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BENCH AD
OUTDOOR ADVERTISING WITH A DESTINATION

ESTABLISHED
1950





L O O K I N G  A T  B E N C H  A D



B E N C H  A D

We are executing transit advertising campaigns with

a higher degree of efficiency that the competition can only envy.



Bench Ad is a leader in transit advertising, one of the fastest

growing segments of out of home media. We are a family-

operated, full service advertising company built

on providing excellent customer service.

We specialize in the Californian market and own 85% of

the benches in the state — which is over 18,000 benches. 

Our company has been in business for over 50 years and

continues to offer customers the choicest
locations in high traffic areas.  Our headquarters

are located in Los Angeles and we also have offices in 

San Diego and Sacramento.

We take pride in a proven, customized approach to the

needs of every client - no matter how large or small - so that

you can create an effective advertising campaign.

We also offer a full range of services to our clients including

market support, graphic design and production

capabilities, printing services and photography.

We are the largest outdoor transit bench
advertising company in North America
for a reason!  Not only do we offer the best locations and

services, we have also revolutionized the traditional bench

by creating a one piece transit bench.  This new bench has

produced tremendous excitement in many communities

throughout California.  It’s new, clean, easy to maintain and

virtually indestructible!
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B E N E F I T S  O F  B E N C H  A D



Bench Ad is the largest transit bench advertising 

company in North America, and for a reason!

B E N E F I T S  O F  B E N C H  A D



Bench Ad is a leader in transit advertising, one of the 

fastest growing segments of out of home media.  Because the

strategic locations it commands, this

medium has emerged as a key element in effective outdoor

advertising strategy.

When it comes to advertising impact and
value, outdoor has always been a best buy with the

lowest cost per thousand of any medium.

Outdoor is the purest form of advertising.  The only medium

that is “always on”.

As a medium, outdoor advertising allows direct
contact with your most valuable customers, providing

high recognition of all aspects of your business.  With Bench Ad

as your partner in leveraging the strength and potency

of outdoor advertising, you’ll meet your goals with a minimum

of waste and a maximum of success.

The outdoor media is not a commodity of plastic or wood. The

effective use of outdoor in California depends upon

more than just a space price. Properly focusing 
on superior strategy and flawless
execution result in enhanced value to every agency

and advertiser.
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B E N E F I T S  O F  B E N C H  A D
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S I G H T
Nothing beats the bold, beautiful images possible.

S T R AT E G I C  L O C AT I O N S
benches placed in high traffic areas.

E Y E B A L L S
You can beat outdoor for sheer audience size.

M A R K E T
California is a market on wheels.

E F F I C I E N C Y
Outdoor has always been a best buy.

E F F E C T I V E N E S S
Outdoor is the purest form of advertising.

A D A P TA B I L I T Y
Targeting your customer is easy.

S P E E D
New technologies have increased production 
and quicker posting schedules.

E A S E  O F  A C C E S S
We can target, plan and track your campaign for you.

R E L I A B I L I T Y
Bench Ad is the number one bench advertising company 
in the country – for a reason!
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Bench Ad is the largest transit bench advertising 

company in North America, and for a reason!

B E N E F I T S  O F  B E N C H  A D
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OUTDOOR IS… A LOW CPM

Source: Outdoor Advertising Association of America

8 Sheet Posters #50 Showing

30 Sheet Posters #50 Showing

Rotary Bulletins #10 Showing

Radio :60 Drive-Time

Magazine (4 Color Page)

Television (Prime Network :30)

Television (Prime Spot :30)

Newspaper (1/4 P B/W)

Newspaper (1/2 P B/W) 

AAAA Media matters Harris Media Systems, AC Nielsen NTI, F.C.C., NAA, MPA
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Bench Ad covers many key markets throughout California.  

We own more than 18,000 benches in California markets.  Our

markets are bigger and more economically
powerful than any other markets.  From sunny San Diego

to L.A., Oakland to Sacramento – our markets are busy with

bustling consumers.

The dependence of automobile and a favorable

climate provides residents with year-round outdoor

recreational opportunities, and greatly increases consumer

exposure to outdoor advertising.  The number of cars on the

road is up 150% since 1970.

Part of our strategy is knowing the facts…

F A C T 1
California is the 3rd largest economic region on EARTH.
34,000,000++ residents.

F A C T 2
A number of the communities in California are not well
served with outdoor bulletins and posters. Many predomi-
nantly residential areas have no posters and bulletins while
our transit benches are abundant. 

F A C T 3
9,000 New plastic benches in SoCal by 2002. The develop-
ment of the new, modern, functional transit bench has
gained wide community acceptance. 

F A C T 4
The benches and advertising message can be precisely 
clustered to pinpoint specific lifestyles, ethnicity's and 
product distribution patterns.



Hispanics make up one

of the largest ethnic

group utilizing

Southern

California’stransit 

system,             

making them a perfect

target for bus bench

advertising.
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Hispanic Population

The LA market ADI is the #1 ranked
Hispanic market in the United States.

The 2000 Census has documented approximately 4.9 million

Hispanic people in Los Angeles, Orange and San Bernardino

Counties.  78% of these Hispanics reside in Metro L.A. 

L.A. County’s Hispanic population increased to
38% of the County’s total population. 

L.A. County is home to the second largest urban Hispanic

population in the Northern Hemisphere behind Mexico City. 

Hispanics make up one of the largest 
ethnic group utilizing Southern California’s 
transit system.

Nearly 40% of this market’s Hispanic population is under 18

years with 71% under the age of 35 years (average age 24 vs.

35.5 for non-Hispanic) 



C O V E R A G E
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African American Population

The 2000 Census has documented that California represents

10% of African Americans in the USA.  

3.1 Million African Americans reside in the
state of California. Over 1.2 Million African
American reside in Los Angeles county.

California is the 2nd largest state of African American private

business owners. 

74% of African Americans 25 years and older
have at least a high school diploma.  14% have a
bachelor’s degree.

16% men and 22% women work in management and

professional specialty careers (e.g., engineers, dentist,

teachers, lawyers, etc.)

46% of African Americans are married
or couples with families.

The estimated medium age is 29.8 years, nearly 8 years

younger than the non-Hispanic white population.





B E N C H  A D  L O C A T I O N S
[ W I T H  A R E A  M A P S ]
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SAN DIEGO
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SACRAMENTO
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P R O D U C T I O N  S P E C S  
A N D D E S I G N  I D E A S



P R O D U C T I O N  A N D  D E S I G N
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P R O D U C T I O N  A N D  D E S I G N
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Simplicity is the fundamental guideline 
for creating good out-of-home design.  
The most effective outdoor design
captures the essence of a message with
bold expression.  For this reason, good
design can lead to better advertising
executions in other media.

THE FIVE POINTS OF GOOD OUT-OF-HOME DESIGN

Unify all the elements in a design to create a clear and

succinct message. Remember the viewing time for most out-

of-home messages is only a few seconds. 

Visual elements are just as important as words.  Be sure that

each element is clear within the context of a design. 

Use legible typefaces.  Out-of-home displays are often seen

from far distances, which may cause some typefaces to bleed

together while others may lose resolution. 

Minimize words. The most effective outdoor designs contain

six or less words. 

Optimize color.  Well-balanced color selection can enhance

the impact of a message.
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P R O D U C T I O N  A N D  D E S I G N

Strong contrast in hue and value is essential 

for creating good out-of-home design.
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The Legibility of Typefaces
Kerning: Sufficient kerning between letters assures the legibility

of text from far distances.  Tight kerning reduces legibility causing

adjacent letters to attach together visually.  Without proper

kerning “clear morning” could be interpreted as “dear mom”. 

Stacking: A single horizontal line of text allows rapid

assimilation of a message without interruption.  Multiple text

lines increase the time needed to discern a message. 

Leading: If more than one text line is necessary, use adequate

leading between lines.  When a text line rides on the line below

the interplay of decenders and acenders, it makes a message

difficult to read. 

Crowding letters into a restricted space will reduce legibility. 

Severely contrasting letter strokes will lose definition when

viewed from far distances. 

Bulky typefaces lose distinction between letters. 

Script style typefaces are difficult to read at any distance. 

Strong contrast in hue and value is essential for creating good

out-of-home design.  Hue is the identity of color while value

measures a color’s lightness or darkness.  Contrasting colors are

best when viewing out-of-home designs from far distances.



P R O D U C T I O N  A N D  D E S I G N

Any combination of similar color value, will produce low visibility.
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1 2 3 4 5 6 7

8 9 10 11 12 13 14

The 14 color combinations represent the best use of color

contrast for readability.  The chart evaluates primary and

secondary color combinations taking into account hue and

value.  Example one is the most legible color combination while

example 14 is the least legible.

COLOR FREQUENCY AND VIBRATION 

Like sound waves, light rays have varying wavelengths and

frequencies.  Some pigments absorb light while others reflect

it.  Reflected frequencies are perceived as color. 

Complementary colors, such as red and green, are not legible

together because they have similar values that cause the

wavelengths to vibrate.  Any combination of similar 

color value (even with vibration) will produce low visibility.  

Yellow and black are dissimilar in both hue and value and

provide the strongest contrast for out-of-home design.  

White complements dark value colors while black complements

color with light values.






