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signs—posters on bus-stop shelters, on subway platforms, 
and on the buses and in the subway cars themselves. Ads 
have also been placed in the bottom of golf holes so that you 
see them when you pick up your ball. Overall, $6.38 billion 
was spent on outdoor advertising in 2011, with billboards 
accounting for 65 percent of the spending, transit signs mak-
ing up 17 percent, street furniture 6 percent, and alternative 
outdoor advertising 12 percent.51 New York City’s Times 
Square is one of the most valuable places in the United States 
for outdoor advertisements because of the large number of 
people who pass through it each day, its frequent coverage 
on television, and the nearly constant presence of tourists 
who are photographing the area.52

Radio.  Radio enables advertisers to broadcast their mes-
sage repeatedly and to target a narrow audience. Advertisers 
can choose stations with programming aimed at teens, 
women ages twenty-five to fifty-four, young adult males, 
Spanish speakers, or almost any other demographic group. 
Like outdoor advertising, radio ads can be very effective in 
big cities where advertisers can reach a captive audience in 
their cars during the morning and afternoon commutes, 
which are known as drive time. Radio also offers a short lead 
time and relatively low costs.

Television.  Although the most popular television shows 
remain an appealing place to advertise to a general, national 
audience, the remote control, the mute button, and the  
proliferation of cable channels have made it difficult to get 

viewers to pay attention to 
commercials. The audience 
for broadcast television has 
been declining, but the Big 
Four networks (see Chapter 
9) can still reach a mass audi-
ence quickly and effectively. 
Television offers sound, 
motion, and visuals. A draw-
back, however, is that many of 
the best advertising time slots 
on the networks, such as 
those during the Super Bowl, 
are sold nearly a year in 
advance. There is also the 
problem of viewers channel 
surfing during commercial 
breaks or skipping commer-
cials using the fast-forward 
button on their digital video 
recorders (DVRs).

The new television envi-
ronment allows targeted 
advertising, such as ads 
aimed at the youth market on 

MTV or CW, the Hispanic market on Univision, or the 
African American market on BET. For local television adver-
tising, there are independent stations along with the network 
affiliates. In many communities, local advertisers can buy 
time on a range of cable stations with local commercial 
breaks as well. The biggest problem facing television adver-
tisers is that of clutter, which is discussed later in this chapter.

Digital.  Digital advertising has been the fastest-growing 
segment of the advertising market, increasing by double-digit 
percentages for several years. During the recession in 2009, 
online advertising saw its first decline since the dot-com 
bubble burst in 2002 and sent numerous Web properties into 
bankruptcy.53 But since then, online advertising has resumed 
its rapid growth. A study by eMarketer found that in 2013 
American consumers spent more time with digital media 
than with television for the first time. The study estimated 
that they would spend an average of four hours and twenty-
eight minutes a day with television, but that they spent five 
hours and forty-six minutes with all digital media combined. 
eMarketer defines digital media as all online, mobile, and 
streaming services. The growth of use of digital media comes 
almost exclusively from the growth of mobile devices, with 
their daily amount of use growing by 23 percent between 
2013 and 2014.54 eMarketer is reporting that mobile advertis-
ing spending is growing between 50 and 100 percent per year 
while desktop ad spending is growing by just single digits.55 

Digital advertising has the advantage of being able to 
closely target consumers. As an example, when your 
author visits Web sites that contain advertising, ads for 

Web 11.6: Check out the selection of outdoor ads. drive time: The morning and afternoon commutes in urban areas; the 
captive audience makes this a popular time to advertise on radio.

Medium
2012 spending 
Medium (in millions)

Network TV $27,434
Cable TV network $24,373
Magazines (consumer, Sunday, B-to-B, local) $23,825
Newspapers (national to local, inserts) $18,878
Spot TV $17,091
Internet display $10,279
Radio (network, national spot, local) $8,361
National syndicated TV $5,133

Outdoor $4,221
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