introduction 
This is our tenth year conducting surveys on local online operations and our first year conducting a special 
report for Arbitron. This report analyzes data derived from three principal sources: 

1. Media Ad Revenue: Our database of ad revenue and expenses for 5,345 local online operations in the 
U.S. and Canada, including 2,338 local radio stations1 in 640 clusters. This year, Arbitron assisted with the 
solicitation of stations, helping us increase the size of our sample by 13%. 

2. Local Business Ad Spending: Our database of Local Ad Spending Report (LA$R™) estimates for every 
U.S. market. A list of market expenditures for 2011 appears in Appendix A, and a description of the 
methodology used to compile these data can be found in Appendix B and at www.adspending.com. 

3. Advertiser and Media Surveys: We conduct periodic surveys of media executives and local advertisers 
gauging various ad-sales practices. 

For media revenue, our ongoing surveys request information regarding: 

• Online revenue and online expenses 
• Revenue from employment, auto, and real estate advertising 
• Ad revenue from: National sales, streaming audio, streaming video, email, paid search, mobile applications 
• Percentage of revenue derived from banners and pop-ups 
• Percentage of revenue driven by “up-sold” broadcast advertising2 
• Number of online-only salespeople 

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

By combining this information with LA$R™ estimates for each market, we are able to assess the competition 
among TV, newspaper, radio, cable, yellow pages, and pure-play Internet companies for local online 
advertising dollars. A market-by-market list of local online ad spending, broken out by format, by Television 
Market Area (TMA)3 is in Appendix A. These estimates are what we use for advertising share analysis. 

                                                
1 Not all points of analysis cover 2,338 radio stations. Charts and tables display the “n = xxx” designation, whereby 
“xxx” refers to the number of stations included in that particular analysis. 

2 References to “online” or “digital” in this report do not include broadcast advertising sold as a part of convergence 
packages. 

3 Television Market Area (TMA) is the federal government designation for a geographic area that is the same as 
Designated Market Area, or DMA, a trademarked term of Nielsen Media Research. 
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Chapter 1: The Local Online Advertising Landscape 
Online advertising has grown from a mere blip on the local media landscape just a decade ago to the second-
largest share-getter behind newspapers. Overall, online media—which include banners, streaming audio and 
video, email advertising, paid search, and mobile advertising—accounted for 18% of all local ad spending in 
2011 or $16.4 billion out of $91.2 billion. We are forecasting growth of 21.3% this year to $19.9 billion. As 
print newspaper ad share continues to decline and the popularity of mobile advertising4 skyrockets, online ad 
buys are likely to topple newspapers within the next two years. If that occurs, it would be the first time in 
media history that newspapers did not hold the No. 1 position. 

Figure 1.1: Local Online Advertising: 21.3% Uptick Forecast for 2012 

 
$ in Billions 
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4 We classify mobile advertising as a subcategory of “online advertising.” In 2011, mobile advertising accounted for 
6.1% of all local online advertising or $1.0 billion. 
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Against this backdrop, radio has been struggling to latch onto the Internet juggernaut. The radio industry 
collected hundreds of millions of dollars from its Internet ventures compared with billions in local ad sales by 
each of its competitors in the yellow pages, newspaper, and TV industries. Radio’s online ad revenue 
accounted for 2.4% of its gross ad sales in 2011, totaling $303.7 million. Meanwhile, the yellow pages 
industry’s online sales accounted for 25% of its revenues, with newspapers at 16% and TV stations at 15%. 

This year, radio is likely to see some catching up. We’re forecasting robust growth of 35% for 2012, to 
$409.9 million. This is due to two things: (1) a greater pressure on sales for in-stream audio commercials 
(mainly because more stations are streaming and more are beginning to charge for streaming commercials) 
and (2) online manna from the political gods in a record year for political advertising. 

Figure 1.2: Radio’s Local Online Ad Revenues: Good Growth Since ‘03,  
Break-Out Expected in 2012 
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While “pureplay” Internet companies such as Google, Autotrader.com, Pandora, Groupon, and hundreds of 
others seem to be gobbling up all the online ad dollars, that’s only half the story. Traditional media companies 
control the other half of locally spent online advertising and are fighting hard to grow their share in local 
markets. Figure 1.3 illustrates the eight principal competitors for local online ad dollars. Of the $16.4 billion 
in online advertising last year, radio stations snagged a 1.8% share. This was down 0.3 points from 2010. 

Figure 1.3: Radio Industry Got 1.8% Share of All Local Online Dollars in 2011 

 

 
© 2012 Borrell Associates Inc. 

 

The largest share-getters were pureplay Internet companies (i.e., companies not affiliated with a traditional 
media company) at 46.2% and newspapers at 24.7%. Pureplay companies are actually losing share. This is 
due to an evolving relationship between the pureplays, who own superior technology, and the legacy media 
companies, who offer promotion, feet-on-the-street salespeople and content. Newspapers and TV stations, for 
instance, have been teaming with Yahoo! to help sell the massive amount of Yahoo! banner inventory in local 
markets. Google, Monster, Groupon, Trulia, and others have also been busy forging front-line sales 
relationships with traditional media companies. 
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To get a clearer picture of what’s being sold, we look at online formats. Radio stations derived nearly two-
thirds of their online ad sales from banner advertising and streaming audio. As shown in Figure 1.4, radio 
stations don’t generate much revenue from streaming video, email, paid search, and targeted banner 
advertising. Part of the reason other legacy media companies are teaming with pureplay Internet firms is to 
tap these new and faster-growing sources of revenue.  

Figure 1.4: Radio Gets 62% of Its Revenues From Banners and Streaming Audio Ads 

 

Media Type 
Untargeted 

Banners 
Targeted 
Banners 

Paid 
Search Email 

Streaming 
Video 

Streaming 
Audio 

Market 
Totals Share 

Newspapers $2,665.1  $983.6  $7.4  $44.7  $328.2  $19.7  $4,048.8  24.7% 

Broadcast TV $1,157.9  $228.8  $57.8  $190.9  $338.0  $0.0  $1,973.5  12.0% 

Cable/Satellite $130.7  $3.3  $3.7  $3.3  $14.3  $2.2  $157.6  1.0% 

Radio $121.9  $7.5  $39.5  $37.4  $30.0  $67.4  $303.7  1.8% 

Directories $540.6  $542.3  $838.2  $79.8  $74.9  $0.0  $2,075.9  12.6% 

Magazines/ 
Other Print $228.5  $27.7  $1.2  $15.5  $6.8  $2.2  $282.0  1.7% 

Pure Play $607.2  $50.9  $4,751.9  $298.9  $1,664.0  $206.3  $7,579.2  46.2% 

Market Totals $5,451.9  $1,844.3  $5,699.6  $670.6  $2,456.4  $297.8  $16,420.6  100% 

Share 33.2% 11.2% 34.7% 4.1% 15.0% 1.8% 100%   

 

© 2012 Borrell Associates Inc. 

 

Streaming audio advertising accounted for 22% of all online advertising for radio stations last year. This was 
20% above 2010 levels but is forecasted to double in 2012 as more stations see value in their streaming-audio 
audiences. Even at double, however, the industry’s total streaming-audio commercial revenue will still be half 
that of its pureplay competitors—namely Pandora and countless independent stations who are also starting to 
grow local ad sales. Last year, Pandora hired a former newspaper digital executive to head up its efforts to tap 
local commercial spots.  
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When it comes to streaming audio, it’s good to know audience preferences. Not all radio formats transfer 
equally to online audiences. One-fifth or more of the audiences for adult contemporary, pop music, news/talk, 
and country formats were listening to audio streams online last year, according to Scarborough Research (see 
Figure 1.5). But the scale drops rapidly after that. For the majority of other formats, more than 90% of the 
listeners are not listening online. 

Figure 1.5: Listeners of Certain Radio Genres More Likely to Be Listening Online 
 

Radio Format 
% Listening to Any 

Steaming Radio  Radio Format 
% Listening to Any 

Steaming Radio 

Pop Contemporary Hit Radio 34.5%  Contemporary Inspirational 2.3% 

Adult Contemporary 33.1%  Spanish Tropical 2.1% 

News/Talk/Information 26.5%  Rhythmic Oldies 1.7% 

Country 24.1%  Jazz 1.7% 

Hot AC 21.5%  Spanish Hot Adult Contemporary 1.4% 

Rhythmic Contemporary Hit Radio 20.9%  Smooth AC 1.3% 

Classic Hits 19.1%  New Country 1.2% 

Classic Rock 18.3%  New AC/Smooth Jazz 1.1% 

Alternative 16.2%  Classic Country 0.8% 

All Sports 14.3%  Gospel 0.7% 

Adult Hits 13.1%  80s Hits 0.7% 

Active Rock 10.9%  Educational 0.6% 

Urban Contemporary 9.8%  Adult Standards 0.6% 

Urban AC 9.2%  Spanish Variety 0.5% 

Rhythmic AC 8.4%  Spanish News/Talk 0.5% 

Contemporary Christian 8.3%  World Ethnic 0.4% 

Album Oriented Rock 8.2%  Tejano 0.3% 

Album Adult Alternative 7.7%  Urban Oldies 0.2% 

All News 7.4%  Spanish Religious 0.2% 

Mexican Regional 5.8%  Spanish Oldies 0.2% 

Spanish Contemporary 5.6%  Easy Listening 0.2% 

Classical 4.8%  Spanish Sports 0.1% 

Talk/Personality 3.8%  Southern Gospel 0.1% 

Oldies 3.7%  Nostalgia 0.1% 

Modern AC 3.6%  Format Not Provided 0.1% 

Variety 3.2%  Family Hits 0.1% 

Religious 2.9%  Children’s Radio 0.1% 

Spanish Adult Hits 2.6%  Latino Urban 0.0% 

Soft Adult Contemporary 2.5%  Blues 0.0% 

Source: Scarborough Research, Release 1, 2011  
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While we are forecasting significant growth in audio-streaming commercials this year, there appears to be 
quite a bit of value left on the table—at least according to the GMs and GSMs we surveyed in January and 
February. Of those surveyed, half said they felt that the streaming-audio product was underpriced. Only 1% 
said they felt it was overpriced. 

Figure 1.6: Radio Managers Split on Whether Streaming-Audio Product Is Fairly Priced 

 
© 2012 Borrell Associates Inc. 

  

Fairly Priced 
49% 

Underpriced 
50% 

Overpriced 
1% 

Pricing of Streaming-Audio Product 

N = 83 clusters, 288 stations 



Benchmarking: Local Radio Stations’ Online Revenues 11 

© 2012 Arbitron Inc. 

Chapter 2: Benchmarking Radio’s Online Revenues 
The average radio station made $103,672 in online advertising last year. The average cluster of stations made 
$444,780. But averages can be deceiving, especially when there are instances when a single station or a 
cluster might make up to 20x that amount, as we found in our survey of 2,338 stations. 

Wide disparity exists among stations when it comes to how much online revenue they make. Some stations 
reported no Internet revenues at all. Others reported less than $10,000 for the year. Then there were the ones 
who have plowed resources into their Internet ventures, considering them a serious opportunity to generate 
incremental revenue. They belong to an elite group—the top 5% that made more than $1 million in online 
revenue last year. 

Figure 2.1: Total Online Revenues for 474 Clusters, 2011 

 

 
N = 474 clusters (1,622 stations) 
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Total revenue is only part of the story. Figures 2.2 and 2.3 offer a more granular look at how stations and 
clusters compare according to their market size. Because of the wide variance (i.e., some stations reporting 
very few dollars while some report a lot), the “median” is a better benchmark for normalcy. Note the 
“highest” column. A handful of stations and clusters are able to generate 7x to 10x the revenues of their peer-
group average. 

Figure 2.2: Per-Station Online Revenues by Market Size, 2011 

 

Market Size 
Sample 

Size 

Online Revenue Per Station 

Average Median Highest 

1 to 20 506  $209,105   $116,667   $1,600,000  

21 to 50 446  $119,386   $90,312   $725,000  

51 to 100 434  $57,338   $37,789   $333,506  

101 to 150 300  $34,286   $30,287   $130,637  

151 to 210 200  $20,369   $14,526   $758,189  

All 1,886  $103,672   $52,769   $1,600,000  
 
© 2012 Borrell Associates Inc. 
 

Figure 2.3: Per-Cluster Online Revenues by Market Size, 2011 

 

Market Size 
Sample 

Size 

Online Revenue Per Cluster 

Average Median Highest 

1 to 20 121  $870,994   $388,962   $8,488,000  

21 to 50 99  $537,838   $350,000   $3,901,237  

51 to 100 104  $266,844   $153,730   $1,023,563  

101 to 150 61  $168,619   $152,181   $507,581  

151 to 210 50  $81,475   $44,000   $758,189  

All 1,886  $444,780   $52,769   $8,488,000  
 
© 2012 Borrell Associates Inc. 
 

Many of the more successful local media companies have stepped away from comparing themselves with 
peers. They’ve stepped out of the box of considering themselves a radio station competing with other radio 
stations for Internet dollars. They—along with competitors in the newspaper, TV, yellow pages, and pureplay 
Internet industries—have begun benchmarking themselves against share of all local online ad spending, 
allowing them to see beyond opportunities in banner ad sales or streaming audio. Some have started online 
classified advertising sections, some team with Google or Yahoo to tap paid search advertising, and some are 
deriving revenue from streaming video commercials. 
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It can be a scary comparison, especially for radio. The average radio cluster received just 0.28% of all locally 
spent Internet advertising. Put differently, it did not get 99.72% of what was spent. Averages for TV stations 
tend to be in the 2% to 5% range, and for newspapers in the 7% to 15% range. In our database of more than 
5,300 media companies, none achieved more than a 28% share of all online advertising in its market last 
year—an indication of how competitive and niched-out the local Internet space can be. Figure 2.4 shows the 
average, median, and highest shares of locally spent online advertising for various market groupings. Share 
estimates were calculated by dividing the reported 2011 online revenues into the total local online advertising 
expenditure in that market. (For a list of local online ad spending by market, see Appendix A.)  

Figure 2.4: Per-Cluster Share of Locally Spent Online Advertising by Market Size, 2011 

 

Market Size 
Sample 

Size 

Percent of Market Online Advertising Per Cluster 

Average Median Highest 

1 to 20 506 0.26% 0.11% 2.01% 

21 to 50 446 0.42% 0.26% 2.73% 

51 to 100 434 0.47% 0.30% 1.98% 

101 to 150 300 0.61% 0.45% 2.47% 

151 to 210 200 0.54% 0.34% 5.78% 

All 1,886 0.28% 0.22% 5.78% 
 
© 2012 Borrell Associates Inc. 
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On a scatter gram, it becomes clear that there’s no pattern between small and large markets. This is a 
phenomenon unique to radio: Local TV stations, newspapers, and pureplay Internet companies tend to get 
smaller shares of online ad spending in larger markets, while those in smaller markets get commensurately 
larger shares. 

Figure 2.5: Radio Clusters’ Share of Local Online Advertising by Market Size, 2011 

 

 
 
© 2012 Borrell Associates Inc. 

 

Eyes always wander to the upper right quadrant of our scatter grams. This is where the top performers seem to 
be—in part because it’s easier to dominate a smaller market where there’s little competition. While non-
disclosure agreements prevent us from identifying those blue dots above 4%, we can tell you that they—along 
with any of the blue dots at or above the 2% mark—have the following characteristics in common: 

• An online-only sales force to complement their radio sales force’s digital efforts. 
• More audio streaming and paid search advertising than their peers. 
• In all but one case, they are part of a network of stations whose corporate ownership has applied additional 

resources to its digital initiatives. These resources tend to focus on sales management and sales training 
rather than technology and content. 
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Another gauge of success for stations is the percentage of the company’s gross revenues that come from 
online advertising. As mentioned in Chapter 1, the radio industry derives 2.6% of its total gross local ad sales 
from digital advertising. Figure 2.6 shows that 47% of the stations reported that online revenues accounted for 
2% or less of their total ad revenues. More than one-fourth reported that online sales accounted for 3% to 4% 
of total revenues, and another one-fourth said they accounted for more than 4%. One station, WCHL-AM in 
Chapel Hill, N.C., reported in a February interview with Radio Ink that it gets 25% of its total gross revenues 
from online sales for its stand-alone website, www.chapelboro.com. The GM reported that, among other 
things, a separate online-only sales staff “has really made the difference for us in generating 100% 
incremental revenue.”  

Figure 2.6: Percent of Gross Station Revenue From Online Ad Sales 

 

 
 

© 2012 Borrell Associates Inc. 

 

Mobile opportunities and social networking generate a lot of buzz but little revenue for stations. At the local 
level, the industry appears to be at the very early stage of opportunity—the hyped-up overture to something 
much bigger down the road. Few have been able to monetize their activities on Facebook, Twitter, and the 
much-ballyhooed mobile apps and text-messaging campaigns. 

Only a handful of stations reported any mobile ad revenue in 2010 and again in 2011. Of those that did, one 
reported mobile ad revenues at $100,000—an anomaly. Some reported mobile advertising revenues in the 
thousands or tens of thousands of dollars, typically from text messaging or sponsored apps. The vast majority 
of stations, however, reported no mobile ad revenue. 
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Chapter 3: Assessing Digital Sales Reps & Rates 
As digital advertising continues to hold the best prospects for local advertising growth, the rush to corral and 
reorganize traditional media sales teams is on. Local media companies employ digital products to invigorate 
sluggish sales for legacy products and acquire new customers. But driving digital sales requires retraining 
legacy-media sellers or hiring a hit squad to focus exclusively on selling online products.  

By our estimates, U.S. media companies employ about 81,000 local reps to sell local advertising. The largest 
sales force is employed by newspaper companies, followed by radio stations and yellow pages directories (see 
Figure 3.1). The “pureplay” sales force—those employed by companies such as Groupon (with about 900 
reps), ReachLocal (about 700), and Yodle (about 500)—has ballooned to more than 7,200 over the past few 
years.5  

Figure 3.1: Sizing the Army of Local Ad Sales Reps 

 
Source: U.S. Bureau of Labor Statistics, Borrell Associates Inc., January 2012 
© 2012 Borrell Associates Inc. 

 

The last time we estimated sellers, in 2009, the pureplay sales force was under 2,000. We suspect that the 
swelling ranks of digital reps came from layoffs in the newspaper and radio industries, which saw their sales 
forces shrink 25% and 10%, respectively, in the past two years. 

  

                                                
5 This is for local-only sales reps. The amount of national and local reps employed by pureplay Internet companies totals  

18,100—the second-largest sales force behind newspapers, which have a national and local total of 25,800 reps. 
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Of the estimated 73,000 reps employed by legacy media (excluding the pureplay Internet) companies, 70% 
have had some sort of digital training or digital budget expectation. That’s also led to one astonishing fact: 
There is now a cavalry of about 51,600 reps waving digital light sabers, most of them riding legacy horses. 
That’s more than the sales forces for newspapers, TV, and radio—combined. Nearly two-thirds of that digital 
sales force is employed by companies whose core product is newspaper or yellow pages advertising (see 
Figure 3.2). 

Figure 3.2: Sizing the Army of Reps Selling Digital Products 

 
Source: U.S. Bureau of Labor Statistics, Borrell Associates Inc., January 2012 
© 2012 Borrell Associates Inc. 

 

Newspapers and yellow pages companies are exerting the most pressure on the local marketplace to sell 
digital products, but the competition and “co-opetition” is far more complex. Newspaper-digital peddlers tend 
to go head to head in local markets with TV sellers, particularly for banner ads. There’s rapid movement, 
however, toward partnerships between those vast legacy-media sales forces and well-trafficked Internet 
pureplay companies. AT&T, whose directory business employs the largest local ad-sales force in the country 
at 5,000 strong, has teamed up with Google, Yahoo!, and a myriad of other Internet pureplay companies to 
drive $1 billion in local online ad revenues last year. And an estimated 6,500 newspapers and TV sales reps 
have teamed with Yahoo! to sell its display advertising in their markets. 

While media companies have stepped up their efforts to drive digital revenues, it hasn’t been by merely 
asking reps to include banner ads in the sales pitch. If sales training has become the new yoga, reorganizing 
the sales department is the new feng shui.  
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Who’s the most aggressive in retooling for digital sales? Not surprisingly, it’s been the two that have been 
walloped hardest by disruption: newspaper and yellow pages companies. The most lackadaisical about it? 
Radio, cable, and “other,” which includes direct mail, magazines, and outdoor advertising.  

Figure 3.3: Percentage of Local Sales Forces That Are “Digital Ready”6 

 

 
Source: Borrell Associates Inc. Digital Sales AE Survey, Nov. 2011-Jan. 2012 
© 2012 Borrell Associates Inc. 

 

One of the most surprising findings in our surveys is reflected in the next two charts. The chart shows that 
many media companies—and especially radio stations—operate without a single person dedicated exclusively 
to selling online advertising. That is, they rely solely on their existing print or broadcast sales reps to also sell 
digital advertising. 

  

                                                
6 “Digital Ready” is defined as a sales rep actively selling or expected to sell digital products. 
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Figure 3.4: Percentage of Local Media Companies With Digital-Only Sellers 

 
Source: Borrell Associates Inc. Digital Sales AE Survey, Nov. 2011-Jan. 2012 
© 2012 Borrell Associates Inc. 
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That may not be surprising in and of itself, but combined with the finding in the next chart, it may point to the 
clue as to how some radio operators are able to achieve far more online revenue of their peers. Figure 3.5 
shows that, on average, media companies with digital-only sales reps generate more than twice as much 
online revenue as those who have none. For newspapers, it’s 2.5 times. For TV, three times the amount. 

Figure 3.5: Average Gross Online Revenue Per Sales Rep 

 
N = 271 

Source: Borrell Associates Inc. Digital Sales AE Survey, Nov. 2011-Jan. 2012 
© 2012 Borrell Associates Inc. 
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Just as with nearly anything involving online ventures, there are strong opinions regarding rates. Some base 
their rates on cost per thousand impressions or CPM. Others are adamant that share of voice or flat rates are 
the way to go.  

Rates for local banners run tend to be based on cost per thousand (CPM) impressions, but 24% of respondents 
to our survey of 670 local websites in February 2012 said they sell by flat rate or “share of voice.” Of those 
charging CPMs, the average for untargeted local banners was $9.81 and for targeted local $13.76. National 
CPMs were 25% to 35% lower (see Figure 3.6). The CPMs for remnant banners averaged $2.16.  

Figure 3.6: CPMs for Banner Advertising 

  

 

 

 

Source: February 2012 CPM survey; N = 670 local websites 
© 2012 Borrell Associates Inc. 
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Chapter 4: Managers’ Attitudes Toward Online Value, Obstacles 
Probing a bit deeper into managers’ feelings about their listener base, we asked opinions about over-the-air 
listeners versus streaming listeners, and whether they believed that their reps had adequate knowledge of their 
Internet audience. The results show a clear prejudice toward the over-the-air listeners, with 94% believing 
that advertisers ascribe high value to that audience. For streaming audio, 47% of the respondents say their 
advertisers value that audience highly.  

Figure 4.1: Radio Managers’ Perceptions of Streaming Audio 

 
 

 

 

© 2012 Borrell Associates Inc. 
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Note that 41% of the respondents rated their reps’ knowledge of the streaming-audio audience as low. 
Regarding their own perceived value, 28% ranked it as low. Combined with the results illustrated in Figure 
4.2, there appears that one key to goosing radio’s Internet sales might be educating both reps and advertisers. 

We asked respondents what were the key obstacles toward selling more online advertising at their radio 
stations. The No. 1 reason was that “advertisers show little interest.” The No. 2 reason: the sales staff isn’t 
adequately prepared. 

Figure 4.2: Obstacles to Selling More Online Advertising 

 

  
© 2012 Borrell Associates Inc. 

 

While we asked respondents to select from a list of predesigned objections, we also allowed for open-ended 
responses. The list on the next page offers an interesting glimpse into the frustrations of radio sales managers. 
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Figure 4.3 Open-Ended Comments on Obstacles to Selling More Online Advertising 
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Belief from reps and internal process issues 
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In my opinion, a dedicated person(s) would make a difference 

Little investment in station websites by ownership 

Many business do not allow employees to listen to a stream at work, firewalls prevent it 

Measurement metrics 

Music license fees are exorbitant. We have chosen to discontinue stream ad insertion on all our stations until the 
music fees become more reasonable. There’s simply no profit the streaming world for us. 
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We also asked, “What would open the doors to your station selling more online products?” Again, education 
of both advertisers and staff topped the charts. 

Figure 4.4: What Would Remove Barriers to Selling More Online Advertising? 

 

 
 
© 2012 Borrell Associates Inc. 

 

There weren’t as many open-ended responses for this question, but two comments were representative of the 
general theme regarding what might open the online revenue floodgates: “time” and “more hours in the 
week.” 
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Appendix A: 2012 Local Online Ad Spending by TMA7 
“Local” Online Ad Spending Estimates (in $Millions) 

TMA 
Display—

Run of Site 
Display— 
Targeted Email 

Paid  
Search 

Streaming 
Video 

Streaming 
Audio 

"Local" 
Online Ad 

Total 
Abilene-Sweetwater TX $3.41 $1.18 $0.37 $4.14 $1.52 $0.03 $10.65 
Alaska - No DMA Assigned $1.14 $0.43 $0.12 $1.18 $0.58 $0.00 $3.45 
Albany GA $5.20 $1.91 $0.59 $6.40 $2.40 $0.02 $16.53 
Albany-Schenectady-Troy NY $25.82 $11.85 $4.72 $28.77 $17.91 $1.36 $90.43 
Albuquerque-Santa Fe NM $30.65 $9.24 $4.35 $34.86 $13.05 $1.52 $93.67 
Alexandria LA $3.58 $1.24 $0.61 $4.38 $2.17 $0.01 $11.99 
Alpena MI $0.69 $0.23 $0.05 $0.85 $0.26 $0.01 $2.09 
Amarillo TX $7.23 $2.88 $0.74 $8.65 $4.08 $0.13 $23.70 
Anchorage AK $9.81 $2.80 $1.26 $9.57 $4.03 $0.41 $27.86 
Atlanta GA $115.36 $40.91 $12.77 $116.37 $50.01 $6.51 $341.93 
Augusta GA $7.87 $2.59 $1.02 $8.71 $3.56 $0.02 $23.77 
Austin TX $29.74 $9.84 $3.72 $29.16 $12.68 $0.91 $86.06 
Bakersfield CA $6.90 $2.79 $0.91 $7.64 $4.31 $0.12 $22.68 
Baltimore MD $60.29 $17.96 $7.51 $59.11 $23.08 $2.45 $170.39 
Bangor ME $3.31 $1.27 $0.50 $4.02 $1.72 $0.00 $10.82 
Baton Rouge LA $14.47 $5.03 $2.32 $16.08 $7.60 $0.55 $46.05 
Beaumont-Port Arthur TX $5.86 $1.96 $0.74 $6.80 $2.88 $0.00 $18.24 
Bend OR $2.94 $0.77 $0.35 $3.21 $1.03 $0.00 $8.30 
Billings MT $6.12 $1.82 $0.77 $7.06 $2.12 $0.12 $18.00 
Biloxi-Gulfport MS $5.05 $1.60 $0.50 $5.95 $2.13 $0.01 $15.25 
Binghamton NY $4.86 $2.07 $0.54 $5.41 $2.59 $0.02 $15.50 
Birmingham (Anniston & 
Tuscaloosa) AL $24.15 $8.84 $2.88 $27.26 $12.02 $0.75 $75.89 
Bluefield-Beckley-Oak Hill WV $3.55 $1.54 $0.33 $4.94 $1.85 $0.01 $12.21 
Boise ID $10.94 $3.39 $1.44 $11.92 $4.49 $0.02 $32.20 
Boston MA (Manchester NH) $127.26 $44.24 $15.86 $122.79 $58.50 $5.29 $373.94 
Bowling Green KY $2.39 $0.94 $0.31 $2.78 $1.34 $0.01 $7.76 
Buffalo NY $21.92 $9.42 $2.74 $24.93 $12.00 $1.31 $72.31 
Burlington VT-Plattsburgh NY $12.62 $4.67 $1.80 $13.78 $6.10 $0.25 $39.22 
Butte-Bozeman MT $2.17 $0.62 $0.34 $2.54 $0.92 $0.00 $6.60 
Casper-Riverton WY $2.39 $0.70 $0.31 $2.73 $0.99 $0.00 $7.12 
Cedar Rapids-Waterloo- 
Iowa City & Dubuque IA $17.71 $6.59 $2.05 $19.38 $8.13 $0.01 $53.87 
Champaign & Springfield- 
Decatur IL $18.16 $5.14 $2.06 $20.54 $7.57 $0.16 $53.63 

       

continued 

                                                
7 Television Market Area (TMA) is an FCC designation that is the same as Nielsen’s DMA™ designation. 
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TMA 
Display—

Run of Site 
Display— 
Targeted Email 

Paid  
Search 

Streaming 
Video 

Streaming 
Audio 

"Local" 
Online Ad 

Total 
Charleston SC $11.49 $3.82 $1.58 $12.64 $4.74 $0.44 $34.71 
Charleston-Huntington WV $13.37 $5.28 $1.90 $16.74 $7.57 $0.35 $45.21 
Charlotte NC $45.02 $17.08 $5.73 $47.22 $21.88 $1.53 $138.45 
Charlottesville VA $3.63 $1.14 $0.64 $3.93 $1.76 $0.01 $11.10 
Chattanooga TN $10.62 $4.74 $1.29 $11.89 $6.92 $0.11 $35.57 
Cheyenne WY-Scottsbluff NE $2.65 $0.79 $0.29 $2.90 $1.05 $0.00 $7.69 
Chicago IL $204.10 $69.72 $24.00 $201.05 $91.69 $23.57 $614.13 
Chico-Redding CA $5.25 $1.66 $0.72 $6.23 $2.44 $0.01 $16.31 
Cincinnati OH $51.29 $16.36 $5.88 $54.75 $22.13 $3.08 $153.49 
Clarksburg-Weston WV $2.91 $1.10 $0.31 $3.82 $1.52 $0.00 $9.66 
Cleveland-Akron (Canton) OH $64.66 $23.53 $7.91 $69.82 $35.43 $3.09 $204.45 
Colorado Springs-Pueblo CO $17.93 $4.63 $2.09 $18.86 $5.98 $0.73 $50.21 
Columbia SC $17.85 $5.73 $2.15 $19.67 $7.08 $0.74 $53.22 
Columbia-Jefferson City MO $9.11 $2.97 $1.20 $9.87 $4.94 $0.01 $28.11 
Columbus GA $6.53 $2.38 $0.96 $7.56 $3.32 $0.05 $20.81 
Columbus OH $50.44 $16.67 $6.11 $52.43 $21.47 $3.38 $150.51 
Columbus-Tupelo-West Point MS $4.39 $1.98 $0.62 $5.44 $2.74 $0.00 $15.18 
Corpus Christi TX $6.47 $2.18 $0.84 $7.49 $3.36 $0.01 $20.35 
Dallas-Ft. Worth TX $160.59 $50.23 $15.44 $158.66 $57.22 $14.43 $456.58 
Davenport IA- 
Rock Island-Moline IL $14.20 $4.51 $2.18 $15.92 $6.89 $0.19 $43.89 
Dayton OH $24.75 $8.08 $2.92 $27.09 $10.66 $0.67 $74.18 
Denver CO $97.39 $29.38 $11.41 $97.59 $41.07 $3.35 $280.19 
Des Moines-Ames IA $26.81 $9.50 $3.53 $25.86 $10.49 $0.77 $76.97 
Detroit MI $101.29 $33.98 $11.94 $102.19 $45.66 $9.28 $304.34 
Dothan AL $3.02 $1.13 $0.36 $3.60 $1.48 $0.00 $9.58 
Duluth MN-Superior WI $6.76 $2.22 $0.74 $8.00 $2.93 $0.02 $20.67 
El Paso TX (Las Cruces NM) $10.56 $5.36 $0.83 $12.21 $6.16 $0.46 $35.58 
Elmira (Corning) NY $2.71 $1.06 $0.37 $3.30 $1.52 $0.00 $8.97 
Erie PA $5.72 $2.33 $0.74 $6.69 $3.24 $0.00 $18.72 
Eugene OR $8.55 $2.96 $1.13 $9.86 $4.34 $0.18 $27.02 
Eureka CA $1.05 $0.41 $0.16 $1.30 $0.61 $0.00 $3.53 
Evansville IN $10.08 $3.89 $1.40 $11.65 $5.45 $0.13 $32.59 
Fairbanks AK $3.27 $0.60 $0.37 $3.36 $0.92 $0.00 $8.52 
Fargo-Valley City ND $12.07 $3.98 $1.73 $13.90 $5.14 $0.02 $36.84 
Flint-Saginaw-Bay City MI $20.20 $5.96 $2.16 $23.32 $7.45 $0.48 $59.56 
Fresno-Visalia CA $16.78 $7.09 $2.00 $18.83 $10.12 $0.52 $55.33 
Ft. Myers-Naples FL $22.19 $6.54 $2.83 $24.70 $8.08 $0.50 $64.84 
Ft. Smith-Fayetteville- 
Springdale-Rogers AR $15.32 $4.91 $1.02 $18.07 $5.61 $0.55 $45.47 
       continued 
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TMA 
Display—

Run of Site 
Display— 
Targeted Email 

Paid  
Search 

Streaming 
Video 

Streaming 
Audio 

"Local" 
Online Ad 

Total 
Ft. Wayne IN $13.51 $4.69 $1.60 $14.71 $6.98 $0.34 $41.84 
Gainesville FL $4.38 $1.40 $0.81 $5.15 $2.08 $0.03 $13.85 
Glendive MT $0.36 $0.23 $0.05 $0.47 $0.33 $0.00 $1.44 
Grand Junction-Montrose CO $2.71 $0.87 $0.38 $3.13 $2.23 $0.00 $9.32 
Grand Rapids-Kalamazoo- 
Battle Creek MI $36.39 $12.31 $4.26 $39.60 $17.01 $1.43 $111.00 
Great Falls MT $2.27 $0.78 $0.29 $2.76 $0.92 $0.01 $7.03 
Green Bay-Appleton WI $23.31 $8.97 $3.78 $25.48 $11.45 $0.35 $73.34 
Greensboro-High Point- 
Winston Salem NC $26.78 $12.07 $2.90 $29.22 $15.14 $0.86 $86.96 
Greenville-New Bern- 
Washington NC $8.81 $3.21 $1.11 $10.39 $4.57 $0.03 $28.12 
Greenville-Spartanburg SC-
Asheville NC-Anderson SC $24.71 $9.92 $3.26 $28.57 $13.85 $0.27 $80.59 
Greenwood-Greenville MS $1.46 $0.72 $0.20 $1.89 $1.00 $0.00 $5.28 
Harlingen-Weslaco- 
Brownsville-Mcallen TX $7.06 $2.86 $1.00 $9.19 $3.54 $0.05 $23.69 
Harrisburg-Lancaster- 
Lebanon-York PA $32.19 $10.93 $4.14 $34.62 $16.09 $0.34 $98.31 
Harrisonburg VA $3.65 $1.32 $0.45 $4.30 $1.64 $0.00 $11.35 
Hartford & New Haven CT $51.52 $15.11 $7.94 $52.06 $21.57 $2.85 $151.05 
Hattiesburg-Laurel MS $3.44 $1.29 $0.42 $4.47 $1.52 $0.01 $11.15 
Helena MT $1.93 $0.50 $0.25 $2.15 $0.84 $0.00 $5.67 
Honolulu HI $25.19 $6.67 $3.16 $25.76 $9.48 $1.00 $71.25 
Houston TX $88.15 $32.66 $11.41 $91.38 $47.21 $10.94 $281.74 
Huntsville-Decatur (Florence) AL $18.44 $6.32 $3.03 $20.57 $13.33 $0.71 $62.40 
Idaho Falls-Pocatello ID $5.99 $1.73 $0.72 $6.67 $2.32 $0.01 $17.45 
Indianapolis IN $60.40 $18.20 $6.59 $63.38 $24.16 $1.93 $174.65 
Jackson MS $11.76 $4.73 $1.44 $13.30 $5.97 $0.13 $37.32 
Jackson TN $4.04 $1.38 $0.51 $4.74 $1.76 $0.01 $12.45 
Jacksonville FL $30.67 $10.20 $3.88 $32.69 $12.66 $1.27 $91.37 
Johnstown-Altoona PA $8.31 $3.49 $1.39 $10.05 $4.97 $0.10 $28.30 
Jonesboro AR $2.26 $0.83 $0.27 $2.90 $1.15 $0.00 $7.41 
Joplin MO-Pittsburg KS $5.06 $1.79 $0.54 $6.35 $2.34 $0.00 $16.10 
Juneau AK $1.64 $0.39 $0.25 $1.61 $0.77 $0.00 $4.66 
Kansas City MO $52.66 $16.35 $6.83 $54.82 $21.25 $1.90 $153.80 
Knoxville TN $19.17 $6.92 $2.24 $22.27 $9.20 $0.49 $60.29 
La Crosse-Eau Claire WI $12.30 $4.47 $1.29 $14.41 $4.79 $0.09 $37.35 
Lafayette IN $4.47 $1.18 $0.60 $5.09 $1.61 $0.06 $13.01 
Lafayette LA $6.89 $2.80 $0.88 $8.22 $3.72 $0.07 $22.58 
Lake Charles LA $3.57 $1.34 $0.44 $4.17 $1.88 $0.00 $11.41 
       continued 
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TMA 
Display—

Run of Site 
Display— 
Targeted Email 

Paid  
Search 

Streaming 
Video 

Streaming 
Audio 

"Local" 
Online Ad 

Total 
Lansing MI $12.28 $3.38 $1.52 $13.46 $5.03 $0.12 $35.79 
Laredo TX $2.44 $1.02 $0.19 $2.93 $1.17 $0.02 $7.79 
Las Vegas NV $35.58 $10.84 $4.25 $37.58 $12.17 $2.70 $103.13 
Lexington KY $17.94 $6.25 $2.23 $21.01 $8.64 $0.27 $56.34 
Lima OH $3.02 $1.04 $0.36 $3.49 $1.33 $0.04 $9.28 
Lincoln & Hastings-Kearney NE $13.31 $4.19 $1.68 $14.51 $5.87 $0.04 $39.61 
Little Rock-Pine Bluff AR $18.90 $7.36 $2.53 $22.32 $9.70 $0.30 $61.12 
Los Angeles CA $282.91 $99.36 $32.69 $279.70 $135.90 $42.47 $873.02 
Louisville KY $31.20 $10.70 $3.81 $34.61 $13.90 $1.30 $95.51 
Lubbock TX $5.67 $1.95 $0.62 $6.51 $2.32 $0.03 $17.11 
Macon GA $7.49 $2.52 $1.00 $8.60 $3.39 $0.01 $23.01 
Madison WI $24.30 $8.45 $2.46 $25.05 $10.60 $0.84 $71.70 
Mankato MN $4.23 $1.26 $0.50 $4.86 $1.64 $0.00 $12.49 
Marquette MI $3.29 $1.01 $0.38 $4.09 $1.30 $0.00 $10.08 
Medford-Klamath Falls OR $5.06 $1.75 $0.70 $6.01 $2.28 $0.13 $15.93 
Memphis TN $27.48 $10.04 $3.61 $30.97 $13.74 $1.30 $87.15 
Meridian MS $2.70 $0.97 $0.45 $3.43 $0.92 $0.00 $8.48 
Miami-Ft. Lauderdale FL $63.45 $24.26 $7.81 $69.21 $31.82 $6.12 $202.67 
Milwaukee WI $53.56 $17.48 $6.31 $55.22 $24.26 $2.50 $159.34 
Minneapolis-St. Paul MN $114.72 $36.78 $13.59 $114.35 $49.67 $7.39 $336.51 
Minot-Bismarck-Dickinson ND $6.49 $1.87 $0.87 $7.56 $2.64 $0.00 $19.44 
Missoula MT $3.91 $1.24 $0.49 $4.61 $1.66 $0.01 $11.92 
Mobile AL-Pensacola  
(Ft. Walton Beach) FL $23.24 $7.93 $2.32 $25.44 $9.13 $0.65 $68.71 
Monroe LA-El Dorado AR $5.35 $2.51 $1.08 $6.88 $2.80 $0.03 $18.64 
Monterey-Salinas CA $10.05 $3.26 $1.34 $9.94 $4.77 $0.13 $29.50 
Montgomery (Selma) AL $7.36 $2.85 $1.01 $8.43 $3.96 $0.02 $23.63 
Myrtle Beach-Florence SC $8.74 $3.01 $0.93 $10.67 $3.57 $0.01 $26.93 
Nashville TN $40.58 $13.24 $5.01 $43.81 $18.15 $0.87 $121.67 
New Orleans LA $26.16 $9.13 $3.32 $29.77 $13.23 $1.10 $82.70 
New York NY $353.54 $130.68 $40.07 $339.42 $164.69 $21.79 $1,050.19 
Norfolk-Portsmouth- 
Newport News VA $47.04 $14.75 $5.98 $51.01 $22.41 $1.50 $142.68 
North Platte NE $0.67 $0.17 $0.06 $0.78 $0.22 $0.00 $1.90 
Odessa-Midland TX $3.98 $1.56 $0.55 $4.58 $2.38 $0.01 $13.06 
Oklahoma City OK $29.17 $9.45 $4.14 $32.96 $13.94 $1.83 $91.49 
Omaha NE $30.33 $10.09 $3.87 $32.58 $12.61 $1.51 $90.98 
Orlando-Daytona Beach-
Melbourne FL $62.32 $20.77 $7.08 $69.83 $24.36 $2.09 $186.44 
OttumwaIa-Kirksville MO $1.93 $0.61 $0.21 $2.43 $0.83 $0.01 $6.02 
       continued 
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Paducah KY-Cape Girardeau 
MO-Harrisburg IL $11.64 $4.28 $1.24 $14.58 $5.26 $0.05 $37.04 
Panama City FL $5.55 $1.59 $0.65 $6.61 $2.72 $0.01 $17.13 
Parkersburg WV $2.13 $0.93 $0.22 $2.65 $1.01 $0.03 $6.98 
Peoria-Bloomington IL $13.28 $4.21 $1.39 $13.55 $5.03 $0.07 $37.53 
Philadelphia PA $160.62 $56.12 $21.11 $162.36 $72.66 $9.28 $482.16 
Phoenix (Prescott) AZ $83.45 $24.99 $11.38 $88.31 $31.93 $10.26 $250.33 
Pittsburgh PA $45.28 $16.05 $6.34 $51.83 $20.09 $2.21 $141.80 
Portland OR $52.42 $16.76 $7.52 $55.18 $24.18 $2.24 $158.30 
Portland-Auburn ME $16.68 $6.17 $2.20 $18.60 $7.30 $0.34 $51.29 
Presque Isle ME $0.55 $0.23 $0.08 $0.72 $0.33 $0.00 $1.91 
Providence Ri- 
New Bedford MA $24.54 $8.89 $3.40 $25.29 $13.16 $0.42 $75.70 
QuincyIl-Hannibal MO- 
Keokuk IA $3.46 $1.35 $0.46 $4.18 $1.83 $0.00 $11.27 
Raleigh-Durham  
(Fayetteville) NC $47.17 $14.99 $5.69 $49.88 $20.82 $1.59 $140.14 
Rapid City SD $3.34 $1.08 $0.42 $3.90 $1.33 $0.00 $10.06 
Reno NV $13.34 $3.66 $1.46 $13.49 $4.91 $0.16 $37.03 
Richmond-Petersburg VA $36.98 $12.55 $4.28 $35.54 $14.27 $1.00 $104.62 
Roanoke-Lynchburg VA $15.69 $6.59 $1.85 $18.81 $8.36 $0.02 $51.31 
Rochester MN-Mason City 
Ia-Austin MN $8.33 $2.36 $1.06 $9.11 $3.06 $0.04 $23.96 
Rochester NY $17.15 $5.66 $2.46 $18.21 $7.70 $0.53 $51.71 
Rockford IL $8.12 $2.86 $0.97 $8.74 $4.35 $0.05 $25.10 
Sacramento-Stockton- 
Modesto CA $62.67 $18.08 $8.69 $65.86 $25.19 $2.98 $183.47 
Salisbury MD $6.19 $1.89 $0.63 $7.17 $2.21 $0.04 $18.13 
Salt Lake City UT $57.88 $18.18 $7.44 $59.04 $21.64 $2.47 $166.66 
San Angelo TX $2.32 $1.08 $0.17 $2.81 $1.07 $0.00 $7.44 
San Antonio TX $29.60 $11.34 $3.53 $33.09 $13.47 $1.62 $92.66 
San Diego CA $53.38 $17.85 $7.12 $52.66 $24.59 $7.26 $162.86 
San Francisco-Oakland- 
San Jose CA $169.83 $53.01 $19.05 $151.73 $66.26 $10.87 $470.74 
Santa Barbara-Santa Maria- 
San Luis Obispo CA $11.46 $3.11 $1.55 $11.68 $4.77 $0.10 $32.68 
Savannah GA $12.23 $3.98 $1.29 $13.92 $4.34 $0.27 $36.02 
Seattle-Tacoma WA $88.39 $25.35 $11.47 $89.19 $35.50 $5.84 $255.75 
Sherman TX-Ada OK $3.08 $1.25 $0.38 $3.91 $1.66 $0.02 $10.30 
Shreveport LA $11.59 $4.41 $1.54 $14.00 $5.88 $0.08 $37.51 
Sioux City IA $6.70 $2.43 $0.86 $7.77 $3.60 $0.03 $21.39 
Sioux Falls (Mitchell) SD $13.72 $5.53 $1.56 $16.04 $5.85 $0.05 $42.74 
       continued 
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South Bend-Elkhart IN $16.26 $6.52 $1.81 $17.68 $10.60 $0.29 $53.17 
Spokane WA $15.26 $5.14 $1.91 $18.24 $6.59 $0.26 $47.40 
Springfield MO $14.13 $5.66 $1.59 $17.94 $6.00 $0.18 $45.50 
Springfield-Holyoke MA $8.58 $3.15 $1.35 $9.24 $4.92 $0.13 $27.37 
St. Joseph MO $2.72 $0.86 $0.37 $3.20 $1.28 $0.00 $8.44 
St. Louis MO $71.79 $23.54 $8.92 $76.71 $30.53 $3.63 $215.11 
Syracuse NY $13.68 $5.70 $1.98 $15.28 $6.85 $0.31 $43.78 
Tallahassee FL- 
Thomasville GA $10.88 $3.72 $1.77 $12.27 $5.82 $0.40 $34.86 
Tampa-St. Petersburg  
(Sarasota) FL $65.70 $24.41 $8.14 $73.34 $28.21 $3.52 $203.31 
Terre Haute IN $5.33 $1.71 $0.74 $6.50 $2.64 $0.00 $16.92 
Toledo OH $22.46 $7.03 $2.46 $25.14 $9.61 $0.60 $67.30 
Topeka KS $8.76 $2.27 $1.05 $10.00 $3.41 $0.04 $25.54 
Traverse City-Cadillac MI $8.76 $2.82 $1.02 $10.40 $3.54 $0.02 $26.56 
Tri-Cities TN-VA $8.69 $4.07 $1.09 $11.29 $4.67 $0.04 $29.86 
Tucson (Sierra Vista) AZ $16.08 $5.55 $2.14 $17.84 $7.65 $0.65 $49.90 
Tulsa OK $19.77 $7.04 $2.23 $22.45 $9.79 $0.77 $62.04 
Twin Falls ID $2.29 $0.83 $0.33 $2.73 $1.13 $0.00 $7.31 
Tyler-Longview  
(Lufkin & Nacogdoches) TX $9.13 $3.78 $0.95 $10.88 $4.93 $0.03 $29.70 
Utica NY $3.87 $1.60 $0.49 $4.61 $2.19 $0.01 $12.77 
Victoria TX $1.50 $0.48 $0.23 $1.72 $0.60 $0.01 $4.54 
Waco-Temple-Bryan TX $9.92 $3.44 $1.38 $11.40 $4.86 $0.01 $31.01 
Washington DC  
(Hagerstown MD) $207.99 $57.59 $28.30 $188.54 $93.69 $11.72 $587.83 
Watertown NY $3.12 $1.02 $0.36 $3.80 $1.46 $0.00 $9.76 
Wausau-Rhinelander WI $8.70 $3.38 $1.10 $9.79 $4.70 $0.01 $27.67 
West Palm Beach- 
Fort Pierce FL $36.10 $10.93 $4.44 $38.36 $13.76 $1.59 $105.19 
Wheeling WV-Steubenville OH $4.67 $1.98 $0.58 $5.64 $2.49 $0.00 $15.37 
Wichita Falls TX & Lawton OK $6.94 $2.47 $0.87 $8.19 $4.26 $0.00 $22.75 
Wichita-Hutchinson KS $20.24 $6.31 $2.35 $23.19 $8.41 $0.27 $60.78 
Wilkes Barre-Scranton PA $19.72 $7.51 $2.33 $23.41 $10.42 $0.03 $63.44 
Wilmington NC $7.35 $2.34 $0.83 $8.37 $2.61 $0.13 $21.63 
Yakima-Pasco-Richland-
Kennewick WA $8.32 $2.86 $1.11 $9.17 $4.38 $0.02 $25.85 
Youngstown OH $8.40 $3.04 $0.98 $9.83 $3.97 $0.01 $26.22 
Yuma AZ-El Centro CA $4.28 $1.57 $0.51 $5.16 $2.26 $0.00 $13.78 
Zanesville OH $1.31 $0.44 $0.13 $1.46 $0.76 $0.00 $4.11 

TMA "Local" Totals $5,451.93 $1,844.29 $670.64 $5,699.64 $2,456.37 $297.77 $16,420.64 
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Appendix B: Methodology for Estimating Market Ad Spending 
There are two sets of advertising data reflected in this report: Revenues received by local media companies 
(primarily radio station online revenues) and advertising spent by local businesses. 

The statistical model underlying the advertising-spending numbers in this report is used by more than 1,100 
media companies in North America. It has been under continuous development since 1990 as a basic model 
for gauging advertising spending in any geographically defined market. The methodology is based on the 
concept that advertising expenditures are essentially equal to advertising receipts at the national level. The 
heart of the methodology is the manner in which these totals are allocated among individual counties. 

For this report, we paid particular attention to online advertising. Because this is a key area of movement for 
advertising media, we spend most of our time collecting and analyzing data from this segment. We do, 
however, gauge ad spending for offline media as well. Our model is founded on two databases: 

• Database 1: An estimate of online ad spending by more than 23 million U.S. and Canadian companies, by 
Standard Industrial Code (SIC), across all media channels 

• Database 2: An estimate of online ad receipts by 5,338 U.S. and Canadian online media companies that 
participate in our surveys. The methodology for collecting these data is described in the Introduction on 
Page 4 of this report. 

In addition, in late 2010, we acquired a company that accumulates data on marketing expenditures and 
advertiser’s intent from surveys of more than 10,000 local businesses over the past 10 years. That information 
is collected through ongoing surveys and is also incorporated into our statistical models of local ad spending. 

Our model recognizes the fact that ad dollars spent by advertisers who are located in one market may go 
anywhere. Similarly, a portion of online ad spending from any other market may end up in the market being 
measured. Therefore, the model separates ad spending that is coming into a market from ad spending that is 
going out of the market. This enables us to measure online ad spending that is  

• Generated and spent in a given market 
• Directed to a market from elsewhere 
• Generated in a market but spent elsewhere 

We compile Database 1, Ad Spending, from sources that include Dun & Bradstreet, the Interactive 
Advertising Bureau, AdRelevance, and JupiterMedia. There are also more than 30 secondary sources, 
including industry research and reports as well as articles from a variety of trade publications. We then adjust 
the preliminary version of the Ad Spending database in two ways: 

1. To fit a market’s specific media demand pattern according to Nielsen, Scarborough, Claritas, and other 
sources 

2. To be based on a per-employee basis, rather than on total company revenues 

The per-employee basis is an important aspect of the model. As businesses get larger, the absolute level of 
their ad spending increases, but the per-employee amount of their ad spending actually drops. The per-
employee metric adjusts for company size and is therefore more reliable. 

Database 2, Ad Receipts, is based primarily on Dun & Bradstreet, the annual financial reports of media 
companies, our own database of 5,338 media properties that participate in our annual surveys, and data from 
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our newly acquired surveys of more than 10,000 local businesses. Numerous secondary sources include 
reports from industry and trade associations such as the Newspaper Association of America, Yellow Pages 
Association, Direct Marketing Association, and Interactive Advertising Bureau, as well as surveys and 
articles from various magazines and online sources, such as Media Week and Advertising Age, and SEC 
documents. 

After we compile and adjust the databases, we compare them with estimates generated by companies such as 
McCann Erickson, Magna Global, Morgan Stanley, Veronis Suhler, and others. Discrepancies are analyzed to 
ensure that differences are due to differences in theory or methodology rather than data error.  

When the databases agree, the spending estimates are distributed by SIC among all U.S. counties. This 
process involves three steps: 

• Step 1: Allocation. Estimates are allocated to each county using the weighted values of several variables, 
including retail sales, households, Internet usage, median income, population, and median age. 

• Step 2: Replacement. Whenever possible, allocated estimates are replaced by actual known information. 
Typically, 10% of the estimates are replaced. 

• Step 3: Recalculation. After replacement, the sum of the estimates will no longer fit to the original national 
totals. So, all unreplaced estimates are reindexed and recalculated. 

The process outlined so far produces estimates of online spending directed to each county. At this point, we 
still don’t know how much of that originates locally. 

To estimate this final piece of the puzzle, we take the ad spending generated in a county (from Database 1) 
and add to it the amount spent nationally to reach that county, and then subtract the amount spent by local 
companies on national sites. This leaves us with the spending directed to the county. 

This methodology has produced the local ad spending reports that our clients have relied on for years. 
Management consulting firm Booz Allen said, “It’s the only methodology that could work.” 

Borrell Associates has compiled thousands of advertising reports for individual markets in the past 11 years. 
Media companies use them to understand the flow of online advertising through their local markets and to 
target specific advertising categories for sales campaigns. 

For more information on our methodology or to take a walk-through of local ad-spending data for any U.S. 
market, visit www.adspending.com.  

If you have questions, contact us at (757) 221-6641 or info@borrellassociates.com. 
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Borrell Associates Inc. 
Borrell Associates tracks local ad spending across all 12 forms of media (online, mobile, newspapers, direct 
mail, cable, radio, outdoor, etc.) and helps media companies develop executive strategies. We produce 
industry-related reports, offer revenue benchmarking, give presentations to companies and trade associations, 
conduct webinars, provide executive-level consulting services, and hold conferences. 

In addition to the expertise offered by our top-level associates, our primary strength is local fact-based 
analysis. Our Local Ad Spending Report (LA$R™) and local-market Compass reports deliver detailed 
advertising data for any local market and/or spending category for in any geographic region by medium or by 
advertiser category. More than 1,100 media companies, ad agencies, and marketers in the U.S. and Canada 
use our reports. 

Borrell Associates is headquartered in Virginia at 1643 Merrimac Trail, Suite B, Williamsburg, Virginia 
23185. The telephone number is 757-221-6641.  

 
Any Questions? 

We relish the opportunity to discuss our findings, clarify our research and answer any questions you may 
have. You’ll find us very accessible by phone, instant message, or email: 

By phone: 757-221-6641 during regular business hours, Monday-Friday. 

By IM: Visit www.borrellassociates.com and wait for the drop-down instant-message box. We are often 
online, even after hours. 

By email: info@borrellassociates.com.  
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Arbitron Inc.  
Arbitron Inc. (NYSE: ARB) is an international media and marketing research firm serving the  
media—radio, television, cable, and out-of-home; the mobile industry as well as advertising agencies and 
advertisers around the world. Arbitron's businesses include: measuring network and local market radio 
audiences across the United States; surveying the retail, media, and product patterns of U.S. consumers; 
providing mobile audience measurement and analytics in the United States, Europe, Asia, and Australia, and 
developing application software used for analyzing media audience and marketing information data. 

The Company has developed the Portable People Meter™ (PPMTM) and the PPM 360™, new technologies for 
media and marketing research. 
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