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Busi nesses exist in a highly conpetitive environnment. To
succeed, a business must be able to conmunicate with custoners
qui ckly and effectively regarding the products or services it
of fers. For nost businesses, the nost cost-effective and
efficient formof advertising to potential custoners is

on- prem se si ghage.

Signhage is a business's basic link to custoners. This is true
whet her the sign's purpose is to pronote inpulse "stop and shop, "
to create awareness for the product or service for future
reference, to reinforce other forns of nedia advertising, to

i nfl uence purchasi ng deci sions once the customer has stopped, or
to physically mark the building site and |ocation to aid notori st
safety.

Caption 1: Mbdern signs have evolved to neet every
pl ace- based commerci al conmuni cati on need. The nopst
advanced form of signage is represented by the expansion of

the old "false front" of early businesses to nationa
franchi se and chain identification signage systens, backed
by maj or nedia advertising. Learning to use your sign
skillfully will maxinize your return on advertising
dol | ars.

Functions of On-Preni se Signage
On-prem se signs serve six primary functions:

1. To devel op brand equity by enphasi zi ng words, graphics or
synmbol s that are associated with the products or services offered
by a busi ness. Developing brand equity for a site includes the
presentation of signage and architecture to create a uni que

awar eness of the products or services offered at that site.

Brand equity for a particular business is simlar to the goodw I
of an enterprise.

2. To aid in recall and reinforcement of other nedia adverti sing
efforts. In addition to the business's nanme, if the business has
a trademark or | ogo, the synbol should al so appear on the sign
and as part of any other choice of advertising. Oten, when a
site is successfully "branded" in the local trade area, the need
for other nedia advertising is significantly reduced.

3. To pronpt a purchase, especially "inpulse" purchases. As
consuners drive by, they often see a sign, stop at that business,
and buy on inmpulse. On-prem se signs increase your business.
They offer a nmethod for point-of-sale advertising.



4. To change a purchasi ng decision or choice once the custoner is
on the premises or in the building. Tenporary signage, whether
exterior or interior, is very useful in this context,
particularly to call attention to "specials."

5. To pronote traffic safety by notifying notorists where they
are in relation to where they want to go, and assisting their
entry to the prem ses, should they decide to stop. However, a
si gn cannot successfully performthis function unless it can be
detected and read by a notorist in sufficient tinme to
appropriately react in traffic.

6. To conplenment community "aesthetic" standards. Today's sign
desi gn and production technol ogy makes it possible for on-prenise
signage to reflect the character or architecture of its
surroundi ngs, without sacrificing any of its other primry
comuni cation functions. WelIl-designed signs certainly can be
enpl oyed as | and use and busi ness panning tools to create a sense
of place in central business districts, neighborhood conmercia

bl ocks or corners, urban commercial corridors, entertai nment
centers, and tourist destinations.

Caption 2: Your sign perforns many functions, fromletting
peopl e know who you are and what you offer, to assisting
safe driving decisions and wayfi ndi ng.

Caption 3: The right sign can brand your site, even if you
are not part of a national franchise or chain. Your sign
shoul d display a logo or trademark that identifies your

busi ness and devel ops nmenmory of your location in the m nds
of potential custoners.

Caption 4: Mdst mmjor nedia advertising is expensive.
Your sign is an econom cal way to display and reinforce
your nessage. Always use your logo or trademark in al
television and print advertising efforts, including
busi ness cards and | etterheads.

Anericans live in a sophisticated, highly nobile, consuner-based
soci ety where billions of dollars are exchanged annually for
goods, products, and services. The U S. econony is no |onger
dom nated by industrial or manufacturing conmerce, but instead by
retailing and service business activities. This change has

el evated the role of commercial signage to one of paranount

i mportance to both the individual business and the conmunity at

| arge. One exanple of increased awareness of this inportance is
reflected in the courts, both state and federal, where commrercia
si gnage has gai ned recognition as a form of protected speech
under the First Anendnent. (For the seminal case, see Virginia
State Bd. OF Pharmacy v. Virginia Citizens Consuner Council, Inc.
425 U.S. 748 (1976))

Contributing to the growing recognition that on-preni se signage
is a valuable econonic partner are two inportant trends: (1) the
i ncreasing reliance of consuners on their autonobiles, and (2)
the increasing nunber of people who are noving to unfamliar
geographic areas for new job opportunities, resulting in |arge
shifts in population. These influences have fostered substantia



changes in custonmer behavior, generating identification needs

t hat busi nesses nust recogni ze and address if they are to renmin
conpetitive. Nothing can neet these requirenents as quickly,
safely, and effectively as an on-prem se sign that is
appropriately designed and placed. 1In fact, the on-prenise sign
may well be the critical factor in a business's success or
failure.

Types of On-Prem se Signs

Si ghage design and construction is site specific and an essentia
conponent of any successful business strategy. Know edge of the
various types of signs available and the nunerous functions they
perform can provide dramatic bottomline results to a business if
properly integrated.

Signs are classified as either ground nmounted or building
mounted. Both types are valid and necessary forns of signhage
whi ch, when applied to a business's uni que needs and | ocati on,
result in proper advertising of the business.

Ground- nount ed, freestanding signs vary in size and height, as
wel | as construction nethod. Freestanding signs are often the
nost effective in comunicating your nessage to the public.
They're typically placed close to the roadway with the sign face
perpendi cul ar to the road. Wen they're built to a proper height
and size, they are the nost readable of all signs.

Caption 5: A sign may be observed for later recall or it
may pronpt an i nmedi ate reaction and unpl anned stop. The
"impul se" trade is often the difference between
profitability and business failure.

Caption 6: |In a busy society with nobile consuners, the
sign is nore than a wel comi ng "handshake" - it is a safe
wayfinding signal. The right on-prem se sign can turn even

a marginally visible site into a safe beacon for
approachi ng nmotori sts.

Bui | di ng- nount ed signs are further classified based upon where
they are installed on the building, such as wall or fascia,
canopy, marquee, parapet or roof. The appropriate size and

hei ght of buil di ng-nounted signs varies greatly based on the

di stance fromthe building to the street, view ng angle, view ng
obstructions, and building site.

Additionally, it is possible to design a building to support and
enhance the signage. This signcentric design principle results
in a reinforcing synergy between the building architecture and
the busi ness's signage and is frequently used by regional and
national retailers. A nunber of national retailers have taken
this concept further, crating a standard signature buil ding where
the building's appearance further reinforces the advertising
message and brand identity. Special site lighting and

| andscapi ng are often added to further the uni que appearance of

t he busi ness.

The market-wi se retailer uses all of these nethods to create a



uni que brand identity for the business. |n today's ever-evolving
busi ness environnment, whenever possible or feasible, the nodern
busi nessperson cannot sinply consider traditional forns of
on-prem se signs, but nust take into account all forns of signage
and the way a site's overall visibility functions to inform
direct, identify and advertise the business.

Caption 7: Your sign can both custonize your site and
reflect the visual character or environnent of its
surroundi ngs. Today's sign technol ogy nakes it possible
for signs to neet nearly every aesthetic standard and
effectively performtheir vital conmunication function
si mul t aneousl y.

Caption 8: Signs represent the nost basic form of speech
Commercial signs are a necessary conponent of inforned
consuner decisions. Your right to informthe public cannot
be conprom sed, absent a substantial state interest that
cannot be advanced except through censorship of your
message.

Caption 9: Today's signs should serve the needs of society
in a way that neets consunmer information needs effectively,
conveniently and safely.

The Rol e of Signage in a Dynam c Retail Environnent

In the U S retail economy, on-prem se business signage
synmbol i zes the nost universal of all advertising options,
surpassing television, radio, print, and direct mail. Today's
si gnage i s expansive and innovative. It can effectively and
attractively performa vital comunication function alone or in
partnership with other advertising nedia.

Each busi ness nmust devel op a conprehensi ve busi ness strategy,

i ncluding an effective signage program The signage needs of a
local retailer are very different fromthose of a nationa
franchise. The local retailer usually cannot rely on or afford
expensive traditional nedia advertising to present and reinforce
their nessage. Their signage is the primary nmethod avail able for
advertising and gai ning custoners, and may be the essential key
to success.

The cost of nedia advertising is calculated in terns of "cost per
t housand exposures." The on-premise sign is a pernmanent asset
whi ch, unlike other nedia, is exclusive to the business it
advertises. Also unlike other advertising nedia, it is on the
job 24 hours a day, 365 days a year

Because a sign's exposure time to the passing public is
continuous, evaluating its "cost-per-thousand exposures" is nore
conplicated than for other nedia, such as television or radio,
where exposure of the nessage is of limted duration.

Caption 10: Wether a sign is visible to the average

not ori st depends upon the visual acuity of the notorist.
The sign nmust also be properly placed within the driver's
cone of vision, and be |egible and conspi cuous. Whenever



possible, it should be illumnated to enhance visibility at
ni ght or during inclenent weather.

Caption 11: The right sign is worth a thousand words.

For the on-prem se sign, the cost-of-the-nmessage calculation is
based on the original cost of the sign (design, production and
construction, and placenent costs) plus mai ntenance expenses and
depreciation, as well as factors relating to trade area
denographics and traffic counts (or readership). Take a | ook at
how i nexpensi ve an on-prenise sign is conpared to other forns of
adverti sing.

Figure 1 shows the forrmula for calculating the

cost - per-thousand exposures for an on-prem se sign, using
an exanpl e that applies $33,000 as the cost of the sign.
As you can see, the nonthly cost-per-thousand exposures of
the on-prenmise sign in this exanple is $0.22.

Now | ook at how that amount - literally a fraction of a dollar -
conpares to the cost of other forms of advertising. The graphs
in Figure 2 conpare the cost-per-thousand exposures of on-prenise
signage with other advertising nedia over a four-week period,
with an equal anobunt (again, approximtely $33,000) spent on each
medi um

From t he above nedia cost eval uations, one can quickly note that
the on-prem se sign provides exposure of its nessage to a |arge
pool of potential custonmers at a fraction of the cost of other
medi a. Hence, the | ower your cost to gain top-of-mnd custoner
awar eness, the higher your return on your advertising dollars.

FIGURE 1 Cost/ 1000 Exposures Formula for an On-Prem se Sign
This exanpl e applies $33,000 as the cost of the sign:

Assunpti ons:
Initial Cost of Design, $33, 000
Production and Installation: (for two faces)
Anortization Period: 7 years
Cost of Sign/Mont h: $393. 00
Estimated traffic count (cars/day): 60, 000
For mul a:
Cost/ 1000 Vehicl e Exposures Mont hl y Cost
di vi ded by
Mont hl y Exposures
Cal cul ati on: 393. 00
1.8 million
Cost/ 1000 Exposures = 0. 22

FIGURE 2 G ven the costs of other nedia - all of which are



"of f-premise" - it's easy to see how effective and
i nexpensive an on-prenise sign is.

Gross Inpressions (in MIIlions):
On- Premi se: 2
Qut door : 20
Radi o: 6
TV: 3
Newspaper : 10

Cost Per Thousand | npressi ons:

On- Premi se: $ 0.22
Qut door : $ 1.90
Radi o: $ 5.90
TV: $ 10.00
Newspaper : $ 3.60

Asset Managenent of the On-Premise Sign: |Its Value in the
Mar ket pl ace.

On- prem se business signs are an el enental conponent of

successful business strategi es and asset nmanagenment. They are as
i mportant to a conmercial zone's success as sidewal ks,
streetlights, curbs, parking and streets. Signage should receive
the sane careful attention to function as these other conponents.

It also requires attention to cleaning and nai ntenance.

Si ghage nmust communi cate an attractive image for the business to
attract a clientele. In other words, it is just as inportant for
today's busi nessperson to convey the proper inmage to the passing
public as it is for the community to present an attractive retai

envi ronnent .

The goal is to attract the attention of potential custonmers and
convince a potential custoner to stop. Signhage is often the only
visible clue that a business exists. |In this situation, site

pl anni ng and devel opnent nust be "signcentric" (based around the
signage) to optinize the site's econonic val ue.

Street frontage offers a unique opportunity to interact with each
passerby. If well-design signs, visible to the street, do not
maxi m ze this advantage, then potential patronage will be |ost.
These lost sales may ultimtely represent the difference between
t he success and failure of a business.

For freeway-oriented busi nesses, as many as 50% of their
custoners are non-locals, neither living nor working nearby.
There may be only one opportunity to capture their attention.
Wt hout a properly sized sign installed at the necessary hei ght
to be visible fromthe freeway, these businesses will be
essentially invisible and will struggle to survive.

The on-prem se sign, when standing al one, should be considered
and treated as a full-function comruni cati on and desi gn system
In any comercial setting, the sign should be easily detectable



because it (1) is of sufficient size and height not to be nmasked
or obstructed by intervening traffic or other objects in the
visual field, (2) displays "content" (copy and/or graphics) that
is legible, and (3) stands out fromits background. In other
words, it should be optimally visible, |egible, and conspicuous.

On-prem se signs are one of the nost inportant ingredients of any
advertising program \Wenever possible, they should be

integrated into all nedia advertising canpaigns. |In addition
bui | di ng desi gn and col ors, product displays and di spensers,
| andscapi ng, |ighting, and | ayout may all be part of the

"signature" mx of an advertising program \Wen used correctly,
on-prem se signage provi des i medi ate marketi ng advant ages.

Caption 12: Your on-prenise signage provides both an
invitation to the potential customer to stop now and
assi sts consunmer nmenory and recall for future use. It
gi ves you the conpetitive edge you may need to succeed.

The Mobil e Consuner: A Case in Point

Wt hout a properly designed and pl aced on-premni se business sign
a comercial site cannot function at its full econonic potenti al

General ly, appraisal of conmercial real estate addresses three

| ocation factors - visibility, accessibility and parking. Wen
assessing a sign's contributory value to its site, appraisers
concentrate on the so-called visibility factor. This factor has
two conponents: (1) the site's overall visibility, and (2) the
visibility of the signin terns of how easily it can be seen
under st ood and safely reacted to fromthe road.

The inmportance of signage to nobile consuners is underlined by
the fact that nmany are in a hurry. The exanple bel ow sets out a
survey conducted by Burger King Corp. over several weeks. The
survey results were part of evidence submitted in a | egal action
brought by Burger King, anpong others, against Agoura Hills,
California, to prevent the renoval of its freeway-oriented,

hi gh-ri se on-prem se sign, as required under a new sign code.
The subj ect Burger King sign was visible to the Ventura freeway;
the buil di ng was not.

Surveys were conducted at quick-service food (QSF), famly, and
at nosphere restaurants. The participants were asked how t hey
first became aware of the restaurant. The results are tabul ated
bel ow in Table 1:

TABLE 1 QSF % Fam |y % At nosphere %
SAW THE SI GN 35 26 13
ALWAYS KNEW 29 27 19
WORD- OF- MOUTH 14 30 54
ADVERTI SI NG 10 6 4
ALL OTHER 6 7 7
DON' T KNOW 6 4 3

TOTAL 100 100 100



The spontaneous nature of the QSF visit (in the above exanpl e,
35% has critical inplications for all business strategies,
particularly advertising in the formof on-prem se signage that

is optimally visible to passing notorists. 1In the Agoura Hills
case, without the sign, business revenue | osses woul d have
amounted to $3.2 mllion over the 15 years renmining on the

| ease. Mpst of the |oss would have occurred in the first two to
three years, and the store could not have stayed in business for
the full termof its |lease. Burger King and its co-plaintiffs
won the lawsuit, and the city was permanently enjoi ned from
enforcing its high-rise pole sign ban against them (See,
Denny's Inc. et al v. City of Agoura Hills, 56 Cal. App. 4th
1312, 66 Cal. Rptr 2d 382 (1997))

The | nmpul se Trade

As described previously, another primary function of on-prem se
signs is to pronpt consuners to stop and shop. This type of
consuner behavior is nmeasured by the Institute of Transportation
Engi neers (I TE) based on trip-generation rates.

While typical trip-generation rates are derived from counts taken
at the driveways of various |and uses, such as a business, not a
trips generated at the driveway represent new trips nade for the
express purpose of entering that particular site; instead sone
are made by motorists who did not set out for the site, but who
enter it as an internediate stop on the way to or from anot her
destination. This type of stop is referred to by the ITE as a
"pass-by trip;" for our purposes, it is defined as an "inpul se
stop."

The percentage of pass-by trips, or inpulse stops, varies by |and
use. Table 2 sets out |ITE estimates regardi ng the percentage of
stops attributable to notorists for whomthe site is not the
primary destination. It is clear fromthe Table that inpulse
trade is very inportant to many busi nesses. And because the
stops are not planed, it is unlikely such stops would be nade

Wi t hout optinmum communi cation to the street by the sanple

busi nesses.

TABLE 2 | npul se-Stop Percentages

Busi ness Land Use | mpul se-Stop %
Shoppi ng Center

-Larger than 400,000 sq. ft. 30%

- 100, 000- 400, 000 sqg. ft. 25%

-Smal | er than 100,000 sq. ft. 35%
Conveni ence mar ket 40%
Di scount Cl ub/Warehouse Store 20%
Fast Food Rest aurant 40%
Sit Down Restaurant 25%
Service Station 45%
Super mar ket 20%

The Bottom Li ne



On-prem se signage can be a business's single nost inportant
advertising vehicle. Wether used to create brand equity, to
promote inpul se buying, or to safely guide custoners to your
door, on-prem se signs can nean the difference between business
success or failure. |In the nodern nmarket-place, the right

pl ace- based advertising will effectively and economcally permt
the |l ocal shopkeeper to successfully conpete, even with the nass
mer chandi ser or large retailer

Saf e Passage (or Wayfi nding)

Signs are critical to safe novenent by the traveling public and
are the primary wayfindi ng device enployed on U S. streets, roads
and hi ghways. Traffic risks and accidents occur in part because
peopl e are not provided easy access to i nformation necessary to
their purpose. Drivers |look for, and expect to find, signs
telling them where to go and what is avail able once they get
there. A sign that is too small, inadequately placed, poorly
illum nated, inconspicuous, or in disrepair will be frustrating
to mobil e consunmers. Frustrated consuners often make unsafe
traffic maneuvers to get where they want to go. Furthernore, as
the present driving popul ati on ages, the visual acuity of the
average driver decreases, and the need for the signage to be nore
conspi cuous and legible will correspondingly increase.

Caption 12: Sign design and placenment nust concentrate on
the goal of providing optimally visible and |egible
information to the passing nmotorist or pedestrian. Both
desi gn and pl acenent should assure that at the first read,
and within 2-3 seconds, the viewer is aware of what you
consi der your nost inportant nessage. If the targeted
viewer is a notorist, the advance viewi ng tines should be
| ong enough to pernmit a safe response.

I nterior Signage

The Americans with Disabilities Act (ADA) becane effective on
January 1, 1992. This sweeping civil rights act forever changed
the way buil dings and | andscapes were conceived and designed. As
part of the process, signage was inpacted in a simlar fashion

Interior signage has two nmajor purposes. First, it serves as a
gui dance or wayfinding systemto nove people through a building
safely. You nust always consider how the | egal requirenments from
the Disabilities Act inpact your signage, both exterior and
interior, to nake sure you are in conpliance.

Its other purpose is to provide point-of-purchase adverti sing.

National retail executives will tell you that effective
poi nt - of - purchase ads can influence 85% of purchases in a store.
Al so, major brand producers will pay substantial anpbunts to a

storeowner to acquire this space.

A nore conpl ete discussion of interior signage, as well as store
| ayout - another inportant ingredient in a successful advertising
and marketing mx - is beyond the scope of this advisory.



Qut door Advertising in a Nutshel

The difference between on-prem se busi ness signage and out door
advertising (or off-premise signage) is that the forner
communi cat es i nformati on concerni ng goods, products, or services
available in very close proximty to the sign while the latter
ref erences goods, products, or services, and sonetines
activities, avail able sonmewhere el se.

Al t hough the focus of this publication is on-prenise business

si gnage, a brief discussion of outdoor advertising is useful at
this point. Qutdoor advertising is a big player in the ngjor
medi a advertising mx of U S. corporations, and adverti sing
measur enents applicable to on-premnmise signage are derived from
those routinely used by outdoor advertisers. This is especially
true for "cost-per-thousand exposures" cal cul ati ons.

Qut door advertising is commonly referred to as "bill board"
advertising, although this is an inaccurate definition as many
varieties exist. For exanple, advertising that appears on public
buses, bus stop shelters, or benches is outdoor advertising. The
term "billboard" itself derives fromthe col onial American custom
of attaching a "bill" (or paper poster) containing a witten or
pictorial nmessage on a "board" and then displaying the device
about town or out on the road. Today's outdoor structure is
typically defined by size. The structures seen on ngjor

i nterstates and hi ghways generally are produced and owned by

| arge conpani es, and are standardi zed by size. The structures
seen on secondary roads generally are owned by small er conpanies
or individual |andowners and are not standardi zed by size.

Qut door advertising structures dramatically expand street
communi cation for the retailer. They devel op specific nenory
about a business by offering convenient and useful information

along travel paths. |Industry studies show that
i nformati onal /directional outdoor signage that directs notori st
attention to | ocations and activities nearby will increase

busi ness an average of 15% These studies al so disclose that
signs that include tinme-and-tenperature information increase
consumer attention and enhance retention or recall of the
commerci al nessage. [Research data avail able at Qutdoor
Advertising Association of Anmerica Inc. (OAAA), 1859 M Street,
N. W, Suite 1040, Washington, D.C. 20036.]

The vi ewer of a nessage di splayed on an outdoor structure may act
i medi ately upon an informational/directional nessage, |like the
weary driver observing the advertisenment for a notel |ocated two
exits away. At tines, the nessage may function as a

rei nforcenent device for a regional or national major nedia
canpai gn, which al so includes television, radio, and newspaper
advertising. Oher tines a nessage nmay provide public-service

i nformati on, such as road conditions, the |ocation of a rest
stop, tine and tenperature data, or gasoline availability and
pricing information.

The multiple street frontage provided by outdoor advertising is
very valuable. For exanple, it is not uncormon for a "bulletin”
structure, neasuring approximately 10-14 feet x 36-48 feet to



| ease for $2,500-$3,500 per face, per nonth. Anyone questioning
the value of street frontage as provided by an on-prenise sign,
shoul d check the advertising rates for outdoor structures in
their area.

Menbers of the business comrunity are not alone in recognizing
the val ue of outdoor advertising. |Increasingly, cities are

| easi ng public space to advertisers. This space is found, for
exanpl e, on buses, bus shelters, transit stations, and sidewal k
ki osks. Al though public advertising space is generally much
smal l er than that offered by traditional outdoor structures, in
recognition of the intrinsic value of such exposure, |ease rates
of $500 per nonth per poster face are not unconmon.

Caption 13: OQutdoor advertising displays are vari ed,

mul ti -di mensi onal, and expensive in conparison to on-premse
signage. As a baroneter for the value of comercial sighage in
general, however, they cannot be bested. A call to your |oca
out door advertising agency for local "rate cards" will
dramatically denonstrate how val uabl e your on-prenise street
exposures are.
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