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Daktronics is a startup business started by two professors from South Dakota State University. They initially started their business to sell medical equipment, by a turn of events, the two professors learned that the school’s wrestling team had no proper scoreboard and thus began Daktronics’ venture into the sporting arena. Since then, Daktronics has sold to sports arenas for major league sports teams. They not only focus on scoreboards, but also on large full-video displays, text-only ticker-boards for financial firms, informational signage for motorists as well as informational displays for tourists in airports and subways. Need the time? Daktronics also does time/temperature displays for many banks.


Daktronics focuses their business by dividing their customer-base into 3 distinct camps. Sports, which is their biggest segment, brings it 70% of the company’s sales; Business, which is gaining ground thanks to high-profile installations such as those found in Times Square, account for 20% sales; and lastly Government sales, which is usually for state highway signage. Not content to focus on the US market alone, Daktronics has opened offices in Germany to help reach otherwise untapped markets in Europe and abroad.

The company is very forward thinking and has embraced the technological changes that come with the territory. In the early 90s, Daktronics adopted the LED (light emitting diode) for the basis of building large-scale displays. Much the same way that a television image is comprised of thousands upon thousands of tiny “phosors”, the very large Daktronics displays utilize small triad clusters of colored LEDs to create a pixel. Piece several thousand of these clusters together, tie them to a pixel, and you have a mammoth display - a mammoth display that Daktronics is known for pioneering. What lays ahead for the company remains to be seen; It’s a certainty that Daktronics is looking ahead at the future of LED technology into the realm of OLED (organic LEDs) which consume far less power as the “inorganic” LEDS that are so popular in today’s market.

One thing Daktronics has going for it, regardless of what the future holds is their reputation and track record. Having provided displays for millions of sports fans at major sporting arenas across the nation, Daktronics customer base can almost speak for itself. They can not get too comfortable because their name alone does not conjure up any recognition among the common consumers. Mention Daktronics and you may get a puzzling look, say “they’re the guys that make the Jumbotron screens at the ball games” and, not to be funny, they get the picture. What is funny is the fact that Jumbotron isn’t one of Daktronics’ products. (It actually belongs to Sony and is a different animal altogether, consisting of several more common CRTs rather than a network of LEDs, but I digress.) Daktronics must beware of any new-comer to the market. Sporting arenas are big bucks and any little guy popping up may just dethrone the king of displays. The playing field also isn’t the only playing field. Sure, they have a strong following in the sports business, but what about the other markets? Business and government also spend a great deal of money for the presentation of pertinent information as well. Who’s catering to them? There are plenty of areas that competitors could spring up to target markets that Daktronics hasn’t covered. Passing off Daktronics as “just a thing for the ball game, not for Wall Steet” isn’t a hard sell, so Daktronics must tailor its image.

As with many technology markets, Daktronics is locked in a perpetual race. For the multimedia displays, the race is based on clarity. How clearly can you read the information from great distances? What about when you’re up close? With technologies like OLED on the horizon, the future is bright for any new-comer to the display market. Daktronics may produce large products, and they have a respectably sized company, but compare the sheer number of workers of their competitors and Daktronics may seem outgunned. Compare Daktronics’ mere 900 employees versus Samsung’s, Sony’s, or Mitsubishi’s payrolls. If the other companies truly mobilized their legions of engineers to take on Daktronics directly, it could spell trouble for Daktronics. To counter this, Daktronics must continually out-innovate any would-be threats.
Textbook Questions
1. Daktronics’ products are suited for almost any sort of business. a For a Major League Baseball team, the reasons are quite clear: You want a large, full motion display for playbacks that can be viewed by 70,000-100,000 people at once. Not many options exist for such a tall order. b For a number of high schools, presentation at the Friday night football game is big business for the school district. Have an enjoyable experience for the fans and you’ll keep them coming back. A little extra money for schools never hurt anyone, right? c Even small mom-and-pop hardware stores might benefit from having an informative display. How else will people notice your store on their way to Lowe’s or Home Depot? That’s right, they’re always checking your sign to see how hot it is outside, or what crazy promo you have running this week. d The state highways are always under repair somewhere, right? What better way to inform passing motorists of the scheduled closure than with a Daktronics display. In Houston Transtar has done an amazing job of keeping drivers informed of traffic information as it happens. Drive-time delays can be relayed to drives as they pass under moving-text signs, it lets you reroute if you anticipate a delay on your usual path.
2. (SWOT done in paper, above.)

3. Current product, current markets: Increasing sales as things stand right now may seem pretty straight-forward. Further market penetration. Every major sporting arena has a display of one kind or another, not all colleges or high schools have up-to-date scoreboards, reach out to schools, they’re definitely not a done-deal when it comes to sporting equipment. Little League parks are also a very underappreciated market that remains largely untapped.
Current product, new market: In many 3rd world countries, global trade has really brought in an excess of revenue. There is an increase in expendable income and soccer is the world’s sport. I’m sure there are plenty of soccer stadiums worldwide that are in disrepair. Encourage these organizations to get facelift, starting with a Daktronics display!
New products, current market: One need only watch the football stadiums of Texas A&M and University of Texas to see a classic “keeping up with the Jones” on a grand scale. Both organizations have billions of dollars backing them and each with a zealous school-pride fueling the desire to have the biggest and baddest. Stretch the limits of what signs can do, and these 2 schools will snatch it up before the ink dries.
New products, new markets: Each culture has their own unique needs, in developing countries, information is just as vital as it is in the Western world. Finding new uses for old concepts can fuel a whole new direction of products that is yet to be tapped. Daktronics may consider branching out in such a way.
