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RetaileRs no longeR Rely on tRaditional media ads to help them succeed 
in today’s economy. the following data Reveals why.

Decline of TraDiTional MeDia

neWSPaPerS
today, people go online to discover information or 
reach customers. 
	 •	Print	advertising	down	by	$2.1	billion	in	20121

	 •	Newspaper	ad	revenues	down	more	than	50%	in	last	5	years2 
	 •		#5	on	a	list	of	country’s	fastest-dying	industries:	newspaper	publishing3

raDio
listeners use digital mobile devices instead of listening 
to live radio.
	 •	8%	decrease	predicted	for	2012	radio	ad	revenues4 
	 •	Sirius	XM	Radio:	21.9	million	subscribers	beginning	of	20125 
	 •		38%	of	music	lovers	use	mobile	devices;	number	will	double		 	

by	2015.6 
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DiGiTal DiSPlaYS
on-premise digital displays provide a great alternative to traditional media advertising. 

in contrast to newspapers, radio, and tv marketing, an led sign:
	 •	 Reaches	many	different	customers,	not	just	one	broad	group.
	 •	 Attracts	customers	when	they	can	stop	and	buy.
	 •	 Provides	new	advertisements	quickly	and	inexpensively.
	 •	 Offers	a	higher	return	on	investment.

discover more at www.daktronics.com/commercial

TeleViSion
tv can’t promise specific audience exposure as in the past due to fragmentation 
(hundreds of channels) and digital video recording devices. 7 

	 •	Online	advertising	will	swallow	up	television	in	next	5	years8 
	 •		2012	ratings	plummet--ads	don’t	reach	important	target	audience	of	18	to	49-year-old	viewers9 
	 •		Nielsen	2011	report:	first	time	in	20	years,	drop	in	number	of	American	households	with	TVs10 
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