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A study on display elements for improving advertising effects
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Introduction
1. Background and Objectives of this study

Outdoor advertising has been guided by visual effects such as
the appropriate letter size and viewing angle of outdoor advertising
for pedestrians and car drivers, and harmony with the landscape
such as the area and color and the display method of outdoor
advertising taking scenery preservation into consideration. With
these measures, outdoor ads have improved, but some of them
continue to not follow guiding, have poor design, are scattered, and
have become a social issue. The underlying intention of advertisers
appears to be increasing effectiveness by making their ads more
flashy and conspicuous than others in an attempt to rely the
maximum possible information. From the viewpoint of the
conventional guiding of outdoor advertising such as the visual
effect and the relation with the landscape that it is not enough
convincing power to advertisers.

Therefore, adopting the viewpoint of the medium of
communication between advertisers and viewers, which is
considered to be the original purpose of advertising, the study
aimed to clarify the effects that make it easy for viewers to accept
the outdoor ad, and to append that viewpoints to the guiding of
outdoor advertising which can be satisfied with advertisers fie-D.

In this study, we defined an effect that viewers prefer accept
and easy to recognize messages of outdoor advertising as receiving
effect, and pursued display elements and design elements with high

receiving effect from the aspect of advertising effect.

2.Terminology and subject of study

Outdoor advertisements refers to the properties specified
under the Outdoor Advertising Act in Japan, but this study topic
targets the advertising boards and the display boards displayed on
the buildings that are provided a lot and often problematic in

guiding outdoor ads. In addition, it is necessary to solve the

Previous Studies

visual
effects

whether to be acceptable
to the viewer

whether to appeal

to the viewer

receptivity

This Study effects

Fig 1. Study Position

problems of excessive posters on the windows, flags on the streets,
and digital advertising. However, we focused on advertising boards
in this study; because in mostly cities, posters or flags have not been
included in outdoor advertisements. In addition to the basic
regulations established by prefectures, local governments can
establish their own ordinance and encourage unique landscape
formation. Protection of the historical landscape district,
maintenance of the downtown area and the landscape of the newly
developed area. On the contrary, there are cases regulations be
relaxed intentionally for vitalization of areas local communities.
The main policy of the outdoor advertising has been consisted
by the viewpoints such as safety management and harmony of
landscape; there are regarding design restrictions have color and
display area etc, however, it effect is limited. In many cases, there
are problems with the display of the ads within the range where
these restriction of outdoor ads does not reach; the study scope was

narrowed into display boards this into consideration.

3.Features of previous study and this study

Most the measures for restriction of outdoor ads in Japan are
stipulated, and representative include posting restrictions, total
amount control, quantity restriction, medium type restriction, color
regulation, material regulation, display contents, regulations of self
and other advertisers, regulations of lighting and movement,
condition setting for examination, and obligation to attend business
registration and training.

There are a number of studies that are the basis of these
measures, fundamental study, guiding of local governments,
education in the industry and so on have been closely related.
However, due to the basic nature of the outdoor advertising law,
there is a limit to legal implementation, and the reality of
implementation depends on the consciousness of the person in
charge of the local government. In addition, advertisers rarely
receive administrative guidance directly, and there is a real
situation of providing guidance to the makers who have installed
outdoor ads.

Therefore, this study, about to the display design of billboards
that are difficult to directly induce for improvement, we clarify the
elements of the expression that the viewer can easily accept through
two researches, and to make advertisers aware of the relationship

between advertising and viewers who must accept the ads. The
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study also aims to encourage voluntary improvement of the method
of displaying used by advertisers for outdoor ads.

In addition to advertisers, interested parties of outdoor
advertising are also advertising media busines operators, designers,
manufacturers and outdoor advertising administrative officers, and
so on. It is aimed to lead the method of display design of advertising

that these people put to practical use.

4. Structure of the study

This study report consists of 6 chapters, which consider the
receiving effect of outdoor advertising and clarify its components
and methods for improving the advertising effect.

In Chapter 1, we confirmed prior studies on the visual effect,
receiving effect, advertising effect etc. of outdoor advertising, and
extracted the subject of this study.

In Chapter 2, we clarified the design elements of outdoor ads
accepted by viewers through the results of the respondents'
evaluation by semantic differential (SD) survey, which using
samples of 60 items (images of products, people, animals,
characters, buildings etc., ads including only texts etc.) and
evaluated them by 11 items of adjective, and extracted the eight
elements of the design of outdoor advertising accepted by viewers.
The elements were (1) elegant, (2) simple, (3) warm, (4) familiar,
(5) cheerful, (6) interesting, (7) distinct, and (8) easy to understand.

In Chapter 3, we analyzed the relationship between the
favorability of outdoor advertising and the receiving effect (based
on the results of the survey). we derive ‘Elegance’ and ‘Enjoyment’
using positivity analysis, and clarified the branch point of the
design elements of each of the advertising with high receiving
effect and the advertising with low receiving effect.

In Chapter 4, we verified the effectiveness of display elements
with ads of high receiving effect and ads of low receiving effect that
were extracted in Chapter 3. There were 4 patterns of each sample
ads, 2 of them were consisted by the display elements by high
receiving effect, others were consisted by low receiving effect (a
total of 56 types for 14 ads), that were conducted the survey of the
participants’ impressions using a 5-grade scale to measure the
favorability level and degree of understanding of the 6 items. We
analyzed the results of the survey from the viewpoint of the display
quantity and design (such as number of displayed items, number of
colors, number of pictures, area ratio of graphics, display method of
main information, correlation with purchase and use).

In Chapter 5, we summarized the display elements, through
the two surveys, as a method for improving the advertising effect.
This suggested the possibility of a new guiding method that can be
easily convinced by advertisers.

In Chapter 6, we reviewed the result of each chapter. The

grounds for guiding outdoor advertising in the past were mainly
based on visual effects and harmony with the landscape, however in
this study, we extracted display elements for improving the
receiving effects of outdoor advertising, and presented a new

method for guiding outdoor advertising.

Chapter 1. Premise of study
1-1. Confirmation of prior studies
We confirmed the following prior studies.
(1) A study on the visual effects of outdoor advertising
*Visual recognizability of outdoor ads (readability, legibility, eye
attractivity)
(2) A study on the receiving effect of outdoor advertising
eUrban landscape and color of outdoor ads
eUrban landscape and amount of outdoor ads
*Advertising effect of outdoor advertising
*Regulation effect of outdoor advertising
(3) Related research
eInstallation status of outdoor ads

*Viewers' and advertisers' awareness of outdoor advertising

1-2. Objective of the study

There are differences in outdoor ads depending on regional
characteristics (such as trunk roads and living roads, urban areas
and suburbs, and historical townscapes). One factor that hinders the
landscape is the amount of high-density outdoor ads. Outdoor ads is
concentrated on the traffic hub where the advertising effect can be
expected, especially the condition of being crowded with
advertising (rental signboard) in the vicinity of the intersection
inner city neighborhoods, and if there is no land where outdoor ads
can be installed, these are displayed like large flyers on the building
wall. Under circumstances where outdoor ads is overflowing, it is
an important issue for advertisers to appeal their own ads to those
viewing others. Compete to be more prominent and more
prominent than others, make the landscape even worse. However,
it has not been clarified whether expression of outdoor ads that is
flashy and conspicuous is effective for advertising effect.

In terms of understanding this, as confirmed by Takeyama®,
when voluntarily improved outdoor ads regardless of regulations,
favorablities and supports of the companies and stores have
improved. Also, as confirmed by Kim et al.?, strengthening the
design of individual outdoor ads may lead to the formation of
attractive urban landscapes.

Based on the above, we made the this study targets display

design of advertising boards which are often a prob in particular.
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Chapter 2. Design elements of outdoor advertising accept by
the viewers
2-1. Impression evaluation survey of design of outdoor
advertisements
2-1-1. Purpose of the survey

To extract the design elements of outdoor advertising accept

by viewers, we analyzed the component of display of outdoor ads.

2-1-2. Methodology

A total of 133 people (75 designers and 58 people without
design experience) participated in the evaluation as subjects of
survey. We conducted the survey with one set of whole pictures
through which one can understand the display surface and the
installation of outdoor ads, using the SD method with a 5-point
scale for 11 items of adjectives. The photo size consists of the
display surface: 75 mm (length) x 100 mm (width), and the
installation situation of outdoor ads : 55 mm (length) x 70 mm
(width), which set notation on an A4-size sheet of paper.

Sample ads used for stimuli were displayed on the main
element of illustrations and photos (products, business styles,
people, buildings, shops, maps, nature, animals, symbol marks,
images, etc.), that seems strongly influence the impression of the

ads.

2-2. Analysis and consideration of design elements of outdoor
advertising accepted by viewers

As an advertising accept by viewers, we assumed that the ads
evaluated by subjects of survey as comfortable was "comfortable
advertising".

We extracted elements of outdoor advertising accepted by
viewers based on the other evaluation items that correlated with

"comfortable advertising" by 50% or more, and more over extracted
the elements based on the ratio of "comfortable advertising" that
occupy the top deviation value of each extracted item. Next we
revealed the element.

The analysis revealed 8 items as the elements of outdoor
advertising accepted by viewers: (1) elegant, (2) simple, (3) warm,
(4) familiar, (5) cheerful, (6) interesting, (7) clear, and (8) easy to
understand.

The design element of the element of advertising accepted by
viewers such as the area ratio to the underlying surface of graphics,
the number of colors, three attributes of color, the tendency of

"picture" were revealed.

In this study, images such as photographs and illustrations are
referred to as “pictures,” and a total amount of letters and “pictures”
is referred to as “graphics”.

Also, the elements are duplicated, that are classified as

"elegant and interesting", familiar, cheerful, warm, and interesting".
The following matters were found to be acceptable;
*The

interesting", has a calm, monotone hue and a cold color. The letters

image of advertising is "Elegant and fascinating
are discreet, but those with a high degree of uniqueness is accepted.

*The image of advertising is "Familiar and right with a sense of
humor", has green, which conveys safety, security, and familiarity;
orange, which represents vigor and pleasure; yellow which signals
cuteness. And, to use those bright colors with a single color scheme
is accepted.

*The area ratio of the “graphics” is smaller than 40% if one wants
to impart an elegant image, and 50% or smaller if one wants to
communicate a sense of familiarity and cheerfulness.

*The image contains key pieces of information such as the store
name, product name, and industry type. These are symbolic

“pictures.”

e[t is preferable to make a simple graphic expression that
produces images of products or industries, and to tell distinctly.

*Three-dimensional expressions and things with individuality in

the form of advertising are accepted.

2-3. Further analysis and consideration

We analyzed whether there was a difference in the evaluations,
depending on whether the participants had an attribute design
experience. As the creator of an ad, the designer becomes the
sender of the ad, and other people (hereinafter referred to as
ordinary people) are the recipients. When ordinary people assess
their impressions of outdoor ads on paper, there is a tendency to
appraise complex ads as well as the medium of paper, but on the
whole, there were not outstanding differences between the
tendencies of the designer and ordinary people.

As aresult of analyzing “pictures” that have a strong influence
on impressions of outdoor ads, “pictures” seen in the “comfortable
ads” that is symbolically expresses goods, industries, and images.
To create a simple graphic expression is high rating. As for the

photo, there is only photos that clipping the subject (expressing like

~——t+——display board

area
“pictures”
 display__| — “graphics”area
information (total display
amount

e.g. number of display info items :
2 items (mark and shop name)

Fig.2 Definition of terms
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symbolmarks) or displaying it in a single color. The tendency of
“pictures” seen in the “uncomfortable ads” is comprised of that

include photographs and illustrations of people, or it is a

complicated "picture".

Ads that only contain letters and do not display “pictures” are
evaluated on average. The publication of “pictures” in outdoor

advertising is one of the factors that draws viewers’ attention,

whether considered comfortable or uncomfortable.

Chapter 3. Favorability ratings of outdoor advertising and the

Receiving effect

3-1. Analysis of favorability ratings of outdoor advertising

As the analysis of favorability rating of outdoor advertising,
we analyzed 60 surveyed samples with “elegant and interesting”,

“familiar, cheerful, warm, and fun(interesting)” as the index, which

is the design elements in the previous chapter.

Elegant and interesting were beautiful, not flashy, and gentle
beauty were defined as “Elegance”, and familiar, cheerful, warm,
and fun were “Enjoyment”, since such images were considered

pleasant. ( In addition, we replaced “interesting” as belonging to

“Enjoyment” as “‘fun”.)

3-1-1. Consideration of favorability ratings

Figure 3. Favorability Major Component Matrix “(DElegance”
Ads classified in the first quadrant are rated as elegant and
interesting. “(2Enjoyment” Ads classified in the first quadrant are
rated as familiar, cheerful, warm and fun (abbreviated as familiar
below). An ad classified here is considered to be high favorability
ratings, because it satisfies the elements accepted by the viewers.

Especially, the ads overlapping the first quadrant of “(DElegance”

Surioq

Low Favorability [

(DElegance (QEnjoyment
elegant familiar
A A
2nd Tst 2nd 1st
elegant elegant familiar familiar
but inferior to "»;1 but inferior to &
interesting | interesting | & g fun fn |
& =3 =
3rd 4 | 2 ® 3rd 4th
vulgar interesting unfamiliar fun
: but inferior to : but inferior to
boring elegant boring familiar
v ¥
vulgar unfamiliar

Fig.3 Favorability Major Component Matrix
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Fig.4 Areas of categorization of Favorability

and “(2Enjoyment” in Figure 3. Favorability Major Component

Matrix, which is classified as A of Figure 4.Areas of categorization

of Favorability are elegant, interesting, familiar and fun ads, so it

is considered that the s satisfy the elements accepted by the viewers,

the image is multifaceted, and favorability ratings is extremely high.

Conversely, Figure 3. Favorability Major Component Matrix

“(DElegance” Ads classified in the third quadrant are rated as vulgar

and boring. “@Enjoyment” Ads classified in the third quadrant are

rated as unfamiliar and boring. An ad classified here is considered

to be low favorability ratings, because it is low proportion of

satisfies the elements accepted by the viewers.

3-2. Analysis of the Receiving effect of outdoor advertising

Ads with high favorability ratings, including elements that the

viewer experiences in outdoor ads, are more likely to be seen and

lead to the receiving effect. However, even with a design to which

the viewer assigns a high favorability rating, the content is not

necessarily transmitted. While it is important for some ads to be

likable, sometimes it is desirable to prioritize the content (such as

the name, location, or type of industry), rather than to obtain a

favorable outlook for outdoor ads. It is important that outdoor

advertising are easy to understand and to communicate the content.

Ads have a high favorability rating, and moreover ads that easy to

understand are considered to increase the receiving effect. In order

to analyze the receiving effect, we added easy understandings to the

favorability rating, and carried out principal component analysis

(PCA).

puejsIopun o3 pIey

(®Elegance (®Enjoyment
elegant & interesting familiar & fun
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3-2-1. Consideration of the Receiving effect

Figure 5. Receiving effect Major Component Matrix “3)
Elegance”and “(@Enjoyment” Ads classified in the first quadrant
are rated as having high favorability rating and easy to understand.
Especially, the advertisements overlapping the first quadrant of “3®
Elegance” and “@Enjoyment” in Figure 5. Receiving effect Major
Component Matrix which is classified as C of Figure 6. Areas of
categorization of Receiving effect are contain a lot of favorable
elements that draw the viewer’s attention, and the receiving effect
is extremely high.

Conversely, Figure 5. Receiving effect Major Component
Matrix “(®Elegance”and “@Enjoyment” Ads classified in the third
quadrant are rated as having low favorability rating and hard to
understand. Especially, the advertisements overlapping the third
quadrant of “(®Elegance” and “@Enjoyment” in Figure
4 Receiving effect Major Component Matrix which is classified as
D of Figure 6. Areas of categorization of Receiving effect are low
proportion of satisfies the elements accepted by the viewers and
hard to recognize the ads even though people have seen the ads, so
there is a high possibility that the receiving effect cannot be

expected.

3-3. Analysis of display elements in the Receiving effect

We hypothesized that there is a possibility that the receiving
effect might be improved by clarifying the points of improvement
in the design ads classified as having the low receiving effect in D
of FIG.6 Areas of categorization of Receiving effect. We clarified

the branch point of the display elements of high and low ads.

3-3-1. Analysis of displayed information volume

“Ads with high receiving effect” had that the average of
number of information items was 3.1 items and the average of
number of relevant information was 3.1 informations. “Ads with a
low receiving effect” had that the average of number of information
items was 4.7 items and the average of number of relevant

informations was 8.5 informations, and the number of relevant

informations was large to the number of information items.

3-3-2. Analysis of Design
In terms of designing “Ads with high receiving effect,” the
main information is not limited to the names of companies and
shops, but tends to express the type of business greatly with
“pictures” or letters. Moreover, the main information' color
contrasted with the background color, makes the main information
stand out. There is a tendency not to display secondary information
except for names and symbol marks. The catchphrase is written in

English and displayed as a design accent, rather than letting the

viewer read it. There are less than 3 colors or 3 hues, excluding the
colored picture. Commonly one “picture” is displayed. The layout
is a simple design that is distributed in the center of the screen.

“Ads with low receiving effect” are designed only letters with
multiple colors on the entire board, displayed multiple “pictures”,
or complicated “pictures”. Also, “pictures” are not directly related
to the Industry of advertiser. Layout has a tendency to lack order
such as dispersing information or the mixed writing of characters
horizontally and vertically. As for color, that has a tendency the
ambiguous color scheme of approximate hues, and the names of
companies and stores are difficult to distinguish.

The ratio of the “graphics” (the total amount of display
information) to the surface of the display board was 50% on
average for the area ratio of “ads with high receiving effect” and

67% on average for “ads with low receiving effect.”

3-4. Considering display elements in the Receiving effect

Ads with a large amount of information might be due to
advertisers desire to convey as much content as possible, but the
amount of displayed information and the receiving effect are
inversely proportional. As many studies have revealed, readability
drops as the amount of characters increases. Furthermore, it is
difficult to have margin on the display surface. The layout becomes
distracted, the point of view is not decided just at first glance, it is
hard to understand what advertising it is, and there is a possibility
that the receiving effect may be influenced.

As for color, the number of colors is also counted as one of
information, and multicolor usage may influence the receiving
effect. Three attributes of color (hue, luminance, and chroma) do
not necessarily impact the receiving effect, but the color
coordination is likely to give influenced.

Although displayed “pictures” was revealed to be one of the
factors in the section 2 that draws viewers’ attention, displaying
complicated “pictures” not directly related to the Industry of
advertiser are highly likely to reduce the receiving effect.

In addition, enterprises that are not generally recognized, that
be not able to be conveyed what ads by displayed information in
English letters only, it to be likely to reduce the receiving effect.

Based on the above analysis, it was found the multifaceted
influence to the receiving effect of advertising, that such as the
numbers of information items, the numbers of letters, the number of

“pictures,” and the numbers and combination of colors.

Chapter 4. Verifying the Receiving effect of outdoor
advertising
We examined display elements with display elements of high

and low the receiving effect of outdoor advertising, and analyzed

Summary of Doctoral Thesis, KOBE DESIGN UNIVERSITY



the display elements for improving the receiving effect through

information volume and design perspective.

4-1. Validation items
4-1-1. Validation of information volume
The contents of the information of outdoor ads comprise a

company name, a shop name, a type of industry, a catch phrase, an
address, a telephone number, and “pictures” (such as a photograph,
illustration or symbol mark). We examined whether the receiving
effect improves when the amounts of these contents are limited to
the display elements of ads with high receiving effect. The
limitations of information amount are as follows:

(1) Ratio of the “graphics” is within 50%.

(2) Information items are about 3 items or less.

(3) Colors are 3 colors or 3 hue or less.

(4) “Pictures” is one.

4-1-2. Design verification
We examined whether the receiving effect improves even on a

display on which has a lot of information when a display design is
altered. The changes of design are as follows:

(1) Change letters sizes.

(2) Change "pictures" sizes.

(3) Change "pictures" expressions.

(4) Presence or absence of “pictures.”

(5) Change colors of main information and background.

(6) Change color coordinations.

4-1-3. Verifying correlation with purchase / visit

The primary goal of an advertising submission is to
announcement places of shop, to purchase goods or use facilities.
We analyzed items that correlated with evaluation item (2) want to

buy / visit.

4-2. Verification method
With 40 designers as subjects, we presented four patterns of
designs for one ad, and administered of the impression evaluation

survey, with total of 56 items ads as the stimuli.

4-2-1. Evaluation items
As the receiving effect, it evaluated based on the favorable and
intelligibility impression by survey subjects, and using a 5-grade
scale. The Evaluation items are as follows:
The favorability rating consisted of:
(1) like <> dislike
(2) want to buy / visit <> do not want to buy / visit

(3) to become pleasant <> to become unpleasant

The intelligibility rating consisted of:
(4) easy to understand <> difficult to understand
(5) easy to find <> hard to find

(6) easy to remember <> difficult to remember

4-2-2. Sample image
The design of 4 patterns comprised the following sample (&) ~

©):

® is a design consisting of display elements with low receiving
effect.

is the same as ® regarding the content of the displays, and
changed the design such as layouts and colors.

© is a design consisting of display elements with high receiving
effect.

© is a design composed of display elements with the high
receiving effect as well as (O, changed the photo of © to an

illustration or a symbol mark, and changed the main information to

“pictures,” or changed the colors. (See Fig.7)

A display board of sample ad was a display surface of hight
1.5 m and width 2m, and an image of ad installation was assumed
to be installed in single lane road side (The automobile speed may
be 50km/h) near the city. Based on the size and hight of display
board surface, driving speed, etc., we assumed an ad board that
effective for both cars and pedestrians as subjects. The background
of all ads was unified. In the survey form, one type of ad was
displayed on the A3 sizes paper, the display surfaces of sample ®

~(D and images of each ads installation were presented together.

4-3. Analysis of the Regarding effect

Regarding the evaluation, for item (1), 5 points = like a lot, 4
points = like a little, 3 points = neither, 2 points = dislike a little, and
1 point = dislike a lot. For items (2) to (6), for positive ratings, 5
points = very much, 4 points = a little, and 3 points = neither; for
negative ratings, 2 points = a little and 1 point = very much.

We performed PCA, with an average value of 56 items ads as
a explanatory variable, and we standardized the data. As a result of
cluster analysis of the 56 ads, we classified group A into 23 items
(41%), B into 43 items (43%) and C into 9 items (16%). Group A
was ranked Ist to 23rd in the principal component score ranking, B
ranked 24th to 47th, and C ranked 48th to 56th.

4-3-1. Analysis of information volume
Regarding an information-rich display of A®) to ©®), the
change point includes information such as the “percentage of

graphics within 50%,” the “number of information items is about 3,”

“there are 3 colors or 3 hue or less,” and “number of “pictures” is one.”

To verify whether the receiving effect improved, for target ads
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numbers are 1,2,5,7,8,9,10, 11, 12, and 14.

By setting from ® or ®) to © or (@, the favorability ratings ® ©
(1)(2)(3) improved the evaluation of all ads. The intelligibility
ratings of (4) easy to understand, and (6) easy to remember, '&’2.)‘5"?,’;”
improved the evaluation for 90% of ads. Rating (5) easy to find T

improved the evaluation for 70% of ads.

4-3-2. Analysis of Design

1) Analysis via the expression method of multiple information

displays

We verified whether the receiving effect improved by

adjusting layout and color, without changing the information

EHLOHRERE uﬂ \Q
.. . . HEV _ WIFE
content amount of multi-information displays ®. For target ads NO2 B O [wrvemnses P

BRGNS

amount of multi-information displays (®. For target ads, the
numbers are 1, 2,5,7,8,9, 10, 11, 12, and 14. The favorability

ratings improved the evaluations of all ads. The intelligibility rating, No3

(4) easy to understand improved all ads, (5) easy to find improved

60% of ads, and (6) easy to remember improved 80% of ads.

No4
As a comprehensive evaluation, when comparing the principal —
component scores of ® and ® for each ad, the ranking of ® was
raised in all ads, and the receiving effect improved by changing the NOS [

design, even with multiple pieces of information.

2) Analysis of color in main information and background color No6 |

We verified whether receiving effects improves by changing

color scheme @), in which the main information and background o7

color are indistinct, to a color scheme, with a difference in
lightness added. (The target ad is No. 6 A®)).

Due to adding a difference in lightness to the main information NO8

and background color and raising the contrast, the evaluation

improved for all items, and receiving effects was enhanced as well.
NO9

3) Analysis of “pictures”

We verified whether receiving effects was improved by o0 |

adjusting the number of “pictures”, by altering the photographs to

illustrations and symbol marks, and by altering the features of BIEBHE

B | BERBAR | | BERSHAN ,.w
“pictures.” (For target ads, the numbers are 2, 3,4,5,6,8,9,10, 11, No1T | J—J7 2U=yy k— 2= C\N,
and 13). : [———

3)-1. Ads at an eating establishment (Nos. 3 and 4) No12

When ®® food photographs were changed to @ the

illustrations, only item "(1) like" of both No.3 and No.4 of was
No13 YAMADA
) ) . WINE ANVUALY YAMADA YAMADA
improved, but all the other items (2)~(6) evaluation were decreased. WINE WINE WINE
The receiving effect was decreased when changing the food photo 2T % ﬁ
. . T Mhden i T
to illustration. No.14 R = IAWTAN | | Sriad

Fig.7 Sample image of impression evaluation
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3) -2. Ads at a sports gym (No. 9)
When changing (A®) the portrait picture to an illustration, the
evaluation improved for all items (1)~(6), and receiving effects was

enhanced as well.

3) -3. Ad for cosmetic surgery (No. 11)

When portraits of A®© changed to © symbol marks. The
evaluation was that (& was the group C of the cluster analysis,
and © were the group B, © was the group A, so the receiving

effect was improved.

3) -4 Ads that symbolically enlarged “pictures” (Nos. 2, 5, 8)

We validated (©(®) with the same amount of information. Nos.
2 and 8 changed symbolmark size to be about twice, No.5 changed
a image illustration to be symbolic form.

As a result, © "pictures" size to be twice as No.2, ©®) was both
highly evaluated in the group A of cluster analysis, furthermore @
of the principal component score was higher, so the evaluation was
improved by enlarging "picture". No.8, ©®) also was group A, but
(@ of the principal component score was lower, so evaluation was

decreased by enlarging "picture".

3) -5. The presence or absence of “pictures” (No. 13)
Due to comparing ® with no displaying of “pictures” and
©® with displays, the evaluation of ®(©®) was high for all items,

and receiving effects improved by posting “pictures.”

3) -6. “Pictures” not related to industries (No. 10)

When the “©company name (character) that understands the
industry” was changed to “®@ pictures not directly related to
business,” © was group A of cluster analysis, and © was group B,
so the evaluation decreased by displaying “pictures” not related

industries.

4-3-3. Correlation analysis with purchase / visit

From the results of the respondents’ evaluations of their
impressions, due to conducting the correlation analysis between the
evaluation items, the items very strongly correlated as (2) want to
buy / visit with (3) to become pleasant and (1) liked. The strong
correlation consisted of (4) easy to understand and (6) easy to

remember, while the weak correlation was (5) easy to find.

4-4. Consideration of the Receiving effect

Even with multiple pieces of information, layout and color
adjustment improved the favorability ratings at 100% and degree of
understanding at 80%, respectively. Yet by limiting the information,

favorability became 100% and the degree of understanding degree

was 83%. Receiving effects improved by making the proportion of

graphics within 50%, the number of information items about 3

items, the number of 3 colors or 3 hue or less, and the number of
“pictures” to 1.

Regarding the design, the receiving effect improved by 100%
when contrast was increased by adding a difference in lightness
between the main information and background color, and 66%
when the main information “pictures” were made largely symbolic.
However, clarifying the main information improves the receiving
effect, but the size of “pictures” is not directly related to it. The
receiving effect was enhanced by displaying “pictures,” but

“pictures” not related to industries are declining, so receiving effects
will only become strengthened in “pictures” related to industries.

The item that most correlates with want to buy / visit is
pleasant, while the item not correlated most is easy to find, so
pleasant ads are more likely to lead to purchase and visit than fancy,

conspicuous, easy-to-find ones.

Chapter 5. Method for improving the Advertising effect of
outdoor advertising

The design elements accepted by outdoor advertising are
derived from the evaluation of viewers and the display elements
with high receiving effects that were revealed through the analyses
of the two surveys are likable for viewers and easy to understand,
S0 it can be said to be one of the factors for improving advertising
effects.

We introduced the hypothesis as a way to improve the
advertising effects of outdoor ads, with display elements and design
elements that are acceptable to the viewer and to improve the

receiving effect.

5-1. Display elements for improving the Receiving effect
5-1-1. Limitations: Information volume
The receiving effect improves by limiting the amount of

information such as the information items, “pictures,” display area,
and color. Below, we present the amount of information necessary
to improve the receiving effect.

(1) Number of display information items: About 3 items. There
is one main piece of information and two items of sub-information.

(2) Number of “pictures”: One photograph, illustration, symbol
mark etc.

(3) Display area: The total display amount is 50% or less for the
display board area.

(4) Number of colors: 3 colors or 3 hues or less.

5-1-2. Design elements and the Receiving effect

The receiving effect improves by clarifying information and
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adjusting the elements of display design. Below, we present design

elements to enhance the receiving effect.

1) Elucidating the main information

(1) The main information is to display that the name of the
company or shop, the goods, and the contents of the business.

(2) The color of the main information adds the difference in
lightness to the background color. If the lightness differences is
narrow, the color scheme (such as approximate hue or same hue) is
indistinct.

(3) Increase the ratio of letters of the main information to
sub-information (i.e., increase the jump rate). If the size of the main
information is the same as the size of the side information, the

things one aims to convey are indistinct.

2) Features of “pictures”

(1) Photographs, illustrations, and symbol marks directly express
the names of companies or shops, products, and business content,
and to display intuitively understandable “pictures.”

(2) A picture of a person is made into an illustration or a symbol
mark, directly expressing the name of the company or store, the
product, or business content (excluding celebrities with a highly

appealing effect).

3) Color scheme
(1) Create a color scheme, as that the main information can be
seen distinctly.
(2) If display a abstract and simple graphic pattern under
“pictures”, it is as so long as to the same hue color scheme or small
difference in brightness and color saturation (which is visible in one

color from far) is effectiveness.

4) Layout design
(1) Make the main information large, the sub-information small,
sharpen the layout, and create the margin.

(2) Information is to display collectively for each item.

5-2 Improving the Receiving effect through Elegance and
Enjoyment

As a result of investigating the display design of the outdoor
ads to be evaluated by the viewer, the viewer sees elegant, simple,
warm, familiar, cheerful, interesting(fun), and distinct ads, which
contain elements that are easy to understand. Advertising with
duplicate elements produces a high receiving effect. An ad with a
high receiving effect is elegant and interesting (defined as Elegance
in this study) and familiar, warm, cheerful, warm and fun (defined

as Enjoyment in this study). Furthermore, ads deemed to contain

Elegance and Enjoyment with overlapping elements are highly
valued. These are factors that viewers are comfortable accepting
and which they highly favor, so one of the factors of improving
receiving effects is reflecting the image of the next design.

(1) Elegance: FElegant and fascinating interesting

(2) Enjoyment: Familiar and right with a sense of humor

Regarding the goal of displaying an ad, it is important for

advertisers to lead consumers to purchase goods and use facilities.
The analysis of the correlation between the verification items want
to buy / visit, I like to buy, I like to visit, easy to understand, easy to
find, and easy to remember strongly correlated with favorite and fun,
with stronger results for the latter. Since the only weak correlation
was easy to find, receiving effects improved by making the ads

more enjoyable than findable ones.

5-3. Summary of method concerning the advertising effect

The outdoor advertisement object is to promote
communication between advertisers and viewers as advertisements,
and as one of the advertising effects, the display factor for
improving the effect of acceptance which is easy for viewers to
accept that we clarified. We summarized as a method related to
advertising effect below.

Even if one displays as much information as possible (such as
goods and services or the location of a business establishment),
viewers will not accept the ad; understanding will also decrease.
Narrowing down the information to the content that one wants to
convey the most will strengthen the advertising effect.

Even if the viewer finds an ad easily, it is not always possible
to cause the viewer to purchase or visit the object being
conspicuous by showing outstanding colors and schemes from
other ads. By attracting the attention and interest of the viewer to
make it favorable, it will lead to an improvement in the receiving
effect. In order to do so, ads should not be limited to a planar
representation; instead, box letters or stereoscopic “pictures’” — that
are not confined to rectangular display boards and creative forms

(which have a high evaluation) — will enhance the receiving effect

via designs with a deep identity.

Chapter 6. Summary and future challenges

In this study, We have presented the design elements accepted
by viewers and display elements for improving the receiving effect
that lead to advertising effects of outdoor ads.

The display method to enhance the receiving effect of outdoor
advertising forms the basic content of display design. It is thought
that it is effective not only for the single advertising verified this
time but also for the case where the background (i.e., buildings or

landscape) of a plurality of advertising and outdoor advertising are
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different. Furthermore, advertisements that use images enjoyed by
the viewers are more likely to result in the purchase goods and visit
facilities than flashy advertising. This revealed that advertising
effects are not necessarily affected only by flashy and conspicuous
outdoor advertisements that are one of the factors disturbing the
landscape. However, there is one aspect that is inconsistent with
this study. Despite the fact that the flashy advertising of a casual
restaurant was not favorable, high receiving effect was increased
by a high comprehension rating. The advanced analysis revealed
that the ads did not motivate consumers to want to buy or visit. This
suggests that favorability is superior to comprehension in terms of
the receiving effect, but it is necessary to further examine the
relationship between favorability and comprehension ratings.

Regarding the evaluation of outdoor advertising material
designs thus far, it has been limited to those mainly based on
landscapes; the positive and negative aspects of the display were
being sensuous and vague, respectively. Focusing on the receiving
effects and quantifying the display elements is effective as one of
the grounds for inducing outdoor ads in the future.

Knowing the relationship between the receiving effect and the
content that the advertiser wants to display is considered to be
effective for the advertiser. Additionally, to design advertisements
that are thought to undermine the receiving effect obviously based
on the intention of the advertiser is a topic for reconsideration by
designers and officials related to outdoor advertising as well. We
hope to improve outdoor advertising by providing the results of this
research as materials to both these stakeholders.

Future tasks include allowing society to penetrate the
viewpoint of the receiving effect of outdoor ads experienced by the
viewer. One of the tasks is to ensure that when the municipalities
summarize guidelines for guiding outdoor advertising, it is
necessary to utilize the point of view of the receiving effect. We
also hope to provide a method for more effectively expressing
outdoor advertising to advertisers, and verify the effect by
distributing materials to advertisers as well.

We hope that the results of this study will help the guiding of

outdoor advertising.
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