Application: Increasing Communications Effectiveness and ROI
By Lyle Bunn


The following is the full version of what was published in edited form in the January 29, 2010 edition of the MediaPlanet Digital Signage Supplement included as a special supplement in USA Today (New York, Chicago, Los Angeles and Washington editions). Lyle Bunn served as principal writer and editor.
Digital signage is used across the economy to influence and inform shoppers, patrons, visitors, staff and students at points of purchase, transit, waiting and gathering.

Research indicates that digital signage achieves communications results such as sales lift, product/service enquiries, increased awareness and reduced perceived waiting time while also adding vitality and energy to an environment and improving safety. 
Digital signage can provide both high “reach” to large audiences and high “engagement” while messaging can increase traffic to websites and mobile commerce through text, downloads, mobile browsing and even voice messaging. 

“Digital signage has grown both in applications and size” says Serge Konter, Communication Manager at SpinetiX “making it the area of choice for audio visual dealers and system integration companies looking to improve turnover and offer new services their existing customer base. New markets are appearing in digital signage in areas such as building evacuation, community communications, way finding / directions, scheduling displays, facilities & status displays and many more areas.

Jeff Porter, Executive VP at Scala, Inc, an outspoken advocate for digital signage who serves on several industry advisory boards explains that “digital signage is not about the technology, but its application!”

Thomas Wyatt, General Manager of Cisco’s digital media systems business unit says that the key trends driving Cisco digital signs implementation are:
 

· Economic challenges are changing business opportunities

· Global value chains and globalization

· Consumerization of information technologies 

· Shift in advertising spending

· New social media trends to reach customers and employees
Jeff Hastings, Chief Executive Officer, BrightSign notes that “Undue focus on the downturn has masked an essential underlying shift in the market for signage. To draw on the Boston Consulting Group’s classic model, Digital Signage has moved from the Early Adopter phase to the Early Majority phase. The Early Adopters were driven by functionality rather than cost – but the Early Majority is much more sensitive to total cost of ownership. Affordable and at the same time powerful software solutions that make creating and distributing Digital Signage presentations a breeze are allowing the Early Majority to embrace Digital Signage and their networks more readily.   A year ago, the typical user of digital multimedia content would have a premium brand in their market, and would adopt Digital Signage to associate that brand with exciting new technology. In the context of the margins in these businesses, and other expenditure on premium fixtures and fittings, the cost of installing and running a Digital Signage network wasn’t especially significant”. 

David Keene, Executive Editor of Digital Signage, Marketing at Retail and System Contractor News magazines and the recently released Digital Signage Best Practices Guide also serves as Chair of the Judges Committee for the industry’s Digital Signage Innovation (DIGI) Awards which recognize leading edge technologies and applications. 

In the retail world Keene reflects, “digital signage best practices means campaigns that best use message targeting at points of decision and add value to the customer experience. It also means integrating digital messaging with point-of-sale, pricing, inventory and other merchandising regimes and databases. It means interaction with the content and devices”. 
“In the transportation world” Keene continues, “best practice is reflected in systems such as DIGI award winner British Columbia’s SkyTrain Rapid Transit that alerts users of any emergency issues when they enter a station on LCD screens and then convert easily in non-emergency times so the panels display standard content that includes weather information, tips, and schedule updates”. 

The Tampa Bay Performing Arts Center was recognized with a DIGI Award for its use of digital signage to enhance the patron experience within and as approaching the performing arts facility. The system, which uses Harris Corp. “InfoCaster” media management software indicates how dynamic visual and audio media can support the service and business goals of a public access facility. 
A DIGI Award also recognized a deployment by local broadcaster WRAL on buses in Raleigh, NC. Project partners in the nation’s first over-the-air broadcast of mobile digital television to the public, which uses the Harris Corp. “InfoCaster” digital signage platform also include LG Electronics, Microspace Communications, the CBC New Media Group and the City of Raleigh, N.C. 
Keene said “The deployment of WRAL content on buses in Raleigh, N.C., illustrates a key direction for broadcasters and cable companies to participate in the high-growth digital signage sector”. Denise MacDonell, director and general manager of digital signage for Harris Corporation, reflects that “a digital signage opportunity for broadcasters is to marry their local expertise, their specific market knowledge and their key relationships to place the right content in front of consumers.  And – as in the case of the WRAL project – the technology deployment doesn’t have to be intimidating.  The ability to work with a long-time industry expert like Harris means that local broadcasters can tap an all-new market using familiar technology.”

Keene offers that “Best Practices” as illustrated through DIGI Awards entries (not just the winners) are the proof of how far digital signage has come as an industry”. See the DIGI Awards winning entries at www.digitalsignageweekly.com

A recent Delta Airlines advertising campaign serves as an example of how impactful digital out-of-home media can be when used as part of an integrated digital media campaign. Earlier in the year, the airline and its ad agency, Digitas, ran a brand-awareness campaign for Delta’s international travel services using digital out-of home screens combined with traditional media.

 

Specific results of the campaign indicate that Delta’s goals of reaching the target audience and increasing awareness of Delta as a preferred international carrier were accomplished. Specifically:

• Awareness of Delta as an international carrier increased more than 28 percent. 
• Among business travelers, the perception that Delta “flies to the international destinations you want to go to” increased 26 percent. 
• The percentage of people “very likely” to recommend Delta to friends, family or colleagues increased 61 percent. 
• Overall awareness of Delta increased by 15 percent. 

Digitas used SeeSaw Network’s DOOH aggregation service and “Life Pattern Marketing”, where SeeSaw identifies when and where a certain demographic will see DOOH ads and then assigns ads to networks along that demographic’s daily journeys.
“The Delta campaign on SeeSaw’s national network demonstrates the power of place and how place-based digital advertising delivers business results by intercepting a specific audience across multiple touch points during their daily routines,” said Suzanne La Forgia, president of the Out-of-Home Video Advertising Bureau (OVAB).


“The net impact of this campaign really tells us three things,” said Peter Bowen, “One, place-based digital advertising is effective at reaching audiences in their daily lives. The second is that aggregation provides advertisers a way to reach a large amount of people. And third, this media can be highly targeted to reach a specific audience.”
A recent survey by the Digital Signage Association indicates that digital signage will continue to grow rapidly, with 82% of the 1200 respondents indicating that they will deploy screens in the next two years. Almost 30% of respondents plan to deploy 100 or more with 10% installing 1,000 or more displays.

Digital signage has proven itself to be a cost-effective and powerful tool for communicators.  
Lyle Bunn is a highly regarded independent consultant and educator in North America’s Digital Signage Industry. Lyle@LyleBunn.com
PAGE  
3

