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What I’ll be discussing

1. Radio, Newspaper, Cable and TV 10-year growth rates
2. Measuring Market Share
3. A couple of warning signs and a look at the Yellow Pages Industry for 

inspiration
4. Attributes of the high share getters
5. Going to market Differently
6. Q&A
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3/14/2025

What We’re Known For

Borrell is highly regarded for its unique, fact-based insights 
and forecasts that help clients capitalize on market 

changes. 
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Declining revenues-- Identifying new revenue sources 

and implementing cost cutting programs. 

68%

Critically Important?
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DIGITAL IS 

THE ONLY

GROWTH 
ENGINE
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Meanwhile, 
Digital 
Inches 
toward 
Dominant 
Source of 
Revenue
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Digital Growth Slows as Its Share Approaches 75%

U.S. Local Digital Advertising YOY Growth Rate

Source:  Borrell, February. 2024

53% 
of all local 

adv. Is digital

75%
 of all local 

adv. Is digital
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Obtainable 
Digital
Revenue

Local Advertising Spending Eugene, OR

22%



Copyright © 2025 Borrell Inc.

Obtainable 
Digital
Revenue

San Antonio, TX Local Advertising Spending

13%



Copyright © 2025 Borrell Inc.

Your Best 
Measurement:
Market Share

Share of In-Market Obtainable 
Digital Revenue for 2,786 Local Media Entities
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Radio’s 
Digital 
Market 
Share

BENCHMARKS

Share of 2024 In-Market Obtainable 
Digital Revenue for 823 Radio Market Clusters
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SOME GROWTH WILL COME 

FROM COMPETITORS WHO 

ARE WITHERING OR GOING 

AWAY
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consolidation ends



An aging sales force

Sources:. Yellow Pages Association (Now Local Search Association - LSA) – Historical data on the Yellow Pages workforce.  Public financial reports and investor calls from major directory publishers (e.g., Dex Media, YP 
Holdings, Hibu).U.S. Bureau of Labor Statistics (BLS) – Data on advertising sales representatives, showing an increase in average age over time.
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WHAT WILL THE SURVIVORS 

LOOK LIKE?
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CORPORATE INVEMTMENT 

IN GROWTH 

1
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DON’T RELY ON CORE PRODUCTS AND 

CORE SELLERS TO DRIVE A NEW LINE OF 

BUSINESS

2
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EASY TO BUY 

EASY TO SELL

EASY TO EXECUTE  

3
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NOT 
OVERRELIANT 
ON LOCAL 
AUDIENCE

4
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in market
65%

out of 
market

35%

WEBSITE VISITS

MARKET OPPORTUNITY
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LEVERAGE 
CONTENT 

IN A WHOLE 
NEW WAY

5
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THINK DIFFERENTLY 
 
EXPONENTIALLY NOT 
INCREMENTALLY

AN ENTREPRENEUR 
MINDSET

6
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Radio’s 
Digital 
Market 
Share

BENCHMARKS

Share of 2024 In-Market Obtainable 
Digital Revenue for 823 Radio Market Clusters

Exponential thinking

Incremental thinking
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RESEARCH 

AND 

DEVELOPMENT

7
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How much time does it take to get a “no”?

How much does that cost?
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Sales Management Function

• Match prospect to sales talent
• Create profitable product and pricing packages that 

match the business category needs
• Manage the flow of prospect to the sellers
• Track progress – the “Lost” as much as the “Won”

• What went right?
• What went wrong?

• Competition
• Price
• Not qualified
• Didn’t get appointment (not lost)
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?

567 HVAC Companies

??????
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What are current customers buying that you aren’t 
selling?

Which businesses best fit what you are selling?

What are the needs of non-customers that you aren’t 
selling

What could you sell or what problems could you solve 
for businesses that buy nothing from you now?
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They’re Gaining 
Marketing Expertise

Master
22%

Practitioner
7%

Novice
72%

2018 Master
27%

Practitioner
23%

Novice
50%

2024

MARKETING EXPERTISE OF 
LOCAL AD BUYERS

SOURCE: Borrell’s 2018 survey of Local Ad Buyers, N=3,039 responses; 2023 survey, N=1,938 responses

Here they come…

Changing 
Profile of 
Local Ad 
Buyers
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Summary

Digital is the only growth engine, but digital growth 
is slowing

Measure Market Share against obtainable market

Warning signs – consolidation ends, salesforce ages

Best practices companies think differently 
 Investment from corporate
 Decouple digital from core
 Easy to buy, easy to sell
 Beyond local audience
 Leverage old content in new ways
 Invest in Research

Go to market holistically using data, not 
salespeople’s intuition 

Decouple the core and the new business lines as 
much as possible
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Q & A
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Bonus Content:
Musings on OTT/CTV 
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42% of Video Viewing is Streaming . . . 
           . . . YouTube, Netflix, Disney dominate platforms

Cable
23.8%

Broadcast
24.4% Streaming

42.6%

Other
10.5%

Total Day Viewing
January 2025

YouTube
26%

Netflix
20%

Disney/ 
ESPN/Hulu

11% Prime Video
9% Roku Channel

5%

Tubi
4%

Peacock
3%

Paramount+
3%

Max
3%

Pluto TV
2%

Other
14%
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Insights on 
CTV/OTT

CTV/OTT Spending Surpassed Linear TV 6 Years Ago
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Disruptive Innovation

In
cu

m

bent Business Disruptive BusinessBroadcast TV & Cable TV OTT/CTV

Area of 
Pain/
Focus

For incumbent businesses, the focus
is restricted to this area, where a
new technology mimics the incumbent’s
products and thus its customers.
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Disruptive Innovation

In
cu

m
be

nt Business

Disruptive Business
Broadcast 

& Cable
$11.4 Billion

OTT/CTV
$22.4 Billion

64% 
of TV & Cable Advertisers

also buy OTT 50% 
of OTT/CTV buyers are

not also buying 
Broadcast TV/Cable
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Where to Find the Best Prospects for CTV/OTT

Source: Borrell’s Q4 2024 survey of 1,130 local advertisers

13%
16% 17%

22% 23%

33%

41%

Newspaper
Advertisers

Radio
Advertisers

Direct Mail
Advertisers

Broadcast TV
Advertisers

Out of Home
Advertisers

Cable
Advertisers

Those Already
Buying

CTV/OTT

41% of those already buying CTV/OTT 
plan to spend more on CTV/OTT this year

33% of Cable TV advertisers 
plan to spend more on CTV/OTT this year
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Top 5 Things Cable Buyers Plan to Cut in 2025

17%

17%

18%

22%

35%

Radio Budget

Broadcast TV Budget

Out-of-Home Budget

Magazine Budget

Cable TV Budget

Source: Borrell’s Q4 2024 survey of 1,130 local advertisers; n=101 cable buyers
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Top 5 Things Cable Buyers Plan to Increase in 2025

Source: Borrell’s Q4 2024 survey of 1,130 local advertisers; n=101 cable buyers

16%

29%

33%

38%

40%

Mobile SMS/Text Budget

Banner Ad Budget

Streaming Video/OTT
Budget

Social Media Budget

SEM Budget

Top 5 Things Cable Buyers Plan to Cut in 2025
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Top 5 Things OTT/CTV Buyers Plan to Cut in 2025

Source: Borrell’s Q4 2024 survey of 1,130 local advertisers; n=101 cable buyers

15%

15%

15%

21%

22%

24%

Out-of-Home/Outdoor

Broadcast TV Budget

Streaming Video/OTT Budget

Radio Budget

Newspaper Budget

Magazine Budget
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% of Local Advertisers 
Rating Each ‘Very’ to 
‘Extremely’ Effective 

Source: Borrell’s Q4 2024 survey of 1,130 local advertisers

SEM, 51%

Social Media, 47%

Broadcast TV, 39%

Direct Mail, 37%

Mobile SMS/Text, 36%

Website Ads, 35%

Events/Sponsorships, 34%

Radio (AM/FM), 34%

Cable TV, 32%

Streaming Video/OTT, 31%

Content Marketing, 30%

Out-of-Home/Outdoor, 30%

Email Sponsorships, 29%

Mobile In-app Ads, 24%

Newspapers, 18%

Streaming Audio, 18%

Magazines, 17%
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% of Local OTT Buyers 
Rating Each ‘Very’ to 
‘Extremely’ Effective 

Source: Borrell’s Q4 2024 survey of 1,130 local advertisers

SEM, 68%

Social Media, 56%

Mobile SMS/Text, 43%

Direct Mail, 41%

Website Ads, 39%

Broadcast TV, 34%

Cable TV, 33%

Streaming Video/OTT, 31%

Email Sponsorships, 31%

Content Marketing, 30%

Events/Sponsorships, 29%

Out-of-Home/Outdoor, 28%

Radio (AM/FM), 26%

Mobile In-app Ads, 24%

Stream. Audio, 17%

Newspapers, 14%

Magazines, 13%
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Thank You
Jim Brown
President, Borrell Associates, Inc.
jim@borrellassociates.com
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