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 billboard’s effectiveness.

There are THREE MAIN KEY ELEMENTS to a great billboard:
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If the traveller sees a creative that is
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This four stage model is a communication strategy
employed in billboard advertising to resonate

with the audience on an emotional level providing
AWARENESS, and drive then to take ACTION.
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There is often no need to always have a Call To
Action (CTA) ie. website, phone number, direction,
street address etc. The CTA can be the logo by itself.
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