
At least 50% of the U.S. gross
retail volume is generated by
national corporations, of which
a significant proportion are
product- and business-format
franchisers.  (Large national or
regional company-owned chains
account for most of the bal-
ance.)1 The national franchise
companies recognize that a stan-
dardized, full-spectrum on-
premise signage system, coupled
with national marketing and
advertising programs, increases
the franchisee’s revenues
enough to justify a significant
payment of gross income to a
franchiser.

Because of the symbiosis
between a local site’s visibility

component and national adver-
tising and marketing campaigns,
the on-premise signage pro-
grams for local franchises are
inextricably tied to the parent
company’s major media adver-
tising and marketing mix.  This
strategy makes certain that com-
pany trademarks and logos are
prominently featured, and that
these company identifiers are
echoed on site, primarily by on-
premise signage.  In many cases,
additional reinforcement of the
company’s image and its prod-
uct/service is provided by “sig-
nature” improvements to the
building, further enhancing the
site’s total signage spectrum and
ability to communicate with the
consumer.

Marketing

Most markets are composed of
large heterogeneous groups of
consumers.  Researchers have
access to data on basic size vol-
umes and consumption numbers.
Generally, the job of a market
researcher is to identify the sub-
ject market, establish its volume,
and then subdivide it into dis-
tinct components or segments.
Based upon expected short-run
consumption within the subject
market or one of its components
by a targeted population (prede-
termined through extensive con-
sumer profiling), the market
researcher projects, or derives,
the demand for the product or
service.  From this information,

Marketing and Advertising:

Derived Demand
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Although advertising
usually does not
increase overall con-
sumption, it may
increase consumption
within specific markets
by introducing “inter-
vening opportunities”
along main travel
routes.  This is espe-
cially true in highly dis-
cretionary markets
such as quick service
food.

1. However, by numbers of commercial sites, independent or nonaffiliated small businesses or proprietary enterprises constitute at least
60% of all commercial activities conducted in the United States.
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retail systems, which constantly
adjust to marketplace forces,
especially recessionary or infla-
tionary trends.  Retail categories
subject to consumption decreas-
es or increases in response to
economic factors are considered
cyclical.  Examples include
automobiles and auto parts,
toys, overnight lodging, design-
er apparel and accessories, and
out-of-home dining and enter-
tainment.  Goods, products, and
services that are consumed
regardless of overall business
and economic conditions are
considered noncyclical.
Examples of noncyclical con-
sumables are food, milk and
other beverages, cosmetics/per-
sonal hygiene products, and
durable household goods and
appliances.3

Cyclical/noncyclical dynamics
were easier to predict and adjust

for when trade-area boundaries
and demographics were more or
less immutable.  At one time,
manufacturing and industrial
sites brought in jobs, which gen-
erated housing and predictable
household incomes.  Retail
space was then constructed
based on the predictable buying
power of a generally stable pop-
ulation.  Today, such stability
and predictability are no longer
the case.  

The rapidly expanding retail and
high-tech U.S. economy has
replaced heavy manufacturing
or industry as the force directing
residence, employment, and
spending patterns.  As a result,
today’s adult consumer, on aver-
age, is considerably more
mobile, with more discretionary
income to spend on both
planned and impulse purchases,
than his or her forebears.  

Although U.S. consumers still
tend to make purchases by habit
(or loyalty to a particular prod-
uct or company), their increased
mobility means they routinely
travel far beyond the bounds of
their local trade area.  This
mobility, in turn, increases the
likelihood that they will make
impulse purchases along the
way, regardless of brand loyalty
or familiarity with the retailer.
As a result, market share per
retail category within any given
trade area may fluctuate dramat-
ically, especially in traditionally
cyclical segments.  

However, even though con-
sumer mobility and impulse-ori-
ented purchasing make local
market share very difficult to
predetermine, an effective mar-
keting and advertising program
that includes on-premise signage
will help many businesses to

Major chain stores such as Wal-Mart
are able to buy products in such large
quantities they sometimes can offer
them to consumers at prices lower than
the wholesale price available to smaller
merchants.
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2. Publications such as The Wall Street Journal or The Economist are excellent market information sources.
3. Wal-Mart’s success is significantly related to a marketing strategy based on a merchandise mix that is unaffected by cyclical variables;
its goods are consumed regularly in predictable patterns.  Further, because its trade area usually exceeds the traditional trade area by 20-30
miles, it is far less susceptible to traditional trade-area population and consumption variables.  For example, if local trade-area employ-
ment opportunities and disposable income suffer a downturn, Wal-Mart will continue to draw business from its larger trade area, as well
as infrequent passersby.

long-term marketing strategies
and adaptations are
developed.2

Zero-Sum Game
Theory

Generally, the demand for a
product or service and the tar-
geted consumer population for
any given market remain rela-
tively constant.  And even if a
shift occurs, a decline in rev-
enues in one market quite
often is accompanied by a
comparable increase in anoth-
er market, so that total available
gross revenues throughout the
retail economy generally remain
the same.  In other words, the
total retail market is engaged in
a “zero-sum game.”  

However, as with most theories
in American retailing, zero-sum
game dynamics do not always
hold true.  Although advertising
usually does not increase overall
consumption, it may increase
consumption within specific
markets by introducing “inter-
vening opportunities” along

main travel routes.  This is espe-
cially true in highly discre-
tionary markets such as quick
service food and economy lodg-
ing.  It is true, also, for entrepre-
neurial businesses or sole pro-
prietorships offering more spe-
cialized products or services.
For example, certain profession-
al services may increase con-
sumption within the category
simply by displaying a sign that
advertises a “specialty” that the
consumer may not expect to be
available at the site.  For exam-
ple, as add-on services, a veteri-
nary clinic may provide pet

grooming, or a general practice
dental clinic may provide teeth
whitening.  Also, the recent
trend toward franchising of tra-
ditional service or professional
businesses, such as dental prac-
tices, veterinary clinics, and real
estate agencies, has made the
standardized, on-premise sign an
essential component of the total
corporate media advertising
package.

Compounding the attempt to
generalize zero-sum game theo-
ry and the overall market is the
nature of the U.S. and Canadian

The increased mobility of
U.S. consumers means
they routinely travel far
beyond the bounds of their
local trade area.  This
mobility, in turn, increases
the likelihood that they will
make impulse purchases
along the way, regardless
of brand loyalty or familiar-
ity with the retailer.  This
makes on-premise sig-
nage potentially even
more important than it has
been in the past.

An independent small business with an attractive sign opti-
mally visible and readable to the street is able to offer
passersby a prime opportunity to select the business’s prod-
uct or service over that of another, perhaps better known,
competitor.



adapt to cost-conscious con-
sumer preferences.  In such a
volatile and very competitive
environment, it becomes more
and more difficult to attract and
keep customers.  Therefore, flex-
ibility and innovation are crucial
to successful marketing prac-
tices.

For example, Wal-Mart main-
tains its competitive advantage
in part by effectively utilizing
advanced computer technology.
Early on, the company connect-
ed cash registers to warehouse
master computer terminals so
that inventory could be quickly
accessed and delivered.  Because
resupply is predictable and fast,
a given Wal-Mart
store keeps only
enough inventory on
hand to satisfy imme-
diate consumer
demand.  By using

such just-in-time inventory tech-
niques, Wal-Mart reduces ware-
housing costs – generally, the
merchandise is either at the man-
ufacturer’s, in the truck (many of
which are owned by Wal-Mart),
or in the store.5 Moreover, the
company is simultaneously able
to avoid stockouts, which have
the potential to alienate con-
sumers.

Further, Wal-Mart has enough
purchasing power to influence
the site selection for its suppli-
ers.  Manufacturers will respond
positively to Wal-Mart’s “sug-
gestions” that new manufactur-
ing and distribution facilities be
located certain places to more

effectively service
Wal-Mart’s needs.  

In addition, bulk
merchandising
enables Wal-Mart

to neutralize the effect of federal
law limiting manufacturer dis-
counts to the retailer.  Because
bulk sales reduce manufacturing
costs, manufacturers supplying
Wal-Mart can successfully justi-
fy discounts.  Wal-Mart, of
course, passes these discounts on
to the consumer.  The typical
specialty store or department
store cannot command the manu-
facturer discount, and many
products offered by Wal-Mart
are priced lower than what the
smaller merchant must pay for
those products wholesale.  

The Quick-Service
Food Business (QSF)

QSF retailers are part of the
largest and the fastest growing
segment of the out-of-home din-
ing retail category, and these
businesses are entering a new
phase of marketing.  Where once

Most QSF 
customers stop
because of
convenience or
lack of time,
rather than
cost savings.

make a sustainable market-
place impact.  And when opti-
mally visible and readable on-
premise signage prompts a
consumer stop that was neither
planned nor relevant to an
immediate need, market share
may increase.4

Given today’s market vari-
ables, which are difficult to
predict or “pattern,” traditional
trade-area analysis is no
longer valid for many urban
communities.  Neither can
zero-sum game theory be
applied with impunity.
Clearly, signage programs based
on zero-sum game theory are
problematic at best – and for
many businesses, may lead to
economically counterproductive
decisions.  Therefore, one must
be careful in applying zero-sum
game theory to valuation of an
individual business’s signage
needs without first conducting
an in-depth market study and
gaining a thorough understand-
ing of relevant trade-area
dynamics.

Marketing
Strategies to
Increase Profits

The retail industry operates on
very small profit margins when
compared to gross sales.
Typically, a retailer’s gross prof-

it margin is less than 5% of
gross sales receipts, about the
same average as spent on media
advertising.  Should a retailer
reach a higher profit margin,
competitors, particularly nation-
al franchisers and chain opera-
tions, will rush to discover and
duplicate the marketing strategy,
generally resulting in a fallback
to 5% for the upstart retailer.  In
the battle for customers, two
retailing rules generally guide
the contenders:  

Rule 1 Sale prices must be cut
by at least 15% to overcome
brand awareness.  For example,
to increase sales of a store brand
soft drink over those of a com-
parable national brand, the store
brand must be offered at a price
at least 15% less than that of the
national brand.  Merchants who

carry a large selection of
goods similar to the one
reduced in price generally are
able to maintain total sales
volumes because of cross elas-
ticity of demand in the market
– volume losses in one catego-
ry segment will be made up by
sales in another segment.
However, as with all rules,
there is the exception.  

Rule 2 is that Rule 1 doesn’t
always work, especially for
small merchants.  Because of
consumer brand loyalty, major
brand producers usually are

able to counter sales inroads by
cheaper in-store or generic
brands.  However, the small
merchant lacks the volume that
would permit buying at discount
from major brand producers.
This fact makes it very difficult
for the small merchant to meet
the price of a larger competitor’s
off-brand product.  In most
cases, the only counterstrategy
available to the small merchant
is enhanced customer service
and cost-effective advertising.

Each retail outlet must operate
at maximum capacity per loca-
tion without suffering a loss of
customers due to failure to pro-
vide expected services or prod-
ucts at competitive prices.
Because the Canadian and U.S.
retail markets are consumer
based, they must constantly

A store brand soft drink must
cost 15% less than the com-
parable name brand or peo-
ple typically will not buy it.
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4. Generally when a mass merchandiser such as Wal-Mart enters a community, other merchants lose volume nearly proportional to Wal-
Mart’s gain.  However, introduction of “specialty” items not carried by Wal-Mart may offset the losses.  In addition to regaining former
sales volumes, specialization or scale economics can also increase consumption throughout the community’s retail system.  For example, a
Sak’s Fifth Avenue customer may find a Wal-Mart irresistible and spend dollars there that he or she might not have otherwise spent.
Conversely, a Wal-Mart customer may spend additional dollars at a shop offering “tall men” apparel – a specialty niche usually not filled
by a mass merchandiser.
5. Wal-Mart is considered so efficient that many retail executives openly admire it, while others pay less direct homage.  For example,
when the new chief executive of Kmart announced in the summer of 2000 that his first big move would be to spend $460 million to
upgrade information systems, he was tipping his hat to Wal-Mart.  Leslie Kaufman, New York Times News Service, The Oregonian
(Portland, OR), ed. October 22, 2000, p. A9.
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conducted over several
weeks by Burger King
during the Agoura Hills
lawsuit (see Chapter 10),
when customers were
asked why they chose to stop at
the subject restaurant, 35%
responded “lack of time”; 20%
responded “convenience/loca-
tion;” and 15% responded “out
shopping/traveling.”
Interestingly, of the remaining
“other” responses, only 1% cited
“inexpensive” as the reason for
stopping.

The spontaneous nature of the
QSF stop has critical implica-
tions for all business strategies,
particularly advertising in the
form of on-premise signage that
is optimally visible to passing
motorists.  Convenience is near-
ly equal to visibility in impor-
tance only for trade-area QSFs,

where 76%
of cus-
tomers live
or work
within a

short distance.  For the point-of-
distribution retailer located
along a major highway, visibility
is critical to the success of the
business.  The trade-area QSF
can rely upon repeat customers
for success; the point-of-distri-
bution QSF cannot.6

Advertising

Commercial communication or
advertising is (or should be) a
direct reflection of the dynamics
of a highly competitive
supply/demand marketplace.
Briefly, it may be described as
an organized and measurable
commercial communication sys-
tem designed to promote a prod-

uct, good, service, concept, or
individual (as in a political cam-
paign).  

Advertising influences consumer
choices by:
1.  developing viewer memory

for the subject;
2.  reinforcing a memory of the

subject once it is there; 
3.  improving an attitude about

the subject; and
4.  encouraging purchase, use, or

acceptance of the subject.

The commercial communicator
must select a medium that reach-
es and persuades the targeted
consumer.  One essential and
readily available medium for
businesses is a place-based com-
munication and graphics device
– the on-premise sign.  And the
more mobile the targeted con-
sumer, the more essential the

The savvy corpo-
ration will use a
multimedia
approach to back
up its on-premise
signage.

these companies concentrated
marketing efforts on the free-
standing location, they now
are establishing outlets at any
traffic center that might gener-
ate sales.  

For example, McDonald’s,
with one-fourth of QSF busi-
ness and nearly 12,000 loca-
tions in the United States
alone, is presently concentrat-
ing on smaller outlets in sports
stadiums, schools, hospitals,
and general merchandise
stores.  McDonald’s is
immensely successful not
because it uses its size and
power to manipulate the mar-
ket or local regulatory scheme,
but because it develops retail
strategies that can adjust to
almost any market or regulatory
circumstance.

QSF Consumer
Research

In size, location, and market-
ing/advertising techniques, QSF
retailers are distinctly different
from both “family” and “atmos-
phere” restaurants.  Personal
income is a factor in consumers’
decisions about which type of
restaurant to patronize.
Generally, low- to middle-
income families patronize QSFs
to a greater extent than upper-
income families, who often seek
out an establishment that they
believe has atmosphere.  Also,
while children are nearly always
included in QSF outings, they

rarely are included in the atmos-
phere dining experience.  It is
not surprising, then, that chil-
dren in low- to middle-income
households often influence
where the family will eat and,
consequently, that nonfood
items such as toys and play-
grounds are important marketing

tools for QSF retailers.

QSF messages to consumers are
both site specific and major-
media oriented.  Underlying the
importance of signage to mobile
consumers is the fact that many
consumers are in a hurry.  For
example, in consumer surveys

McDonald’s is immensely successful because its retail strat-
egy can adjust to almost any market or regulatory circum-
stance.  This McDonald’s, for example, has modified its
appearance to fit into the Chicago banking district.  Its yel-
low arches are so well recognized that even a subdued
storefront like this, though not ideal, can be successful.

Derived Demand

6. According to reliable market studies, nearly 60% of those customers visiting a point-of-distribution QSF traveled more than five miles
before stopping, and approximately 60% are aware of the QSF only because of signage visible from the freeway.  Of those made aware by
signage, 43% were attracted by a high-rise on-premise sign and 17% by an outdoor advertising structure.  Accessibility (easy freeway exit
and re-entry) is also important to the point-of-distribution retailer.  Although 62% of highway travelers will pull off simply to eat, if they
happen to go past a QSF entry opportunity because of poor visibility or accessibility, in all probability they will not turn back.

The Burger King researchers found that the impulsive nature of the
QSF consumer choice is measurable.  Surveys were conducted at
QSF, family, and atmosphere restaurants.  The participants were
asked how they first became aware of the restaurant.  The results
were as follows:

QSF Family Atmosphere

Saw the sign while passing 35% 26% 13%
Always knew 29% 27% 19%
Word-of-mouth 14% 30% 54%
Advertising 10% 6% 4%
All other 6% 7% 7%
Don’t know 6% 4% 3%

100% 100% 100%
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the section in which the ad is
located, the medium has limited
basic utility.  

Magazines Magazine circulation
(or readership) may be either
national or local.  When evaluat-
ing magazine advertising, the
advertiser must relate the maga-
zine’s circulation to the targeted
market before true advertising
costs can be determined.  Like
radio, magazines’ subscriber
bases are often specialized,
which can lead to the need to
take out multiple ads for retail-
ers appealing to a wider target
market.

Direct Mail Direct mail is a
“specific” medium – its message
can be specifically tailored and
directed, and results (a return or
an order) can be precisely and
objectively measured.

Yellow Pages The Yellow Pages
provide a valuable reference;
however, an advertisement’s
success is not measured by a
neutral source.

Internet In practical terms, the
Internet functions more like a
print catalog than a pure adver-
tising medium, such as televi-
sion or radio.  And like catalog
or direct-mail consumer con-
tacts, businesses can measure
results by the number of orders
generated.  The Internet, howev-
er, is the least localized of all
media.  This can make it of lim-
ited value to businesses which
rely on those driving by.

Out-of-Home Media 

Outdoor Advertising This is a
major media player.  In general
terms, outdoor advertising
involves the use of a single
panel or system of panels to
communicate information
regarding a specific business,
product, service, entertainment
activity, or other commercial
activity sold, offered, or con-
ducted somewhere other than
the site of the advertising dis-
play.

Commonly in the United States,

all outdoor advertising is called
“billboard” advertising.  The
term comes from the early prac-
tice of posting bills or posters
on buildings, and later on wood-
en structures, to announce
events or advertise products or
services for sale.  However, out-
door advertising is not limited to
messages displayed on free-
standing or self-supporting
structures, but also includes
such things as transit shelters,
public conveyance signs, paint-
ed wall murals, “wrapped” cars,
sports arenas, malls, airports,
and phone booths, to name just
a few.  Billboards are, in some
communities, mounted on
flatbed trailers and pulled
through targeted areas.  The
most eye-catching of these sport
large video displays.  New taxi-
top advertisement displays are
linked to the Global Positioning
System (GPS), enabling the
message to change according to
the market demographics of the
location through which the taxi
driving.  Advertisements have
been cut into cornfields, towed

TRI-VISION with EXTENSIONSPECTACULAR

signage becomes.7 In markets
with less than 200,000 popula-
tion, the on-premise sign may be
viewed by 80% of permanent
residents, provided it is properly
sized, designed, and placed.

While signage is our primary
concern in this book, it is help-
ful to view signage within the
context of overall media choic-
es.  Following is an overview of
media types businesses may use,
and where off-premise signage
and on-premise signage fit in
this overall media spectrum.

In-Home Media – the
Major Media
Spectrum

Television Television is the
quintessential national advertis-
ing medium, used mostly by
mass merchandisers to advertise
foods, general purpose house-
hold goods, over-the-counter

drugs, vehicles, and cosmetics.
Television also helps to estab-
lish and maintain brand or cor-
porate awareness.  Television
has limited utility for local busi-
nesses – it is expensive and cov-
ers more geography than the
local business requires to reach
potential consumers.  

Radio Radio is primarily a local
advertising medium, although it
is also widely used by national
advertisers to reach specific
markets.  Typically more radio
stations compete in a given mar-
ket than television stations.  A
metropolitan market may have
10 to 15 major radio stations
and another 10 to 15 minor spe-
cialized stations.  This prolifera-
tion tends to fragment individual
listening audiences.  In their
programming, even the major
stations today are targeted at
discrete age, income, and inter-
est groups (for example, sports,

talk, easy listening, country, and
classic rock).  This is also true
of magazines – witness the
demise of national general inter-
est publications such as Life and
Look in favor of niche publica-
tions.

If a local business uses an occa-
sional 30- or 60-second
announcement, the advertiser
must undertake careful research
to establish the probability that
the targeted listener is tuned in
when the commercial is aired.
If the advertiser’s target market
cuts across demographic groups,
ads will have to be taken out on
multiple stations, thereby
increasing costs.

Newspaper In a market with a
population of less than 200,000,
the daily newspaper is often the
dominant medium.  However, if
the targeted consumer does not
read the newspaper, or at least

BULLETIN POSTER

Derived Demand

7. “Graphics” are a central add-on component of signage, and must take into consideration all visibility variables.  For example, older
viewers lose visual acuity, and signage graphics or symbols, as well as copy, must accommodate this physical limitation, particularly if
senior citizens make up a large part of the targeted consumer group.



by airplanes and even
rocketed into space.
For all intents and pur-
poses, the result of technology is
that potential advertising loca-
tions are limited only by the
imagination.  Because outdoor
advertising comes in many
forms, it should not be referred
to collectively as “billboards.”

Most current outdoor structures
are standardized by size.  One
generic type of outdoor advertis-
ing is the “bulletin.”  These were
originally constructed of wood
and called “painted bulletins”
because the design was painted
on.  However, a present-day
structure is typically constructed
of metal and has a preprinted
vinyl canvas bearing the adver-
tising message.  The vinyl mate-
rial is fed through large comput-

erized printers
that can achieve
high quality,

durable printed images, which
are then stretched across the
structure like a painter’s canvas.
Bulletin structures come in four
standardized sizes:  10 x 40 feet;
10.5 x 36 feet; 14 x 48 feet; and
20 x 60 feet.  

The other common generic out-
door advertising type is the
“poster.”  This term is used to
describe preprinted posters
adhered to wood or metal sign
structures.  The poster actually
consists of a series of printed
paper or vinyl sheets upon which
the total message is produced.
The most common poster panel
in the U.S. measures 12.3 x 24.6
feet (300 square feet).
Originally, 30 sheets of paper

were required to cover the struc-
ture.  Modern printing methods
have reduced the number of
sheets to 12 or fewer, although
descriptive terms such as “30-
sheet poster” still remain to indi-
cate the size of the structure to
be covered.  Other structure sizes
may be referred to as “8-sheet”
(or “Junior”), meaning a 72-
square-foot poster panel, or “24-
sheet,” indicating posters meas-
uring approximately 8.8 x 19.6
feet.

A far less common outdoor
advertising sign is called a
“Spectacular.”  These are gener-
ally larger than the bulletin and
may include eye-catching cut-out
extensions or lighting.  Although
flashing, intermittent or moving
lights are banned in some states,
most states had adopted provi-
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sions to allow electronic
changeable message signs, fol-
lowing a 1996 revision to
Federal Highway Administration
policy.  These are often used to
display such information as time
and temperature, current interest
rates, lottery jackpot totals, and
special short-term deals a busi-
ness may have available.

Cut-out extensions may be
added to any size outdoor adver-
tising sign (though they are usu-
ally only placed on Bulletins
and Spectaculars, and some
municipalities do not permit
their use) and allow parts or the

advertising image to extend
beyond the edges of the stan-
dardized sign face.
Occasionally, an extension will
consist of a three-dimensional
object attached to the sign face.  

A newer form of outdoor sign is
the so-called “Tri-Vision,”
which intermittently displays
three different advertisements on
the same sign.  The sign utilizes
a bank of narrow, three-sided
flat bars.  Each side bears a sec-
tion of the three distinct sign
faces, and the bars are synchro-
nized to rotate in unison at regu-
lar intervals in order to change

the face of the sign.

Today’s outdoor advertising
companies sell their structures
as distinct message units.
Although a single structure may
be stand-alone in that no other
advertising structures are simi-
larly deployed in a specific trade
area, usually it will be an inte-
gral part of an overall marketing
and advertising strategy to con-
vey a specific message to as
many people as possible within
a finite time period.

For example, standardized out-
door panels are often grouped as

Outdoor advertising comes in many forms.

The more mobile
the targeted
consumer, the
more essential
the signage
becomes.

Outdoor advertising
structures dramati-
cally expand street
communication for
the retailer.  They
help to develop a

specific viewer
memory about a

business by offering
convenient and use-
ful information along

travel routes.



Two general rules govern out-
door sign location:  

1. If the sign is more direction-
al, the closer it is placed to
the advertised business, the
better (always keeping in
mind safe traffic entry and
exit).

2. If the sign is more influential,
it must be optimally placed to
permit the consumer suffi-
cient time to detect and
imprint its message for later
recall when an opportunity
arises to act as the message
suggests; in other words, the
influential sign is meant to be
read and remembered, but not
to prompt an immediate or
near-immediate stop.

Congress recognized that the

Highway Beautification Act of
1965 would result in the
removal of many outdoor adver-
tising structures that previously
provided motorists with direc-
tional information about facili-
ties offering products or services
that may be important to them.
The law failed to take into
account its affect on small busi-
ness, particularly in rural areas
that rely heavily on billboard
advertising.9

A large-scale study of three rural
towns conducted in 1995
showed conclusively that a
majority of billboards in small
American towns serve small
local businesses.10 Fully 90% of
the billboards in the study con-
tained advertising for locally
owned businesses, and almost

all of these (more than 96%)
were for small businesses.
Content analysis studies11 veri-
fied that a large majority of bill-
board advertisers in rural areas
are small, locally owned busi-
nesses. 

In an attempt to make up for
this recognized information
deficiency, the Act allows states
to place “LOGOs” – signs dis-
playing business identification
and directional information con-
cerning essential motorist serv-
ices (gas, food, lodging, and
camping) along major interstate
and federal-aid primary high-
ways, and along the national
highway system in rural areas.
Tourist-oriented directional
signs (TODs) are located along
rural, non-freeway routes and
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8. The outdoor panel advertising a local business is not a major media participant, but instead functions for the local business much like
an on-premise high-rise sign, even though somewhat distant from the business’s location.
9. Rep. Sam Graves, Missouri, U.S. House of Representatives Committee on Small Business, Subcommittee on Rural Enterprises,
Agriculture and Technology, 108th Congress, memorandum to members of the Rural Enterprise, Agriculture and Technology
Subcommittee, Notice of Hearing, May 8, 2003.
10. Lilley, William and DeFranco, Laurence J.  The Economic Impact of Outdoor Advertising in Rural, Small-Town America.  Washington:
InContext, Inc.  1995.
11.  Taylor, Charles R. and Taylor, John C.  “Regulatory Issues in Outdoor Advertising:  A Content Analysis of Billboards,” Journal of
Public Policy and Marketing, 13 (Spring), 97-107, 1994.  Taylor, Charles R.  “A Technology Whose Time Has Come or the Same Old
Litter on a Stick?  An Analysis of Changeable Message Billboards,” Journal of Public Policy and Marketing, 16 (Spring), 179-186, 1997.

“showings” (simultaneous dis-
play of the same face on several
different signs) within a
Standard Metropolitan
Statistical Area (SMSA).
SMSA is a term used by major
media advertisers to describe a
trade area.  Placement of the
panels is based upon carefully
researched marketing data, and
is designed to reach the “main
road” traveler over a certain
period of time.8

Showings are measured accord-
ing to the percentage of the pop-
ulation that is exposed to the
advertising mes-
sage.  The unit of
measurement is
called Gross
Rating Points, or
GRPs.  A #50
showing, for exam-

ple, means that the coverage
offered by the showing within
the SMSA has enabled 50% of
its market population in a single
day to be exposed to the adver-
tising message.  Depending on
the location of the signs, varying
numbers may be required to
attain the desired GRPs.  Prices
can vary depending upon pur-
chasing power of different popu-
lations, as well as availability
and size of signs in the area.

Poster showings generally
appear throughout an SMSA and
achieve market coverage of

close to
90%.  The
larger
painted bul-
letins are
placed adja-
cent to

heavily traveled, urban arterial
streets, and along primary and
secondary highways; bulletins
can achieve a 75%–80% cover-
age of the market. 

The viewer of a message dis-
played on an outdoor structure
may act immediately upon the
message, as in the case of the
weary driver observing the
advertisement for a motel locat-
ed two exits away.  Other times,
the message may function as a
reinforcement device for a
major media campaign that also
includes television, radio, and
print advertising.  Still other
times, a message may provide
public-service information, such
as road conditions, the location
of a rest stop, time-and-tempera-
ture data, or gasoline availability
and pricing information.

Derived Demand

Because the overall
size and individual
sign spaces on federal
LOGO signage are 
limited, the system
can be effectively
used only by those
businesses with logos
or trademarks quickly
recognized at highway
speeds.

A sign can “brand” a site – developing viewer
memory of the location and products or services
offered, and aiding the consumer recall of the
location when a need for the product or service
arises.



ent upon its ability to effectively
communicate its message to the
intended receiver.  To compe-
tently quantify this ability, the
researcher (or appraiser) first
must have a working knowledge
of the terms used by advertisers
to measure the effectiveness of
an advertising campaign in rela-
tion to its costs.

A brief introductory discussion
of these terms follows.  Their
application to an appraisal
assignment will be discussed in
following chapters.  

Recall and
Recognition

To determine the effectiveness of
a particular communication
device and its method of deliv-
ery, advertisers routinely use two

tests – recall and recognition.

Recall tests disclose a commer-
cial message’s effectiveness by
testing the viewer’s or listener’s
recollection of the message with-
in a short time of seeing or hear-
ing it.  The responses are catego-
rized as unaided, partially aided,
or totally aided.  Consensus dic-
tates that if a message obtains
strong unaided recall after 48
hours, it is considered very
effective.

Recognition is measured by test-
ing identification
memory before
and after a particu-
lar advertising/
marketing cam-
paign.  Such test-
ing is also exten-
sively used in

political campaigns, particularly
to measure “face” recognition.
Other factors, such as gross rat-
ing points, complicate these
measures. 

Outdoor advertising industry
studies show that an outdoor
structure increases business an
average of 15% for those busi-
nesses that use them.12 These
studies also disclose that signs
including time-and-temperature
information increase consumer
attention and enhance retention
or recall of the commercial mes-

sage.  (Research
data is available
from the Outdoor
Advertising
Association of
America Inc.
(OAAA), 1859 M
Street, N.W.,

These tourist
attraction signs
are inadequate for
communicating
with consumers
who will be pass-
ing the sign too
quickly to read
what little informa-
tion it contains.

provide business identi-
fication and directional
information for cultur-
al, historical, and recre-
ational activities, as
well as commercial
establishments.  

These signs – particu-
larly TODs – are inade-
quate, however, for
communicating a mes-
sage to a consumer.
Important messages
other than the business’s logo –
such as “AAA approved” or
“Open 7 days” may be critical
for some businesses.  For many
stores in hard to find locations,
these panels cannot even pro-
vide adequate directional infor-
mation. Additional information
can be critical for potential cus-
tomers, as well.  For example,
commercial drivers must plan
their stops because of hours of
service regulations, and truck-
ers, RVers and bus drivers need
to know which businesses pro-
vide adequate parking and fuel-
ing facilities.  Many businesses
that cater to these specialized
needs lease billboards 90 miles
or more away to give potential
customers the advance notice
they need.

These signs are very small and
placed within the right-of-way.
They are intended to provide
some guidance for a last minute
or changed need, or to merely
provide a reminder and direction
for a consumer who made the
decision miles and minutes ear-
lier by virtue of a billboard.  In
some cases, they may pose a

safety hazard because they are
difficult to read at highway
speeds.  Additionally, their small
size precludes effective use by
small businesses with no well-
known brand identity or logo.  

The bottom line on LOGOs and
TODs is that while they are sim-
ilar to outdoor advertising
efforts, in that they are off-
premise advertisements, they are
not an adequate substitute for
traditional advertising displays
or freeway-oriented signage, but
rather serve as an additional
informational and directional
tool to assist motorists in safely
exiting the roadway to obtain
essential traveler services.

On-Premise Sign This is not a
major media player, but it is
essential to the success of cor-
porate major media advertising
programs.

The on-premise sign should be
considered a full-function com-
munication and design system.
In any commercial setting, the
sign should be easily detectable,
following these three basic
guidelines:

1. It must be of suffi-
cient size and
height not to be
masked or
obstructed by
intervening traffic
or other objects in
the visual field.

2. It must display
“content” (copy
and/or graphics)
that is legible.

3. It must stand out
from its background.

In other words, a sign should
possess optimum legibility,
readability and conspicuity.  

When a sign meets optimum
visibility and readability stan-
dards, it will become one of the
most important ingredients of an
advertising campaign, especially
if it displays a business trade-
mark or logo that is featured in
other media advertising efforts.
In addition, building design and
colors, product displays and dis-
pensers, landscaping, lighting,
and layout may all be integrated
into an advertising program that
utilizes corporate identification
systems and programs.  All of
these visibility pluses add up to
distinct market advantages for
the subject business.

Commercial Speech
Effectiveness
Measures: Common
Currency in the
Trade

A business sign’s cumulative
value is almost totally depend-

A large majority of billboard advertisers 
in rural areas are small, locally owned
businesses.
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12. Taylor, Charles R., and Franke, George R. “Business Perceptions of Billboards in the U.S. Economy,” Journal of Advertising
Research, June, 2003.



traffic counts than a poster.  This
disparity is reflected in lease
rates:  A bulletin space of 720
square feet generally commands
$3,500 – $7,500 per month,
whereas poster space of 320
square feet sells for $500 – $750
per month, and sometimes less.  

On-premise business signs (and
also political campaign signs)
perform the same function as
the outdoor advertising structure
– develop top-of-mind aware-
ness in their targeted viewer,
thereby increasing the viewer’s
inclination to choose the product
or service the displayed message
suggests.  

An on-premise business sign
will be passed many times by
consumers who work or live in
the local trade area served by
the business it advertises.  Even
though its message may not be
immediately relevant, repetitive

passing will imprint it in viewer
memory for later recall should a
need arise for the product or
service it advertises.  

Signage
Effectiveness
Measures

Canadian and U.S. advertising,
marketing, and sign manufactur-
ing communities rely on four
measures (or valuations) to
assess the effectiveness of an
advertising medium:  reach,
readership, frequency, and cost
per thousand exposures.  

1.  Reach 

This measurement addresses the
types of consumers who are
being exposed to the advertiser’s
message.  For example, newspa-
per advertisers obtain address
lists of subscribers and from the
demographics disclosed by the

lists, determine fairly accurately
where their messages are going.
Outdoor advertisers calculate
reach in terms of the percentage
of the population that will likely
be exposed in a four-week peri-
od to the advertising message.

With respect to on-premise sig-
nage, consumer information is
obtained from motor vehicle
records, based on the license
plate numbers on vehicles pass-
ing the sign.  From this data, a
dot map identifying the source
of daily vehicular traffic is con-
structed, and reach can be deter-
mined.  State Department of
Motor Vehicles (DMV) records
also assist in defining a com-
mercial trade area.

2.  Readership

This measurement addresses
whether a message is effectively
speaking to the intended recipi-

Recognition is measured
by testing identification
memory before and after
a particlar campaign.
Such testing is exten-
sively used in political
campaigns where name
recognition is a critical
factor in determining
who is elected.
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13. In the advertisers’ ideal world, advertising increases consumption within a category in some direct or measurable amount.  In reality,
this rarely happens.  Even if advertising effectively shifts consumption from one category segment to another, there is no evidence that
advertising will increase overall long-term consumption (calculated as a percentage of the population) in the category itself.  With respect
to new or “improved” products, and even after an intensive and costly advertising campaign, the entrenched position of an older, compet-
ing product may never be overcome.

Suite 1040,
Washington, D.C.
20036.) 

Top-of-Mind
Awareness:
An Overview 

A prime goal of
advertising is to
develop top-of-mind
awareness, which
involves both recall
and recognition.
Most retailers oper-
ate under the mar-
keting theory that
“share of mind equals share of
market.”  For example, if a con-
sumer is asked, “What product
first comes to mind when you
think of [i.e., hot dogs]?” the
answer is thought to be a good
indicator of market share.  The
consumer is believed to have
top-of-mind awareness for the
product most often purchased or
used.  Many companies base
advertising strategies on the
answer to the “what first comes
to mind” question.  

When introducing new or
improved products, the advertis-
ing campaign must achieve sig-
nificant unaided recall in the
first 48 hours after the listener
or viewer has been exposed to
the advertisement, or the cam-
paign is judged to be of limited
or no success.  Sometimes, of
course, even excellent recall will
not affect a consumer’s buying
patterns or, in the case of a
political campaign, change
someone’s vote.13

Measuring
and
Developing
Top-of-Mind
Awareness:
Relevance to
Market Share

The outdoor advertis-
ing industry conducts
the most sophisticat-
ed studies on
recall/recognition
factors.  Not surpris-
ingly, these studies
establish that larger

signs on high-density traffic
routes are more effective than
smaller signs on less frequented
roads.  High traffic count and
premier space position are pri-
mary factors in the cost of out-
door advertising because they
translate into greater
recall/recognition (or top-of-
mind awareness) and market
share.

For example, an outdoor painted
bulletin typically enjoys higher

In some cases, an on-
premise sign may provide
information relevant to an
immediate need, while in
other cases, it may trigger
an impulse stop.  In all
cases, however, for those
who frequently pass the
structure, the sign is help-
ing to create a viewer
memory of the business it
reflects – a memory that
is ready for recall when
pertinent.

To be effective, a sign must be of sufficient
size and height not to be masked by interven-
ing traffic or other objects in the visual field.



drivers are just passing
through and may see the sign
only once; other drivers live in
or near the sign’s trade area,
and therefore see the sign
many times a month.  

While origin/destination stud-
ies and traffic counts provide
accurate information on the
number of vehicles daily pass-
ing a sign, this number must be
factored down using tested for-
mulas to account for infrequent
passersby.15

4.  Cost-per-Thousand
Exposures

This measurement addresses the
cost of “exposures” (or gross
impressions) of the advertiser’s
message, and is the one com-
mon denominator among all
commercial communication
media, whether radio, television,
print, direct mail, outdoor adver-
tising, or on-premise signage.  

It is important to remember that
cost-per-thousand exposures cal-
culations do not take into
account the likelihood that the
“exposures” will result in a
meaningful “read” of the mes-
sage.  Mass-mailers work hard
to target their information to
individuals who are most likely
to be interested in the product or
service they are selling, yet
much of their information is
thrown away unopened.  Radio
stations sell based on the demo-
graphics of their listeners at any
given time.  Those stations play-

ing music that appeals to young
listeners, for example, will pro-
vide a better return for an adver-
tising investment to the business
selling video games than to the
one selling hearing aids.
Television advertisers not only
must consider the demographics
of viewers of particular pro-
gramming, but also the increas-
ing tendency for those viewers
to either use their remote control
to flip between stations during
commercials or to leave the
room during commercials.
Radio and television both
involve many wasted exposures
to people who live or work out-
side a business’s trade area, or
who are not potential customers.
Signs, unlike most other adver-
tising media, cannot be turned
off or thrown out.  And while
they broadcast their message to
every person who passes,
including those who would not
be interested in their message,
one major benefit is that they
are speaking to people located
directly in the business’s trade
area. 

Calculating comparable costs-
per-thousand exposures for

advertising media relies on
frequency measures.  Once
frequency data is assembled,
the total out-of-pocket cost for
the subject medium is divided
by the number of exposures, or
“reads”, (per thousand) occur-
ring during a defined time
period.  Costs-per-thousand
exposures vary significantly
among media.  The advertiser

must determine if the cost of the
medium or media chosen is gen-
erating desirable returns, both in
terms of retaining past cus-
tomers and obtaining new ones. 

Outdoor advertisers have often
demanded verification that their
ads have been displayed as
promised and that the ads
achieved the promised exposure.
The Traffic Audit Bureau
(TAB), created in 1933 by sev-
eral outdoor advertisers16 as an
independent auditor, works to
improve this verification
process.  TAB is not only audit-
ing traffic counts, but is working
on methodology, based on eye-
tracking studies, of determining
whether a particular sign is actu-
ally being observed, rather than
just capable of being observed.
Perception Research Services
has conducted three eye-track-
ing studies.  The first study, con-
ducted in 1983, tracked eye
movements of 200 participants
who were shown videotapes of a
highway course.  Among other
findings was the conclusion that
larger signs were noticed more
than smaller signs.  Two follow-
up studies (one in March, 1999

Signs are the most effective
form of advertising for the
small independent merchant.
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14. Small Business Advisory, 1998 Vol. II, Gulf Industries’ Survey
15. Numbers and percentages representing viewers who may see the sign, but are not potential consumers of the goods, products, or serv-
ices advertised are defined as “waste” factors.
16. The Traffic Audit Bureau was created by the American Association of Advertising Agencies, The Association of National Advertisers,
and the Outdoor Advertising Association of America and is made up of sign owners and advertising company representatives.

ent.  Several research techniques
are used to determine this factor.
Two of the most commonly used
are the recall and recognition
tests discussed earlier in this
chapter.  Rating services provide
the tests and test results for all
major-media advertisers; for
example, television and newspa-
per advertisers rely on Nielsen
Ratings Services.  

Small-business owners not
engaged in franchised business
operations usually do not have
access to national-rating-service
readership tabulations, because
such data is generally protected
as trade secret information by
the parent franchiser company.
For such independent or nonaf-
filiated small-business owners,
the services of a local market
researcher may be required to
obtain readership measures.
Also, on-premise sign compa-

nies and trade associations will
often assist in compiling data.  

In 1997–99, in conjunction with
SigntroniX (formerly Gulf
Industries) of Torrance, CA, 165
independent small businesses
each surveyed 15 to 30 first-time
customers or clients to determine
what prompted their visit.  The
surveys were conducted 30 to 45
days after installation of a new
sign.  In all, the businesses sur-
veyed 2,475 customers.  One of
the survey questions was, “How
did you learn about us?” The
respondents answered as fol-
lows:

Your sign: 50% (1234)
Word of mouth: 33% (820)
Newspaper ad: 9% (212)
Yellow Pages: 6% (39)
Radio commercial: 1% (38)
Television commercial: 1% (32)

These results clearly demon-
strate two things:  (1) the subject
signs were effectively speaking
to (or being read by) potential
customers; (2) signs are the most
effective form of advertising for
the small independent merchant.14

3.  Frequency 

This measurement addresses
how many times a typical view-
er, reader, or listener is exposed
to the advertiser’s message in a
given period of time.  For exam-
ple, a newspaper would measure
frequency based on the number
of times a week (or month) a
typical reader reads the newspa-
per.  

Frequency measures are more
difficult to determine for sign
advertisers and owners, particu-
larly those who are dependent
upon on-premise signage.  Many

Small businesses such
as these, which are not
engaged in franchised

business operations,
usually do not have

access to national-rat-
ing-service readership

tabulations, because
such data is generally

protected as trade
secret information by
the parent franchiser

company.



slim profit margins that just a
small increase in advertising
costs can have disastrous effects
on the corporate bottom line.
Because of narrow profit mar-
gins, large retail corporations
have created a major media
advertising mix that relies heav-
ily on the on-premise sign for
reinforcement of the messages
and corporate logo identifiers
conveyed by television and print
advertising.  

Product franchisers like
McDonald’s have utilized on-
premise signage with remark-
able success.  With business-for-
mat franchisers such as Meineke
Mufflers, which do not sell a
product but instead corporate
identification and a “way of
doing business,” the on-premise
sign, backed by corporate major

media advertising, is the essence
of the franchise package.

While large national corpora-
tions understand the value of
on-premise signage, many small
business merchants and propri-
etors unfortunately do not.  By
utilizing the on-premise sign as
the primary medium for attract-
ing the attention of passersby,
all other media efforts, if crafted
to reinforce the sign’s image or
message, are enhanced – result-
ing in significant advertising
budget savings.  

Asset Management
of the On-Premise
Sign

On-premise business signs are
an elemental component of suc-
cessful business strategies.  In

the best of all possible retail
worlds, installation of an afford-
able on-premise sign that attrac-
tively speaks to potential con-
sumers and effectively invites
their patronage will generate
sufficient revenue to enable the
small-business owner to afford
additional advertising media,
such as the Yellow Pages, plus
the occasional newspaper adver-
tisement and radio spot.  

Table 1 offers a profile of
American business types and
how they address their varied
marketing and advertising basic
needs, using traditional media
options.

Derived Demand

The on-premise sign can be used as the primary medium for attracting customers.  But if
the business fails to take advantage of the branding capability of the storefront by creat-
ing a non-uniform appearance, it cannot reap the full benefits of its signage investment.
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17. It is important to note that the subjects of the later two studies were not driving, but were passengers.  Additionally, the study included
no content controls to equalize the visual impact of each sign.  Finally, some of the passengers were familiar with the road, which may
have skewed their perception of the signs.
18. This was just one of four criteria that had to be met before a sign could be audited.  The other three were:  a maximum of two adver-
tisements on the same structure facing in the same direction; face location within 150 feet of oncoming traffic; and faces angled toward
the roadway rather than parallel to it.
19. This system is no longer used for the purpose of auditing due to lack of participation and its limited application to the full range of
outdoor advertising types.

and the other in March, 2000)
tracked eye movements on pas-
sengers in vehicles driven past
several billboards.  It found that
70% noticed signs within their
field of vision.  The use of cut-
out extensions improved recog-
nition of the signs.17

The outdoor advertising industry
has developed highly detailed
and sophisticated methods for
determining exposures for par-
ticular signs.  Once known as
Space Position Value (SPV), the
industry’s billboard visibility
rating system is known today as
the Outdoor Visibility Rating
System (OVRS).  It was devel-
oped in the late 1980s (and
adopted as the industry standard

in 1989) by Peter Riordan and
the American Association of
Advertising Agencies.  The sys-
tem requires that a billboard be
visible for five seconds18 in
order to be able to be included
in a sign company’s Daily
Effective Circulation (DEC)
audit (which verifies the number
of 18+-year-olds who view a
given sign in a given day).19

Under the system, a billboard’s
rating is increased for various
positive locational attributes,
including visibility for a period
of six seconds or longer.  

Media Cost
Comparisons

North America is enjoying per-
haps the most dynamic retail
period in its history.
Technological advances in data
collection permit information
gathering on consumer behavior
and preferences that was never
before possible.  With this infor-
mation, businesses can now
craft media advertising to reach
particular targets in varying
degrees.  

In our highly competitive retail
economy, profit margins are
continually squeezed.  Large
corporations like Best Buy, Wal-
Mart, or Kmart operate on such

Because they operate
on slim profit mar-
gins, large retail cor-
porations rely heavily
on the on-premise
sign to reinforce their
major media advertis-
ing and corporate
logos.
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TABLE 1
Profile of Private Sector Commercial Sign Users:  

Typical Marketing, Advertising, and Site Selection Strategies

Profile of PrivateSector Marketing and Trade Area Site Selection Strategies
Commercial Sign User Advertising Strategies for Visual Communication

Mom and Pop -No corporate ID program -Local -Temporary signage
Operation -Word of mouth -Permanent signage

-Referral -Limited landscaping
-Direct mail campaigns -Ingress and egress
-Newspaper advertising -Limited planting of vegetation
-No magazine advertising -Standardized lighting
-No TV/radio advertising -Product dispensers

-Product display
-Window sign
-No building design
-No off-premise
-No corporate identification

Local Specialty Shop -No corporate ID program -Local -Temporary signage
-Word of mouth -Permanent signage
-Referral -Landscaping
-Direct mail campaigns -Ingress and egress
-Newspaper advertising -Planting of vegetation
-No magazine advertising -Lighting
-No TV/radio advertising -Product dispensers

-Product display
-Window sign
-Building design
-Limited off-premise
-Limited corporate identification

Regional Chain -Corporate ID program -Local -Temporary signage
or Franchise -Word of mouth -Regional -Permanent signage

-Referral -Landscaping
-Direct mail campaigns -Ingress and egress
-Newspaper advertising -Planting of vegetation
-Magazine advertising -Customized lighting
-Local TV/radio advertising -Product dispensers

-Product display
-Window signs
-Building design
-Off-premise/private signage
-Corporate identification

National Chain or -Corporate ID program -Local -Temporary signage
Franchise -Word of mouth -Regional -Permanent signage

-Referral -National -Landscaping
-Direct mail campaigns -Ingress and egress
-Newspaper advertising -Planting of vegetation
-Magazine advertising -Customized lighting
-Local/national TV/ -Product dispensers
radio advertising -Product display

-Window signs
-Building design
-Off-premise/private signage
-Corporate identification

Profile of PrivateSector Marketing and Trade Area Site Selection Strategies
Commercial Sign User Advertising Strategies for Visual Communication

Destination-Oriented -Possible corporate ID program -Local -Temporary signage
Super Store -Word of mouth -Regional -Permanent signage

-Referral -National -Landscaping
-Direct mail campaigns -Ingress and egress
-Newspaper advertising -Planting of vegetation
-Possible magazine advertising -Customized lighting
-Regional TV/radio advertising -Product dispensers

-Product display
-Window signs
-Building design
-Off-premise/private signage
-Corporate identification

Destination-Oriented -Corporate ID program -Local -Temporary signage
Mass Merchandiser -Word of mouth -Regional -Permanent signage

-Referral -National -Landscaping
-Direct mail campaigns -Ingress and egress
-Newspaper advertising -Planting of vegetation
-Magazine advertising -Customized lighting
-Local/national TV/radio advertising -Product dispensers

-Product display 
-Window signs
-Building design
-Off-premise/private signage
-Corporate identification

Factory Outlet Store -Corporate ID program -Local -Temporary signage
-Word of mouth -Regional -Permanent signage
-Referral -National -Landscaping
-Direct mail campaigns -Ingress and egress
-Newspaper advertising -Planting of vegetation
-Magazine advertising -Lighting
-TV/radio advertising -Product dispensers

-Product display
-Building design
-Off-premise/private signage

Strip, Outdoor, and -No corporate ID program -Local -Temporary signage
Indoor Malls -Word of mouth -Regional -Permanent signage

-Referral -Landscaping
-Direct mail campaigns -Ingress and egress
-Newspaper advertising -Planting of vegetation
-Possible magazine advertising -Lighting
-Possible TV/radio advertising -Product dispensers

-Product display
-Building design
-Off-premise/private signage


