


In 1907 these travelling poster salesman usually preceded a circus
or other event and was paid to put up announcements

SOME HISTORY



Even before the advent

of automobiles, the

possibility of urban 

blight due to too many

billboards is apparent

in this 1909 photo.

SOME HISTORY



Fences around construction sites became popular areas to hang
large format billboards.

SOME HISTORY



SOME HISTORY
Once highways were developed, even rural America caught

on to the power of advertising. These barns helped offset
the cost of running a farm as advertisers paid for the space.



As space became a 

factor in major cities, 

the more creative the 

billboards became.

This is one of the first 

3-D billboards that 

also contained 

neon lights.



SOME HISTORY
This one blew giant smoke rings across Broadway in New York



A war bonds promotion that also doubled as a thermometer.



During the great depression this public 
service announcement

billboard attempted to put a brave face 
on the poverty of the day. 

First published in Life Magazine’s 
February 1937 issue, World’s Highest 
Standard of Living became instantly 

recognizable to many Americans during 
the Great Depression for its starkly ironic 

juxtaposition of an idealized America 
alongside the grimmer aspects of 

everyday reality. 

Often thought to be an unemployment 
line, the photo was actually taken in 

Louisville after the flooding of the Ohio 
River, which killed almost 400 people 
and displaced about a million more 

across four states.



Two good examples 
of early 

Specialty billboards

SOME HISTORY
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SPECIALTY BILLBOARDS
Notice how each billboard 
breaches the border of the 
actual live area?  These are 
known as “EXTENSIONS.”

This is done to attract attention 
and also allows for higher 
readability as the live area 
actually becomes larger than 
what you have actually paid for.



SPECTACULARS
“SPECTACULARS” is 
the name given to any 

billboards which 
combine neon lights with 

special effects and 
moving parts.

This is done to attract 
maximum attention and 
in many ways present 
the product in a sort of 

“miniature show.”  
Typically these are 
placed in very high 

traffic areas.



SPECTACULARS



SPECTACULARS



80% less than television 
60% less than newspaper 

50% less than radio advertising 

Reasons Why You Use Outdoor Advertising

In rural markets, 90 percent of billboards are used by local, small businesses

Nationally, outdoor advertising companies spend more than $1 billion in                  
annual payrolls, property taxes, permit fees, utilities, property leases and                

vendor purchases.

Annual amount of donated public service advertising - $180 million

COST

COMMUNITY



Reasons Why You Use Outdoor Advertising

Research shows billboards are a primary source of information to the traveling 
public when and where they need it. 

Nine out of ten automobile travelers in America rely on billboards to locate 
gas, food, lodging, and tourist attractions 

Seven out of ten travelers looking for affordable lodging are influenced by 
billboards in making their choice  

TOURISM

The travel and tourism industry, aware of 
outdoors impact  on motorists, is the largest 

outdoor advertising category.





DAHHHH… 
Whut’s a 

POINT OF PURCHASE? 
Whutsa 

GEOGRAPHICALLY?

A POINT OF PURCHASE
persuades you to seek out a product 
or service within the vicinity of the 
advertisement.

• Turn left for McDonalds
• One mile until Disneyworld
• Next toilet... 875 miles
• EXIT NOW for “House Of Crapola”

GEOGRAPHICALLY 
Refers to a particular location within a 
city or state.



Point Of Purchase examples



THAAHHHH...
Whut’s than IMPRESSION?

An IMPRESSION is the number of
people exposed to or who see a 
billboard, ad or a commercial.
Advertisers charge more or less 
based on location and how many
impressions a billboard can 
generate in any given area.



TRANSIT

• Delivers high profile exposure near     
point of purchase locations.

• Generates quick recall which can 
establish brand awareness.

• Found in bus shelters, subways,      
airports, stairwells, malls, on taxi’s, 
on buses and panel trucks.



MALL DISPLAYS



MOBILE BILLBOARDS



MOBILE BILLBOARDS



A “TEASER” Billboard promotes a film, album or event that is 
coming soon. 

The ad “teases” the audience into anticipating
its arrival. Generally used to create word of mouth

TEASER BILLBOARDS



A “Guerilla Marketing” campaign is an advertising strategy in 
which low-cost unconventional means (graffiti, sticker bombing, flash mobs) 
are utilized, often in a localized fashion or large network of individual cells, to 
convey or promote a product or an idea

Typically, guerrilla marketing campaigns are unexpected and unconventional, 
potentially interactive, and consumers are targeted in unexpected places.

GUERILLA MARKETING

*Video* Creative Guerilla Marketing. 

http://en.wikipedia.org/wiki/Advertising
http://en.wikipedia.org/wiki/Graffiti
http://en.wikipedia.org/wiki/Flash_mobs
http://en.wikipedia.org/wiki/Interactive
http://en.wikipedia.org/wiki/Consumer
https://www.youtube.com/watch?v=nJ4uCOJjDF8


S’MORE BILLBOARD INFO!

All Billboard Advertising Is Referred To As “OUTDOOR”

Most Billboards are printed at either 70 to 300 d.p.i.
DPI means Dots Per Inch. 70 dpi uses less ink and makes the image more vibarant

Major cities around the US are referred to as Markets
Major cities such as New York, Chicago, LA, Miami are considered MAJOR Markets…

Cities such as Tampa, Birmingham, New Orleans, Milwaukee, Seattle, etc. are
considered SECONDARY Markets

Motorists have a short amount of time to understand a billboard
Usually just a few seconds. Typically moving at least 20 MPH up to 80

Meaning… this form of advertising is found mostly outdoors.



BILLBOARD 
DESIGN



Anatomy of a billboard
Easy, quick and simple thumbnail sketches. They show position,

relative scale and values.



Something else done to the picture used is that it was CROPPED.
CROPPING is selecting only a portion of a whole picture to show.

This poster below represents what the original inspiration for  the photo 
was taken from...

After it’s been cropped...

The billboard is using only the portion 
that is necessary for recognition...









CONTRASTING COLORS
Contrast is essential for making a good billboard

The 14 color combinations represent the best use of color contrast
for readability. 

The chart evaluates primary and secondary color combinations 
taking into account hue and value. 

Example one is the most legible color combination while example 14 
is the least legible.





COMMON DESIGN MISTAKES
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SEVEN TIPS TO DESIGNING 
A SUCCESSFUL BILLBOARD!

#7 - Stress Product Identification If you don’t tell us or show us you lose us

#6 - Use Few Words Seven words or less in your headline!

#5 - Make The Font LEGIBLE Simple is good! Keep the font non-descript.

#4 - All Elements Work Together If you’re not sure its needed, get rid of it.

#3 - Use Big Illustrations or Art Large, clear photos and artwork work best.

#2 - Keep The Background Simple

#1 - Colors Should Be Bold & Vibrant
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