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EXECUTIVE SUMMARY

The real estate industry continues its measured recovery from the devastating recession of 
a decade ago.  Meanwhile, a new norm is forming. It’s harder to find first-time buyers among 
young adults.  It’s harder to find second-home buyers among middle-age adults. And it’s harder 
to get older adults to put their homes on the market.

Against this backdrop, the money spent to advertise homes, apartments, land, and mortgages 
is forecast to show tepid growth, from $30.1 billion in 2018 to $30.4 billion this year.  Part 
of it may be because agents can now reach potential buyers easier (and free) via listings on 
their own websites and via basic posts on their social media pages. Today, more agents use 
Facebook and LinkedIn to market homes than they use yard signs and open houses.

Things might look rosier if the home-sales forecast looked better. Sales are expected to decline 
about 2.5%, fueled by this new norm. Despite a decade of recovery, it’s still harder to sell a 
home than it was before the Great Recession. 

The long-range picture looks better. Population growth, demands on housing, the availability 
of housing, and other factors foretell better times. Our forecast over the next five years shows 
healthier increases in annual ad spending for everything except print and broadcast media.  By 
2024 real estate should swell to a $41.4 billion ad category, with online media accounting for 
nearly 77% of all spending. 

This report examines how agents, mortgage lenders, apartment managers, and developers 
spend their advertising dollars and how it continues evolving.

By 2024 real 
estate should 
swell to a $41.4 
billion ad category, 
with online media 
accounting for 
nearly 77% of all 
spending. 
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C H A P T E R  1 :  HOMEBUYER DOLDRUMS

The internal mechanism that drives real estate advertising is, of course, the nation’s housing 
market. And that’s not exactly easy to describe these days. The housing bust of 15 years ago 
and the ensuing Great Recession turned the market upside-down. So did the millennials, who 
felt the pressures of the economy and their own personal debt so deeply that they didn’t (and 
still aren’t) buying starter homes at the same rate as previous generations.

It’s hard to conceive, but there’s currently an availability gap.  Nationally, 6.7 million households 
will look for a home for themselves or their families this year, but only 4.2 million homes will be 
on the market.  A gap of nearly 2.5 million means many families will put the decision off.

Sources: Nielsen/Scarborough, HUD, NAR, Borrell; 2019
© 2019 Borrell

FIGURE 1.1  HOME AVAILABILITY GAP: 
PLANS TO BUY VS. PLANS TO SELL
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Nationally, 
6.7 million 
households will 
look for a home 
for themselves 
or their families 
this year, but 
only 4.2 million 
homes will be on 
the market.
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Those age 25 
 to 34 are more 
likely to be looking 
for a home than 
any other  
age group.  

It’s a cold equation, but its meaning is clear enough: even counting new construction, one out 
of every three households trying to buy a new home will not be able to find one. Those odds 
increase among younger families suffering the nagging burden of college loans and other debt.

One of the more troubling things about the industry over the past decade has been the relative 
absence of the industry’s staple: all those freshly-minted adults who might be looking for 
starter homes. Young people love to dream about buying a home. It represents an ideal: family, 
stability, and their own little half-acre slice of the American dream. Those age 25 to 34 are more 
likely to be looking for a home than any other age group.  

FIGURE 1.2  U.S. ADULTS PLANNING TO PURCHASE A
HOME DURING THE COMING YEAR

Sources: Nielsen/Scarborough 2018 © 2019 Borrell
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Unfortunately, the housing markets confronting many of these young adults in 2019 will mean 
that dreaming will be all they’ll do. Two-thirds of the households interviewed by the National 
Association of Realtors (NAR) last year stated that unpaid student loans had delayed their plans. 
The median delay was seven years. That’s not hard to understand, given that the median debt 
reported was more than 6% higher than the nation’s median household income ($41,200 vs. 
$38,800).

Many of the 2.5 million families – young or old – who won’t find the home of their dreams 
have expectations bigger than their pocketbooks. The median household income levels for 
successful first-time buyers has risen dramatically over the past decade―by almost 30%, from 
$58,600 to $75,000.  Repeat-buyer levels have risen less, but from a higher base―from $85,700 
to $97,500. 

Analysts counsel buyers to look for less square footage, a longer commute, or fewer amenities. 
Still, even with the “tiny home” shows that have become popular on cable TV, home-hunting 
families want the dream: three bedrooms, two baths, an open living area, a two-car garage, and 
a back yard for the kids, just as they have for decades.1

Sellers cling to their own illusions. Many refuse to mediate their pricing in the face of increasing 
interest rates and nascent inflation. Baby boomers have inherited their parents’ paid-for homes 
and are in no rush to sell, so the price remains high or the house remains off the market. 
Sellers are also tend to keep or take homes off the market during the winter months, when they 
believe it’s harder to sell. In reality, however, just as many homes are sold in fall and winter than 
during summer vacation.

Sources: NAR, Borrell 2019 © 2019 Borrell

FIGURE 1.3  PERCENTAGE RISE IN ANNUAL HOUSEHOLD 
INCOME LEVELS FOR ‘SUCCESSFUL’ 
HOMEBUYERS SINCE 2008
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1  According to the National Association of 
Realtors 2017 Profile of Home Buyers 
and Sellers, the average person looking 
for a home wants these features.

Analysts counsel 
buyers to look 
for less square 
footage, a longer 
commute, or 
fewer amenities.
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Because there aren’t enough homeowners willing to sell, logic says that builders and land 
developers should seize the opportunity. This is not expected to happen. Residential 
construction, stung by the Great Recession, has become cautious. A construction boom is 
also being blocked by the rising cost of wood and other materials, tough lender policies, and 
shortages among carpenters, electricians, and other construction professionals. While 2019 
will see more starts than at any time since 2008, the expected levels still fall far short of what’s 
necessary to house the nation’s families. Note that permits still lag starts, a sure indicator of 
unrealized capacity.

Sources: HUD, Borrell; 2018 © 2019 Borrell

FIGURE 1.4  U.S. RESIDENTIAL HOUSING, PERMITS 
VS. STARTS – 2001-2019
IN $ THOUSANDS
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Overall, the residential real estate market is evolving. Mismatched assumptions, inflation that 
outstrips payroll increases, and steadily increasing interest rates will conspire to reduce U.S. 
total home sales by 2% to 3% below last year. Markets such as Seattle, San Francisco, Los 
Angeles, and Denver will probably see more downturn than average. Las Vegas, Phoenix, Miami, 
and Boston, on the other hand, are expected to see higher-than-average residential sales.
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In contrast, commercial construction shows strong growth. According to FMI, a construction 
industry analysis and consulting firm, spending in almost every sector of non-residential 
construction will grow in 2019. Overall, U.S. total spending will grow from a projected level of 
$516.2 billion in 2018 to $545.1 billion―an increase of almost 6%. Highlights include a 10.5% 
increase in government and public safety spending (mostly due to massive military budget 
increases and more border construction), a 7.2% increase in transportation construction, and 
a 7.1% increase in amusement and recreation spending. Only religious building construction 
shows a decline.

Sources: FMI, Borrell; 2018 © 2019 Borrell

FIGURE 1.5   U.S. NON-RESIDENTIAL CONSTRUCTION 
SPENDING, 2018-2019
IN $ BILLIONS

Construction Category 2018 (P) 2019 (F) Percent 
Change

Lodging $31.07 $32.89 5.8 
Offi  ce $73.17 $77.73 6.2 

Commercial $91.21 $96.67 6.0 
Healthcare $43.10 $44.85 4.0 
Education $94.22 $97.66 3.7 
Religious $3.01 $2.99 (0.6)

Government, Public 
Safety $9.02 $9.97 10.5 

Amusement, Recreation $26.06 $27.90 7.1 
Transportation $51.12 $54.81 7.2 

Communication $26.06 $26.91 3.2
Manufacturing $68.16 $72.75 6.7

U.S. Total $516.21 $545.12 5.6 

If the residential real estate industry remains in the doldrums, as much of the information 
presented so far indicates, perhaps this is a good thing rather than a problem. The legions of 
millennials who have now replaced their baby-boomer parents as the largest portion of the 
nation’s adults are financially constrained from buying bigger homes and second homes, as 
their parents often did leading up to the Great Recession.  If the full measure of this potential 
demand were realized, the nation would face a severe and growing real estate shortage. It may 
be preferable that these younger adults remain with their parents and pay off their debts for 
a few more years. Perhaps by then the residential construction industry and its supporting 
financial backers will stagger back to their previous levels of capacity.

Real estate 
was one of the 
first advertising 
categories to rush 
to the internet 
and, consequently, 
is likely to be 
among the first 
to figure out the 
appropriate mix of 
digital media and 
traditional media 
budgeting.
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C H A P T E R  2 :   REAL ESTATE AD SPENDING: GLACIAL CHANGE

Real estate-related ad-spending in the U.S. last year totaled $30.2 billion. The current forecast 
calls for little change in the coming year, growing a scant 0.8%, to $30.4 billion. Among the 
four sectors that make up the real estate category (agents and brokers, rental managers, 
mortgage lenders, and developers), we’re forecasting a big slump in ad spending by developers. 
We expect it to drop by more than one-third, from $1.5 billion to $979 million. There are two 
reasons: home completions have hardly grown, and most new construction is sold within weeks 
of initial offers, reducing the need to advertise.

• Realty Agents and Brokers. Nearly 2.4 million workers are employed in this sector, the 
largest of the four categories. The experts who help people buy and sell their homes spent 
an estimated $11.1 billion on advertising nationwide in 2018. Spending is forecast to grow 
4.9% in 2019, to $11.6 billion.

• Rental Property Management.  Not just apartment managers, but executives, planners, 
and maintenance crews make up the 1.8 million workers in rental property management. 
Demand for rental living space is hot and has remained so since the beginning of the Great 
Recession. A slight increase in ad spending is projected for this category in 2018, from $2.6 
to $2.7 billion.

• Mortgage Providers. Concern about rising interest rates have roiled the re-fi side of 
the mortgage business, even as real estate sales continue to fluctuate. Almost 1.1 million 
people work for mortgage providers in the U.S. Stringent underwriting guidelines will 
continue to impact mortgage sales in 2019, and ad spending increases are forecast to be 
minimal, from $14.9 to $15.1 billion, or 1% more.

• Real Estate Developers. Real estate development growth has been sluggish for several 
years. Lenders remain wary of providing money to build new homes on spec while demand 
for remains low when compared with pre-recession levels. Still, the 1.2 million workers 
in the industry have seen housing starts more than double since the depths of the Great 
Recession.  The pressure of population growth alone means this rate will eventually have to 
increase, but it’s not happening right now. Ad spending by developers is forecast to decline 
from $1.5 billion in 2018 to slightly below $1 billion, a 35.4% drop.

Sources: Nielsen/Scarborough, Dun & Bradstreet, Bureau of Labor Statistics, Borrell; 2018 © 2019 Borrell

FIGURE 2.1  U.S. TOTAL REAL ESTATE-RELATED 
AD SPENDING, 2017-2019
IN $ BILLIONS

Real Estate-
Related Category

2017 
Estimate Share

‘16-’17 
% 

Change

2018 
Projection Share ‘17-’18

% Change
2019 

Forecast Share ‘18-’19 
% Change

‘17-’19 
% Change

‘17-’19 
Share Pt. 

Shift
Realty Agents 

& Brokers $10.48 36.1% 6.2 $11.08 36.7% 5.8 $11.62 38.2% 4.9 10.9 2.1 
Rental Property 

Management $2.73 9.4% (0.8) $2.64 8.8% (3.3) $2.74 9.0% 3.6 0.1 (0.4)
Mortgage
Providers $14.37 49.5% 3.7 $14.92 49.5% 3.8 $15.07 49.6% 1.0 4.9 0.1 

Real Estate 
Developers $1.45 5.0% 3.1 $1.52 5.0% 4.5 $0.98 3.2% (35.4) (32.5) (1.8)
Real Estate-

Related Totals $29.03 100% 4.1 $30.16 100% 3.9 $30.41 100% 0.8 4.7 
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We separate 
real estate ad 
spending into 
two types –  
local and 
national/ 
regional.  
 
Local spending 
accounts for 
one-fifth of 
all real estate 
spending, 
forecast to be  
$6.5 billion  
in 2019. 

Sources: Bureau of Labor Statistics, Dun & Bradstreet, Borrell; 2018 © 2019 Borrell

FIGURE 2.2  U.S. TOTAL REAL ESTATE AD SPENDING, BY 
MEDIA TYPE, 2019
IN $ BILLIONS

Media Choice National/
Regional Share Local Share Total 

Available Share '18-'19 
% Change

‘18-’19 
Share 

Pt. Shift
Newspapers $773.43 3.2% $617.56 9.4% $1,390.99 4.6% (1.1) 0.5 
Other Print $1,019.728 4.3% $187.009 2.8% $1,206.74 4.0% (1.5) (0.1)
Directories $9.849 0.0% $50.602 0.8% $60.45 0.2% (0.1) (0.0)

Broadcast TV $1,874.882 7.9% $521.350 7.9% $2,396.23 7.9% (7.9) (0.7)
Cable TV $1,905.551 8.0% $102.715 1.6% $2,008.27 6.6% (0.0) (0.1)

Radio $230.001 1.0% $271.438 4.1% $501.44 1.6% (0.0) (0.0)
Out of Home $698.842 2.9% $120.060 1.8% $818.90 2.7% (0.0) (0.0)

Cinema $0.000 0.0% $219.076 3.3% $219.08 0.7% (0.1) (0.0)
Direct Mail $1,430.379 6.0% $317.860 4.8% $1,748.24 5.7% (0.1) (0.1)

Online $15,782.676 66.2% $4,107.909 62.4% $19,890.59 65.4% 2.5 1.1 
Telemarketing $97.713 0.4% $67.241 1.0% $164.95 0.5% (0.4) (0.0)
2019 Forecasts $23,823.050 100% $6,582.817 100% $30,405.867 100% 0.8 

‘18-’19 % Change (0.2) 4.5 0.8 

In terms of year-over-year growth, Direct Mail continues a minor renaissance, since many lists 
available to real estate advertisers still lack email addresses. Digital spending has flattened, 
responding to market conditions outlined earlier. But it continues to grow share of budgets, 
now accounting for two-thirds of all ad spending. Whether it will continue this share-growth 
remains to be seen. Real estate was one of the first advertising categories (along with 
recruitment and automotive) to rush to the internet and, consequently, is likely to be among 
the first to figure out the appropriate mix of digital media and traditional media budgeting. 
Digital’s share of this channel has nearly doubled, from 34% a decade ago.  We’ve seen signs of 
flattening in the past four years, hovering between a 62% and 64% share.

Source: Borrell Associates Inc., 2019 © 2019 Borrell

FIGURE 2.3  DIGITAL’S SHARE OF U.S. REAL ESTATE 
AD SPENDING, 2006-2019
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The historic bond between real estate ad buyers and legacy media continues to grow more 
tenuous.  Since 2014, home buyers have used the web or mobile app to search for the home 
they bought more frequently than they contacted their agents. The majority of their searches 
were from some kind of mobile device (a smart phone, pad, or tablet). On the other hand, only 
one in five searches involved their local newspaper’s classifieds, according to latest reports from 
the NAR.
                              
All ad spending by real estate related businesses is driven by a single reality: literally everyone in 
the nation with real estate-related needs searches for information and professional assistance 
on the web or mobile app. A recent NAR survey of home buyers and sellers makes this clear.

Sources: NAR, Nielsen/Scarborough, Borrell; 2018
© 2019 Borrell

FIGURE 2.4  IMPORTANCE OF ONLINE SOURCES OF 
INFORMATION TO U.S. HOMEBUYERS
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* Social Media usage outstripped ‘on the internet’ usage 
because some may equate being on social media to 
smartphone usage, while being ‘on the internet’ could be 
considered a more tethered activity on laptop or PC.

Internet sources have long since surpassed advice from family and friends as the primary 
source for home-purchasing information. Newspapers, whose classified sections once provided 
a healthy share of ad revenue, have shrunk to a thin offering of what they once were. Even so, 
each real estate-related business category spends its advertising dollars differently. Each has 
markedly different objectives and media strategies to match. While all have migrated heavily to 
the digital space, each has chosen a different admixture of legacy and digital spending to meet 
its needs.
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Real Estate Agents and Brokers
To understand where we are today, we need to revisit the optimistic year of 2013. Ad spending 
by brokers and agents exploded as the effects of the Great Recession dissipated, increasing 
overall by more than 14% in that banner year.  Interest rates were low and pent-up demand for 
new homes seemed to justify spending a billion dollars over 2012 levels.  Results were mixed. 
Some markets saw gains, while for others the doldrums of past years persisted. Home buying 
remained depressed compared with pre-recession levels – especially among the younger, 
first-time buyers.  Many potential sellers, unsatisfied with increases in home values, kept their 
properties off the stuttering market, keeping inventories tight. 

Source:  Borrell Inc. © 2019 Borrell

FIGURE 2.5  U.S. AD SPENDING, REAL ESTATE AGENTS 
AND BROKERS, 2017-2019 
IN $ MILLIONS

Media Choice 2017 
Estimate Share ‘16-’17

% Change
2018

Projection Share ‘17-’18
% Change

2019
Projection Share ‘18-’19

% Change
‘17-’19

% 
Change

‘17-’19
Share Pt.

Shift
Newspapers $0.61 5.8% (11.4) $0.56 5.1% (8.4) $0.56 4.8% 0.0 (8.4) (1.0)
Other Print $0.16 1.6% (8.4) $0.15 1.4% (5.2) $0.15 1.3% 0.0 (5.2) (0.2)
Directories $0.02 0.2% (6.5) $0.02 0.2% (7.9) $0.02 0.2% 0.0 (7.9) (0.0)

Broadcast TV $0.22 2.1% (13.0) $0.25 2.3% 13.0 $0.23 2.0% (9.4) 2.4 (0.2)
Cable TV $0.03 0.3% (0.6) $0.03 0.3% (3.2) $0.03 0.3% (0.0) (3.2) (0.0)

Radio $0.02 0.2% (10.2) $0.02 0.2% (3.1) $0.02 0.2% (0.0) (3.1) (0.0)
Out of Home $0.03 0.3% 0.3 $0.03 0.3% (0.3) $0.03 0.3% 0.0 (0.3) (0.0)

Cinema $0.03 0.3% (20.9) $0.03 0.2% (2.2) $0.03 0.2% 0.0 (2.2) (0.0)
Direct Mail $0.19 1.8% 0.4 $0.19 1.7% 2.4 $0.19 1.7% 0.0 2.4 (0.1)

Online $9.12 87.1% 8.9 $9.76 88.1% 6.9 $10.32 88.8% 5.8 13.1 1.7 
Telemarketing $0.04 0.3% (0.0) $0.04 0.3% (0.7) $0.04 0.3% (0.0) (0.7) (0.0)

Totals $10.48 100% 6.2 $11.08 100% 5.8 $11.62 100% 4.9 10.9 

By 2017, market realities made the need for continued subdued ad spending growth apparent. 
That trend continued through 2018, as tight inventories and the first tendrils of interest 
rate increase frustrated attempts to dramatically build residential sales. This year’s forecast 
shows limited growth. Pent-up demand is squeezing sales activity from an otherwise dormant 
inventory.  Homeowners are sitting tight, in hopes that inflation will raise home values to 
levels more in tune with their retirement plans. Online spending growth forecasts are weak to 
moderate, though greater use of streaming video in the home-buying process is expected. 

This year’s 
forecast shows 
limited growth.  
Pent-up 
demand is 
squeezing sales 
activity from 
an otherwise 
dormant 
inventory.  



2019 REAL ESTATE ADVERTISING OUTLOOK ©2019 Borrell Associates Inc. All Rights Reserved 14

Real Estate Developers
Nationally, builders and developers continue to fight tough regulators, timid lenders, rising 
costs for all materials, and a growing shortage of workers. Housing permits still lag starts, 
and residential construction lags pre-recession levels by almost 50%. There is little need for 
advertising in a market where new homes are typically bought within a month of completion, 
and marketers have come to realize this. Expect spending in this sector of real estate-related 
businesses to remain very low until far more housing starts creates a truly competitive market. 

Source:  Borrell Inc. © 2019 Borrell

FIGURE 2.6  U.S. AD SPENDING FOR REAL ESTATE 
DEVELOPERS, 2017-2019
IN $ MILLIONS

Media Choice 2017 
Estimate Share ‘16-’17

% Change
2018

Projection Share ‘17-’18
% Change

2019
Forecast Share ‘18-’19

% Change
‘17-’19

% Change
‘17-’19

Share Pt.
Shift

Newspapers $0.10 6.7% (10.9) $0.09 5.9% (8.2) $0.07 7.6% (17.0) (23.8) 0.9 
Other Print $0.18 12.7% (6.9) $0.18 11.6% (4.7) $0.16 16.1% (10.3) (14.5) 3.4 
Directories $0.00 0.0% (10.0) $0.00 0.0% (8.7) $0.00 0.1% (5.9) (14.0) 0.0 

Broadcast TV $0.01 0.8% (21.1) $0.01 0.8% 12.7 $0.01 0.8% (39.1) (31.4) 0.0 
Cable TV $0.00 0.3% (0.0) $0.00 0.3% (6.1) $0.00 0.3% (12.7) (18.0) 0.1 

Radio $0.00 0.2% (11.6) $0.00 0.2% (5.0) $0.00 0.3% (6.5) (11.2) 0.1 
Out of Home $0.01 0.6% (3.3) $0.01 0.6% 0.7 $0.01 0.9% (0.1) 0.6 0.3 

Cinema $0.01 0.8% (24.3) $0.01 0.7% (1.2) $0.01 1.1% (1.9) (3.1) 0.3 
Direct Mail $0.06 4.4% (0.3) $0.06 4.2% 0.1 $0.06 6.3% (3.4) (3.2) 1.9 

Online $1.06 72.8% 7.9 $1.14 75.0% 7.7 $0.64 65.6% (43.6) (39.3) (7.2)
Telemarketing $0.01 0.7% (1.0) $0.01 0.6% (3.0) $0.01 0.9% (6.1) (8.9) 0.2 

Totals $1.45 100% 3.1 $1.52 100% 4.5 $0.98 100% (35.5) (32.6)
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Mortgage Providers 
Ad spending for mortgage providers does not entirely depend on the ebb and flow of home 
buyers. A good part of the mortgage business goes to refinancing and second mortgages, so 
when interest rates are low, the mortgage industry does well. That long ride may be drawing 
to a close. Lower unemployment, prime-rate increases, and a constricted housing market 
have conspired to threaten the happy times mortgage providers once enjoyed. The spending 
increase forecast for 2019 is not a continuation of past practices. Broadcast TV spending will be 
substantially reduced in favor of digital in the hope that millennials will begin to emerge from 
rentals and basements to grab their share of home purchases.

Source:  Borrell Inc. © 2019 Borrell

FIGURE 2.7   U.S. AD SPENDING FOR MORTGAGE 
PROVIDERS, 2017-2019
IN $ MILLIONS

Media Choice 2017 
Estimate Share ‘16-’17

% Change
2018

Projection Share ‘17-’18
% Change

2019
Projection Share ‘18-’19

% Change
‘17-’19

% Change
‘17-’19

Share Pt.
Shift

Newspapers $0.67 4.7% (10.5) $0.62 4.1% (7.6) $0.62 4.1% 0.0 (7.6) (0.6)
Other Print $0.80 5.6% (6.2) $0.77 5.1% (4.1) $0.77 5.1% 0.0 (4.1) (0.5)
Directories $0.03 0.2% (7.4) $0.03 0.2% (7.9) $0.03 0.2% 0.0 (7.9) (0.0)

Broadcast TV $2.03 14.1% (1.1) $2.29 15.4% 13.2 $2.12 14.0% (7.8) 4.4 (0.1)
Cable TV $2.04 14.2% (0.3) $1.97 13.2% (3.4) $1.97 13.1% 0.0 (3.4) (1.1)

Radio $0.47 3.3% (6.7) $0.45 3.0% (4.6) $0.45 3.0% 0.0 (4.6) (0.3)
Out of Home $0.72 5.0% 7.6 $0.72 4.8% 0.2 $0.72 4.8% 0.0 0.2 (0.2)

Cinema $0.17 1.2% (19.0) $0.17 1.1% (1.7) $0.17 1.1% 0.0 (1.7) (0.1)
Direct Mail $1.17 8.2% 7.6 $1.19 8.0% 1.1 $1.19 7.9% 0.0 1.1 (0.3)

Online $6.18 43.0% 10.9 $6.63 44.4% 7.3 $6.96 46.2% 4.9 12.6 3.2 
Telemarketing $0.09 0.6% 3.0 $0.09 0.6% (1.9) $0.09 0.6% 0.0 (1.9) (0.0)

Totals $14.37 100% 3.7 $14.92 100% 3.8 $15.07 100% 1.0 4.9 



2019 REAL ESTATE ADVERTISING OUTLOOK ©2019 Borrell Associates Inc. All Rights Reserved 16

FIGURE 2.8  U.S. AD SPENDING FOR RENTAL PROPERTY 
MANAGEMENT, 2017-2019
IN $ MILLIONS

Source:  Borrell Inc. © 2019 Borrell

Media Choice 2017 
Estimate Share ‘16-’17

% Change
2018

Projection Share ‘17-’18
% Change

2019
Forecast Share ‘18-’19

% Change
‘17-’19

% Change
‘17-’19

Share Pt.
Shift

Newspapers $0.18 6.5% (13.9) $0.14 5.2% (22.6) $0.14 5.0% 0.0 (22.6) (1.5)
Other Print $0.24 8.9% 1.1 $0.13 4.9% (47.3) $0.13 4.7% 0.0 (47.3) (4.2)
Directories $0.02 0.6% (20.4) $0.01 0.6% (9.0) $0.01 0.5% 0.0 (9.0) (0.1)

Broadcast TV $0.05 1.7% (42.3) $0.05 1.7% 1.9 $0.05 1.7% 0.0 1.9 0.0 
Cable TV $0.00 0.1% (83.1) $0.00 0.1% (20.4) $0.00 0.1% 0.0 (20.4) (0.0)

Radio $0.03 1.0% (22.8) $0.03 1.0% (4.6) $0.03 0.9% 0.0 (4.6) (0.0)
Out of Home $0.06 2.1% (47.1) $0.06 2.2% 1.4 $0.06 2.1% 0.0 1.4 0.0 

Cinema $0.02 0.8% 9.5 $0.01 0.5% (45.2) $0.01 0.5% 0.0 (45.2) (0.4)
Direct Mail $0.35 12.8% 19.1 $0.31 11.6% (11.8) $0.31 11.2% 0.0 (11.8) (1.5)

Online $1.76 64.4% 3.2 $1.88 71.1% 6.7 $1.97 72.1% 5.0 12.1 7.7 
Telemarketing $0.03 1.1% (5.1) $0.03 1.2% (0.6) $0.03 1.1% 0.0 (0.6) (0.0)

Totals $2.73 100% (0.8) $2.64 100% (3.3) $2.74 100% 3.6 0.1 

Rental Property Management
“A survey of agents by NAR shows how powerful social media has become. Agents are now as 
likely to be using Facebook and LinkedIn as much as standard listings sites such as Realtor.com 
and their own MLS websites. Even social sites such as Google+, YouTube, Twitter, Pinterest, and 
Instagram hold a place on this list, now utilized by more agents than newspapers and direct 
mail.

1. They don’t want to walk away completely from advertising venues that have served them 
well in the past. While they have reduced spending growth for print and direct mail, they 
have not abandoned them.

2. They have made a definite commitment to grow dependence on digital advertising. The 
majority of ad spending growth will be directed there.

Right now, demand for rental living space is high and the percentage of first-time buyers of all 
who buy homes is low―34% vs. a 40-year average of 39%. The future may not remain so rosy. 
Single men and women, an important component of rental populations, now comprise almost 
a quarter of home-buyers, an increase from almost nothing 20 years ago. Rising rents and the 
tax advantages of home ownership are combining to make a solid case to own, at least among 
some.

Still, lagging housing starts and continuing constrictions in the housing market demand more 
rental units. Vacancy rates remain low, and promotions to attract individuals as well as families 
abound. “Free” utilities, free moving, free cable, and a host of amenities―from swimming pools 
and exercise centers to dog walks, security patrols, covered parking, and community rooms―
are becoming standard. Rentals catering to the specific needs of college students, fitness buffs, 
gardeners, and active retirees have waiting lists. Quick vacancy conversions and  long waiting 
lists diminish the need for massive advertising, and that is the situation right now.



2019 REAL ESTATE ADVERTISING OUTLOOK ©2019 Borrell Associates Inc. All Rights Reserved 17

C H A P T E R  3 :  ONLINE AD SPENDING

Real estate’s online ad-spending pie is big and growing. In total, the amounts that rental 
managers, agents and brokers, mortgage lenders and developers will spend on digital media is 
forecast to approach $20 billion this year. 

Agents and brokers dominate, plowing all but 11% of their ad budgets into digital media and 
accounting for more than half of all online spending in the real estate category.  As Figure 3.2 
shows, their advertising placement decisions have moved substantially from legacy media to 
the digital space.

Source: Borrell, 2018
© 2019 Borrell

FIGURE 3.1  U.S. REAL ESTATE-RELATED 2019 
ONLINE AD SPENDING FORECAST
BY CATEGORY
IN $ BILLIONS

AGENTS/BROKERS
$10.32     51.9%

MORTGAGE PROVIDERS
$6.96     35%

RENTAL
PROPERTY
$1.97   
9.9%DEVELOPERS

$0.64   
3.2%
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Sources: NAR, Borrell; 2018
© 2019 Borrell

FIGURE 3.2  METHODS AGENTS USE TO
MARKET HOMES FOR SALE
% OF REALTY AGENTS USING EACH METHOD

ONLINE 

SOCIAL

87%

80%

78%
71%

56%
48%

38%
32%
30%

28%

21%

14%
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10%
10%
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YOU TUBE
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PRINT NEWSPAPER ADS
NEWSPAPER WEBSITE

REAL ESTATE MAGAZINE WEBSITE
OTHER

TV/CABLE AD

TRADITIONAL 
FORMS OF 
MEDIA

More than half of the agents surveyed by the NAR reported their own websites as part of their 
ad-placement mix. This is yet another indicator of the fading line between advertising and basic 
marketing expense – indicating that “marketing” budgets are more prominent than advertising 
budgets. The prominence of agent choice of sites with national reach is also interesting.  Is this 
due to perceptions of local penetration, a perceived need to show listings outside local markets, 
or simply a function of price and availability? 
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Real Estate Agents and Brokers
Targeted display continues to lead spending choices for agents and brokers, principally due to 
continuing and increasing use of social media. According to Scarborough Research, the average 
home buyer spending almost 14 hours a week using the social networks. General search 
spending continues its decline in favor of database listings sites.

Source:  Borrell Inc. © 2019 Borrell

FIGURE 3.3  U.S. ONLINE AD SPENDING BY
REAL ESTATE AGENTS AND BROKERS, 
2018-2019 WITH FORECASTS TO 2024
IN $ MILLIONS 

Online Ad Format Projected ‘18 
Spending Share Forecast ‘19 

Spending Share ‘18-’19
% Change

Forecast ‘24 
Spending Share ‘19-’24

% Change
‘19-’24

Share Pt.
Shift

ROS Display $0.43 4.4% $0.38 3.7% (11.8) $0.10 0.5% (73.4) (3.2)
Targeted Display $3.06 31.4% $3.69 35.7% 20.4 $9.15 47.3% 148.3 11.6 

Email $3.55 36.4% $3.61 35.0% 1.6 $5.11 26.4% 41.6 (8.6)
General Paid Search $1.52 15.6% $1.32 12.8% (13.3) $1.96 10.1% 48.1 (2.7)

Listings Paid  Search $0.26 2.7% $0.35 3.4% 35.1 $0.88 4.5% 151.2 1.2 
Streaming Video $0.89 9.1% $0.92 8.9% 4.3 $2.05 10.6% 122.1 1.6 
Streaming Audio $0.04 0.4% $0.05 0.4% 10.4 $0.10 0.5% 126.1 0.1 

Market Totals $9.76 100% $10.32 100% 5.8 $19.36 100% 87.6 

Source:  Borrell Inc.
© 2019 Borrell
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Run-of-site display (or untargeted banner ads), email marketing, and paid search continue 
to grow, but we have a closer eye on video. We are entering the post-computer era. House 
hunters are gradually turning from gazing into desktop computers to look for their next home. 
They’ve begun sitting in front of their TVs or watching flickering images on laptops, tablets 
and smartphones. Video house tours and neighborhood drone tours may become the most 
important part of any listing. Neighborhood, school, and community videos are also likely to 
become important. In the video-rich world of the near future, agents will market very differently 
than they do today.

Rental Property Management
Streaming video is already beginning to make its mark on rental property digital marketing. 
We’re forecasting that, within five years, one-third of all spending will go to this subcategory. 
Email remains strong, as does paid search. Targeted display also increases, but not 
dramatically.

Source:  Borrell Inc. © 2019 Borrell

FIGURE 3.4  U.S. ONLINE AD SPENDING 
BY RENTAL PROPERTY MANAGERS, 
2018-2019 WITH FORECASTS TO 2024,
IN $ MILLIONS

Online Ad Format Projected ‘18 
Spending Share Forecast ‘19 

Spending Share ‘18-’19
% Change

Forecast ‘24 
Spending Share ‘19-’24

% Change
‘19-’24

Share Pt.
Shift

ROS Display $0.09 5.4% $0.07 3.4% (27.8) $0.06 2.4% (10.7) (1.0)
Targeted Display $0.10 6.1% $0.15 7.6% 44.1 $0.15 5.9% (2.8) (1.7)

Email $0.61 35.7% $0.63 31.7% 2.9 $0.63 25.7% 1.3 (6.1)
General Paid Search $0.75 44.2% $0.95 47.9% 25.5 $0.81 32.9% (14.7) (15.0)

Listings Paid  Search $0.03 1.9% $0.04 2.0% 22.1 $0.04 1.6% 1.0 (0.4)
Streaming Video $0.12 6.8% $0.15 7.4% 25.4 $0.78 31.5% 437.1 24.2 
Streaming Audio $0.00 0.0% $0.00 0.0% N/A $0.00 0.0% N/A N/A

Market Totals $1.71 100% $1.97 100% 15.6 $2.47 100% 25.3 

Source:  Borrell Inc.
© 2019 Borrell
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As single adults continue buying homes and as housing starts grow, rental unit marketing 
is likely to evolve from advertising to promotions emphasis. “Free” month’s rents, moving 
subsidies, premium appliance deals, and other perks are becoming as important as good 
advertising in filling rental developments. Video is the perfect tool to bridge the gap between 
advertising and promotional marketing and may well become the most important single tool in 
the rental marketer’s toolbox. 

Mortgage Providers
Mortgage providers have historically been less dependent on digital advertising than other 
sectors of real estate-related marketers. Their TV ad spending remains high. Current forecasts 
call for a thaw in housing sales during the next five years as millennials finally pay off their 
college loans and move to buy homes. Their lack of TV viewing will force lenders to buy 
messages where millennials have gathered -- around digital screens. Still, the large number of 
baby-boomers becoming qualified for reverse mortgages will require legacy spending to remain 
relatively strong.

Source:  Borrell Inc. © 2019 Borrell

FIGURE 3.5  U.S. ONLINE AD SPENDING BY 
MORTGAGE PROVIDERS, 2018-2019 
WITH FORECASTS TO 2024
IN $ MILLIONS 

Online Ad Format Projected ‘18 
Spending Share Forecast ‘19 

Spending Share ‘18-’19
% Change

Forecast ‘24 
Spending Share ‘19-’24

% Change
‘19-’24

Share Pt.
Shift

ROS Display $0.19 2.9% $0.20 2.9% 4.9 $0.08 1.0% (60.6) (1.9)
Targeted Display $0.66 10.0% $0.69 10.0% 4.9 $0.97 12.0% 40.0 2.0 

Email $2.01 30.3% $2.11 30.3% 4.9 $1.50 18.6% (28.6) (11.7)
General Paid Search $3.17 47.9% $3.33 47.9% 4.9 $4.77 58.8% 43.2 10.9 

Listings Paid  Search $0.13 1.9% $0.14 1.9% 4.9 $0.24 3.0% 81.1 1.1 
Streaming Video $0.46 6.9% $0.48 6.9% 4.9 $0.54 6.7% 12.6 (0.2)
Streaming Audio $0.01 0.1% $0.01 0.1% 4.9 $0.00 0.0% (90.2) (0.1)

Market Totals $6.63 100% $6.96 100% 4.9 $8.11 100% 16.6 

Source:  Borrell Inc.
© 2019 Borrell
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Mortgage providers market more like financial services providers than realty agents. Only their 
targeted prospects make them part of the same advertising family.  Large national financial 
services companies already offer complete loan qualification services online. In the future, 
younger mortgage seekers will be targeted earlier and more often by digital ads that morph 
into qualification/application packages.

Real Estate Developers
All indicators point to residential real estate development falling to its nadir this year. The ugly 
combination of materials and labor shortages, exacerbated by timidity among lenders, has led 
to seriously low housing starts and low permit rates behind them. Both measures show growth, 
but their rate of change is far too small to support the nation’s needs. There is little reason to 
advertise what can’t be accomplished, and home construction that is completed is snatched up 
so quickly that marketing is almost unnecessary. 

This will change. The pent-up demand for new housing will force lenders and builders to take 
more chances as millennials’ demand for housing grows with the fulfillment of their college 
debts.

Source:  Borrell Inc. © 2019 Borrell

FIGURE 3.6  U.S. TOTAL ONLINE AD SPENDING BY 
REAL ESTATE DEVELOPERS, 2018-2019 
WITH FORECASTS TO 2024
IN $ MILLIONS

Online Ad Format Projected ‘18 
Spending Share Forecast ‘19 

Spending Share ‘18-’19
% Change

Forecast ‘24 
Spending Share ‘19-’24

% Change
‘19-’24

Share Pt.
Shift

ROS Display $0.04 3.3% $0.02 2.9% (50.1) $0.04 2.2% 118.4 (0.7)
Targeted Display $0.09 7.9% $0.05 8.3% (41.2) $0.52 28.5% 876.5 20.2 

Email $0.35 30.6% $0.18 28.0% (48.4) $0.11 5.8% (40.9) (22.1)
General Paid Search $0.56 49.1% $0.33 51.1% (41.3) $0.56 30.7% 70.3 (20.4)

Listings Paid  Search $0.02 2.0% $0.01 2.0% (43.6) $0.18 9.7% 1267.8 7.7 
Streaming Video $0.08 7.1% $0.05 7.8% (38.4) $0.40 22.2% 708.7 14.4 
Streaming Audio $0.00 0.0% $0.00 0.0% N/A $0.02 0.9% N/A N/A

Market Totals $1.14 100% $0.64 100% (43.6) $1.82 100% 183.4 
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Source:  Borrell Inc.
© 2019 Borrell
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As more new housing becomes available, the use of social media to attract buyers will 
skyrocket, along with the use of streaming video to display design and amenities. Although a 
possible recession in 2020 may slow developer spending growth by as much as a year, the 
nation’s housing inventory must be expanded, even in the face of loosening sales for existing 
real estate. 
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All things point toward continued growth of digital marketing channels.  True, the rate of growth 
has been slowing. But the share of spending on digital media will go from 65% this year to 
nearly 77% in 2024.  For a typical agent, we’re forecasting that 95% of the ad budget will go to 
digital media in 2024.

We wish we had better news for traditional forms of media, but many are being voted off 
advertising island.  By 2024, if our forecasts are on target, newspapers, magazines, and yellow 
pages will account for less than 5% of all real estate advertising. This includes a mild resurgence 
of interest in print magazines.  Still, print advertising will remain above $2 billion for the 
foreseeable future, indicating that there is still opportunity here. Print media works. It’s just  
not as popular with advertisers anymore, mostly because of cost and because it’s harder to 
prove ROI. 

Digital media has made the marketing world deeply complicated. Agents, apartment owners, 
lenders, and developers are besieged with dozens of news ways to market their inventory and 
services.  Beyond the $30 billion that we have dissected in this report, there is a much larger 
additional expense being swallowed.  It involves time, mostly.  The average agent spends nearly 
9 hours per week on marketing tasks,  an allocation that is almost certainly growing as new 
channels such as LinkedIn and Instagram offer greater networking opportunities that require 
personal management.

We believe the greatest opportunities exist in helping real estate advertisers manage this 
smorgasbord of marketing tasks. Those tasks certainly involve advertising but more often 
encompass marketing strategy and management of marketing technology. Full-service or 
fuller-service companies that can help agents with a myriad of marketing tasks, including 
advice, are likely to be more in vogue as the industry realizes how much time they’re spending 
on marketing. DIY technology will work best for the smaller firms, but marketing misfires – 
especially in tricky social media – is likely to propel the larger ones to DIFY providers.

C H A P T E R  4 :  CONCLUSIONS

For a typical agent, 
we’re forecasting 
that 95% of the  
ad budget will go 
to digital media 
in 2024.
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APPENDIX A: REAL ESTATE LOCAL AD SPENDING REPORT (LA$R)
The following is a U.S. level report. This LA$R can be reproduced for any market.

Real EstateLA$R™
LOCAL AD SPENDING REPORT
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Real EstateLA$R™
LOCAL AD SPENDING REPORT
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Real EstateLA$R™
LOCAL AD SPENDING REPORT
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Real EstateLA$R™
LOCAL AD SPENDING REPORT
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Real EstateLA$R™
LOCAL AD SPENDING REPORT
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Real EstateLA$R™
LOCAL AD SPENDING REPORT
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Real EstateLA$R™
LOCAL AD SPENDING REPORT
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Real EstateLA$R™
LOCAL AD SPENDING REPORT
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Real EstateLA$R™
LOCAL AD SPENDING REPORT
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Real EstateLA$R™
LOCAL AD SPENDING REPORT
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As a data-driven 
company, we are 
experts in local 
advertising.

We are the leaders in 
tracking and forecasting 
local ad spending across 
any market in the U.S., 
Canada or the U.K., down 
to the county or province 
level. 
 
We help clients gauge 
the levels of advertising, 
promotion, and marketing 
expenditures in their 
markets by any type of 
business.

We help media companies 
increase their market 
share and marketers adjust 
their budgets by providing 
detailed ad-spending data, 
fact-based consultation  
and training. 

Methodology and Model
Our unique and disruptive methodology of tracking advertising was first 
developed in 1990 as a holistic way to gauge spending in traditional media. 
Since the late 1990s it has continuously progressed to include deep levels 
of data that monitor online advertising. Now used by more than 1,000 
companies, our ad-spending estimates are derived from a blend of bottom-
up and top-down data, as well as a continuous flow of our own market 
surveying.

Unlike most other companies, our approach starts at the bottom with local 
business expenditures, instead of at the top — media companies’ receipts. 
This is based on our belief that the media world has become so complex and 
fragmented that it’s impossible to deliver an accurate assessment via only 
the traditional top-down approach of tallying receipts of the largest media 
companies.

Our model is designed with a powerful and unwavering local focus. This 
model of collecting expenditure and receipt data enables us to measure 
ad spending that is generated and spent in any given market, directed to a 
market from elsewhere, and generated in a market but spent elsewhere. For 
more detail on our methodology, visit www.adspending.com.

Market Data
Our market data is remarkably deep, offering ad-spending assessments 
across each of the 12 media types (newspapers, online, TV, radio, direct mail, 
etc.) and for any of 100 business categories (furniture stores, car dealers, 
hospitals, telecommunications, etc.). It now includes promotions data 
and offers backcasts and forecasts up to five years. Our data subscription 
product — the Compass — offers an interactive tool that media managers, 
analysts and sales professionals use to manipulate the data to uncover 
enlightening facts.

The richest data surrounds the levels of spending on digital media. For 
instance, the Compass offers guidance on how much a mid-size auto 
dealer in Albuquerque might spend on search engine advertising, targeted 
display, or online video ads. We are continuously improving the offerings 
to meet our clients’ needs and offer monthly user group webinars with 
Compass subscribers. For a preview or to schedule a test drive, visit www.
adspending.com.

Interactive Revenue-Acceleration Program (IRAP)
Our Interactive Revenue Acceleration Program is offered exclusively to 
Compass subscribers. It puts media companies on the fast track to driving 
significant growth in their digital sales efforts. This turn-key program brings 
a Borrell expert to the client’s market to offer a higher level of training on 
using the data, as well as seminars to educate local advertisers about the 
benefits of digital marketing. Clients routinely see an ROI of 300% or more 
from this program.
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Local Advertiser Surveys
Our local market survey program delivers powerful insights. Annual Local Advertiser surveys 
provide detailed information on your market while comparing every result to a larger dataset 
for reference. How well do you know your local market? How are advertisers thinking about 
their radio, newspaper, or cable tv ad budgets today? What are they planning to do with 
interactive marketing in the coming year? What do they wish the local media companies 
understood about their business? Who do they consider to be marketing experts? All these 
questions and more can be answered with our Local Advertiser Survey. Borrell’s 2016 Local 
Advertiser Survey contained information from more than 7,500 completed surveys.

Industry Papers and Subscriptions
We release a variety of analysis-rich industry papers and memoranda throughout the year. 
These papers are typically published every 30 days and include dozens of charts and tables, 
as well as appendices packed with market-level data. They cover topical issues in both online 
and mobile advertising, often in the framework of how those trends affect traditional media. 
Examples of reports include:

•	 SMB Spending on Digital Marketing
•	 Real Estate Advertising Outlook
•	 Automotive Advertising Outlook
•	 Local Advertising Forecasts
•	 Benchmarking Local Online Media
•	 SMB Social Media & Mobile Advertising Outlook
•	 Recruitment Advertising Outlook

An Annual Subscription is the best way to stay informed on the most important industry trends. 
Subscribers receive:

•	 At least 12 industry papers per year
•	 Access to all archived papers
•	 Access to interactive webinars with lead analysts discussing report findings
•	 Downloadable PowerPoint with all report charts and tables
•	 Client memoranda as issued on pertinent topics

Revenue Survey
Since 2001, we’ve been collecting data on interactive revenues and expenses from local media 
companies. The data encompasses more than 10,000 companies, giving us an accurate picture 
of online advertising sales across the U.S. and Canada. We conduct private benchmarking 
reports for local media companies and compile an annual summary of the data in our 
“Benchmarking Local Online Media” report each spring. The data allows us to study the best-
practice companies and how they’re able to achive as much as 10 times the average market 
share.

Conference & Company Presentations
Our annual Local Online Advertising Conference is a first-class event. Held each spring in New 
York, the event brings together the largest group of local interactive media executives of any 
conference. The speaker list represents a Who’s Who among local media. Eighty percent of 
the attendees are company executives, most of whom are in charge of interactive strategies. 
In addition, we speak at nearly 100 company meetings and conferences each year. Excellent 
presentation skills are a core competency at Borrell.

Webinars
We host or participate in dozens of webinars throughout the year. Our topic list is extensive.  
We develop custom presentations specifically for companies, trade associations or other 
groups. We do not conduct sponsored webinars.


