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Part 1:
On my commute to school, I have a recollection of six billboards. Four of them are strategically placed by the side of the road supported by railings, while structures were effective spots to mount two of them that are by the side of the road. The last two I recall since they have been installed on favorite drive-through fast food restaurants, which I frequent. Another billboard drew my attention due to the fact it utilized colourful neon lights. The memory of the other three stimulates from the fact that they are massive billboards just by the side of the road. Their size alone makes them harder to miss. 
After revisiting the route with that knowledge in mind, I noted seven billboards. Of the six I recalled earlier, one of them had been pulled down and replaced by others. The three huge ones are quite effective, but the accuracy of my recollection failed to notice the replacement of one of them. The billboard that attracted attention through colorful neon lights was not practical since the lights drew attention from the content and context of the advertising. The two signs mounted on drive-through restaurants effectiveness arose from capitalizing on the local presence and actively impacting a substantive response. The one billboard I failed to remember was placed at a T-junction with maximum visibility targeting one of the feeder roads. Therefore, the billboard was not practical since only a third of the road users had a view of it. 
Strategic location was crucial in the effectiveness of the billboards, the content of the message was readable and clear without ambiguous words, employed the use of powerful visual effects that did not deter attention from the material, and the information provided by the billboard was useful to a high number of road users.

Part 2:
A name I would pick for my social network is "Consociate." The social network would target colleagues working in the same field in different organizations and provide a platform for them to socialize and share career-related advice. Consociate profiles would require an analysis of what area the person specializes in and what level of expertise. An added advantage of the social network is the availability of mentorship opportunities for recent graduates and specialist in each field. 
When developing a social network, it is critical to learn and access the habits of the target audience. I will adopt online research and possible physical contacts in a diverse number of fields to accumulate data on what specifics career specialists admire and socialize. To further enhance the directive of gathering knowledge about the target audience, I would first launch the network as a demo. This initiative will require a test subject in several fields in similar platforms and incorporation strategies of different social paradigms. Consociate will also not be limited to the web. Therefore critical considerations will drive the development into considering mobile applications. The design team will also prioritize user-friendliness and functionality of the social network by making sure the network design is minimal and straightforward. The two concepts will boost user experience by making the final product all about them, their journey, and maximizing on the value, they acquire from the program. A standard profile is a critical element in boosting user experience.
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