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{Summary)

The Study on the Circumstances of Out-of-Home Advertising in America
and Developing a Measurement Index of Outdoor Advertising in Japan

Koichi Shimizu*

Japanese out-of-home advetising circumstances are different from Americans.
There are many out-of-home advertising forms in America. These advertising forms
include outdoors (billboards and signs), transit (both the inside and outside of the
vehicle), in-stores, sports stadiums, bus shelters, supplemental forms, airport adver-
tising, skywriting, and a variety of other media. The outdoor advertising and the
transit advertising are managed separately in Japan. The study would provide the
overview of the outdoor advertising circumstances in America, and proposes the
perspective about the measurement index (Daily Effective Circulation=DEC) of
outdoor advertising effectiveness in Japan.
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D, %O DOIERHHE, HANID EABCS  DENESHRE SN T 05, 512,
Bety, MR, EEFOFHES, HAM, KER, &5, FE, 58S, /R ARKEL
ST HEHICE L ORBWEEDELEL TB Y, B EFEts T3, BE, MR
EFTIER2Tn53,
FRIBSKEMOREL BT THY, 7Y -~ REHBEETHLCHE->TEY, E
e FAEFELBETREE T, 2 L0880, 2T, AL EHEEIRUL S - TR
ARTEZBRMLTWS, EVORECRKRMORF A U HBREIN, ELLSI
MEBERSRELLTBY, ChoBESEREOERD N O A=Y -t bk oTW5, B
AF—HR—PFEFbN T B THER I NEEL I 3P R L, HBIREKRTH 2 EE
165D IIT £ TEHEL A3 Z L3,

ZDE D REAE T, HD eI 2BEIREATEV S DA —F 1 TV AZETRES
D OETEINLEFICHEL, REY OB SHLORE COBBMIZBEHEOTRY AEPE
LIRS, FHED KXY —RBRENDORRA Y — « R—F v o 7 38RIAE L,
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—IFNVEREREY 3 &, BEEHOCLVOBRMP S, HLLOBMAEVICE TS LTk
%,

D& CHATRENE I X 2BHN1E L, TBILENEEL Twb, BURRILEED
Rt E BT H3SBIAE I 5 %R CRINAE LB 2R TE D, BIHLE & 2GHIAE I
HETHHIRCHEbONTWE L, ERTHLHRCEHL T2,

FRIRERTT AV A TR IARTRABIMGEL Tma—F =7 - NI ZHD
54 LKA T QWD CHREFEL &5 B ELOBMS 5 R LT 2 BAEELNH S b0
D, HLOFHBOH Y ENVADEIRXFT Iy DAaAPERBICR-TEY, 20OM
D I IHMEROEEH SR T T ZOFCHEEESRIEL TWw b, ZR56E, RiFY N
FFA—7 AT TADOERAVIY - AT YT 4 ETHRVTWS (M4, &
R 7 ) — 7 = A BSHCED, ) -~ i3St s HTEH L, A7
—WNATEELRY, BEHOETOXRIAZ L > TEFELTWS, $ERHSL ZLiF
B % HGE L OEFRMOMIT L XIHHT 220 T, HBEHEVAHL ARV, ARIZ
HEgh  THETREIT 20T, iz 2P in, 72V h#EER (U.S. Depart-
rﬁent of Transportation) 12 X ALEHH DIV S— > bBSHEFH L, 952¢—t > b33
HTHEHL, AXIE1 Bo:$f241.474’}y1%$}ﬁ% ELTw3Y, LizdioT, w4 U7
ALy R e, BAMES L AGHES £ R LCHBEE LTRIL, Tho e
LAHDHELLOIXRBLTERLELTWEY, ZDLHET7T A 4 OWHiEETHE
HFLTH D, SREMERCBH SN2 GELE I —ROBINAE LT T /80— b &
MYz O0H C&shERINTWS, £, BAHY 74V 7 IZI3HE, ¥
B, M0 kS nEAELREEHIFEL RV, ARBA VY Y AT 48D [V
YRAA—AL e TIH] DEIRRBBEY a v EV S 2y =%, ROELKRELT
WENEBR Y a v EY S e BV THOWIE L TwS, 2 2ICEBESHECHS LD
BARZZFaT—EnbhdRBAL 3 A iz, BALEOERIZ7 V-7 = A4
WODRAY — « NIV B,

2. bHrEEHALEDHE

1) s
EEHRENVDORBRECHRBENTWBLAET, 24 A URERICK 2RV A > &
E0355, THRBALAEDORTORAFDOVAXEA 7 b EFfoTwd, 7AUA
RI—ay O FH T2 —F— T DIALAARAZZTRA Y FVOEHNT Y — « ¥ —
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AAEVO MRS B LR S nds, BHRRT O 7 OFH CIIEEDER DR
BeELT, ZLOEHICELDIA YA v BRBEENT WS, RELTHMED A4 >
A VREHRTRLFTHAMLCEY, 7AV IO HBA SN T 0B, FiEA
FEEED A A Y« o— FRAPLHERESHI LI A4 >34 Vb S L iBHanT
WTERIE VRSN D,

2) RKBEY 3z

KRB Y 3 >~ (giant television screens) 3 BV OBEHICHRE S iz KEIOMER T 1+ R
TVvAT, B, $iE, B, BEE2GLICHE 2 TwB, 2002466 AD FIFA 77— R
Ay 7 THEL OV R — 8 = REHO T T L 72,

3) HALY—H—7F

RAZ—HR—FRET AV TRERY =AWV ERFENTWBEHDT, ENOEERIPE
BB TONTORILEERTH 5, ROBNICET LN TWBIEEER S Zhic:
57, bPETRINEBZHELEL L THEDbLNULTWS, 31 Z3HE2~3 A - 1Dy
DB H, bREDOEHERH—EhTuRn,

3. PAVACH T IBALEDTEE

(1) A7 %% 27— (Spectaculars)

ART I F 27— BREDAF I A DEICBEHEDDH L IEEERIEERTH 2,
DA PEOTEMIFHEMILS, R1IZT K « T4 VEBTART A A @+
AVILEDOEEl » HOREERLIZ D TH B, by T Rd=a—IF—2DF A A
AA2 7 =7 THIS,000 A6 5 FRVTHY, 2080y ELADH >y b« R
MUY 7T, 1Tk 53HELTH S,

(2) 30—t « KRF—,82)L (30-sheet posters)

0¥ —b « KAY —NANVBKRAY — DI 74— TA>F, #2174 — 17
AYF, Fv—bz A2 e@mE07 4 — 54V F, B27 4+ — b 84 v FDEMNLE
IRANTHD, TNET AV E2HECE>TWDE 7)) —7 2 42— R CEE s
Tw3,

30 —1b « RRAF—=NANBT AV AR TIE TV T 4 Y Ic2nwT%<L, O0H ¢4k
D2X— > P THB, F7z, THZIZEIAN & ERFAL L O SR LDH D 2EDT0~80
W=t Y FHBEAMETHY, ZHIE24RMBHEIRETH 5, ZHWIRIZ30H 8EAT
»H54Y,
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F1 TAVHIBIABEIT AL - B A b
Location Price/month
Ti S
New York City $50,000-$150,000

Sunset Strip
Los Angeles

$30,000-$100,000

Lincoln Tunnel

New York City/Weehawken,N.].

$25,000-$60,000

Long Island Expressway
(outside Midtown Tunnel)
Long Istand City,N.Y.

$25,000-$60,000

Union Square
San Francisco

$20,000-$50,000

101N Freeway
(toward Bay Bridge)
San Francisco

$20,000-$40,000

Kennedy Expressway
Chicago

$20,000-$30,000

Eisenhower Expressway
Chicago

$15,000-$30,000

1-95
(at Biscayne heading toward
South Beach)Miami

$10,000-$20,000

1-94
Detroit

$10,000-$20,000

Southwest Freeway
(outside Galleria)Houston

$10,000-$20,000

Intersection of Stemmons
& LB] freeways
Dallas

$10,000-$20,000

West side of L.A.
(Hollywood,Santa Monica)

$10,000-$15,000

3) =4 h¥—1b « KA¥—rsx )L (Eight-sheet posters)

IAFY—=DbP s RAY—=FNIEY 227 « KA ¥ — (junior poster) & HIFIEN T
BY, 57 4—1b, #l174—F, 7V—2DEXEF6 74—, BHI27 41—+ ORE
WIRERANTH S, Ziid EOAA (Eight-sheet Outdoor Advertising Association)
DHFELI2H DT, 190D U HIET A Y #2,500iHBICTEEL T iz»%, SHT
BHowWwsasa=7 4 HBcETONTVWS, EOAATIZ, T4 by —b « RRAY—
NANVD CPM (FEL, 000N %720 DA M) B30 —h « RRAZ =2 1LD 245D 1
THDEV>TWBEY, Efe, RAY—RANVBEERELTHS—F 4 2 AT
SNTVENILA My —b « RAY =SR2 VIEHLZ T TR %L, Hohe®REL, HI7E
F—FALY A LBETE D, |
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@4) <=4t 774> (painted bulletins)

RAVN e TUF 4 23R Y P THL SZNVT, BESYA XIZEHZLDOL H S,
B S 7z b D IREEIAT £ — b, BE487 4 — ROD/SALT, RAF— AL TREAT
HY, TRTHEAMNETHS, ChCIRIHBHOEER &, 30H, 60H, 90H TRES
FiegEis¥s0—%1) — -+« 71T 1> (rotary bulletin) 2%, ~<A{ > b« 7V T«
YOBAZ—MC 1, 28, JEBEMTEENEY, u—F Y — - TVvT7 4 Y3
NEBET2 2T, RYATHBENDELAEDA—T 4 T ARBEHTH I LNHTS
LrwnwbhTwad,

AV e TVTF 4 VIZRIBRNHER NGB T VT 4 v Z AR A DY TR
VEL, RS 2REBICHET Z LItk > C3HOEHEMRRTES [PV EY sy« TV
T4Vl BB, | |

PEDBARBWEEDERZ £ LD DTH B, FAY — X VOEHIIRWTE
T AYHDOFWEPCHEAT VS ZEDDH D, 2T TRET AV A CBTLBEINEED
HBICOWTRTBELWERS,

I 72 YHizslt s BALEERAOEI L HRBERR

1. 7XAYHEBRALERANDEE

T A HOBWEHE IR, FOVATLBESRL TOWEIONZDOREELZRICATEC
5 LB, 197042127 A Y 49,0000 3 2 2 =7 4 THET270,000D KA 5 — 784 VA
Bo72h8, 1980FEMEIZITIE, 7 AV HORIKR U 2 3 2 =7 1 Hi351315,000M 3512 % -
TBY, ZOWTHTO0HD T T2 b« ARV —F —BRAY = FZNVEFRAL TV,
LEFIZA9D3HLEEEETHY, 4001 BHGIEEETH 72, TDIBDHY
TREER S N LT, £EROM -2y FEHED TR,

19904 A 2 £ BAVASHEIZIOE R AL Ricky, £EIEEFEIZSS—e> b, m—
HNWIEEFIFAS— 2 > MIZk 57290, K 131993 SO RIEE OXEEA T T ) —
FBABTH 2, by TRNBETHL, 33, T272¥ ) =027 27LT
VB Ah, 1998411 IIC & N a[LEMERESRII L, 1999F 4 H X D s xa BBAEED S
LRHBELTz,

1999E DM H 7 2 —HOOH HABHERZ R 2D I I k5%, M2RBZh%
757 LD THD, 1T —ANHF—EART S a—RA X b, 2IHV5ESE,
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1 1993FDBAVEEHEME S 7 T — IR AH

Top outdoor spenders 1993 (in $ millions)

Cigarettes,tobacco,
accessiories

Retail

Business & consumer
services

Beer,wine,liquor

Automotive

Travel,hotels,
& resorts

Entertainment
Publishing & media

Insurance & real estate

Miscellaneous
(not classified)

£2 TA)ABRNEEDFEME S 7T — B A

Rank Industry categories Jan-Dec 2000 ($millions)
1. Local services and amusements $ 709.6
2. Retail 569.1
3. Public transportation,hotels,and resorts 507.1
4. Media and advertising 458.7
5. Restaurants 382.1
6. Automotive dealers and services 327.0
7. Automotive,accessories and equipment 268.2
8. Insurance and real estate 256.1
9. Telecommunications 254.5

10. Financial 247.2
Total top 10 categories $3,979.6

SMIMLIEIK, KTV, VY —VEETH2®, 21T, BET AV D O00H &Iz
BEFVIC 5T,

7 AU A® O00H (Out Of Home Advertising) 13#if# « #ik - 594 « FLE LW
1eRAAIEED & D BORIECAD AL 2 EDTEBILEUSND, 2 0 EHOLEESE
2L TH D, 199940 2 h s OEFRE %2 OOH BRENIIEE, 2o V> s T
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2 1999 DRIVEGER S 7T I - AE
1999 ($mm)

— = DN W W o s g
o o O S o O v o O S O
] l { I | l | \ [ I |

sorts 9.1%

A103391eD) YIND

ries, and equipment  5.5%

4.9%

estate

rchandise 3.6%

RTHZEM3IDEICR>TWE®, by TRTVTF 4 Y/ ARZIF2T7—T, 7
LT 4 56,0008 & AR ¥ ¥ 25— REDTITES,80005 FrvOEY) ¥ 7 THY, OOH
SED36%EEDT VD, B2M0F30v— b « RAF—7T, 2IHERBEILTEY, €Y
> 7 310085,60077 KV T22% TH %, & 3MOEHNILEE 7 ad ) — 2 +72,400%,
Koy 7R M7 1AME, avE=TyAA M7 1TET, 4188,000 FAvTHY, 10%
Thd, RIVTL/ TV —FILt TTHF, 383,600 FLvTT7%), KHlILE (VA
60,0005 37,6004, 2% 2—%— /HITF$ 13,000 M, 3{&3,1005 FATT7%), /NA
v vy — (34,0004 7%, 2182,800/5 KAT6%) LT, T4y —1h+«KRAY—
WIGEERICE 7 ic T > 2 L4 T, 189,200 KroE ) » 7, 2L TOO0H &4
DA4%TH?, &5 EHBALE (100 T, 9,60077 KV T2%), T—VIAE (1,200
@R, 4,800 FFAT1%) E#wT, ZOMIZEE~RS YT 17, bTvI7IEE,
¥ v U NARNILEY, EMNEE, [ERILE, BELE, Kb REANLG, TVT7 - R
F— o VAMT ARG, 27—V, FIv 28— FNVOLRENETR, 2
4,500 EAVDEY ¥ 7T, &RD5%Thb, ZhesTh, 7TAYIBINEGEEZAN
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K3 72AYA00HOKER LY v (BA710077 Fv)

Bulletins/spectaculars

30-sheet posters N $1,05N
In-store advertising |
. — o~ 1% Mall
Sports stadiums/arenas R 533654 2% Airport advertising
advertising 5% Supplemental

Transit* @&

forms™**
36% Bulletins/
spectaculars

4% 8-sheet

posters

: 6% Bus

71$192 shelters
N 7%

Airport advertising D $96 Transit

Bus shelters

8-sheet posters

Mall advertising . $48 si?dislfrgstj
S 1 t lf ; arenas
upplemental forms | 10% Inostore 22% 30.Sheet
Total : $ 4.8. billion advertising posters

IEFaod—TVi 4y, FLT0Y—Db « RAY =22 UDWRZ OV E WD T L35y
b)%o

2. BALEOHRAEIRE

TAVARCBT 2BINEERHEREOERLE 22 s OWEITE, 2%V, ¥—F=a
L=y arThs, BITEEZHT 2 HECIIERAREE & ANBEIEEDH 5, B
HERIGER Ech vy —« AP —2RELTCHELLD, ERELZ Ty y—%
RELTCHOGREWET 2, £/, AAEERERZINY R - AV vy — %o THET 3,
CDESCLT, T —HORHEREZHHIL, ZhCHE—BHLVDA—T 4 2 A%
HITrI 74 v 78ERD S,

ZHOLTHRONET»S, DATHTOXRY P 7—28H LKA Y —F VDY —
FETVILYY— e T—=F%RDD, TNOIHMEOREEZIYD, 80590 x—+ > b
HIRICEEL72BE 100 ¥ a—A 7L LTHEBIT 3 &N TE S,

(1) DEC

DEC (Daily Effective Circulation) 2 [M4ZESLERIO 1 HY47: ) OBRETE],
%0 [Z20BSHAE 2 R2ENMR LS GER) %1 XSV RANET L] &

63



WIABFEDOZ L THbB, ThiF, TAVARIT—ua v % EIBWTORALESREIE
BIEORHEL LD TH S,
 DECWRXRDE>cHET 2,

DEC=24K;f5]® traffic count X traffic count factor
1 . FEREBR AV - DEC=36,000%x0.45=16,200
R <3 v - DEC=36,000x0.64=23,040

CHIEWOBITEEN—ACL, ZhEz AB#ELT, o274y 28EL, ZhiC
N7 4w eh e Ty —, DFY, BHOERELHELL THIT-HDT
H2%, DECR7 AV 22D ELT, N THHELATWEEILEHIRLERZW
HEAERTH 2%,

2) ¥a—4>Z7=GRP

T AV A T30S — b « RAY —q N 2HLYFTHBCBWTA Yy VY —7 s
ToNTBY, ZLORRAY— AN EFESTC, EEAY -V EARCIHESEID L
LTWw3, ZOXIBIRET TG & T 51 61FE0Y 3 —A >~ 7 (showings) TH 5,
Z1x GRP (Gross Rating Point) & $FEIE4, RBL7zL Sy b7 —2fkaniz
BAY—RANEWATIEEORMLVAVOEETH S, HoHOBEFEEDELBICEE
THEIOCHEBTELANE L0 Y a—A >, 4 N3 ADET 2 X5 1cZ I 2HS
LANWEDBYa—A4 v, F2 A1 ANCEET 2 X BT 2L 8508 a—A
Y7, AN I ADEMT 2 LB ERS IV ANV EDY 3 —A T L nH ), R
ik, BlziE, 2 baXY s CiBRISRM Lo AL, B 23 wIEEAIFEEREEADOD
5 B30ATHIB S — > 590 8— > MZEIET 3 & 5 /T 28BATH100 3
— AV T ERLTEHEYDH S, £z, ThE1HYS7VDIOGRP L KT I LN TE S,
GRP OFEHIETRT ERD & 510755,

i ARy A

AL 807 A

AL —T 4 T AL L 1 50GRP

7ay bAY N IRAY =220V, 263 (BRBA20EE, FEHRHA 6 &)
26EEDRAY — 32Nz k5 DECHPAOIANET S &,
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7 A0 A ORESVLESNE & BARORRHIE R

_ DEC
GRPs = <o

400,000
S0GRP =235"000

7V ED GRP ZHBEE X CM BT H 2 BIEE D GRP 13 DEC 2 FE{EHE K T
L7z DTH5B, REBERISN— &> MHIRICR S XS5BT L 2753 a— 1 >
76 LK1 HT7TGRP &), 30H GRP 330532 L HoNn 5, Bz X, 75GRP D30
HOBE,

75%x30=2,250GRP

T, 2,250GRP &7%3%, 2HE56DEIBTLVED GRP IGEWHFTHS, 7—E—51F
100 3 —A4 > 7 0%E, H5HHEORANDIVHDREEEZE (Reach) 1388.1/ 35— >
Ik, #E (Frequency) 29RITH Y, BFEETEHNADA =T 4 TV ADFHHEL LW
IFERL TR, 7572513100 3 —A4 >~ 2 (1 H100GRP) 04, 30HD
V—F03858—k > b, YT Y 7> —5324.70 THY, 50 a—4 > 7 DHE30
HDY—F279%—x > b, 7Y 720y —0BI3ETH-72 WO MFERIEFHFEKL T
Va3 @0,

ZLTC, RIBTAVA My 7I0HHD 30 ¥ — FRAY— A2 NV%E250 Y3 —A > 7T
Fy b= LB EDORRAY =2 NVORELI VHADILEEEZRLIBDTH
%0,

3 TAUD X bRy F MO0 3 —A 2T

ANV ELy RIREE
Number of
Market Area Poster Locations  Monthly Cost
New York 322 $215,700
Los Aangeles 504 345,200
Chicago 217 128,100
Philadelphia 246 . 114,400
San Francisco 141 168,700
Boston 170 106,300
Washington 99 80,900
Dallas 59 32,500
Detroit 90 64,800
Houston 110 60,500
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7 AU A DESEEFRE & HERO MR AERE

£4 TAYK - A NTKY Y Y HIHOGRPRIL > AR

Average cost

25 daily GRPs 50 daily GRPs 100 daily GRPs

_ _ _— of a poster for
Market Number Cost Number Cost Number Cost 100 daily GRPs
Atlanta 30 $15,000 60 $30,000 120 $60,000 $500
Denver 21 11,700 39 21,000 78 41,000 526
Detroit Metro 45 33,525 90 67,050 180 134,100 745
Las Vegas 9 5,175 17 9,518 33 17,599 533
Los Angeles Metro 120 85,200 240 169,000 480 333,600 695
Minneapolis/St.Paul 56 30,800 112 61,600 224 123,200 550
Baton Rouge 10 5,215 20 9,710 40 14,205 355
Tucson 10 5,700 20 10,900 40 20,500 513
Seattle/Tacoma 40 25,800 80 51,660 160 103,200 645
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