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Study Session
September 10, 2019
The Arapahoe County Board of County Commissioners typically holds weekly Study Sessions on
Monday and Tuesday. Study Sessions (except for Executive Sessions) are open to the public
and items for discussion are included on this agenda. Agendas (except for Executive Sessions
agendas) are available through the Commissioners’ Office or through the County’s web site at
www.arapahoegov.com. Please note that the Board may discuss any topic relevant to County
business, whether or not the topic has been specifically noticed on this agenda. In particular, the
Board typically schedules time each Monday under “Committee Updates” to discuss a wide
range of topics. In addition, the Board may alter the times of the meetings throughout the day, or
cancel or reschedule noticed meetings. Questions about this agenda? Contact the
Commissioners’ Office at 303-795-4630 or by e-mail at commissioners@arapahoegov.com

Study Session Topics
10:00 A.M. *Drop In (WHR)
Board of County Commissioners
1. Census Outreach Grant
Discussion of the Department of Local Affairs' (DOLA) Census Outreach Grant
program to support the accurate counting of the population of the state for the 2020
census
Request: Information/Direction
Michelle Halstead, Director, Communication and Administrative Services
Documents:
DOC_BSR_CENSUS_APPLICATION_190905.DOC
10:30 A.M. Department Director Update (BoCC Conference Room)
Don Klemme, Director, Community Resources
Board of County Commissioners
Break
1:00 P.M. *Executive Session (WHR)
Executive Study Session and County Attorney Administrative Meeting [Section 24-6-402
(4)C.R.S.](As required by law, specific agenda topics will be announced in open meeting
prior to the commencement of the closed and confidential portion of this session) (WHR)

Break
1:00 P.M. *Executive Session (WHR)
Executive Study Session and County Attorney Administrative Meeting [Section 24-6-402
(4)C.R.S.](As required by law, specific agenda topics will be announced in open meeting
prior to the commencement of the closed and confidential portion of this session) (WHR)
Ron Carl, County Attorney
2:15 P.M. *Billboard And Off-Premise Sign Discussion (WHR)
Discussion of a potential county-initiated application to amend the Land Development
Code (LDC) that would include new language and requirements that address billboards
and other off-premise signs in Unincorporated Arapahoe County, including the conversion
of any existing billboard or other off-premise sign to an EMC
Request: Information/Direction
Kathleen Hammer, Planner II, Public Works and Development
Jan Yeckes, Planning Division Manager, Public Works and Development
Bryan Weimer, Director, Public Works and Development
Keith Ashby, Purchasing Manager, Finance
Robert Hill, Senior Assistant County Attorney
Documents:
LDC19-002 BSR AND ATTACHMENTS.PDF
* To Be Recorded As Required By Law
WHR - West Hearing Room

Arapahoe County is committed to making its public meetings accessible to persons with disabilities.
Assisted listening devices are available. Ask any staff member and we will provide one for you.
If you need special accommodations, contact the Commissioners’ Office at 303-795-4630 or Relay
Colorado 711.
Please contact our office at least 3 days in advance to make arrangements.
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Board Summary Report
Date:

September 5, 2019

To:

Board of County Commissioners

From:

Michelle Halstead, director of communication and administrative services

Subject:

Census Outreach Grant

Request and Recommendation
The Department of Local Affairs requires Board concurrence for submitting an outreach grant
application for the 2020 Census as well as confirmation that if selected, awarded funds comply
with the county’s TABOR limits.
Background
The Department of Local Affairs' (DOLA) Census Outreach Grant program will provide grants
to local governments, intergovernmental agencies, councils of government, housing authorities,
school districts, nonprofit organizations and the Southern Ute and Ute Mountain Ute tribes to
support the accurate counting of the population of the state for the 2020 census. Funds are from
the state of Colorado and creation of the program is outlined in §§ C.R.S. 24-32-125-126.
The grant application process requires local governments applying for the grant to consult with
their chief elected official to confirm support for an application and that applicants have
evaluated TABOR limitations and can accept these dollars as dollars are state General Fund
monies.
Submitting an application is consistent with the Board of County Commissioner’s direction to
seek additional funding for the 2020 Census Outreach. The County Attorney’s Office has
confirmed Arapahoe County can accept these funds – if awarded – in compliance with TABOR.
Reviewed By
John Christofferson, Deputy County Attorney
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BOARD SUMMARY REPORT
Date:

August 29, 2019

To:

Board of County Commissioners

Through:

Jan Yeckes, Planning Division Manager

From:

Kat Hammer, Planner II

Subject:

Billboard & Off-Premise Signs LDC Amendment

Direction/Information
This study session is the second study session regarding billboards and off-premise signs. This
study session also concerns a potential county-initiated application to amend the Land
Development Code (LDC) and is the result of some recent industry interest in erecting new
billboards and conversion of existing billboards to Electronic Message Centers (EMCs). The
amendment would include new language and requirements that address billboards and other offpremise signs in Unincorporated Arapahoe County, including the conversion of any existing
billboard or other off-premise sign to an EMC.
Planning Division staff is seeking direction from the Board of County Commissioners on
potential new sign regulations to address new billboards and conversions of existing billboards to
electronic message signs. In this regard, staff seeks direction from the Board on whether to
adopt new regulations to address new billboards and conversions of existing billboards to
electronic message signs or to maintain the existing billboard and other off-premise sign
regulations, addressed in Chapter 4 of the (reorganized) Land Development Code.
At the July 29, 2019 study session the BOCC directed staff to research the safety impacts of
billboards and EMC billboards. Staff has provided a matrix indicating key points of multiple
studies attached to this report. Staff asked industry representatives, Colorado Department of
Transportation (CDOT) and Scenic Colorado for research on billboard and safety concerns. The
research that staff reviewed was prepared for/conducted by the Federal Highway Administration
(FHWA), the Foundation for Outdoor Advertising Research & Education (FOARE), the
American Association of State Highway & Transportation Officials (AASHTO), the Foundation
for Outdoor Advertising Research and Education, other state transportation and local
transportation departments and/or universities.
A number of studies have been conducted over the last 2 decades. Many of the studies speak
about the complexity of studying driver distraction because every billboard, road and driver are
different. The research reviewed by staff yielded inconclusive results. Several of the studies
provide evidence that support claims that there is no correlation directly related to billboards and
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driver distraction. Other studies prove legitimate increases in accidents due to driver distraction
related to billboards and EMCs.

Also, Marcus Danneil, General Manager, Mile High Outdoor Advertising, wanted to provide
information and clarify a few points regarding billboards and Electronic Message Centers
(“EMC”). Please see the attached document titled: “Planning Session Clarification Points –
Industry Perspective.”
Request and Recommendation
Staff requests feedback from the Board on the level of regulation the Board thinks is appropriate
for Arapahoe County.
If the Board chooses to move forward with new regulations, staff requests direction to move
forward with:
 drafting regulations to address the issues raised in this Board Summary Report,
 sending referrals, and
 posting draft regulations online for public comment.
If the Board chooses to keep the existing regulations, staff nevertheless still recommends certain
revisions to the existing regulations to clarify and update the sign regulations regarding:
 update definitions for on-premise and off-premise signs,
 determine whether or not to allow conversion of existing billboard to EMCs,
 clarification on whether or not billboards would be permitted in Planned Unit
Developments (PUDs) as a permitted use (without the Use by Special Review required
for a conventional zone district).
Background
A number of developers and industry representatives have contacted the Planning Division over
the last few years to express the desire to construct new billboards and convert existing
billboards to EMCs and to reduce the dwell time for EMCs. A new billboard has not been
constructed in unincorporated Arapahoe County in at least 15 years and there are no Use by
Special Review approvals on file for the existing billboards.
On May 7, 2019, the BOCC approved a 6-month moratorium on the acceptance and processing
of applications for any new billboard or other off-premise sign and on applications for
conversion of any existing billboard or other off-premise sign to an electronic messaging sign.
Links to Align Arapahoe
This request contributes to the “Quality of Life” for Arapahoe County Citizens. Billboard
regulations promote the public health, safety and general welfare. Billboard regulations should
promote an attractive built environment and a healthy local economy.
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Discussion
At the July 29, 2019 Study Session, the Planning Division staff presented research and a matrix
of options. Anthony Lovato, CDOT, Outdoor Advertising Program Manager also presented
CDOTs regulations to the BOCC. The BOCC asked staff to provide research regarding
billboards and safety impacts, attached to this report. Staff is requesting the board to direct staff
to make a decision on whether or not to allow new billboards, whether to allow the conversion of
static billboards to EMC billboards and direct staff to draft new definitions clarifying off-premise
and on-premise signs.
New Billboards:
The first decision point is whether to allow new billboards or not. If the BOCC provides staff
direction to draft new regulations allowing billboards the following criteria will be addressed in
the new regulations:
 Applicable zoning districts
 Setbacks
 Lighting
 Height
 Style
 Process for approval
 PUD restrictions
If the BOCC provides staff with direction to prohibit new billboards, staff will revise the
regulations accordingly.
Conversion of Non-Conforming Static Billboards to EMC Billboards:
Most, if not all existing billboards in unincorporated Arapahoe County are non-conforming.
There are no approved USR on-file for any of the existing billboards. Many of the existing
billboards are also non-conforming due to locational restrictions: they are either too close to
another billboard or to residential zoning. If the BOCC directs staff to draft regulations
addressing non-conforming static billboard conversions to EMC billboards the following criteria
will be addressed in the new regulations:
 Process
 Hours of operation
 Control measures – auto-dimming, sensors, video surveillance, etc.
 Lighting
 Hold time
 Transition of messages
 PUD restrictions
Other Items for Discussion Relating to Signs:
If the Board of County Commissioners does not decide to move forward with code changes that
would prohibit or restrict new billboards or to regulate conversions to EMCs, staff nevertheless
recommends amendments to the County’s existing sign code to clarify and update the following
two items.
1. On-Premise and Off-Premise Definitions:
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There is some United States Supreme Court precedent that would appear to allow the county to
base regulations on an “on” versus “off” premise sign distinction. However, this still subject to
First Amendment considerations and specific analysis of what actually is proposed for the new
regulations. The County Attorneys’ office, however, will need to review any proposed
regulations for constitutionality and to consider the First Amendment implications thereof. In
any case, the current Sign Regulations, Chapter 4 of the LDC, do not clearly define off-premise
or on-premise signs and staff recommends adding definitions to the existing regulations Chapter
4, Sign Regulations, includes standards for on-premise signs but does not define an on-premise
sign. Chapter 7, Definitions, of the LDC defines “off-premise sign” as, “A sign advertising a
land use, business, product or service not located or available upon the premises whereon the
sign is located.”
CDOT includes definitions for both on-premise and off-premise as follows:
“Off-Premise Sign” means an Advertising Device which advertises an activity, service or
product not conducted on the Property upon which the Sign is located.
“On-Premise Sign” means an Advertising Device: (1) advertising the sale or lease of a Property
on which it is located; or (2) advertising activities on the Property on which it is located; or (3)
located within a Comprehensive Development that advertises any activity conducted within the
Comprehensive Development.”
Staff is requesting permission from the Board to draft new definitions for on-premise and offpremise signs to be included in the Land Development Code.
2. Clarify if Billboards are Permitted in PUD Zones:
Our current sign regulations do not permit billboards within 500 feet of residentially-zoned
property in any jurisdiction. Moreover, neither the PUD nor the Sign regulations specifically
address whether new billboards can be approved in a PUD development or by what process.
However, the County’s current sign regulations require a USR permit approval for new
billboards and provide that the County’s sign code applies to PUDs only to the extent that the
signs are not addressed in the PUD approval.
Staff would like direction from the Board to determine if billboards should be permitted in
Planned Unit Development/Mixed Use Zone districts, especially those PUDs that include
residential uses, and by what process. PUDs can often span a large area of land and include a
number of permitted uses. Staff does recommend that billboards within commercial PUD’s, if
allowed, would be required to be located a minimum of 500 feet from any residential uses, either
in the PUD or in the vicinity of the PUD.
If the Board decides billboards can be permitted within a PUD, staff would like to clarify the
process. It is unclear if the process is through the initial PUD review and approval process or by
an amendment to an existing PUD, and whether the PUD approval will also require a USR
approval. As a billboard would be an additional use, approving or amending a PUD to include
billboards would receive BOCC review as part of that process. Staff believes the USR was put
into place for billboards within a conventional zone district to ensure that this use receives
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BOCC review that would otherwise not occur. The USR process seems redundant to the PUD
review process provided that the location of the billboard is identified at the time the Specific
Development Plan (an element of the PUD) receives approval from the Planning Commission.
Alternatives
The Board can direct staff to move forward with LDC changes as specified above or the Board
can take time for additional consideration and request staff return at a later date for additional
discussion. Specific decision points include:
1.
2.
3.
4.

Allow for the possibility of new billboard locations or prohibit new billboard locations?
Allow the conversion of static billboards into EMS’s?
Update the definitions of on-premises and off-premises signs?
Clarify whether PUD’s may allow billboards or not?

Fiscal Impact
There does not appear to be any fiscal impact at this point.
Concurrence
Staff is seeking Board direction and is not making a recommendation at this time. However,
staff has discussed this with the following Divisions and agencies:
 Arapahoe County Planning
 Arapahoe County Zoning
 CDOT
 Billboard Industry Representatives
Reviewed By
Jan Yeckes, Planning Division Manager
Robert Hill, Senior Assistant County Attorney
Bryan Weimer, Director, Public Works and Development Department
Todd Weaver, Budget Manager, Finance Department
Bob Hill, Senior Assistant County Attorney
Attachments:
Billboard and Safety Impacts Research Matrix
Planning Session Clarification Points – Industry Perspective
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Green – No Negative Impacts
Year
Released
2018

2013

KEY POINTS OF BILLBOARD AND SAFETY IMPACTS
Red – Negative Impacts

Title

Organization

Duration

Location

Method

Compendium
of Recent
Research
Studies on
Distraction
from
Commercial
Electronic
Variable
Message Signs
(CEVMS)

The Veridian Group,
Inc.

1988-2018

Many
counties,
including
but not
limited to:
Sweden,
Denmark,
Israel,
Canada,
US,
England &
Australia

Reviewed more
than 40 research
papers that had
been published
or presented
within the prior
30 years.

Reading,
PA &
Richmond
, VA

Eye-glance
analysis in two
test markets

2nd update to a
this author’s
2009 report for
AASHTO
through NCHRP
CEVMS and
Driver Visual
Behavior Study

Federal Highway
Administration (FHWA)

2007-2010

Gray - Inconclusive

Key Points













The new material in this update includes nine studies
in five countries.
While employing a broad array of approaches and
methodologies, the common theme clearly indicates
that the more a commercial digital attracts the
attention of motorist which renders them a
worthwhile investment for owners and advertisers,
the more they represent a threat to safety along
business streets and highways, where these signs
tend to be located.
See the attached summary of significant findings
from each study.

The presence of digital billboards does not appear to
be related to a decrease in looking towards the road
ahead, which is consistent with earlier industry
sponsored field research studies.
The longest fixation to a digital billboard was 1.34
seconds, and to a standard billboard it was 1.28
seconds, both of which are well below the accepted
standards
When comparing the gaze at a CEVMS versus a
standard billboard, the drivers in this study were
more likely to gaze at CEVMS than at standard
billboards
The researchers were careful to note the FHWA study
adds to the knowledge base of digital billboard

Green – No Negative Impacts
Year
Released

2012

2010

Title

Effects of
Electronic
Billboards on
Driver
Distraction

A Study of the
Relationship
Between
Digital
Billboards and
Traffic Safety in

Organization

Swedish National Road
and Transport
Research Institute &
Light Technology
Institute, Karlsruhe
Institute of Technology

The Foundation For
Outdoor Advertising
Research & Education
(FOARE) (Tantala
Associates, LCC –
Consulting Engineers)

KEY POINTS OF BILLBOARD AND SAFETY IMPACTS
Red – Negative Impacts
Duration

Less than a
year - 2010

88 months Conversion
to digital
format
between

Location

Swedish
Transport
ation
Administr
ation
approved
installatio
n of
twelve
electronic
billboards
for a trail
period
along a
four-lane
motorway
with
heavy
traffic
running
through
central
Stockholm
, Sweden.
Richmond
, VA

Method

Gray - Inconclusive

Key Points

41 drivers were
recruited to drive
an instrumented
vehicle passing
four of the
electronic
billboards during
day and night
conditions. A
driver was
considered
visually
distracted when
looking at a
billboard
continuously for
more than two
seconds, or if the
driver looked
away from the
road for a high
percentage of
time.



Official data
collected,
compiled and
recorded
independently by
municipal police










safety, but does not “present definitive answers” to
the questions investigated
Drivers had a significantly longer dwell time, a greater
number of fixations and longer maximum fixation
duration when driving past an electronic billboard
compared to other signs on the same stretch of road
No difference were found for the factors day/night
and no effect was found for the driving behavior
data.
Billboards effect gaze and behavior by attracting
more and longer glances than regular traffic signs.
The data presently available is insufficient to
conclusively determine if billboards attract enough
attention to be considered a traffic safety hazard.

7 years of accident data comparisons
10 locations with 14 billboard faces with 10 second
duration times
A before and after comparison, and an Empirical
Bayes Method Analysis for the actual and predicted

Green – No Negative Impacts
Year
Released

Title

Organization

Henrico County
and Richmond,
Virginia

2009

Safety Impacts
of the
Emerging
Digital Display
Technology for
Outdoor
Advertising
Signs

KEY POINTS OF BILLBOARD AND SAFETY IMPACTS
Red – Negative Impacts
Duration

Location

2006 –
2009.

Requested by:
American Association
of State Highway &
Transportation Officials
(AASHTO)

2008-2009

Method
departments,
Henrico County
and the Virginia
DOT.

US,
England,
Scotland,
Finland,
Australia,
Canada,
South
Africa,
Brazil and
The
Netherlan
ds

Critical literature
review of existing
guidelines and
research.

Gray - Inconclusive

Key Points









2009

Digital
Billboard
Safety
Amongst

California State
University – Northridge
- Department of
Geography

2008

Segments
of road,
usually
intersecti

Review of
literature, driver
behavior surveys
and a spatial



comparisons yielded no statistically significant
increase in accident rates
Comparisons of driver age (young/elderly) and time
of day (daytime/nighttime) are neutral factors

A driver is 3.7 times more likely to have an accident if
they have extended episodes of diverting their eyes
from the driving task.
Growing evidence that billboards can attract and hold
a driver’s attention for the extended periods of time
that we now know to be unsafe.
Many more such long glances made to DDBs and
similar “comparison sites” consisting of on-premise
digital signs, than there were to sites containing
traditional, static billboards or sites with no obvious
visual elements. The mean values for these long
glance durations proved to be significantly greater for
sites with digital signs than for the others.
Our attention and our eye gaze is reflexively drawn to
objects of different luminance in the visual field, that
this occurs even when we are engaged in a primary
task, and regardless of whether we have any interest
in this irrelevant stimulus, and that we may have no
recollection of having been attracted to it, we have a
growing, and consistent picture of the adverse impact
of irrelevant, outside-the-vehicle distracters such as
DDBs on driver performance.
Several studies provide evidence that support claims
that there is no correlation between traffic collisions
in the environments with digital billboards. There are
others that prove legitimate increases in accidents.

Green – No Negative Impacts
Year
Released

Title

Organization

KEY POINTS OF BILLBOARD AND SAFETY IMPACTS
Red – Negative Impacts
Duration

Motorist in Los
Angeles

2007

Driving
Performance
and Billboards

Prepared for:
Foundation for
Outdoor Advertising
Research and
Education

2006

Location

Method

ons in Los
Angeles,
CA where
a digital
billboard
is placed.
Area of
interest
consists of
digital
billboards
within the
sight of a
given
motorist
“Viewer
Reaction
Distance”
Cleveland,
Ohio

analysis of high
traffic collision
intersections and
digital billboard
locations were
examined

Gray - Inconclusive

Key Points







36 drivers were
recruited and
asked to drive a
50-mile loop
route that
included 5 digital
billboards, 15
conventional
billboards, 12
comparison sites
(on-premise signs
or landmark
building) and 12
baseline sites








This study cannot say with complete confidence
whether digital billboards contribute to the accident
rate in any given area.
It can be inferred that drivers are more likely to
glance at a digital billboard as opposed to a standard
billboard and the odds of a vehicular accident or near
accident are twice as likely when a driver turns away
from looking forward on the road for more than two
seconds.
Some studies show no correlation or are inconclusive
regarding a link between digital billboards and
hazardous driving conditions’ It is not sufficient to say
that they are not detrimental to drivers because they
do distract drivers and it should not be ruled out that
they could cause a traffic accident.
No study has yet to show them to be safe.

Eye glance results showed that there were no
differences in the overall glance patterns between
digital billboards, conventional billboards,
comparison events, and baseline events during the
daytime.
Drivers did not glance more frequently in the
direction of digital billboards than in the direction of
other event types during the daytime.
Drivers took longer glances in the direction of digital
billboards and comparison sites than in the direction
of conventional billboards and baseline sites during
the daytime.
An analysis of glances lasting longer than 1.6 seconds
indicated that these longer glances were distributed

Green – No Negative Impacts
Year
Released

Title

Organization

KEY POINTS OF BILLBOARD AND SAFETY IMPACTS
Red – Negative Impacts
Duration

Location

Method

Key Points

(sites with no
signs).

2007

2005

A Critical,
Comprehensive
Review of Two
Studies
Recently
Released by
the Outdoor
Advertising
Association of
America

Prepared for: Maryland
State Highway
Administration

Traffic Safety
Evaluation of

Transportation Services
Division of the

Less than
one year 2007

2000-2002

Review of
Ohio
study and
Virginia

Toronto

Independent
peer review of
two studies: “A
Study of the
Relationship
between Digital
Billboards and
Traffic Safety in
Cuyahoga
County, Ohio”
and “Driving
Performance and
Digital Billboards:
Final Report”
An on-road eye
fixation study to

Gray - Inconclusive







evenly across the digital billboards, conventional
billboards, comparison events, and baseline events
during the daytime
 The nighttime results indicate that digital billboards
and comparison events may be associated with more
active glance patterns, as well as with more frequent
and longer glances towards the digital billboards and
comparison events.
 For the post-drive questionnaire, 42% of drivers
mentioned billboards as one of the top five items that
caught their attention; note that drivers did not know
this was billboard study.
 In an open-ended question, three drivers mentioned
billboards as the single most memorable item on the
trip, and two referred specifically to the digital
billboards as being memorable.
The two studies by the OAAA indicated that the research
“offers conclusive evidence that traffic accidents are no
more likely to happen in the presence of digital billboards
that in their absence.”
“Having completed this peer review, it is our opinion that
acceptance of these reports as valid is inappropriate and
unsupported by scientific data, and that ordinances or
code changes based on their findings is ill advised.”

Eye Fixation – The study indicated that the four video
signs studied attract driver attention in that the

Green – No Negative Impacts
Year
Released

Title

Organization

Video
Advertising
Signs

Transportation
Department and City of
Toronto.

KEY POINTS OF BILLBOARD AND SAFETY IMPACTS
Red – Negative Impacts
Duration

Location

Method
determine if
drivers look at
video advertising
signs. Conflict
studies to
determine if
there were more
conflicts on
intersection
approaches with
visible video
signs than on
those without
such signs.
Before-and-after
sign installation
study of
headways and
speeds was
carried out,
crashes were also
compared before
and after sign
installation. And
public survey was
conducted.

Gray - Inconclusive

Key Points












probability of a driver’s looking at the sign on a given
approach was almost 1 in 2.
Eye Fixation – No evidence was found that glances at
video signs reduced the proportion of glances at traffic
signs or signals.
Eye Fixation - Although drivers looked at the video signs
on almost half the occasions that they were present, the
majority of glances were looking ahead at traffic, 76%.
Eye Fixation – Glances at video signs as compared with
those at static commercial signs were associated with
longer headways (following distance between vehicles)
and were made closer to the line of sight. Both findings
indicate greater safety for video sign glances.
Conflicts – There was a 60% higher incidence, of drivers
applying their brakes without good cause on the video
compared with the nonvideo approach (19%-12%)
Conflict- In contrast, there was no significant difference in
the extent of unwarranted lateral land displacement or
delay start on green.
Headways & Speeds – A decrease in speed may be
anticipated to improve safety, however, the increase in
decreased headway and increased speed variances would
likely lead to a decrease in safety.
Survey – 65% of those surveyed said that these types of
signs have a negative effect.
Survey – Video advertising signs were rated at 3.7, higher
than billboards (2.1) but close to the same as road
construction (4.0) and lower than in-car cell phone use
(5.6) in terms of distraction.

Planning Session Clarification Points – Industry Perspective
Concern over billboard proliferation in Arapahoe County, especially in the more urban areas or
interstates (I-225, C-470, I-25)





A new billboard has not been built in Arapahoe County in over 20 years. This is not because the
billboard companies haven’t wanted billboards in the county, but rather because it is extremely
difficult to find a legal location to build. Even if you find one that is legal to the current Arapahoe
County code, it is highly likely it will not pass the CDOT code proving proper zoning dating back
prior to January 1st, 1970.
Because of the above, you will never see billboards being erected along the highways and
interstates mentioned in the planning session.
It goes without saying that the Arapahoe County sign code for billboards has been extremely
effective as currently written.

Concern over animation and flashing on EMC billboards






The digitally displayed message remains static for the entire dwell time. There is no movement,
flashing, or animation. It will look the same as a static image of a vinyl billboard.
The changes from one advertisement to another are instantaneous. There is no fading out,
scrolling off screen, or movement in general on message changes.
The typical industry standard dwell time is 8 to 10 seconds even though CDOT allows for 4
seconds. We do not want or intend to change any faster than industry standard.
We are looking for more studies that will show EMC billboards do not lead to a greater level of
distracted driving or create a higher percentage of accidents.
If the Commissioners would like a nearby example of the above, please let them know to look at
the Centennial location located on Arapahoe Rd just east of Dayton.

Concern over hacking and precautions taken to protect EMC billboards





Computers running the content of the screens utilize an encrypted language for programming of
content.
All EMC billboards are under 24 hour surveillance from a camera located on an arm that stretches
out from underneath the EMC screen. Many times, these are monitored by not only the Outdoor
Advertising company, but also by the surveillance team of the screen and software manufacturer.
All screens have the ability to default to black or a predesignated image in case a problem exists.
Power to the billboard can controlled remotely and shut off.

Control of content and the posting of inflammatory, obscene, or negative political campaigning





We manage and control all content that gets displayed on our EMC billboards and static vinyl
billboards. There is no difference on that front. Our relationships within the communities we
operate in and municipalities that govern them are extremely important to us. We scrutinize
advertising content with that in mind.
Displaying any advertisement about marijuana or dispensaries is illegal according to Colorado law.
You will not see this content on off-premise signs (billboards).
We do not accept negative political advertisements. We accept political ads that display the
positive aspects of why the public should vote for an initiative or candidate, and not the negative
aspects of the opposing view or candidate.

Distinction between off-premise and on-premise signage



The Supreme Court findings in Reed v Gilbert concluded that it does not violate 1st Amendment
rights to maintain a distinction between on-premise and off premise signage.
Without maintaining this distinction on-premise signs could allow for off-premise advertising and
then proliferation of signs would really begin. It is not only a proliferation concern, but content
control becomes a much greater issue when you have individual land owners making decisions on
what is being displayed on their sign vs the three outdoor advertising companies that have
content policy in place and operate in Arapahoe County responsibly.

Additional Comments




Billboards are a legal business throughout Colorado and Arapahoe County. We provide small,
medium, and large businesses the ability to communicate with the traveling public and strengthen
their viability in the market.
We will continue to look for studies to show that EMCs have not been linked to greater distracted
driving or accidents.
The conversion from static vinyl to EMC accomplishes some key positive outcomes:
o The billboard appearance is cleaned up and more modern. There are no more catwalks or
protruding light fixtures.
o Installers no longer have to climb onto the billboards to change out the advertising
messages. This is a drastic increase on overall safety
o EMC conversions allow for a greater number of advertisers on very limited number of
billboards in the area, giving the opportunity for smaller Arapahoe County businesses the
ability to afford advertising because of supply and demand.
o EMC screens with the auto dimming capabilities actually spill less light into the immediate
area vs traditional static billboards. This is due to the construction of the screens and their
ability to focus the image to primarily drive traffic only.

