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The 2006 Sports Media Usage Study conducted More Than Any Other Print Vehicle gagement through its one-stop

by Markitecture finds that newspaper sports p” national network of leading local

pages outperform all other print media as the
place men 18-34 go to for sports news and
information, and as the source they value most.
In fact, when it comes to all sources for sports
news, including TV, Magazines, Radio and the
Internet, newspaper sports pages are second
overall just behind ESPN. Combined with the
credibility factor readers associate with newspa-
pers, local newspaper sports pages are a smart

newspapers and newspaper web-
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efficient, competitively-priced
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There is a strong preference for newspaper sports paper Association of America.
pages among men 18-34. While it is expected that

News and info | can't find elsewhere ]y men 35+ go to newspapers for sports news and

information it may surprise some that men 18-34 Newspaper sPorts Pages Have
73% do, too. When asked, 56% of this elusive younger Least Ad Clutter
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When Markitecture asked men 18-34 which than newspapers. Not only are newspaper ads % .
sports-related media has the least amount of ad “DVR proof,” but a less cluttered ad environment 3
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