
3.3 THE IMPACT OF OUTDOOR INFORMATION TRANSFER IN

CONTEMPORARY SOCIETY

As an important element of the perceptual environment, outdoor information transfer is also

responsible for negative contributions. Outdoor information transfer may have a definite social and

economic impact, while the potential for ecological impact is much more limited. The social, economic

and ecological impacts of outdoor information transfer are closely interrelated and cannot be

separated in most instances, for example the impact of outdoor information transfer on traffic safety,

which may result in the loss of human lives, will have definite social and monetary implications. The

 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



the environment affects the quality of life and the value of property in both residential

and commercial areas (Justice Stevens in Members of the City Council v. Taxpayers

for Vincent, 466 U.S. 789, 817 (1984) cited in Citizens for a Scenic Florida, online, (1)).

In higher density central city districts (downtown areas) such as Manhattan, New York, one may find

the strange phenomenon where outdoor advertising may actually enhance the value of certain

buildings while at the same time contributing to urban decay. According to Stay Free Magazine (Stay

Free!, online (2)), some property owners in Manhattan earn so much from outdoor advertising

covering their buildings that they do not bother to rent out interior space to businesses or residents.

Buildings are sometimes bought strictly for their advertising potential. In 1997 the Times Tower,

although considered unrentable above the first floor, sold for $110 million. The four major signs on its

north side alone bring in $7 million annually. Considerable advertising income is also generated from

the other three sides and the rent paid for the ground and first floors. Such derelict buildings, serving

almost solely as giant outdoor advertising structures, will definitely contribute to a ghost town

atmosphere and a lack of vitality in such areas due to the small numbers of occupants and visitors,

which in the end will result in urban decay.
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