CREATING AN EFFECTIVE AD

A digital bilboand that displays an ad for approsimatehy &-12 5e
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based on a 3 second rule, make ncise, fhe messoge caon be one =)

= A Person

= A Sanvice

= A Product

* A Local Brand

» A CoMHo-Action

EFFECTIVE ADVERTISEMENT
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= A Website

v A location

= AR Event

s A Specific Time, Moming/MNoon/Might
= A Price or Special Pomation

INEFFECTIVE ADVERTISEMENT

i
CHEVEIWET ©CHEVEN ET r ——

e
'1I-r:1-H.| .g'ﬁ,-.'..“ -



VIVISIGNS

DIGITAL BILLBOARD DESIGN TIPS
GRAPHIC DESIGN BASIC PRINCIPLES

Ihe informnation inthis guide will halp you undearstand the use of thee basic prncipkes for craeafting digital bilboard confent thal wins the
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1 | COMPOSITION

LAYOUT

Layout is the dasign principle that deferminegs the inished ook of an advedisemeant. Most important when creating effective outdoor

content is heimchy of the communication Consumens cant haor and undesstand four meassages at once, they can 't saee and undearsiand

four meassages af once ather

* Dafine and priorize the terms thot vou want 1o communicata

= People read in chunks of information. Construct distinct and logical sections of informction

* Visualk and text that overdap, couses the reader fo sort the two apart before understanding the message.
= Using the hierochy of communication helps speed comprehension and increases message retention.

HIERACHY OF COMMUNICATION
Use the levels as guidelines fo first capture the viewer's aftention with clear, single point of communication. Provide the viewer with a detal
that points back fo the first level. Finally, give them the information they need fo inspire an emotion, an action or a purchase

a L

« LEVEL A A phofo, logo, service, product, imoage, price
« LEVELB Supporting information hat gives defintion of detail fo support LEVEL A
* LEVELC Redevant infarmaticn that tells the constomer WHERE of HOW to contact for the information of LEVEL A & B
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2 | TYPOGRAPHY

KEEP IT SHORT AND SIMPLE

N Gl Qdvermging you Jdo not nead 1x 1id eveary deball that you w I Pace on anl

ypograhpy is @Er'e ngemeant and appearnnce of e on a page
» Large, bokd -e0sy-iorend fonts make it eqsier for your audience 1o rad text from different distances

+ Using all capital lefters is HARDER to read. 50 use upper and lower case characters if your meassage Is long

s Limiting text will halp viewers readability and comprahension

Heineken

DISTANCE V5. COMPREHENSION
Comprehenszlon of an outdoor advertising design depends not only on the style of leflerng and combinations of

depands on HOW these elements work foegether af o distar

» DISTANCE is a varabile that must be considerad becausa the audience is in motion
« HEADLIMES must be legible at any easonable distance from close by, fo ot keast 400 feet

» Letter hieight of 20° B mocommend. No letters should be kess than 127 in haight
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2 | TYPOGRAPHY

LEGIBILITY FACTORS
For the easiast legibility of a distance, reseanch indicates that the WIDTH of a latter's vertical strokes should be abaut 1/5h of it's haight.
Horizorial sfrokes may be slighily thinner, Thesa propofions are the same for capifal and owercasea leftiars

They are grouped in 4 areqs:
+ |. Letterspacing * 2. Parspective
« 3 Stacking * 4 Lina Spacing t

1. LETTERSPACING
This example demaonstrates the importonce of o reasonable amount of air between the letters. dlear X clear 'JF'
Extremaly close spacing can reduce legibility, Crowding can confuse the intention of the copy. morm morn

2. PERSPECTIVE
The legibility problem created by tight lefters pacing is compounded when copy lines are viewed
from an angle. Condensed typefaces start fo msemble picket fences and horizondal strokes tend o

appear thicker in relafionship to the vertical strokes fue waeke
ee's a crowd (gﬂ’
3. STACKING four...forget it

Stocking reduces readability and increases time needed fo comprehend the mesage
and is therefore nof rrcommended for OUTDOOR designs. With a single horzontal line of copy the
aye moves through the message rapidly and without intemuption.

4. LINE SPACING @‘ _
Az in fhe case of leflenspacing. adequate air space & necessarny for maximun laglbility if thame & m ‘3’ m i
copy line below i The interplay and ascenders creates confuskon.
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2 | TYPOGRAPHY

LEGIBILITY FACTORS
COMMON MISTAKES

1. OVERCROWDING OVERCROWDING

-Z"nw..'r|||-_|‘.| W3 Mmany larrers Into a ;F.||.'|'-h_-"-|3‘ )y rapal 1r-.~|--,.--.1-.=1"-.|:. dalacats Tha

objecthe GIVE ME AIR

2. CONFUSION

loo great a constrast betweaean thick and thin elemeants lead o confusion (:ON."US'ON

3. TOO FINE

Strokeas which are foo fina do not fully ulilize the basic shapes and fadeas into the Iﬂl ]Il"'j L M | J&.

background, becoming invisible ot a distance

4. TOO BULKY
Bulky typefaces become blobs ot a distance. basic shapes cannot be distinguished “"E““EI“ “T

1Nd E@ThaErs ang NoT recognized

?icm?l similar styles sacrifice the basic shopes from the decomfive aspect fﬁ]f[fig iﬁi"/?'{y

dvidual emars, themaiong, oonnc De [dentihad
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3 | COLOR

COLOR SELECTION

Take full odvantage of your billboard's color copabiity by using rich, vibrant colors. Bright, saturated colors (color with no white in them)

work better than pastel en low confrast colors. Certain oolors tend o evoke specific emotions or ideaqs, so choose colours carefully 1o help
suppon products and ideas

Meed to stay away EHOTIONS EVOKED
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HUE, VALUE, DISTANCE

In addifion to comeaying emction . color and block and white valuas can affect distance factors. Warm haus - reds, oranges and yallows
- are parceived as closer fo fhe viewers, while cool colors of grean, blue and violet seem mora distant, Similarly darker valueas in cokor or
black and white seem fo be more in the foreground, whila lighter values recede. Strongly contrasting combinations of aither value or hue
saam choser. Legibility is affecied more by value confrast than by hus

Ll
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3 | COLOR

USING CONTRASTING COLORS

Select colors that provicde good contrast fo make your confent more appealing and easier 1o reod. Achieve effective confrast by using
colors with different values (how bright or dark a color is). Yse the chart at the right to guide your design

COLOR VALUE  VALUE RANGE OF RED
Yellow is a bright color with a very light gray value. Purple is a dark color with a black ol

value, therefore, using yellow and purple fogether provides very good confrast, = =
&

Yallow and green are not the bast colors to use logether becousa the contrast

betwaan the twio 15 50 Iow.

Solve this probiem Dy using a doarker grean that has o darker valee 10 Increcse

contrast and reodatiliby

The value range chart shows you how each number {in this example we use red) has

a number of values o choose from.
T
ey

This rmakes the contract easy to achieve. s
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FOR MORE INFORMATION OR OTHER INQUIRES,
PLEASE FEEL FREE TO CONTACT US!

WE LOOK FORWARD TO YOUR IMPACTFUL DESIGNS!




