
In the Keystone State, personalized advertising has emerged as a powerful engine for small and 
medium-sized businesses (SMBs). This form of advertising, which displays ads to people based on their 
interests and needs, offers a multitude of advantages over traditional methods.

A recent survey conducted by Advertiser Perceptions in partnership with the Connected Commerce 
Council and Google highlights the significant impact of personalized ads on Pennsylvania SMBs. An 
overwhelming 83% of Pennsylvania SMBs reported that personalized digital ads played a role in their 2023 
revenue growth. This figure underscores the effectiveness of personalized advertising in reaching and 
engaging potential customers.

Balancing Regulation and Growth
Opportunities for Pennsylvania Businesses

Furthermore, 78% of Pennsylvania SMBs utilize digital ads to 
attract new customers within their local communities. This 
emphasizes the ability of personalized ads to connect 
businesses with consumers who are most likely to be 
interested in their products or services. Additionally, 8 out of 
10 Pennsylvania SMBs use digital ads to market in new 
regions, expanding their reach and driving growth.

The benefits of personalized ads extend beyond customer acquisition. 99% of Pennsylvania SMBs reported 
that ad measurement tools, which often rely on data used in personalized advertising, are essential for 
maximizing their ad budgets. By understanding which ads are most effective, SMBs can optimize their 
spending and achieve a higher return on investment.

However, potential restrictions on personalized advertising pose a significant challenge to Pennsylvania 
SMBs. Half of SMBs in the state would need to increase the prices of their products or services if they 
could no longer utilize personalized ads. This demonstrates the critical role that personalized advertising 
plays in maintaining affordability and competitiveness for Pennsylvania's SMBs.

Top Statistics from Pennsylvania SMBs

99% 
of Pennsylvania SMBs say that ad 
measurement tools help them 
maximize ad budgets. 

8 out of 10 
Pennsylvania SMBs use digital 
ads to market in new regions.  

Half of  
of Pennsylvania SMBs would 
increase the prices of their 
products or services if 
personalized ads were banned. 

83% 
of pennsylvania SMBs credit 
personalized digital ads for 2023 
revenue growth. 

78%
Of Pennsylvania SMBs use digital ads 

to find new local customers. 

“The power of digital 
marketing is we're able to, 

you know, get our clothes in 
front of people who actually 

want to receive the ads”



“ ”

Top Quotes from Pennsylvania SMBs

“ If personalized ads were not available we would be 
marketing to everybody, not those who own homes 
or want to have work done on their homes or those 
in our area. We would spend lots of money on 
marketing with no returns .
Founder, SMB 25 -99 employees.  

”

“ ”

Without personalized ads, you are basically casting 
a net and hoping to find the people looking for your 
business and products. Without spending more 
money, likely 3 to 4 times as much, you won't get 
the same number of leads.

Department head, SMB 1 - 24 employees. 

In our experience,  broad campaigns yield lower 
returns compared to targeted ones.
President, SMB 250 -499 employees.



Google/Advertiser Perceptions, Ads Impact Study, US, April 2024, 
n=100 Pennsylvania small and medium businesses who use digital ads

Sources for All Content and Claims

Advertiser Perceptions surveyed 1,200 US small and medium-size businesses (SMBs) in March-April 2024 
to understand the value of personalized advertising to their organization. SMBs included businesses with 
fewer than 500 employees. All respondents were involved in decision-making about digital ads and used 
personalized advertising. National-level results are weighted to be geographically representative using 
2021 US Census data as a baseline for business distribution in each state.

Methodology

“ ”

“ ”

Personalized advertising allows us to get our 
brand in front of the right people at the right 
time. If we were no longer able to do so, our 
branding costs would skyrocket. We would have 
to use other means of branding that are much 
broader and would end up costing a lot of 
potentially waisted marketing dollars.
Manager, 25 - 99 employees. 

If personalized advertising stopped then customers 
may receive poor or irrelevant ads, and many users 
away stay away from the brand.

Department head, SMB 25 -99  employees. 


