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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.

 
 
 



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.

 
 
 



A survey undertaken by Maritz Marketing Research of Fenton, Missouri (Edmondson, online) gave

somewhat ambiguous results regarding Americans' views on billboards. On the one hand, this study

indicates that most Americans have negative feelings about billboards by not agreeing with the

statements that billboards are entertaining or that billboards can be beautiful. (Only about one in six

and one in four adults respectively agreed with these statements.) On the other hand, a positive view

is reflected since the number of Americans who disagreed with the statements that billboards are ugly

and that billboards should be banned surpass those who agreed by quite some margin.

 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 



 
 
 


