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A detailed look at who’s increasing budgets, and where

W
e start every year by surveying Target Market-
ing’s readers on how they’re allocating their 
budgets. What media, tools and strategies 
are being favored, and which are falling out 

of fashion? This year, we decided to take that research to 
a new level by broadening the survey to include retailers 
and fundraisers, and expanding the questions we asked. 
The result is the most complete survey we’ve ever done 
with our readership. 

If you want to know where the marketing investments 
are flowing, this is where it starts. s

Media Usage

sUrvey
2016



  AND

Yours Free!
The 5-Step Plan to
 Expand Your Email Universe

Find New Customers
without the Risks!
✔ Target
✔ Contact
✔ Engage
✔ Acquire

Download Today! Go to:

www.targetmarketingmag.com/yoursfree
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TOTAL

Companies with revenue
more than $50 million

Companies with revenue
$1 million to $50 million

Companies with revenue
less than $1 million

Increased 36.6%

Decreased 13.4%

Stay the same 39.1%

Don’t know/not sure 10.9%

Increased 50.4%

Decreased 12.2%

Stay the same 27.8%

Don’t know/not sure 9.6%

Don’t know/not sure 4.3%

Increased 41.0%

Decreased 13.7%

Stay the same 37.3%

Don’t know/not sure 8.0%

Increased 24.5%

Decreased 16.5%

Stay the same 54.7%
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          Marketing Budget trends

Has your marketing media budget increased, decreased 
or stayed the same compared to 2015?

This year, instead of showing how budgets are evolving in B-to-B and B-to-C — which 
both look pretty similar to the “Total” chart you see here — we decided to look at how 
budgets are changing differently at small, medium and large businesses.

Compared to last year, 
more marketers are 
increasing budgets 
(37 percent, compared 
to about 31 percent 
in 2015), while fewer 
are keeping budgets 
the same (39 percent 
compared to about 44 
percent last year).

While about a third of all companies are increasing budgets, larger 
companies are moving much more aggressively. That’s especially true for 
companies with revenue more than $50 million, where more than half 
report increasing marketing budgets. By contrast, more than half of com-
panies with revenue below $1 million are keeping budgets steady.
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Chart set 3: (This chart will run alone on a page, probably centered, with callouts and a 
text box or two around it. See chart from page 22 of March 2016 TM for how chart 
should be desgined.) 
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          CHanneL sPending trends

The Most Popular Marketing 
Channel: Email, with 97 percent 
reporting they use it in some way.

The Biggest Winners: More than 
half of respondents are increasing 
budgets on online advertising and 
social media engagement.

The Boob Tube: TV looks like 
it’s still seen as a “sucker’s bet” to 
many direct marketers.

So where exactly is that money going? This chart breaks down each marketing channel (or 
“method,” because not all of the ways you can allocate budget today are what you’d call “media 
channels”) and whether spending is increasing, decreasing or staying the same in that chan-
nel, or if the respondent doesn’t use that channel at all. We added television ad spending for 
the first time this year, and the answer is pretty surprising.

For each of the following marketing methods, do you plan to 
increase, decrease, or keep consistent your 2016 budget? 

(select one answer for each method.)



Looking at how marketers are 
adjusting their spending on these 
marketing methods, these five 
trends emerge:

1 digital is the destination

When you look for the channels 
where the largest number of re-
spondents are increasing budgets, 
especially the ones where a major-
ity or plurality are increasing, you 
find online advertising, email, mo-
bile, SEo, SEM, and social media 
engagement and advertising. That 
agrees with what we’re seeing 
in the broad category spending 
chart on Page 22, as well. online 
marketing is where most of the 
growth is happening.

2  direct Mail Holding steady

About 25 percent of respondents 
are not using mail (last year, it was 
22 percent), but 25 percent are 
increasing spending, too, and 44 
percent are holding steady. That 
means 69 percent of users are 
holding mail spending steady or 
increasing it. When direct mail 
service providers say, “Mail’s in the 
mix,” this backs that up. The chan-
nel has a role, and our respon-
dents are employing it. 

3  Mobile is Confusing

Almost the same percentage of re-
spondents are increasing budgets 
on mobile as there are those not 
using it at all. only 27 percent of 
respondents are keeping bud-
gets the same. When I look at the 
mobile spending stats, I always 
wonder what exactly respondents 
consider “mobile” spending vs., for 
example, Web spending that’s op-
timized for mobile, too. I suspect 
we’re seeing that play out here, 
as well. If most Facebook traffic 
comes from mobile, do you count 
a Facebook promoted post, even 
targeted at mobile users, as social 
or mobile? Some of the charts to 
come shed more light on this.

4  What’s up With tV?

This is the first time we’ve includ-
ed Tv ads in the survey in addition 
to DRTv, and I’m shocked both of 
those channels are seeing such 
limited use. I realize many old 
school direct marketers see Tv as 
a money sink, but with the success 
of DRTv and increasing abilities 

to target Tv ads, I was expecting 
higher usage numbers. 

5  Few respondents are 
decreasing spend anywhere

No channel is seeing more than 7 
percent of respondents decrease 
its spending. Marketers are reach-
ing to do more, not necessarily 
letting go of what they already do.
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EACH 
ONE 
COUNTS

TENSIONENVELOPE.COM  •  800.388.5122  •  info@tension.com

Tension makes billions 
of envelopes a year, 
and knows each one 
matters to you. 
Get to know Tension. Contact us today.

5 takeaways    What we see in the channel spending trends
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          CustoMer aCquisition and retention
We’ve talked about how companies are increasing spending and how a lot of that is happening 
in digital. A third major trend in this year’s survey is that marketers are focused on acquisition. 

Where is that extra 
acquisition spending 
going? Three channels 
jump out of the data, 
with more than 10 
percent increases year-
over-year: SEM (11 per-
cent increase), social 
media advertising (15 
percent increase) and 
mobile (18 percent  
increase). By contrast, 
on the retention side, 
only mobile increased 
by more than 10 per-
cent year-over-year  
(16 percent).

In broad terms, what percentage of your budget do you
plan to allocate to these media categories in 2016?

For 2016, will your customer acquisition budget increase,
decrease or stay the same compared to 2015?

Live Events 21.3%

Online Marketing 37.1%

Print (including direct mail, magazines,
newspapers, circulars, etc.) 28.5%

Radio 4.1%

Space Advertising (Billboards,
signage,etc.) 5.4%

Television 3.7%

Increased 42.0%

Decreased 5.7%

Stay the same 35.3%

Don’t know/not sure 17.0%
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Decreased 5.7%

Stay the same 35.3%

Don’t know/not sure 17.0%

For 2016, will your customer retention budget increase,
decrease or stay the same compared to 2015?

What percentage of your total media budget do you expect
to spend on programmatic advertising?

Increased 33.0%

Decrease 4.2%Stay the same 46.4%

Don’t know/not sure 16.4%

None - 24.6%

1% to 25% - 54.6%

26% to 50% - 15.3%

51% to 75% - 4.4% 76% to 100% - 1.1%

For 2016, will your customer retention budget increase,
decrease or stay the same compared to 2015?

What percentage of your total media budget do you expect
to spend on programmatic advertising?

Increased 33.0%

Decrease 4.2%Stay the same 46.4%

Don’t know/not sure 16.4%

None - 24.6%

1% to 25% - 54.6%

26% to 50% - 15.3%

51% to 75% - 4.4% 76% to 100% - 1.1%

A plurality of 
respondents are 
increasing acqui-
sition budgets, 
while a plural-
ity are keeping 
retention budgets 
steady. overall, 
the emphasis is 
on growth.

In total, 75 percent of respondents 
expect to be dedicating at least some 
of their budget to programmatic buy-
ing. That’s a much higher percentage 
than we expected.
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Chart set 4: Comparing 2016 to 2015, which delivery methods do you use for … 

Comparing 2016 to 2015, which delivery methods do you use for …



Mobile Insight: 
Shedding light on 
the mixed mobile 
signals we’ve been 
seeing, mobile-
optimized Web is 
clearly the emphasis 
for our respondents, 
with a significant 
portion also getting 
into apps.
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Chart set 6: For each of the following marketing tactics and technologies, do you plan to 
increase, decrease or keep consistent your 2016 budget? (Select one answer for each 
method.) 

          taCtiCs and teCHnoLogies
As marketing has evolved during the past 10 years, tactics and tools have become more impor-
tant than media channels themselves. This question was designed to get into the emerging 
strategies and important tools shaping the marketing landscape.

Abandoned or  
Undiscovered? 
AR and NFC are 
the two least-used 
technologies. Each 
has significant user 
adoption hurdles  
to overcome.

The Content Imperative: 
The only tactic that more 
than half of respondents 
intend to increase spending 
in, content marketing 
emerged as a hot tactic in 
2015, and its numbers are 
almost identical in 2016.

Not With the Program? 
Earlier, we saw that 75 
percent of respondents 
were doing some kind of 
programmatic ad buying, 
but here, 66 percent report 
they don’t.

For each of the following marketing tactics and technologies, do you plan 
to increase, decrease or keep consistent your 2016 budget? 

(select one answer for each method.)
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          tHe Best roi
We’ve seen how marketers are planning to spend their budgets. But if you forced them to pick 
one channel for acquisition and retention, what would it be? Here’s what respondents said were 
the best methods for maximizing ROI.

Methodology
Target Marketing conducted this survey in 
December 2015 by emailing a questionnaire to 
approximately 69,913 members of the audi-
ences of Target Marketing magazine, as well as 
marketers subscribed to its sister magazines 
Total Retail and NonProfit Pro. This audience 
was further refined by suppressing list services 
firms and creative services/advertising agencies 
to produce a list that was comprised only  
of marketers.

Three emails were sent between Dec. 2 and 
Dec. 16. Survey results are based on the par-
ticipation of 569 respondents (for a response 
rate of 0.8 percent). of the respondents to this 
year’s survey, 31 percent described their com-
panies’ activities as B-to-B, 29 percent as B-to-C 
and 40 percent as Both. Respondents reported 
annual revenue as follows: greater than $100 
million (16 percent); $51 to $100 million (6 per-
cent); $5 to $50 million (20 percent); $1 million 
to $5 million (20 percent); less than $1 million 
(27 percent); and don’t know (11 percent).

Chart totals may not equal 100 percent, due  
to rounding.

RETENTION

Which marketing method delivers the strongest ROI?
ACQUISITION

Online advertising (not including
advertising on social networks

or paid search) 5.5%

Direct mail 16.3%

Email 26.4%

Search engine marketing
("paid search," PPC) 5.3%

Search engine optimization
("organic search") 8.8%

Social media engagement
(brand page, sharing updates,
interaction, etc.) 8.5%

Webcasts/webinars 5.0%

Other 24.2%

Direct mail 14.6%

Email 44.0%
Social media engagement
(brand page, sharing updates,
interaction, etc.) 9.0%

Telemarketing
(outbound) 5.8%

Webcasts/webinars 6.3%
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