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1. Changes in digital media consumption

2. Changes in advertising spending across media

3. Opportunities for local media companies

4. What local advertisers want more of

5. Local ad spending in this state

6. Adding digital to your pitch

7. Using AI for creative

Today’s Session



Consumption Trends

Digital
Revenue



Source: Statista 2024

Digital Consumption
Continues to Grow

Average Daily 
Media 

Consumption

Traditional Digital

2011 7.5 Hours 3.5 Hours

2025 4.3 Hours 8 Hours



Source: Nielsen 2025

Streaming Video is 
Dominant



Radio is the 
biggest player in 
audio

but no longer 
represents a 
majority of 
listening

Source: Edison 2024



Radio’s Core Listeners



Core Radio Listeners 
with a Working Radio 
at Home

GenZ



Advertising Trends

Digital
Revenue



History of Ad Spend



Where the Money 
Goes

DIRECT TO DIGITAL 
GOOGLE / FACEBOOK

LOCAL MEDIA DIGITAL 
PURCHASES



Where is the growth?

Borrell 2025



New Businesses 
in the U.S.



New Businesses More Likely 
to Want Traditional Media



“The way that sellers find these new businesses does 
not exist. 

“The old prospecting methods are ‘eyes and ears.’ You 
can't find them by driving to work and seeing these 
businesses on a billboard or listening to a competitor's 
radio station. 

“The problem is that these new businesses do the 
majority of their advertising in digital, and almost all 
digital is targeted. ”

How to find these 
businesses



Average Digital 
Revenue per Radio 
Cluster



Where TV Advertisers 
Are  Increasing Spend



Ohio Digital Revenue

$646,674,000 in digital 



Ohio Digital Revenue



Outside the biggest 200 markets

Ohio Digital Revenue



Digital Revenue
If you want to make more money in 
2026 than you will in 2025, digital needs 
to be an essential component of every 
advertising campaign.



Integrating Digital into 
Your Pitches
(without undermining broadcast advertising)

Digital
Revenue



The “Why”

To be sure, broadcast remains 
essential for many marketing 
campaigns.



Credit union grand opening audio campaign
A regional credit union is opening a new 
branch in Port Clinton and wants to promote 
its expansion.

Example #1: Adding 
Digital Audio

At work, In the car

At home, in the 
gym, mowing the 
lawn, on Alexa



Credit union grand opening audio campaign
A regional credit union is opening a new 
branch in Port Clinton and wants to promote 
its expansion.

Example #1: Adding 
Digital Audio

Digital impressions

Broadcast impressions



The Pitch: “We’ll serve 25,000 audio impressions on our radio station to everyone 
to all of our radio listeners and 75,000 impressions to listeners within a 5-mile radius 
of Port Clinton who are streaming our station or listening to podcasts or digital 
music services like Spotify and Apple podcasts.

This allows the entire market to know about the growth your credit union is 
experiencing while super-serving those living and working around the new branch.”

Example #1: Adding 
Digital Audio

Digital impressions

Broadcast impressions



Broadcast Copy:

Northwest Ohio—your hometown credit union just got bigger!

Black Swamp Regional Credit Union is now open in Port Clinton, 
bringing 15 branches strong and the same friendly service you trust. Say 
goodbye to fees with no-fee checking, plus great rates and easy digital 
banking wherever you go. Celebrate with us at our brand-new Port 
Clinton branch—your money’s new happy place! Black Swamp Regional 
Credit Union — Proudly local. Now in Port Clinton.

Digital Copy:
Hey Port Clinton—something new just docked downtown!

Black Swamp Regional Credit Union is now open right here in your 
backyard, and we’re bringing no-fee checking, local service, and banking 
that actually makes sense. Whether you’re grabbing coffee on Madison 
Street or heading to the marina—your money stays local, just like you.

Stop by our brand-new Port Clinton branch and say hello! Black Swamp 
Regional Credit Union — Port Clinton’s newest neighbor in smart 
banking.

Example #1: Adding 
Digital Audio



Campaign Recap

Example #1: Adding 
Digital Audio After campaign reporting:

•Broadcast affidavit
•Broadcast website clicks *

•Digital impressions *
•Digital clicks *
•Digital foot traffic *



HVAC Promotion
An Athens HVAC company wants to promote its AC 
checkup specialExample #2: Adding 

Digital Video



HVAC Promotion
An Athens HVAC company wants to promote its furnace 
checkup specialExample #2: Adding 

Digital Video

• Broadcast impressions
• Digital impressions 

targeting homeowners



Example #2: Adding 
Digital Video

• Broadcast impressions
• Digital impressions 

targeting homeowners

The Pitch:
“We’ll serve 25,000 audio impressions to our broadcast 
users, and 50,000 impressions to digital/smart TV viewers 
who are homeowners in our area.  We will reinforce this TV 
messaging with 100,000 video impressions to homeowners 
on social media.

This allows the entire market to know about the 
trustworthiness of your business while directly messaging 
homeowners in our metro area.”



Example #2: Adding 
Digital Video

Campaign Recap

After campaign reporting:

• Broadcast affidavit
• Broadcast website clicks *

• Digital impressions *
• Digital clicks *
• Digital foot traffic *

• Social impressions
• Social clicks
• Social foot traffic *



Example #2: Adding 
Digital Video

AI Video



Activity



Summary

Summary:
1. Digital consumption is soaring
2. Digital advertising is increasing
3. 360 campaigns with digital and broadcast allows 

businesses to market to the consumer through 
the entire customer journey
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