
AIRPORT 
ANIMATION  
(15 SECONDS)

•	Apply the rules 
relating to MESSAGE 
and BRAND.

•	Use up to THREE 
different messages 
(4secs/message)

•	End with your logo 
(3secs) and company 
details, ensuring 
your logo is present 
throughout the video.
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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: 

Less is definitely more.

BRAND

•	Your logo should be at least 
20% of your billboard. 
It’s all about BRAND 
RECALL. Know your logo 
and who it represents.

•	Use CONTRASTING 
COLOURS so all 
components are legible.

IMAGERY  

•	Choose ONE impactful 
image. Zoom right in so 
subject is clear.

•	Consider the 
surroundings  
of the BILLBOARD 
LOCATION. 
Will it pop in situ?

MESSAGE 

•	Your most important message, 
must be readable in  
2-3 SECONDS.

•	Make it STAND OUT.  
7 WORDS OR LESS. 

•	The name of your company 
and/or logo is a Call To Action.   
Consider if you need a CTA or 
directional, they’re not always 
necessary.

•	Phone numbers, QR codes, 
bullet points and websites 
are not needed. The audience 
will search for you online to get 
more information! 

•	Use ONLY legible non-cursive 
BOLD FONTS to ensure 
maximum readability  
from a distance.

Talk through your creative ideas with your Account Executive, 
taking these details into consideration.

All creatives MUST comply with Australian advertising 
standards and minimum ethical requirements, and are 
subject to review and approval prior to production and installation. 

For further information, please refer to the Australian Association 
of National Advertisers (AANA) Code of Ethics and Ad Standards 
guidelines at adstandards.com.au.
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AWARENESS

INTEREST

DESIRE

ACTION

What is it?

I like it.

I want it.

I’m getting it.

The AIDA model  

COGNITIVE 
stage

AFFECTIVE 
stage

To build brand AWARENESS 
or capture the ATTENTION of 
the audience. 

The audience remembers the logo,  
then takes ACTION, seeking out the 
service or purchasing the product.

Effective communication of the brand’s 
message, about its products/services 
must be short, concise and compelling, 
sparking the audience’s INTEREST and 
DESIRE to learn more. 

BEHAVIOUR 
stage

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.

Not all stages should be used in the one creative.  
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.

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.

BUILD BRAND
AWARENESS  

SPARK THE  
INTEREST 

WITH ATTENTION 
GRABBING IMAGERY 

1.

1.

SPARK THE INTEREST 
WITH ATTENTION 

GRABBING IMAGERY 

CREATE A DESIRE 
FOR THE PRODUCT/

SERVICE  

NEW FLAVOURS COMING!!

2.

CREATE A DESIRE 
FOR THE PRODUCT/

SERVICE  

ACTION  
PROMPT THEM  

TO TAKE ACTION
3.

2.

3.

If the traveller sees a creative that is contextually relevant  
at the right moment, their brain response increases by 32%.


