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tasteless food on the finest silverware, the
silverware may be expensive but it does not
change the fact that the food is still bad. The
idea is to ensure consumers remember the
great food and not the silverware it’s served
on. If advertisers spend more time to achieve
the goal of what the consumer would recall
rather than where and how many times they
will see it, the results would be dramatic and
the savings unimaginable. Smart advertisers
know that billboards help develop brand
awareness, and they select a specialist
billboard design and production agency
1o deliver the job. They buy lesser media
space and use the savings to invest into a
great design and well produced billboard
which would leave a lasting impression on
the consumer.

A great creative idea knows no boundaries
If an idea is good, it will succeed anywhere
and if it isn’t, well, it won't. A great idea
needs to be backed by a determination to
carry it forward through different languages,
mediums and spaces. And for that 1o happen,
you don’t just have to be innovative, you
need to have innovative vision or like |
would like to call it, Innovision
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* All pictures depict Mukesh Manik’s vision of billboard innovision
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