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e start every year by surveying Target Marketing’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.
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Marketing Budget Trends
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.

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

TOTAL
Don’t know/not sure 10.9%

.6%

%

Compared to last year,
Companies with
revenue
more
marketers are
more than $50
million budgets
increasing
Don’t know/not sure 9.6%
(37 percent, compared
to about 31 percent
in 2015), while fewer
are keeping budgets
the same (39 percent
compared to about 44
Increased 50.4%
percent last year).
Stay the same 27.8%

TOTAL
Don’t know/not sure 10.9%

Increased 36.6%
Increased 36.6%

Stay the same
TOTAL39.1%
Don’tthe
know/not
sure 10.9%
Stay
same 39.1%

Don’t know/not sure 9.6%
Decreased 13.4%
Increased 36.6%

Decreased 12.2%

Companies with revenue
less than $1 million

Increased 24.5%

Decreased 13.4%

Companies with revenue
more than $50 million

Companies with revenue
$1 million to $50 million

Stay the same 27.8%

Don’t know/not sure 9.6%

Companies with revenue
Decreased 13.4%
$1 million
to $50 million

Don’t know/not sure 8.0%
Increased 41.0%

Companies with revenue
$137.3%
million to $50 million
Stay the same

Stay the same 2

Decreased 12.2%
Increased 50.4%
Stay the same 27.8%

Don’t know/not sure 8.0%

Stay the same 54.7%

Don’t know/not

Increased 50.4%

Stay the same 39.1%

Don’t know/not sure 8.0%

Don’t know/not sure 4.3%

Co
m

Companies with revenue
more than $50 million

Companies with revenue
less than $1 million

Decreased 16.5%

Don’t know/not
sure 4.3% 41.0%
Increased
Increased 41.0%

Decre

Decreased 12.2%

Decreased 13.7%

Stay the same 37.3%

Increased 24.5%

Stay the same 37.3%

Companies with revenue
less than $1 million
While about a third of all companies are increasing
budgets,
larger
Stay
the
same 54.7%
Don’t
know/not
sure 4.3%
Don’t know
companies are moving much more aggressively. That’s especially true for
Decreased 16.5%
companies with revenue more than $50 million, where more than half
report increasing marketing budgets. By contrast, more than half of comIncreased 24.5%
Decreased
13.7%$1 million are keeping budgets steady.
panies with revenue
below
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CHANNEL SPENDING Trends
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 channel, 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

Chartincrease,
set 3: (This decrease,
chart will run or
alone
on aconsistent
page, probablyyour
centered,
with
callouts and a
keep
2016
budget?
text box or two around it. See chart from page 22 of March 2016 TM for how chart
(Select one answer for each method.)
should be desgined.)

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

Increase
Stay the same

Key

Online advertising (not including
advertising on social networks or paid search)

Decrease
Do not use
54%

3%
10%
18%

1%

Affiliate marketing

34%
37%

44%

25%

Direct mail 6%

44%

25%
DR radio

4%

4%

21%

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

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

DR television
(like infomercials)
Email

Mobile marketing
Search engine marketing
("paid search," PPC)

4%

Search engine optimization
("organic search")

3%

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

3%

Social media advertising

3%

-20
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15%

79%

11%

25%

62%
38%

27%
33%

41%
29%
25%
43%
37%

18%

55%
33%

10%

10%

5%

49%
18%

30%
25%

5%

3%
3%

-10

49%

43%

3%

2%

Webcasts

47%

5%
2%

Television ads
(non-infomercial)

36%

4%

3%

Insert media (package
inserts, FSIs, etc.)

Telemarketing (outbound)

71%

11%

DR space (magazine, 7%
newspaper, etc.)

16%
21%

0

10

59%

20

76%
29%
48%
30

40

50

60

70

80

5 Takeaways

What we see in the channel spending trends

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 respondents are increasing budgets,
especially the ones where a majority or plurality are increasing, you
find online advertising, email, mobile, 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.

4 What’s Up With TV?
This is the first time we’ve included 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 reaching to do more, not necessarily
letting go of what they already do.

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 channel has a role, and our respondents are employing it.

EACH
ONE
COUNTS

3 Mobile Is Confusing
Almost the same percentage of respondents are increasing budgets
on mobile as there are those not
using it at all. Only 27 percent of
respondents are keeping budgets 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 optimized 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.

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

TENSIONENVELOPE.COM • 800.388.5122 • info@tension.com
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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.
In broad terms, what percentage of your budget do you
plan to allocate to these media categories in 2016?

Where is that extra
acquisition spending
going? Three channels
jump out of the data,
with more than 10
percent increases yearover-year: SEM (11 percent 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 percent year-over-year
(16 percent).

In broad terms, what percentage of your budget do you
Television
3.7%
plan
to allocate(Billboards,
to these media categories
in 2016?
Space
Advertising
signage,etc.) 5.4%
Space Advertising (Billboards,
Radio 4.1%
signage,etc.) 5.4%

Television 3.7%

Live Events 21.3%
Live Events 21.3%

Radio 4.1%

Print (including direct mail, magazines,

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

Online Marketing 37.1%

Online Marketing 37.1%

For 2016,For
will 2016,
your customer
budget
For
2016, increase,
will your
customer
retention
budget
increase,retention budget increase,
For
2016, will
your customer
will youracquisition
customer
acquisition
budget
increase,
decrease or
stay the same
compared
todecrease
2015? or stay
the same compared
tostay
2015?
decrease or
the same compared to 2015?
decrease
or stay
the same
compared
to 2015?
Don’t know/not sure 17.0%

A plurality of
respondents are
increasing acquisition budgets,
while a plurality are keeping
retention budgets
steady. Overall,
the emphasis is
on growth.

Don’t know/not sure 17.0%

Don’t know/not sure 16.4%

Don’t know/not sure 16.4%

Increased 33.0%

Increased 33.0%
Increased 42.0%

Increased 42.0%

Stay the same 35.3%

Stay the same 46.4%
Decrease 4.2%

Stay the same 46.4%

Stay the same 35.3%

Decrease 4.2%

Decreased 5.7%

Decreased 5.7%
What percentage of your total media budget do you expect
What percentage of your total media budget do you expect
to spend on programmatic advertising?
to spend on programmatic advertising?
51% to 75% - 4.4%

In total, 75 percent of respondents
expect to be dedicating at least some
of their budget to programmatic buying. That’s a much higher percentage
than we expected.

26% to 50% - 15.3%

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

26% to 50% - 15.3%
None - 24.6%

1% to 25% - 54.6%
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76% to 100% - 1.1%

1% to 25% - 54.6%

None - 24.6%

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 …

Acquisition
68%
63%

Online advertising (not including
advertising on social networks or paid search)

32%
28%

Affiliate marketing

58%
54%

25%
24%

Email

Mobile marketing

46%

27%
39%

61%
62%

Social media
advertising

44%

69%

33%

59%

32%

Telemarketing
(outbound)

30

40

60

70

80

Turn Couponers Into

24%
0

90

41%

7%
5%

Webcasts

50

63%

21%
19%

Television ads
(non-infomercial)

35%

42%
55%

Social media
advertising

11%
7%

20

23%

29%

Search engine optimization
("organic search")
Social media engagement
(fan page, interaction, etc.)

19%
17%

26%

33%

17%

Search engine marketing
("paid search," PPC)

55%

Social media engagement
(fan page, interaction, etc.)

17%
14%

Mobile marketing

50%

Search engine optimization
("organic search")

Webcasts

89%
87%

Insert media (package
inserts, FSIs, etc.)

Search engine marketing
("paid search," PPC)

10

16%
13%
3%
2%

Email

23%
19%

0

8%
7%

DR television (like infomercials)

83%
82%

Television ads
(non-infomercial)

55%
51%

DR space (magazine,
newspaper, etc.)

4%
3%

Telemarketing
(outbound)

26%
18%

DR radio

DR space (magazine,
newspaper, etc.)

49%

Direct mail

12%
11%

Insert media (package
inserts, FSIs, etc.)

42%

Affiliate marketing

Direct mail

DR television (like infomercials)

2016
2015

Retention

Online advertising (not including
advertising on social networks or paid search)

DR radio

Key

10

20

30

31%

40

50

60

70

80

90

Loyal Customers™

DIRECT MAILER - GIFT CARD - LOYALTY CARD - ALL IN ONE
Produce the highest response rates in direct mail today and grow your business eﬃciently, by turning
couponers into loyal customers! Empowered by our FREE loyalty app, CaptureIt! Plastic Postcard Mailers
help you measure marketing performance and boost repeat business and customer loyalty.

25% OFF

PRINT

FREE Loyalty A
App
Call Today and Schedule
Your FREE Personalized Demo

CaptureIt!
888-543-5538 • CaptureItCards.com

TM-HP201601
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Tactics and Technologies
As marketing has evolved during the past 10 years, tactics and tools have become more important than media channels themselves. This question was designed to get into the emerging
strategies and important tools shaping the marketing landscape.

For
each
theeach
following
marketing
tactics
andand
technologies,
doyou
you
plan
Chart
set of
6: For
of the following
marketing
tactics
technologies, do
plan
to
todecrease
increase,
decrease
or keep
consistent
your 2016
budget?
increase,
or keep
consistent
your 2016
budget? (Select
one answer
for each
method.)
(Select one answer for each method.)

Abandoned or
Undiscovered?
ARand NFCare
the two least-used
technologies. Each
has significant user
adoption hurdles
to overcome.
Mobile Insight:
Shedding light on
the mixed mobile
signals we’ve been
seeing, mobileoptimized Web is
clearly the emphasis
for our respondents,
with a significant
portion also getting
into apps.

Increase
Stay the same

Key

2D barcodes (QR Codes,
SnapTags, Microsoft Tags, etc.)
Augmented reality

2%

Big Data

1%

Content marketing (including
blogs, whitepapers, infographics, etc)

2%

Data management, analysis and
visualization tools

1%

GPS/location-based
messaging

3%

22%

85%
19%

Loyalty programs

2%

Marketing automation

3%

Mobile SMS, short codes

2%

Mobile-optimized website

2%

Mobile apps

2%

Near field communications (NFC)

2%

Personalization

2%

Personalized/persistent URLs
(PURLs)

3%

Podcasts

2%

Programmatic ad buying

3%

Response boosters

3%

Retargeting

3%

Variable data printing (VDP)

3%

Online video

3%

Webcasts/webinars

3%
-10

28%

52%
52%

28%

26%

34%

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.

39%

12%
15%

2%
3%

65%

10%

18%

Lead nurturing

-20

8%

5%

Decrease
Do not use

71%
36%

23%

28%
33%
28%

47%
30%

23%

45%

17%
16%

65%
40%
33%

25%
24%
21%
3%

53%

11%

84%
44%
29%
25%

17%
18%

61%

11%
13%

74%

12%
18%

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

66%

8%
19%

71%
30%

19%

48%

11%
16%
22%
19%
0

10

20

70%
44%
31%
30%
49%
30

40

50

60

70

80

90
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Direct mail 16.3%

Webcasts/webinars 5.0%

THE BEST ROI

Social media engagement
(brand page, sharing updates,
interaction,
budgets.
Butetc.)
if 8.5%
you forced

Email 26.4%

We’ve seen how marketers are planning to spend their
them to pick
one channel for acquisition and retention, what would it be? Here’s
what
respondents
said were
Search engine optimization
("organic search") 8.8%
the best methods for maximizing ROI.

Which marketing method delivers the strongest ROI?

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

Which marketing method delivers the strongest ROI?

ACQUISITION

ACQUISITION

Online advertising (not including
advertising on social networks
or paid search) 5.5%
Other 24.2%

RETENTION

Online advertising (not including
advertising on social networks
Other
20.3%search) 5.5%
or paid

Direct mail 14.6%

Other 24.2%

Direct mail 16.3%

Direct mail 16.3%
Webcasts/webinars 6.3%

Webcasts/webinars 5.0%
Social media engagement
(brand page, sharing updates,
interaction, etc.) 8.5%

Webcasts/webinars 5.0%
Email 26.4%

Social media engagement
(brand page, sharing updates,
Search engine optimizationinteraction, etc.) 8.5%

Telemarketing
(outbound) 5.8%
Social media engagement
(brand page, sharing updates,
interaction, etc.) 9.0%

Email 44.0%

Email 26.4%

("organic search") 8.8%

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

("organic search") 8.8%

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

Methodology

RETENTION

Interactive Clear Envelopes RETENTION
Direct mail 14.6%

Other 20.3%

Other 20.3%
Webcasts/webinars 6.3%
Telemarketing
(outbound) 5.8%
Social media engagement
(brand page, sharing updates,
interaction, etc.) 9.0%

Webcasts/webinars 6.3%
Email 44.0%

Telemarketing
(outbound) 5.8%
Social media engagement
(brand page, sharing updates,
interaction, etc.) 9.0%

Clear Envelopes Elegant, interactive
envelopes that look and
feel like they must be
opened!
See the difference • Feel the quality • Experience the results

Get Free Samples:
877.835.3052
www.envypak.com
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Target Marketing conducted this survey in
December 2015 by emailing a questionnaire to
approximately 69,913 members of the audiDirect
mail 14.6%
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 participation
of 569 respondents (for a response
Email 44.0%
rate of 0.8 percent). Of the respondents to this
year’s survey, 31 percent described their companies’ 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 percent); $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.

