Less is definitely more.

A strategically designed billboard advertisement can provide unlimited
opportunities to connect with audiences. By cluttering the billboard with too
many elements and too much copy, you reduce the billboards effectiveness.

There are three main key elements to a great billboard:
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employed in billboard advertising to resonate with the
audience on an emotional level.
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You should be intentional about which stages to
choose, based on your campaign objective. If a
business’ brand awareness is already established,

then the focus is on building interest/desire/action. — s —
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address etc. Often the CTA can be the logo by itself.
The audience will simply look further online for more
information or recall this desire to action.

What is it?

To build brand AWARENESS A |
COGNITIVE : S e o,
AWARENESS stage or capture the ATTENTION of | I £ BNl wBettys s

the GUdience. ICE CREAMERY

Ilike it.
INTEREST Effective communication of the brand’s
message, about its products/services
. AFFECTIVE must be short, concise and compelling,
I want it. . . "
stage sparking the audience's interest and
desire to learn more.
DESIRE
I’m getting it.
BEHAVIOUR  The audience retains the logo or CTA,
ACTION stage then seeks out the service online or

purchases the product to fulfil their desire.
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Some great examples:
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