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MARKETERS TO EXPAND PROGRAMMATIC ADVERTISING ON SOCIAL MEDIA, WHILE MEASUREMENT GAP WIDENS. 

Nearly half (47%) of all advertisers will increase social media advertising spending in the 
next six months, predominantly on sharing networks and buying programmatically. That’s 
according to the first Social Media Advertising Report from Advertiser Perceptions, the 
business intelligence firm that measures and interprets what advertisers think. Advertiser 
Perceptions interviewed more than 300 agency and marketer executives on their opinions 
on social media advertising, their buying plans and perception of networks and platforms. 

On average, advertisers now dedicate one quarter (24%) of their digital advertising budgets 
to social media. And despite publicized advances in personalization and location targeting, 

they are predominantly focusing on social media principally for brand, not performance advertising. Some 61% of 
advertisers are out to build brand awareness, while only 38% are focused on generating offline sales. Asked what 
matters most, 20% cite reach and engagement, versus 5% for location and 4% for geographic targeting. 

“Social media has the capacity to drive brand advertising online,” said Randy Cohen, president of Advertiser 
Perceptions (pictured top left). “More marketers are looking to social media for awareness and engagement 
campaigns than for performance measures.” 

 

Advertisers are prioritizing sharing networks, and they are automating fast. Nearly 90% are advertising on personal 
networks (e.g., Facebook and Twitter), versus 40% on e-commerce platforms such as Amazon and Etsy, and 27% on 
instant messaging apps such as Skype and WhatsApp. In the next 12 months, marketers expect to increase 
programmatic buying by 20%, with a corresponding drop in direct buying. 

 

http://advertiserperceptions.com/social-media-advertising-report
http://www.advertiserperceptions.com/


While advertisers give social media leaders high marks on transparency and trust, they’re concerned with 
measurement. “Many want to do more social advertising, but they need to know how to improve and optimize,” said 
Cohen. “The more they do, the harder it gets to measure, and the further away a performance barometer seems to 
get.” 
 
The Agency Opportunity 

A vast minority (10%) of marketers consider their organizations expert in social media advertising, and less than 50% 
have advanced social strategies and infrastructure. A large group of clients rely on outside agents for social expertise. 

 

 

“Social advertising is a shining opportunity for agencies, but they need to ramp up 
expertise quickly,” said Cohen. “Marketers are set to rely on agencies more as they 

increase social media, because they don’t have the in-house expertise.” 

The Publisher Imperative 

Not surprisingly, advertisers give Facebook top ratings across the board on audience measures. “So the first question 
for publishers is, how do you fit with Facebook?” said Cohen. “The second is, how will you satisfy advertisers’ demand 
for measurement? There’s huge upside in improving analytics and reporting.” 

 


