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CONSIDERATIONS FOR CHOOSING THE RIGHT
ADVERTISING BILLBOARD

Millions are spent on outdoor advertising each year and more than 70% of that 
spending is on billboards.

A study also revealed that 74% of billboards within a drivers’ sight of vision are 
noted and that 48% are read, whilst 18 to 35-year-old are more likely to notice 
an outdoor ad than people aged 35 to 49.

This makes Digital and LED billboards THE most effective form of outdoor 
advertising. 

The pThe process of finding the right digital billboards to advertise among all the 
various options available can be grueling. When choosing a display for your
business, you want to select the best option, one that meets all your 
requirements.

So which options and features are worth taking a closer look at to arrive at the 
best decision when opting for digital billboards?

This handbook outlines the basics thThis handbook outlines the basics that advertisers need to create dynamic and 
striking ads with the most strategic LED billboard. These tips will not only help 
select the right location, it can also be used to anytime you need to make a 
decision.



Adding OOH To Other Media Can
Potentially Increase Reach By Up To 300%

1. What to expect from an LED Display?

Digital billboards are social media ready and work complementarily to support 
online advertising companies. Adding digital-out-of-home (DOOH) advertising 
to your media mix extends reach, generates buzz and adds impact to digital 
campaigns.

AA Touchpoint USA billboard study tables that when OOH is added to a media 
plan, it can increase the reach of an overall campaign by 18% for TV 
campaigns, 45% for radio campaigns, 68% for web campaigns, 212% for social 
campaigns, and 316% for mobile apps. Integrating social media or mobile 
campaigns with digital billboards too can help create a circle of 
communication, encouraging both the customer and business to build a 
stronger and more engaging relationship.



2. Define your objectives

In the beginning, advertisers should ask themselves a host of central questions 
that will help them accomplish their objectives of DOOH advertising. Some of 
the questions include:
• What are you trying to achieve by advertising on a digital billboard?
• What kind of experience should your ad project?
•• What will your ad display and what kind of content will be shown to the     
 public? Do you want to provide information or entertainment?
• What are you hoping to accomplish with the installation of your advertising   
 screen?
The more specific the answers are, the better advertisers will be able to focus 
on the price, size, and specifications when deciding.  
Going thru these steps will serve as a process of elimination and allow 
businessesbusinesses to narrow down their options until they have reached the perfect one 
for their specific needs.

3. How are LED boards different from other advertising forms?

LED billboards are an extremely effective device for delivering marketing
content to marketers. It offers other advantages over printed billboards, such as 
being able to rotate the displayed advertisement according to a set time
interval.interval. So instead of simply having one static advertisement on display, LED 
boards could have numerous ads rotating on the screen, which is especially
effective on freeways that are prone to getting congested.

Printed billboards, on the other hand, are only able to display one ad/content at 
a time, which limits the number of marketing opportunities, and more
importantly, the maximum income of billboard owners. Additionally, it also
susuffers from other disadvantages such as being subjected to the elements which 
causes wear and tear, and oftentimes, severe discoloration. This deterioration of 
the advertisement can negatively affect the appearance of the brand’s
represented on these billboards, which means that the boards will have to be
replaced frequently to keep the ad looking pristine at the cost of the advertising 
profits. 

4. What are the benefits of investing in LED boards?

•• Increased turnover: Sale price on a particular item, countdown discounts, and  
 cross-sell messages are the kind of content that are clear calls-to-action
• Increased brand awareness: Content on some LED boards are catered to only  
 towards building a business brand and encouraging customers to have a    
 better opinion and experience in conjunction with that brand.



ADVANTAGES OF LED BILLBOARD

With technical advancements and reducing costs of digital screen technology, 
outdoor advertising has gone through some exciting changes. These changes 
include billboards being transformed into digital billboards. This trend will
continue in major cities in the next foreseeable future.

Digital is so exciting, and the benefits of utilizing digital billboards are
undeniable.

1. Prime Locations

Digital/LEDDigital/LED billboards are usually built in the busiest locations. The more people 
passing the billboard means more potential customers looking at your ad. 

2. Production Cost Savings

Since there are no posters required, advertisers will be saving on the cost
required for printing.

3. Shorter Lead Times

ContentContent is sent electronically to the screen, which can happen in a matter of 
hours. There is no need to send a paper poster a couple of days before the ad 
goes live.

4. Multiple Messages

If you have different stores or products to promote, you are able to send
different versions of your communication/ad with the pertinent information for 
each one and use the time slot to display them both.

55. Flexible Ad Tenures

With digital outdoor advertising, advertisers can start and end on your desired 
timeline without being confined to the block timelines of traditional billboards.  



6. Shorter Campaigns

Two weeks is generally the recommended period for an outdoor advertisement 
to be on display, in order to optimize your exposure. There are however
situations when it may be more beneficial to run an ad for a shorter number of 
hours over a longer period. This reduces potential ‘wastage’ thus making more 
efficient use of the advertising budget/allocation.

77. Specific Times of Day

Digital billboards are flexible when it comes to the duration of the  creative as 
well as the campaign. Instead of the traditional two-or-four-week campaign 
cycle with a static board, a DOOH campaign can start and end at any time. There 
is also the flexibility to swiftly customise content to match the festive period, 
socio-political event, current temperature, weather and etc. 

8. Creativity

DigitalDigital technology offers some great creative opportunities, using all the features 
described above. Up until now, booking digital outdoor advertising has been a 
complicated process. 



OUTDOOR ADVERTISING: TIPS AND BEST PRACTICES

Led billboards can be highly profitable, if you know how to take advantage of 
its benefits. To ensure that you reap maximum benefits, make sure you address 
:
Right message + right audience + right location + right time
. 

1. Visibility of the billboard 

TheThe visibility of the billboard should be a top priority when making a decision as 
the board’s visibility will impact the sales or leads generated from the ad. There 
are a few things to consider when evaluating a board’s visibility:

• Ensure the LED billboard is front-facing.
A board’s sign face alignments must ensure that it is readable by passerby within 
a short period of time, and at high speed traffic.

• Make sure the billboard is placed at a readable height.
EnsuEnsure the placement is within the drivers’ height of vision for maximum
exposure.

• Choose an area with no visible interference
Please ensure that there are no interferences such as tree branches, bushes or 
tall buildings in the way of the LED billboard in consideration as this will
seriously compromise the performance of the ad.



2. Traffic count of location

Digital billboards are usually built in the busiest possible locations.
High traffic = high exposure. The local authorities will be able to provide traffic 
profiles and explore counts to help you get an idea of the demographic. 

ChoosingChoosing billboard that is in such prime location can lead to an impressive 
number of leads, as the drivers have no choice but to look around and explore 
the surroundings.

3. Consider audience demographic

Understanding audience is a fundamental part of marketing as not everyone is 
the ideal customer for a particular business. As such it is extremely important 
that the right messages are being communicated to the right set of people. 

OnceOnce advertisers understand their audience demographics such as age, gender, 
education, relationship status and average income, they should then be able to 
narrow down the locations/options.

Bad judgement here will lead to wasted dollars, preaching to the uninterested.

4. Proximity to your business location

If a business is reliant on local customers or foot traffic, then it wouldn’t make 
sense to have a billboard which is located 100 km away.

Choosing a local ad placement would be the most logical decision in thisChoosing a local ad placement would be the most logical decision in this
situation, Many high-street companies have mastered the art of location media 
takeover with an emphasis on outdoor and digital exposure to engage with
residents, visitors, workers and tourists.

5. Consider the typical intent

TTake note of nearby signs and business competition around advertisers’ area as 
this could well be a profitable opportunity to steal customers. Often a highly 
competitive location is an opportunity to create highly memorable engagement.



OUTDOOR ADVERTISING:
DESIGNS, TIPS AND CONSIDERATIONS

GENERAL

1. Start with a good idea
Good ideas are what makes outdoor advertising so impactful and engaging. 
Make careful considerations to the message and the images you choose.

2. Production identification
Make sure the audience registers advertiser’s name on the billboard

33. Short copy
Don’t use more than seven words and keep them short for easy
comprehension.

4. Large and legible type
Lettering should be a minimum of 1 foot tall. Remember these are viewed from 
400 – 600 feet

5. Increase line thickness
AAt 600 feet, thin lines disappear.

6. Forget the “White Space Rule”
It doesn’t apply to outdoor like it does with print advertising.

7. Bold colors
Be bold with colors because being subtle at 600 feet doesn’t work.

8. High contrast
For high visibility, use contrasting colors.

99. Simplifying everything
Stay with one key idea or objective.

10. View from a distance
Look at the design from 15 feet away for only five seconds. Do you understand 
it? This simulates driving past a billboard.



OUTDOOR ADVERTISING:
DESIGNS, TIPS AND CONSIDERATIONS

DIGITAL DISPLAYS

1. Use larger text
Outdoor designs should be simple, clear and easy to read. Digital billboards 
should be legible from 500 feet away.

2. Use bold, non-serif fonts
AlwaysAlways use large, legible typefaces. At 500 feet, thin lines optically fade or break 
up. Avoid decorative, italic or serif fonts. As a general rule, upper- and low-
er-case sans serif fonts provide the best readability. When designing for digital 
outdoor, it is highly recommended to add a thin dark stroke around the text to 
separate it from the background. 

3. Stick to one message or idea
Simplify everything. Don’t present a complex message or numerous images. 
Have one thing that you want your audience to do or recognize. The best 
outdoor media reduces a complex message to its essential elements.

4. Be short and sweet
Use no more than 10 words total on the entire billboard, and that includes the 
logo/product tagline. Seven words is ideal for the headline, while keeping the 
words short for faster comprehension.

55. Colour
Use only RGB colour files for digital displays. Designs as you would for a
website, TV or computer monitor.

6. Avoid white backgrounds
To achieve white, a combination of all three colors must be turned on to their 
maximum brightness. Consequently, white backgrounds will wash out and
compete with the remainder of your creative.

77. Use bright, bold colours
Stick with fully saturated web-safe hues. Complimentary colors, such as red and 
green, are not legible together because they have similar value. Contrasting 
color combinations work best for viewing outdoor designs at far distance.



8. Design with high contrast
Being subtle does not work at great distances. Strong contrast in both hue and 
value are essential for creating good digital out-of-home.

9. Pick your image wisely
Take a small object and make it large rather than a large object and making it 
small. Avoid using landscapes or complex scenes. 

Less is often moreLess is often more.

10. Forget about white space
White spaces do not apply in outdoor like in designing for printed material. Logo, 
fonts and imagery should ideally be optimally sized. Having unused visual space 
at 30 – 500 feet is not recommended. 

11. Test your idea
AA billboard is not a print ad, the average viewing time is only about 5 seconds. Do 
a dipstick test. Show the design to someone from a distance for 5 seconds and 
probe for communication cut through. Do they understand it? Who was the
advertiser? What do they think the advertiser wants them to do?
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