
 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



Various trends are counting in favour of outdoor advertising, which has acquired a more trendy and

sophisticated image in recent times. An industry once known for advertising more common products
such as beer and cigarettes, is now attracting image-conscious marketers such as Gap, Kelvin Klein,

Apple and Disney (Gunther, online). New technology has made outdoor advertising more creative

while digital printing ensures faithful reproduction and a neat appearance. A rapid advancement of

technology used to manufacture video billboards and transmit the advertising messages they display

has made the screening of television commercials in the outdoors possible without any loss in picture

quality. Another exciting development include powerful light projection systems used to project

advertising images onto large surfaces, while many an advertising sign can now shake, wink, glitter,

speak and even puff scents into the air. Broad social trends are also favouring outdoor advertising,

the most important of these being an increase in the use of cars. Daily vehicle trips in the United

States are up by 110% since 1970 while the number of cars on the road have increased by 147%

(Gunther, online). The increase in vehicles is outpacing population increase by far. The number of

drivers in the United States increased more than three times as fast as the population between 1969

and 1995, and the number of household vehicles increased six times as fast. Furthermore, two thirds

of all car trips are made by the driver all on his own, with only the radio and billboards for company

(Edmondson, online). The increasing number of cellular phones is also creating possibilities of turning

more and more billboards into direct-response advertising.
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