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Summary Points
October 2020 Ad Manager Survey: Year-End Projections & 2020 Budgets

Our survey was conducted Oct. 12-19 and is similar to one we conducted last May, 

inquiring how advertising budgets were changing. The October survey had 239 

respondents overseeing sales at more than 2,500 local media properties. Roughly 

half of respondents are local or regional managers for companies whose core 

product is broadcast, print, cable, and outdoor media. Thirty-nine percent of 

respondents are corporate executives who oversee revenue companywide.

Here are the highlights:

➢ Respondents work in companies that sell an average of six types of advertising 

(of 16 listed). Typically, they sell one core product such as print, broadcast, cable, 

or outdoor advertising, plus five different types of digital advertising.

➢ More than half are selling banner ads, social media ads/support, paid search, 

and SEO. There is an increased focus on selling digital advertising products 

compared with our May survey. (Page 3)

➢ Full-year sales projections for this year are negative for all forms of traditional 

media; for 2021, all are budgeting growth of 3% to 13%. (Page 4)

➢ Streaming video advertising and OTT are predicted to be the brightest stars of 

2021, with budgeted growth between 21% and 26%.  (Page 4)

➢ The best sales prospects are HVAC, Hospitals, and Home Improvement. Activity 

has picked up among Furniture, Real Estate, Auto Dealers, and Employment 

Services.  (Page 5)

This report is copyrighted by Borrell Associates and may not be redistributed.
We request that you not use this information publicly without our prior permission. 
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# %

Online Banner advertising 183 77%

Social Media Ads/Support 146 61%

Online Video advertising 152 64%

Email Ads/Support 113 47%

Paid Search / SEM advertising 126 53%

SEO (Search Engine Optimization) 122 51%

Radio advertising 88 37%

OTT/Connected TV advertising 115 48%

Online Audio advertising 93 39%

Newspaper advertising 75 31%

Magazine advertising 53 22%

Broadcast TV advertising 45 19%

Direct Mail advertising 37 15%

Printed Directory advertising 24 10%

Cable advertising 23 10%

OOH/Outdoor advertising 13 5%

Company Sells…

Location of Respondents
(darker bubble = more responses from that area)

SURVEY TAKER PROFILE

Job Titles
# %

Owner / corporate manager 94 39%

Local or regional property manager 42 18%

Local or regional sales manager 65 27%

Other 38 16%

# of Survey Takers n

10/12-10/19/2020 239

“This survey is about advertising and 
marketing revenue for your company  
Do you feel you have the knowledge to 
answer these types of questions on 
behalf of your business?”

100%
Yes

Screener Question

On average, companies surveyed sell 

6 of these advertising types.

Field Time

SELLING MORE DIGITAL?

Since our May survey, the percentage of 
respondents who said they were selling 

digital forms of media increased an 
average of 7.8 points, while the 

percentage saying they sell traditional 
forms of media remained constant.

Source: Borrell Ad Manager Survey, October 2020
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n=75 n=53 n=24 n=13 n=37 n=88 n=23 n=45 n=116 n=126 n=122 n=152 n=93 n=183 n=146 n=113

➢ Year-end sales expectations for 2020 are negative across the board for print, broadcast, 
cable, and outdoor advertising and positive across the board for all forms of digital 
advertising. Only OTT is projected to have double-digit growth. 

➢ For 2021, no one is forecasting flat or negative growth in sales; cable and yellow pages 
managers have set next year’s budget growth at the lowest rates – +3% and +4%, 
respectively. 

➢ The greatest optimism comes from OTT sales – budgeted to be up an average 26% on top of 
+15% this year. Online video (closely related to OTT but typically delivered via a web browser 
or game apps) is close behind, with budget increases averaging +21% next year. 

➢ Online audio, Social Media, SEM, and Email are all pegged in 2021 for relatively high growth 
as well, averaging +16% to +19%. 

➢ Magazines appear to be in the most peril, shaving an average of 25% off sales this year but 
budgeted to regain only 7% next year.  Newspaper and radio look similar, with an average 
22% drop reported this year and less than half of that expected to be recouped next year. 

Source: Borrell Ad Manager Survey, October 2020

“When it comes to [media type] ad sales for the full year of 2020 over 2019, 
our expectation is….  Our expectation for 2021 over 2020 is… “

# who sell this (size of bubble 
indicates sample sizes)

2020 Expectation
+/- 2019

2021Forecast
+/- 2020

WHAT 2020 AD SALES LOOK LIKE, 
WHAT EVERYONE’S BUDGETING FOR 2021
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54%

47%
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33%

32%

31%

29%

25%

24%

20%

18%

18%

16%

16%

14%

11%

8%

8%

7%

6%

5%

5%

5%

5%

4%

4%

4%

2%

2%

1%

1%

HVAC Installation and Repair

Hospitals

Home Improvement Stores

Real Estate Offices/Brokers

Legal Services

Colleges and Universities

Furniture Sales

Auto Dealers

Grocery Stores

Pest Control Services

Eating and Drinking Places

Employment Services

Liquor Stores

Tire Stores

Automotive Repair Services

Gambling Casinos

Jewelry Stores

General Merchandise Stores

Cleaning and Laundry Services

Financial/Banking

Office Equipment and Supplies

Automotive Parts and Supplies

Sporting Goods Stores

Physical Fitness Facilities

Home Electronics Stores

Beauty Salons

Accountants and Bookkeepers

Travel Services

Museums, Art Galleries, and Zoos

Hotels/Motels

Live Entertainment

CATEGORIES PERFORMING BETTER THAN OTHERS 

COVID-19 and the resultant work-from-home phenomenon may explain why advertising 
activity has been so high among home services, hospitals, and real estate. HVAC installation 
and repair companies – the 28th largest ad category in terms of spending – was at the top of 

the list for both our May and October surveys. 

Source: Borrell Ad Manager Survey, October 2020 n = 239

Where have you had the best luck maintaining or increasing ad revenue in the past three 
months? Select all that apply 

Biggest Gainers

Since May, the biggest gainers on 
this list are Real Estate, Furniture, 

Auto Dealers, and Employment 
Services. All saw increases of 40% 

and 140% in the percentage of 
respondents saying they had their 
“best luck” there. Furniture sales 

topped the gainers, going from 12% 
of respondents selecting it five 
months ago to 29% in October.

These 3 categories also topped 
the list in our May survey, though 
percentages for October were 
significantly higher. 
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ADDITIONAL RESOURCES FROM BORELL

If you’re a Compass subscriber, you already have access to our updated data for your 
market.  If not, we invite you to access our 2021 market-level forecasts.

The richly detailed reports are available for any U.S. market and cover forecasts for all 
media channels and 100 different business categories. They can be compiled for any 
market geography such as TV market, CBSA, or individual county. They include annual 
spending estimates for:

• 2019 and forecasts for 2020 and 2021
• 10 types of traditional media (radio, TV, newspaper, outdoor, etc.)
• 7 types of digital advertising (banners, streaming video, SEM, etc.
• 100 types of businesses (furniture stores, car dealers, HVAC, etc.)
• 21 types of promotions (event marketing, games, specialty printing, etc.)
• 4 types of non-ad marketing (ad production, market research, PR, etc.)

To learn more, email us at info@borrellassociates.com or call us at 757-221-6641.

5

2021 Market-Level Forecasts

Want to Master HVAC Ad Sales?

To learn more about Borrell’s other services, email Jim Brown at 
jbrown@borrellassociates.com or call us at 757-221-6641.

If you saw the previous page of this report, you’ll realize a lot of competitors are also 
thinking about HVAC right now. We’re offering a resource to help you stand out.

We’ll conduct a master marketing class on HVAC on Thursday, Oct. 29, at 11 AM 
Eastern. The webinar is the first installment of our Masters of Local Marketing series. 
It will feature industry experts, Borrell analysts, and a panel of “real” ad buyers who 
discuss how their marketing has changed due to the pandemic.

The HVAC webinar is free.  To learn more or to register, visit bit.ly/MasterHVAC

mailto:info@borrellassociates.com
mailto:jbrown@borrellassociates.com
http://bit.ly/MasterHVAC

