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A total of 270 graphics and sign companies participated in the 
survey. More than three-fourths classified themselves as primarily 
serving business-to-business customers. The median number of years 
in business is 23.7, and the median number of employees is 12. The 
median annual sales revenue is $1.66 million, and the median annual 
sales growth was 17.7 percent. Two-thirds of companies reported serving 
local customers; 60 percent serve regional accounts; 55 percent serve 
national accounts, and 25 percent serve accounts internationally.

For calendar year 2013, two-thirds reported both sales and production 
had increased over 2012. Forty-five percent said they had increased 
their workforce in the same term. While confidence in the US economy 
was mostly flat, industry confidence was strong, with 60 percent 
reporting a positive outlook, and only four percent viewing the 
industry negatively.

Companies rely strongly on referrals as a method for reaching new 
customers, followed by company websites. The two most common 
management-related steps for improving a company’s competitive 
advantage are increasing Internet presence and maximizing the value 
of current customers, while the two most common production-related 
steps are reducing operating costs and adding new product lines. The 
top three barriers to growth were reported as downward pressure on 
prices, finding new customers and recruiting sales personnel.

Companies were asked to report the end products they produce, and 
the markets into which those products are sold.

Top Five Markets Served
• Retail stores
• Corporate branding
• Educational institutions
• Nonprofits/associations/organizations
• Food services

Top Five Products Areas Served
• Point-of-sale/point-of-purchase graphics
• Banners
• Vehicle graphics
• Pole signs
• Window displays

Median annual sales growth was 
17.7 percent.

The 2014 SGIA Specialty Imaging Industry Survey was conducted between January 1 and February 28, 2014. The data presented in this report is culled from the responses of 270 US 
sign and graphics producers. Where it is relevant and valid, year-to-year comparison data has been included in this report.

In terms of equipment used, 48 percent classified themselves as entirely 
digital; 51 percent are multi-technology operations, and slightly less 
than one percent are entirely analog. Ninety-eight percent reported 
producing digitally printed products; forty-seven percent produce screen 
printed products, and 23 percent produce offset/litho products. Eighty-
eight percent offer finishing/post-production services to their customers, 
the most common of which is lamination.

Top Five Equipment Types in Use
• Roll-to-roll inkjet device, less than 96 inches in width
• Flatbed inkjet device, more than four-by-eight feet
• Roll-to-roll inkjet device, more than 96 inches wide
• Screen printing press, semi-automatic
• Digital press, wet or dry toner systems

Equipment purchases remain strong, with roughly three-fourths of 
companies reporting they made a significant ($5000 or more) production-
related purchase during calendar year 2013. A similar percentage of 
companies plan to purchase equipment during 2014. When companies 
purchase equipment, they are most likely to do so based on purchase 
price, price to operate and range of capabilities. They are most likely to 
purchase equipment with a bank loan, cash or credit card.

Top Five Equipment Purchases
Actual (2013)
• Digital printing production software
• Production tools
• Roll-to-roll inkjet device, less than 96 inches in width
• Cutting equipment
• Screen printing production software

Intended (2014)
• Digital printing production software
• Cutting equipment
• Lamination equipment
• Production tools
• Flatbed inkjet device, more than four-by-eight feet
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Companies in the graphics and sign community 
primarily serve business-to-business customers. More 
than three-fourths of companies serve these types of 
customers, while only 18 percent serve business-to-
consumer customers. It is not uncommon for graphics 
producers to serve customers outside of their local 
area. Fifty-four percent serve accounts nationally; sixty 
percent serve regionally, and more than half serve 
locally. Only one-quarter of companies responding 
serve internationally. While the number of years in 
business shows a wide spread, longevity of more 
than 20 years is common in this segment, where the 
median years in business is 23.7. The median number 
of employees per business is 12, meaning half of 
companies responding have more than that number, 
and half have less. The median annual revenue for 
companies in this segment is $1,665,094. 

Companies in General
Type of Business

Areas Served

Business-to-business 77.3%
Business-to-consumer 18.1%
In-plant printer 2.7%
Other 1.9%

Local 64.3%
Regional 59.6%
National 54.1%
International 24.7%

Companies in the graphics 
and sign community 
primarily serve business-to-
business customers. Years in Business

Less than one year 4.3%
1 to 2 years 5.1%
3 to 10 years 18.4%
11 to 20 years 18.4%
21 to 50 years 40.4%
More than 50 years 13.3%

Number of Employees

Less than 15 53.9%
15-49 26.0%
50 and above 20.1%
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Total Annual Sales Revenue
Companies in General (cont.)

2012
2013

2012
2013

2012
2013

2012
2013

2012
2013

2012
2013

2012
2013

23.9%

25.1%

21.2%

12.2%

8.2%

3.5%

5.9%

percentage change -12.8%

percentage change +8.2%

percentage change +2.3%

percentage change -1.1%

percentage change +0.4%

percentage change +0.2%

percentage change +2.7%

$0 to $250,000

$250,000 to $1.2 M

$1.5M to $ 5M

$5M to $10M

$10M to $20M

$20M to $35M

$35M and Over

11.1%

33.3%

23.5%

11.1%

8.6%

3.7%

8.6%
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By dividing annual sales revenue 
into several categories, we can see a 
significant reduction in the percentage 
of companies with revenue of less 
than $250,000, and a sizable increase 
in the percentage of companies with 
revenue between $250,000 and $1.5 
million. This could indicate either lower 
profitability within the community’s 
smallest companies, or a reflection of 
greater profitability among slightly 
larger companies. Other categories in 
this graph changed only marginally.
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More than 50 percent of companies 
classified themselves as multi-
technology shops offering mix of 
analog and digital services.

Technology Use
While “entirely digital” is the strongest classification of 
companies in this sector, it is essential to point out that 
more than 50 percent of companies classified themselves 
as multi-technology shops offering a mix of analog and 
digital services. That said, digital reigns supreme in this 
segment — less than one percent classified themselves 
as “entirely analog.” While companies in this sector 
often use a variety of processes to image the products 
they produce, digital printing is by far the most used 
(over 98 percent of those responding). Screen printing 
is the second most common, used by 47 percent of 
companies, and litho/offset technologies are used by 
slightly less than a quarter of respondents. Nearly 90 
percent of companies reported that they offer finishing/
post-production services to their customers. Of the 
finishing/post-production services offered to customers, 
the most common are lamination, grommeting and 
mounting, followed by installation. The least common is 
vacuum forming. It is very common for companies in this 
segment to do work with other printing companies. For 
example, 72 percent of companies provided production 
services to other printers, and 58 percent purchased 
post-production/finishing services from other printers.

Technology Mix 2013 2012

Entirely digital 47.8% 36.3%

Multi-technology, but mostly digital 26.7% 31.9%

Multi-technology, with no single process 
dominating

14.1% 20.7%

Multi-technology, but most analog 10.6% 8.1%

Entirely analog 0.8% 3.0%

Services To/From Other Printers 2013

Provide production services TO other printers 71.8%

Provide finishing/post-print services TO other 
printers

51.8%

Purchase production services FROM other 
printers

75.3%

Purchase finishing/post-print services FROM 
other printers

58.4%

Finishing/Post-Production Services Offered 2013
Lamination 87.5%

Grommeting 79.2%

Mounting 69.4%

Installation 63.1%

Fulfillment 57.7%

Die-cutting/laser cutting 52.2%

Routing 44.3%

Warehousing 36.5%

Sewing or seaming 34.1%

Bagging /tagging 26.3%

Doming 10.6%

Vacuum forming/molding 7.8%

Processes Used to Image Products 2013 2012

Digitally printed products 98.4% 97.0%

Screen printed products 47.1% 53.3%

Litho/offset printed products 22.8% 26.7%

Dynamic signage services 13.3% 14.8%

Pad printed products 7.8% 11.9%

Flexo printed products 7.5% 9.6%

Gravure printed products 1.2% 1.5%
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Equipment Purchases
Equipment purchases were strong during 2013, with 
more than 73 percent of companies reporting they 
had made a significant ($5000 or more) purchase of 
production equipment during that year. For 2014, 
a similar number — 75 percent — intend to make 
a significant purchase. Of the types of equipment 
purchased during 2013, the most common were digital 
printing production software, production tools and 
roll-to-roll inkjet devices less than 96 inches in width. 
Of particular note is the large number of companies 
purchasing production-related software. Among screen 
printing presses, semi-automatic presses were the most 
frequently purchased. Among other types of presses, 
toner-based digital presses were the most frequently 
purchased. Of the types of equipment intended for 
purchase during 2014, digital printing production 
software, cutting systems and digital production tools 
were noted most frequently. The digital press most 
intended for purchase is roll-to-roll inkjet, less than 96 
inches in width. The most intended screen press is a 
semi-automatic press, and the most intended among 
other types of presses are toner-based systems.

When companies looked to purchase production 
equipment, the most common factors they considered 
were purchase price, cost to operate, and the range of 
capabilities offered. The least common concern was 
financing. When companies purchase production 
equipment, they are most likely to use either a bank loan 
or cash. Company credit card is also a popular option.

Of the types of equipment purchased 
during 2013, the most common were 
digital printing production software, 
production tools and roll-to-roll inkjet 
devices less than 96 inches in width.

Payment Methods Used for Production-Related Equipment 
Purchases 

Bank loan 61.6%

Cash 57.7%

Company credit card 51.8%

Lease 51.0%

Supplier financing 35.3%

Personal credit card 22.0%

Personal loan 14.9%

Other 5.9%

Factors Influencing Equipment Purchases

Purchase price of equipment 62.0%

Price to operate/maintain 56.9%

Range of capabilities 43.1%

Durability of equipment 37.3%

Quality of construction 28.6%

Customer support 25.5%

Brand name/reputation 18.8%

Warranty 7.5%

Service plan 7.5%

Upgrade capabilities 5.1%

User references 3.9%

Financing 3.9%
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Finishing Bought 
in 2013

Plan to 
Buy in 
2014

Lamination/mounting equipment 21.96% 18.0%

Cutting/trimming/routing/die cutting 
equipment

26.7% 24.3%

Sewing/seaming equipment 10.6% 13.3%

Embossing, vacuum forming, hot stamping 
equipment

2.4% 1.2%

Grommeting equipment 18.4% 8.2%

Equipment Purchases (cont.)

Post-Press, Screen Printing Bought 
in 2013

Plan to 
Buy in 
2014

Pad printing equipment 0.4% 0.0%

Digital press, wet or dry toner systems 5.9% 5.1%

Press, Other Bought 
in 2013

Plan to 
Buy in 
2014

Dryer, curing unit 3.1% 4.3%

Automatic screen cleaning/reclamation 1.2% 1.6%

Press, Screen Printing Bought 
in 2013

Plan to 
Buy in 
2014

Screen printing press, automatic 3.1% 3.1%

Screen printing press, semi-automatic 5.5% 3.5%

Screen printing press, manual 1.6% 1.6%

Equipment Purchases: Actual and 
Planned Pre-Press, Screen Printing

Bought 
in 2013

Plan to 
Buy in 
2014

Screen making (film output, emulsion coater, 
direct-to-screen, stretching, exposer, etc.)

7.8% 7.1%

Software (RIP, creative, color management, 
production management, etc.)

22.7% 12.2%

Production tools (color measurement tools, 
proofing device, viewing station etc.)

15.7% 7.5%

Press, Wide-Format Digital Printing Bought 
in 2013

Plan to 
Buy in 
2014

Roll-to-roll inkjet, less than 96 inches wide 30.6% 14.5%

Roll-to-roll inkjet, more than 96 inches wide 12.2% 7.1%

Flatbed inkjet, print area four by eight feet or less 9.8% 7.8%

Flatbed Inkjet, print area greater than four by 
eight feet

17.6% 13.7%

Inkjet, dye sublimation 7.5% 11.8%

Pre-Press, Digital Printing Bought 
in 2013

Plan to 
Buy in 
2014

Software (RIP, creative, color management, 
production management, etc.)

50.6% 25.1%

Production tools (color measurement, tools, 
proofing device, viewing station, etc.)

32.2% 20.8%
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Presses in Use
Among the digital presses currently in use, roll-to-roll 
inkjet systems are the type most likely to be in place, and 
the most likely to be held in multiples. Semi-automatic 
presses are the screen printing systems most likely to 
be in use, and among other press types, toner-based 
printing systems are the most common.

Presses in Use
Press, Digital Printing

0 1 2 3 4 5 > 5

Roll-to-roll inkjet, less than 96 inches wide 19.6% 30.6% 22.7% 11.4% 5.1% 3.1% 7.5%

Roll-to-roll inkjet, more than 96 inches wide 72.2% 13.7% 6.7% 2.7% 2.0% 0.4% 2.4%

Flatbed inkjet, four-by-eight feet or less 78.0% 13.7% 3.5% 2.4% 0.0% 0.4% 2.0%

Flatbed Inkjet, greater than four-by-eight feet 63.5% 22.0% 5.1% 2.7% 2.7% 1.6% 2.4%

Inkjet, dye sublimation 83.1% 11.0% 0.8% 1.6% 0.8% 0.4% 2.4%

Press, Other 0 1 2 3 4 5 > 5
Pad printing equipment 94.5% 4.3% 0.4% 0.4% 0.0% 00% 0.4%

Digital press, wet or dry toner systems 77.6% 10.2% 5.9% 2.0% 2.0% 0.4% 2.0%

Press, Screen Printing 0 1 2 3 4 5 > 5
Screen printing press, automatic 84.3% 4.7% 2.7% 3.1% 1.2% 0.8% 3.1%

Screen printing press, semi-automatic 74.9% 4.3% 4.7% 5.9% 2.7% 2.0% 5.5%

Screen printing press, manual 80.8% 11.0% 0.8% 2.0% 2.0% 1.2% 2.4%
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Products & Markets
Among the vertical market areas served by graphics and sign producers, 
the most popular are retail stores, corporate branding and educational 
institutions. The least served is transit advertising. The markets seen as 
growing the most are corporate branding, food services, and interior 
decorators and designers. The market seen as declining the most is 
government and government contractors. Among the product areas 
served by this segment, point-of-sale/point-of-purchase, banners and 
vehicle graphics are the most common. The least common product area 
is awnings. The product areas seen as growing the most are indoor wall 
graphics and window displays. The product seen as declining the most 
is awnings, followed by billboards.

Among the vertical market areas 
served by graphics and sign 
producers, the most popular are 
retail stores, corporate branding and 
educational institutions.

Market Served & Comparison to Previous Year Market Area 
Served: 2014

Market Area 
Served: 2013

Change Since 
2013

Retail stores 73.6% 74.8% -1.2%

Corporate branding 71.9% 69.6% 2.3%

Educational institutions (schools, colleges, tutoring clubs) 71.3% 57.0% 14.3%

Nonprofits, associations, organizations (clubs, charities, 
churches, trade associations)

70.9% 62.2% 8.7%

Food services (restaurants, bars, cafes, cafeterias) 67.1% 64.4% 2.7%

Ad agencies 65.5% 63.7% 1.8%

Athletic teams (professional, collegiate, recreational) 65.2% 40.4% 24.8%

Health care institutions (hospitals, clinics, nursing homes, 
pharmacies)

64.8% 54.1% 10.7%

For the trade 64.3% 48.1% 16.2%

Business-to-consumer 64.3% 46.7% 17.6%

Government & government contractors (law enforcement, 
military, public safety, other contracts)

62.4% 38.5% 23.9%

Exhibit manufacturers/contractors 61.6% 40.7% 20.9%

Hospitality services (hotels, night clubs, resorts, casinos, 
cruises)

61.1% 51.9% 9.2%

Interior decorators and designers 61.0% 60.7% 0.3%

Manufacturing OEM (original equipment manufacturer) 60.0% 25.9% 34.1%

Environmental graphics 59.0% na na

Transit advertising 53.4% na na
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Products & Markets (cont.)

Corporate branding

Food services (restaurants, bars, cafes, cafeterias)

Interior decorators and designers

Health care institutions (hospitals, clinics,  
nursing homes, pharmacies)

Retail stores

Business-to-consumer

Hospitality services (hotels, night clubs,  
resorts, casinos, cruises)

Environmental graphics

Transit advertising

Athletic teams (professional,  
collegiate, recreational)
Exhibit manufacturers/contractors

Educational institutions (schools,  
colleges, tutoring clubs)

For the trade

Manufacturing OEM (original  
equipment manufacturer)

Nonprofits, associations, organizations  
(clubs, charities, churches, trade associations)

Ad agencies

Government &  
government contractors  
(law enforcement, military, public safety, other contracts)

Market Direction & Index Measure

Declining Product Growing Product

4.1%

8.1%

7.0%

7.0%

10.7%

10.4%

8.0%

6.0%

14.8%

11.6%

14.1%

13.3%

17.9%

11.6%

10.6%

19.7%

16.5%

49.7%

49.0%

49.0%

46.9%

46.6%

44.3%

42.5%

42.2%

36.4%

33.9%

33.3%

32.9%

32.9%

32.6%

29.1%

24.6%

21.1%

+45.6

+40.0

+42.0

+39.0

+35.9

+33.9

+34.5

+36.2

+21.6

+22.3

+19.2

+19.6

+15.0

+21.0

+18.5

+4.9

+4.9

Index Measure* 
Scale: -100 to +100

* SGIA’s index shows the relative health of each item above by placing each on a continuum where -100 is completely negative and +100 is completely positive. The 
index number is calculated by subtracting the negative percentage from the positive percentage.
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Products & Markets (cont.)
Product Areas Served & Comparison to Previous Year Product 

Served: 2014
Product 

Served: 2013
Change Since 

2013

Point-of-sale/point-of-purchase  77.2% 77.8% -0.6%

Banners 76.8% 88.1% -11.3%

Vehicle graphics 76.4% 71.9% 4.5%

Pole signs 76.2% 63.0% 13.2%

Window displays 75.6% 78.5% -2.9%

Indoor wall graphics 74.7% 79.3% -4.6%

Decals/labels/stickers 74.2% 65.9% 8.3%

Floor graphics 73.2% 62.2% 11.0%

Presentation graphics 73.0% 55.6% 17.4%

Construction signs 71.1% 55.6% 15.5%

Trade-show displays 71.0% 65.9% 5.1%

Backlit signs 69.9% 63.7% 6.2%

Safety signs 68.8% 50.4% 18.4%

Building graphics 68.5% 60.7% 7.8%

Advertising specialty 65.4% 31.9% 33.5%

Architectural wayfinding 64.5% 41.5% 23.0%

Environmental graphics 63.2% 46.7% 16.5%

Fine art reproductions 62.7% 28.1% 34.6%

Architectural façade 60.0% 45.2% 14.8%

Traffic safety 59.5% 23.7% 35.8%

Plaques/awards/trophies 57.1% 19.3% 37.8%

Directories 56.7% 36.3% 20.4%

Flags 55.9% 30.4% 25.5%

Building wraps 52.5% 25.2% 27.3%

Billboards 48.0% 22.2% 25.8%

Awnings 37.1% 9.6% 27.5%
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Products & Markets (cont.)
Product Area Direction & Index Measure

Indoor wall graphics

Window displays

Vehicle graphics

Building graphics

Point-of-sale/point-of-purchase graphics

Architectural façade

Decals/labels/stickers

Backlit signs

Fine art reproductions

Architectural wayfinding

Banners

Building wraps

Construction signs

Environmental graphics

Floor graphics

Presentation graphics

Advertising specialty

Flags

Trade-show displays

Plaques/awards/trophies

Billboards

Safety signs

Pole signs

Traffic safety

Directories

Awnings

1.1%
1.7%

6.1%
6.3%

4.9%
9.2%

3.9%

5.3%
11.9%

5.4%

10.1%
13.1%

5.8%
5.3%

7.2%

7.8%
12.8%

16.9%
7.6%

23.8%

28.0%
7.3%
6.6%

11.9%

23.3%
31.4%

59.2%

55.2%
51.4%

50.4%
50.0%

47.7%

45.5%

45.1%
40.9%
40.6%
39.3%

49.7%

38.8%
38.6%

37.3%
36.5%

35.9%
33.9%

32.1%
31.0%

30.0%
29.2%

23.0%
19.0%

18.3%
8.6%

Declining Product Growing Product

+58.1

+53.5

+45.3
+44.1

+45.1
+38.5

+41.6

+39.8

+29.9
+35.5

+30.5

+26.2

+33.0

+33.3

+30.1

+28.7
+23.1

+17.0

+24.5

+7.2

+2.0

+21.9
+16.4

+7.1

-5.0

-22.8

Index 
Measure* 
Scale:  
-100 to  
+100

* SGIA’s index shows the relative health of each item above by placing each on a continuum where -100 is completely negative and +100 is completely positive. The 
index number is calculated by subtracting the negative percentage from the positive percentage.
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Business Outlook and Growth Strategies

The year 2013 was a strong one for 
the graphics and sign segment, with 
companies reporting a median sales 
growth of 17.7 percent.

The year 2013 was a strong one for the graphics and sign segment, 
with companies reporting median sales growth of 17.7 percent, as 
compared to 19.2 percent in 2012 and 16 percent in 2011. Two-thirds 
of companies reported that both their sales and production levels 
increased during 2013. For that same term, 45 percent of companies 
reported increasing employment. While confidence in the industry is 
quite strong (60 percent positive), confidence in the US economy lags 
behind, leaning just slightly to the positive.

Companies reported that their primary barriers to growth were 
downward pressure on prices, finding new customers and recruiting 
sales personnel. The barrier least reported was environmental 
regulations. Among methods undertaken to attract new customers, 
referrals, company websites and outside sales were the most commonly 
used. The least commonly used was classified ads. Companies were also 
asked about the production-based strategies they’ve undertaken to 
improve their competitive edge. Reducing operating costs, adding new 
product lines and becoming a one-stop-shop were most common, while 
offshore purchase was utilized the least. Among strategies undertaken 
in sales and management to improve competitiveness, increasing 
Internet presence, maximizing the value of current customers and 
developing new markets were the most common, while merging with 
another company was the least common.

Sales Growth Achieved

Negative growth: -15 to -29%

Negative growth: -10 to -14%

Negative growth: - 5 to -9%

Negative growth: -1 to -4%

No growth achieved

1–4%

5–9%

10–14%

15–29%

30–49%

50–100%

More than 100% 2013 2012

2.4%

3.1%

1.6%

6.7%

7.1%

16.1%

18.8%

11.8%

16.9%

7.5%

3.1%

0.8%

14.8%

14.8%

23.5%

2.5%

7.4%

1.2%

0.0%

2.5%

2.5%

2.5%

6.2%
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Barriers to Growth

Downward pressure on prices 58.4%

Finding new customers 48.6%

Recruiting sales personnel 37.3%

Rising costs 33.7%

Cost of new technology 28.6%

Recruiting production personnel 21.6%

Training employees 16.9%

Obtaining financing for investment 16.5%

Understanding new technology 9.0%

Globalization (offshoring, outsourcing) 8.2%

Recruiting management personnel 7.8%

Ability to secure credit/lines of credit 7.1%

Environmental issues/regulations 2.8%

Pulse of the Industry: 
Confidence

Positive Neutral Negative Index (Scale: 
-100 to +100)

Industry Confidence 59.2% 36.9% 3.9% +55.3

US Economy Confidence 32.5% 44.3% 23.1% +9.4

Pulse of the Industry: 
State of Business 
During 2013

Increased Stayed 
the 

Same

Decreased Index (Scale: 
-100 to +100)

Sales 66.7% 20.0% 13.3% +53.4

Production 65.9% 23.5% 10.6% +55.3

Employment 45.1% 42.7% 12.2% +32.9

Business Outlook and Growth Strategies (cont.)
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Business Outlook and Growth Strategies (cont.)

Competitive Strategies in Production

Reducing operating costs 56.5%

Add new product lines 52.2%

Becoming one-stop-shop 48.2%

Lean manufacturing/continuous improvement 48.2%

Add imaging capacity 46.3%

Add finishing capacity 43.1%

Train staff 38.0%

Add fulfillment capacity 28.6%

Staffing adjustments 28.6%

Offshore purchasing 5.5%

Competitive Strategies in Management & Sales

Increase Internet presence 67.1%

Maximize value of current customers 67.1%

Develop new markets 61.2%

Improve customer service 54.9%

Hire additional sales staff 45.9%

Increase marketing budget 36.1%

Reduce prices 16.5%

Marketing of sustainability efforts 11.8%

Acquire another company 11.4%

Create subsidiary 5.5%

Merge with another company 3.5%

Methods for Attracting New Customers

Referrals 91.4%

Company website 81.6%

Outside sales 61.2%

Inside sales 57.7%

Social media (LinkedIn, Facebook, Twitter, 
Blog, etc.)

52.2%

Networking events 45.1%

Electronic communications 36.1%

Trade shows 31.0%

Direct mail 29.0%

Online directory listings 23.9%

Onsite advertising 23.1%

Boards and civic organizations 21.6%

Pay-for-click advertising 16.9%

Purchased sales leads 7.8%

Purchased banner ads 5.9%

Classified ads 4.3%
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Credit Terms

A strong majority of 
companies in this 
sector operate using 
credit terms of 30 days.

A strong majority of companies in this 
sector operate using credit terms of 30 
days, followed distantly by companies 
that specify payment prior to, or at the 
time the job is completed. The median 
number of days for credit terms offered is 
12.3. Companies were asked to indicate 
the percentage of their 2013 accounts 
that were still receivable as of the first 
day of 2014. The median percentage for 
outstanding receivables was 6.7 percent.

Survey Information
The 2014 SGIA Specialty Imaging Industry Survey was conducted between January 1 and February 28, 2014. The data presented in this report is culled from the responses of 270 US 
sign and graphics producers. To access more of SGIA’s Benchmarking Reports, visit SGIA.org. © 2014 Specialty Graphic Imaging Association

Payment due prior to or at time of delivery 24.3%

30 days 65.9%

60 days 3.5%

90 days 2.4%

Other 3.9%

Payment due prior to or at time of delivery 14.8%

30 days 80.2%

60 days 3.4%

90 days 0.0%

Other 7.8%

Percent of 2013 Accounts Receivable (as of January 1, 2014)
0% 14.2%

1–10% 56.3%

11–20% 16.1%

21–30% 6.3%

31–40% 4.3%

41–50% 1.2%

51–60% 0.8%

61–70% 0.4%

71–80% 0.4%

Standard Terms of Credit 2013

Standard Terms of Credit 2012


