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Media Landscape Is Becoming 
Increasingly Fragmented 
Media Landscape Is Becoming 
Increasingly Fragmented 
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The media landscape is becoming more framented and consumers are more 
demanding AND they are filtering our advertising.

Digital dominates our media consumption

“Digital” is becoming a part of all of our new media, whether internet, TV, 
Radio, games, phones

Huge implications for our ability to create content that is rich and interactive 
to further engage our consumers AS WELL AS track whether consuemrs are 
interacting with our content and measure the return on our investments 

We’ve come from a few ads with less engagement to the masses, with lots of ads to 
few people with a lot of engagement.
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In Our Fast-Paced Society,
Media Multi-tasking Has Become the Norm
In Our Fast-Paced Society,
Media Multi-tasking Has Become the Norm

While doing this activity...While doing this activity...

Watch TV 22% 27% 40%

Listen to Radio 5% 14% 16% 23%

Read Magazines 11% 9%

Read Newspaper 13% 13%

Use the Internet 8% 10%

Engage in Other Activities 34% 9% 10% 49%

Watch TV 22% 27% 40%

Listen to Radio 5% 14% 16% 23%

Read Magazines 11% 9%

Read Newspaper 13% 13%

Use the Internet 8% 10%

Engage in Other Activities 34% 9% 10% 49%

Do You Simultaneously…Do You Simultaneously…

Source: BIGresearch Simultaneous Media Usage Survey, Dec. 2006
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The New Realities….The New Realities….

Consumers increasingly wary of 
advertising

� 3 out of 4 don’t trust traditional media

� 9 out of 10 consumers trust other 
consumers

Consumers increasingly wary of 
advertising

� 3 out of 4 don’t trust traditional media

� 9 out of 10 consumers trust other 
consumers

Source: 2008 Cone Business in Social Media Study
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Use of Social Sites Continues to 
Grow…
Use of Social Sites Continues to 
Grow…

Percentage of adults online using social networking  sitesPercentage of adults online using social networking  sites

Source: eMarketer December 2007

Over the next few years we are going to see social networking grow among the 
adults.  This chart represents adults in the US.  By the end of 2008 we will see 69% 
of adults participating in social networking in just a few short years that will grow 
to almost 90%.
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New Vehicle ShoppersNew Vehicle Shoppers

Only 3% of households are in-market for
a new vehicle at any one time

Only 3% of households are in-market for
a new vehicle at any one time

Even 1 year out, only 15% are in-marketEven 1 year out, only 15% are in-market

New Vehicle ShoppersNew Vehicle Shoppers
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The Number of Consumers Using the Internet as Part of
New Vehicle Research/Shopping Process Continues to Grow
The Number of Consumers Using the Internet as Part of
New Vehicle Research/Shopping Process Continues to Grow

Source: 2008 JD Power & Associates New Autoshopper.com Study (data for Feb. & Mar. new vehicle buyer only)
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