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Visual analysis of billboard
considering visual information storage
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This study aims at clarifying the relationship between spatial features of billboard and cognitive system 
of visual elements. Visual impact of billboards along the road should be controlled in order to improve 
the quality of visual environment. In addition, the acquisition of necessary information should be 
considered at proper level. The impact of visual elements influences the cognition storage of visual 
elements and it could be quantified by measuring the strength of memory storage. In this study, 90 CG 
models of drivers view with various situations of billboard are prepared and the strength of information 
storage is measured by computer controlled tachistoscope. The influence of spatial attributes, height, 
spacing, arrangement pattern, visual distance, and background condition on the strength of cognized 
element is analyzed. The strength of memory is quantified as the average number of memorized 
billboards and percentage of the respondents who accurately memorized a particular billboard. As the 
result of each model, the visual distance and spacing of billboards have significant effects on the number 
of memorized element, but influence of arrangement pattern and background is mostly not significant. 
Regarding analysis of individual billboards the stored visual information of billboard is more in rural and 
natural area than in urban area in the case the spacing of billboards is longer. 
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