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CHAPTER 01

Overview




Marketing spending in the United States from 2019 to 2023, by channel (in
billion U.S. dollars)

Marketing spending in the U.S. 2019-2023, by channel

M Offline MOnline

Spending in billion U.S. dollars

L]
Description: In 2023, marketing spending in the United States exceeded 515 billion U.S. dollars, of which 320 billion (or 62 percent) were allocated to online activities. The total figure was five percent higher than the 490-billion-dollar expenditure recorded a year earlier. I r
According to the same source, linear TV and experiential/sponsorship were among the forecast fastest-growing offline marketing channels in the U.S. in 2024. Read more J

Note(s): United States; 2019 to 2023
Source(s): Winterberry Group


http://www.statista.com/statistics/1375555/marketing-spend-channel-united-states

Share of company's revenue spent on marketing according to CMOs in the
United States from February 2011 to August 2023

Share of company's revenue spent on marketing according to CMOs in the U.S. 2011-2023
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Description: During a survey among chief marketing officers (CMOs) from for-profit companies in the United States concluded in August 2023, they reported that, on average, 9.2 percent of their employers' revenues were allocated to marketing activities, up from 8.7 I r
percent a year earlier. J
Note(s): United States; February 2011 to August 2023; 316*; among marketers from for-profit companies; * Sample size provided refers only to the August 2023 survey. Data preceding 2020 was retrieved from earlier releases. Read more

Source(s): American Marketing Association; Deloitte; Duke University; The CMO Survey


http://www.statista.com/statistics/681467/revenue-share-marketing-usa
http://www.statista.com/statistics/681467/revenue-share-marketing-usa

Marketing expenses as a percentage of companies' overall budgets
according to CMOs in the United States as ot August 2023, by industry

Marketing spend as a share of companies' total budgets in the U.S. 2023, by industry
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6 I Description: During a survey among chief marketing officers (CMOs) from for-profit companies in the United States concluded in August 2023, they reported that, on average, corporations selling consumer packaged goods (CPG) allocated over one-quarter of their
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total budgets to marketing expenses. The retail wholesale and the communications and media segments followed, with shares of about 14.5 and 14.3 percent, respectively. Read more
Note(s): United States; July 26 to August 17, 2023; 316 respondents; among marketers from for-profit companies
Source(s): American Marketing Association; Deloitte; Duke University; The CMO Survey
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http://www.statista.com/statistics/742988/marketing-budget-share-category-usa

Chan%e in marketing spending according to CMOs in the United States
from February 2012 to August 2024

Expected change in marketing spending according to CMOs in the U.S. 2012-2024
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L]
Description: During a survey among chief marketing officers (CMOs) from for-profit companies in the United States concluded in August 2023, they reported that, on average, their marketing spending increased by 2.6 percent during the past 12 months. Respondents sta t I sta r
also expected the expenditure to grow by 7.2 percent in the following 12 months. According to the same study, little more than nine percent of companies' revenues were allocated to marketing activities as of August 2023. Read more J
Note(s): United States; February 2012 to August 2023; 316**; among marketers from for-profit companies; * Forecast. ** Sample size provided refers only to the 2023 survey. Data preceding 2020 was retrieved from earlier releases. Read more
Source(s): American Marketing Association; Deloitte; Duke University; The CMO Survey


http://www.statista.com/statistics/693437/marketing-budget-change-according-to-cmos-usa
http://www.statista.com/statistics/693437/marketing-budget-change-according-to-cmos-usa

Change in diﬁital marketing spendin% and traditional advertising according
to CMOs in the United States from 2012 to 2023

Change in digital vs. traditional marketing budgets as per U.S. CMOs 2012-2023
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8I g:;gl;ij?tion: During a fall 2023 survey, chief marketing officers (CMOs) in the United States said that their digital spending grew by 7.9 percent, relative to preceding 12 months. On the other hand, traditional advertising spending decreased by 0.6 percent in the same sta t i Sta 5

Note(s): United States; 2012 to 2023; 316*; among marketers from for-profit companies; * Sample size provided refers only to the Fall 2023 survey. Read more
Source(s): American Marketing Association; Deloitte; Duke University; The CMO Survey


http://www.statista.com/statistics/693449/digital-vs-traditional-marketing-budget-change-according-to-cmos-usa
http://www.statista.com/statistics/693449/digital-vs-traditional-marketing-budget-change-according-to-cmos-usa

Business-to-business (B2B) marketing data spending and annual change in
the United States from 2020 to 2025 (in billion U.S. dollars)

B2B marketing data spending and annual growth in the U.S. 2020-2025

Il B2B marketing data spending in billion U.S. dollars ——Annual change
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Description: The source forecast that, in 2024, business-to-business (B2B) marketing data spending in the United States will grow by 2.5 percent to over 3.8 billion U.S. dollars. The value was projected to increase by nearly four percent in the following year and reach Sta t i r
about four billion dollars. Read more J

Note(s): United States; 2020 to 2022; * Forecast. 2020 data comes from an earlier release. Read more
Source(s): Expert(s) (Kelsey Voss); Insider Intelligence


http://www.statista.com/statistics/1369850/b2b-marketing-data-spending-growth-us
http://www.statista.com/statistics/1369850/b2b-marketing-data-spending-growth-us

Perceived change in new business opportunities according to advertising,
marketing, and PR agency executives in the United States from 2020 to 2023

Change in new business opportunities for agencies in the U.S. 2020-2023
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Description: During a 2023 survey conducted in the United States, 41 percent of the responding marketing, advertising, and public relations (PR) agency executives said new business opportunities decreased compared to the previous year. In 2023, 27 percent of sta t I Sta r'

respondents said it increased. Similarly, in 2023, most agency executives thought obtaining new business was harder. Read more
Note(s): United States; 2020 to 2023; 250%; among agency executives; * Number of respondents in 2023. Data prior to 2023 was retrieved from an earlier release. Read more

Source(s): MarketingProfs; RSW/US


http://www.statista.com/statistics/248397/change-in-new-business-opportunities-for-agencies-in-the-us
http://www.statista.com/statistics/248397/change-in-new-business-opportunities-for-agencies-in-the-us
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Share of marketing budgets devoted to mobile marketing according to
CMOs in the United States from 2015 to 2024

U.S. businesses mobile marketing budget share 2015-2024

2500 D30 T 23:3%
2000+ 1859 18AY 19%....
TB00 -] 3 % 1335 13:7% - (-
o 0 12.8% 13.5% 13.3% 0
= 11.2%
N 0
10% ................................................................................ 94A) ..... ... ..
7%
6% 5.9% 6%
" gz I ---------- %373 II R EEEREREE R
0% . . .
2 &) © © A A ® ® S ) Q Q N\ N o ", ” *
S DT N O S N R N I N N Y A A L LG
S > S S > S N - S ¢ S - S < D v
> 3’ > S’ & Y > 3 & Y > $ & S’ > ¥ C &
© 5o N 5o © 5o N 5o N 5o N S © 5o N G &
c)
12I E::;l;qt(i)o;rlgeiizr}yg)e/’:tc:ﬁggezdoy;ebruary 2023, responding marketers in the United States indicated that19 percent of their marketing budget was devoted to mobile marketing. This figure saw a spike in 2020 during the coronavirus pandemic outbreak and feel Sta t i sta 5

Note(s): United States; 2015 to 2023; 314**; among marketers from for-profit companies; * Forecast. ** Sample size provided refers only to the 2023 survey. Read more
Source(s): American Marketing Association; Deloitte; Duke University; The CMO Survey


http://www.statista.com/statistics/926403/mobile-marketing-budget-share-usa
http://www.statista.com/statistics/926403/mobile-marketing-budget-share-usa

Share of marketing budgets invested in mobile activities according to CMOs
in the United States as of February 2023, by primary economic sector

U.S. businesses mobile marketing budget share 2023, by sector
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Description: During a survey conducted among marketing professionals from the United States in early 2023, the average share of marketing budget invested in mobile activities among B2C product marketers stood at 28.8 percent, whereas for B2B products at 15.2 I r
percent. Read more J

Note(s): United States; January 10 to February 1, 2023; 314 respondents; among marketers from for-profit companies
Source(s): American Marketing Association; Deloitte; Duke University; The CMO Survey; Wall Street Journal


http://www.statista.com/statistics/1223644/mobile-marketing-budget-share-sector-usa

Reasons for text marketing use according to business owners and
marketing managers in the United States as of May 2023

Reasons for text marketing use in the U.S. 2023

Share of respondents
0% 10% 20% 30% 40% 50% 60% 70%

Higher engagement levels from customers 60.5%
Higher open & click-through rates than other channels | | | | | 53.5%
Most efficient channels for customer service or text support I I 52.3%
Quick and easy channel for two-way interactions with customers . 43%
Quicker feedback from prospective customers 358.5%
Younger customers prefer texting over other forms of communication | | 258.5%

Other 0.8%

L]
14I Description: During a May 202 survey carried out among business owners and marketing managers in the United States, 53.5 percent of respondents stated that they started using text marketing because it offered higher open and click-through rates than other Sta t I sta r
marketing channels. Roughly 29 percent said that younger consumers preferred texting over other forms of communication. Read more J
Note(s): United States; May 4 to 6, 2023; 400 respondents; among business owners and marketing managers
Source(s): SimpleTexting


http://www.statista.com/statistics/247083/benefits-us-companies-gained-from-sms-campaigns

Number of mobile internet users in the United States from 2020 to 2029
(in millions)

Mobile internet users in the United States 2020-2029

Number of users in millions

2020 2021 2022 2023 2024* 2025* 2026* 2027* 2028* 2029*
Description: The number of smartphone users in the United States was forecast to continuously increase between 2024 and 2029 by in total 21.8 million users (+7 percent). After the ninth consecutive increasing year, the smartphone user base is estimated to reach Stat i sta r
333.18 million users and therefore a new peak in 2029. Notably, the number of smartphone users was continuously increasing over the past years. Read more J

Note(s): United States; 2020 to 2029; users who access the internet via mobile broadband connection regardless of the device; * Forecast Read more
Source(s):


http://www.statista.com/statistics/275591/number-of-mobile-internet-user-in-usa
http://www.statista.com/statistics/275591/number-of-mobile-internet-user-in-usa

Mobile audience reach of leading smartphone apps in the United States in
November 2023

Reach of most popular U.S. smartphone apps 2023

Share of mobile audience reached

0% 10% 20% 30% 40% 50% 60% 70% 80%
YouTube 75%
Facebook : : : : ' ' 65% |
Gmail . 3%
Google Search : : : ' ' 59%
Google Maps ' ' ' ' ' 58?%
Amazon Mobile 56%

Instagram

Facebook Messenger
Google Play

TikTok

Spotify

Apple Maps
Walmart

PayPal
Weather - Native Apple (previously Dark Sky Weather) . . i 32%

Description: November 2023, the YouTube mobile app ranked first with a 75 percent audience reach, while social media platform Facebook ranked second with a usage reach of 65 percent. Email platform service Gmail was accessed by 63 percent of mobile audiences

- r
in the United States. Social video app TikTok reported a reach of approximately 38 percent in the examine period. Read more Sta t I sta J

Note(s): United States; November 2023; 18 years and older; iOS and Android platforms; smartphone only
Source(s): comScore


http://www.statista.com/statistics/281605/reach-of-leading-us-smartphone-apps
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Share of marketing budgets devoted to social media marketing according
to CMOs in the United States from 2015 to 2024

U.S. businesses social media marketing budget share 2015-2024
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18I fDe?ls:oriLE);:ﬁ;:r:ir:]: ;::\C/;)’/]S)gr;d:;tsg Lr;g/lsgirt];eozf responding marketers in the United States indicated that 17 percent of their marketing budget was devoted to social media marketing. This figure saw a spike in 2020 during the coronavirus pandemic outbreak and Sta t i sta E

Note(s): United States; 2015 to 2023; 314**; among marketers from for-profit companies; * Forecast. ** Sample size provided refers only to the 2023 survey. Read more
Source(s): American Marketing Association; Deloitte; Duke University; The CMO Survey


http://www.statista.com/statistics/1223663/social-media-marketing-budget-share-usa
http://www.statista.com/statistics/1223663/social-media-marketing-budget-share-usa

Social media platforms with highest return on advertising spending (ROAS)

according to B2C advertisers in the United States and Canada as of February 2023

Social media with highest ROAS in the U.S. & Canada 2023

Share of respondents
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Twitter

YouTube Instagram Facebook TikTok Snapchat

L]
Description: During a 2023 survey, large business-to-consumer (B2C) advertisers from the United States and Canada were asked about social platform where they saw the best return on ad spend. According to the results, 48 percent of respondents said that YouTube sta t I sta rl

produced the best ROAS for them, and 35 percent said the same about Instagram. Read more
Note(s): Canada, United States; as of February 2023; 100 respondents; among director-level respondents from B2C companies with revenue of one billion to 10 billion U.S. dollars annually

Source(s): MarketingCharts; Smartly.io


http://www.statista.com/statistics/1100903/us-retail-marketers-roas-social-media-ads-platform

Influencer marketing spending worldwide and in the United States in 2022
and 2023 (in billion U.S. dollars)

Influencer marketing spending worldwide and in the U.S. 2022-2023

B U.S. EWorldwide
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Influencer marketing spend in billion U.S. dollars
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L]
ZOI Description: In 2022, influencer marketing spending in the United States equaled 22.19 billion U.S. dollars, which was less than global spending by close to 7 billion, which stood at around 29.14 billion in the given year. During 2023, global influencer marketing I r
spending reached 34.08 billion, while in the U.S. it amounted to 26.09 billion dollars. Read more J

Note(s): Worldwide, United States; 2022 and 2023
Source(s): MediaPost; PQ Media


http://www.statista.com/statistics/1414663/influencer-marketing-spending-global-us

Most used social media platforms by type in the U.S. as of December 2023

Most used social media platforms by type in the U.S. 2023

Share of respondents
0% 10% 20% 30% 40% 50% 60% 70%

Social networks (e.g., Facebook) . . . . . . 65%
Media sharing (e.g., Snapchat, Instagram, YouTube, Pinterest) . . . . . Sé%
Instant messengers (e.g., WhatsApp, Facebook Messenger, WeChat) . . . . . 54% |

(Micro-)blogging (e.g., Twitter, Tumblr, WordPress) . . 24%

Business networks (e.g., LinkedIn) : .20%

Discussion forums (e.g., Reddit, Quora) . 12%%

Consumer review networks (e.g., Yelp, TripAdvisor) . 15%

| do not use social media regularly 8%

Other 3%

L]

21 Description: 65 percent of U.S. respondents answer our survey on "Most used social media platforms by type" with "Social networks (e.g., Facebook)". The survey was conducted in 2023, among 60,267 consumers. Read more I r
Note(s): United States; January to December 2023; 60267 respondents; 18-64 years J
Source(s): Consumer Insights


http://www.statista.com/statistics/997190/most-used-social-media-platforms-by-type-in-the-us

Types of social media accounts shoppers followed and purchased from in
the United States in 2nd quarter 2023, by generational cohort

Social media accounts users followed and bought from in the U.S. 2023, by generation

M Influencers M Brands Retailers

Share of respondents

Gen Z (18-26) Millennials (27-42) Gen X (43-58) Baby Boomers (59-77)
L]
22I Description: According to a 2023 survey, millennial shoppers in the U.S., meaning those between the ages of 18 and 25, exhibited the highest inclination to both follow and make purchases through influencers' social media accounts. Boomers, on the other hand, sta t I Sta r
displayed a preference for retailer accounts, while all other age cohorts leaned towards following and engaging with brand accounts on social media. Read more J

Note(s): United States; Q2 2023; 18-77 years
Source(s): Klarna; Nepa


http://www.statista.com/statistics/1334517/account-types-followed-purchase-us-age

23I

Influencer marketing spending and social advertising spending growth in
the United States from 2019 to 2025

Influencer marketing spend and social ad spend growth in the U.S. 2023

—@- Influencer marketing spending growth —@-Social ad spending growth

Growth change

2019 2020 2021 2022 2023 2024 2025

Description: According to a forecast from July 2023, influencer marketing spending in the United States will grow more than three times faster than social ad spend in 2023, and it will continue growing gradually with around 14 percent from year to year until 2025.
Read more

Note(s): United States; 2019 to 2022
Source(s): eMarketer; Insider Intelligence; X (Twitter)


http://www.statista.com/statistics/1414712/influencer-marketing-vs-social-ad-spending-usa

24|

Influencer marketing spending growth rates in the United States in 2022
and 2023, by player type

Influencer marketing spend growth in the U.S. 2022-2023, by player type

2022 W2023*

Growth rate
x
N

0%
Overall influencer marketing Content providers Strategic providers Measurement and platform providers
D iption: In 2022, the infl keti th rate in the United States stood at 22.2 t. A later, in 2023, it ted to fall to 17.6 t. Specifically fi tent iders, the 2022 val t 25.9 t and f ttod to 20.6 i .
p:rsccer:':)t-lon n e Influencer marketing growtn rate in the Unite ates stood a percen year later, In It was expected to fall to percen pecifically for content proviaers, e value a percent ana was forecast to decrease to statlsta r

Note(s): 2022; * Forecast. Read more
Source(s): MarketingCharts; PQ Media


http://www.statista.com/statistics/1370566/us-influencer-marketing-spending-growth-player
http://www.statista.com/statistics/1370566/us-influencer-marketing-spending-growth-player
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