
 

 
     
 
The CONTENT of  Dynamic Place-based Media . 
The rise of the ÒContent is KingÓ Monarchy. 
 
The term “Content is King” has resonated as Dynamic Out-of Home and Digital 
Signage networks present messages on digital display screens in out-of-home 
points of purchase, transit, gathering, work and study. The estimated 1.4 million 
displays operational in North America offer highly targeted, centrally-controlled 
rich media and it is this “content” that delivers communications and marketing 
results. This paper addresses some of the key elements related to Dynamic Media 
Content to define a baseline for conduct related to content, and establish a clearer 
vantage point from which to advance the practice and application of dynamic 
media content.   
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A.   DYNAMIC PLACE-BASED MEDIA NETWORKS     
 
 
A1. ÒDynamic Place-based MediaÓ by any other Name.    
     
While the term “Digital Signage1” has come to be used widely to describe 
electronic display networks, the term “Dynamic Signage” is used in this paper 
because it more appropriately defines the core value proposition of this medium 
and better describes what a viewer would experience. “Dynamic Signage” is the 
evolution of “Digital Signage.” 
 
Dynamic Signage is a suitable umbrella term to use in referring to the medium in 
any environment in any business model. In seeking its place in advertising plans 
and budgets, other descriptors have been used. “Dynamic Place-based Media” and 
“Dynamic Out-of-Home (DOOH)” for example, generally describes ad-based 
networks seeking out-of-home ads. “In-store TV” has sought a share of 
TV/broadcast ad spending and in being called “the Outernet,” the medium has 
become part of Internet budgets. 
 
This centrally controlled video presentation medium that has been on compound 
annual double-digit growth trajectory for close to 10 years.  
 
Dynamic media is typically installed at Point of Purchase (i.e. retail and service 
locations), Point of Transit (walkways, elevators, air, rail, train, boat stations), 
Point of Waiting (i.e. medical office, line ups, lobbies), or Points of Gathering 
(i.e. stadiums, hotels, hospitality venues, museums, office and manufacturing 
workplaces, campuses, government facilities, military bases and other locations). 
The networks deliver messages that inform and influence. Each of these points of 
display has relevance when the content message is important to a communicator 
and the viewer at the presentation time and place. 
 
Dynamic Signage describes digital display screens connected by a network and 
controlled from a single centralized point. Displays are typically 7 to 60-inch 
Liquid Crystal display (LCD) or plasma panels, or larger Light Emitting Diode 
(LED) panels. Typically, content spots are integrated into a play-loop of 4 to 20 
minutes in duration, coinciding with the length of time that a person would be in 
the viewing proximity of the display. Play-loops and content are configured to 
optimally reach viewers according to traffic pace, dwell time and viewer 
demographic.  
 
A2. Status of Dynamic Media Networks 

                                                
1 Dynamic Signage is referred to in many ways including Digital Signage, Retail Media, Out-of-
Home (OOH) Video, Digital Point-of-Purchase (POP), In-Store TV, Captive Audience TV, 
Narrowcasting Networks, Dynamic Display Engagement Media, Dynamic Communications 
Network, Place-Based Media, and Dynamic Out-of-Home, Enterprise Media, Dynamic Place-
based Media, Electronic Display Systems, Video Networks and Private Media Channel.  
2 “Recency” is the term used to describe the capacity of a medium to deliver a message in close 

Double digit 
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Marketing and communications is a primary area of business operations where 
greater efficiencies can and are being achieved through Dynamic Place-based 
Media. The inherent efficiencies of digital media creation, communications, 
management and display, as well as response measurement-based approaches and 
multi-channel marketing enable more efficient message targeting that can 
maximize return on marketing efforts.  
 
Digital Place-based Media has been rapidly growing and maturing during the 
challenging economy of this decade which has included 9/11, several economic 
downturns, recession, business uncertainties and a cautious investment climate. 
Advertising-based networks give marketers reach and recency2, while many 
displays improve branding, staff and student communications, and the patron 
experience at a location. 
  
Though the industry has grown and matured significantly, the inherent 
characteristics of the medium has not changed. “Digital Signage” reflects the 
inherent economies of a fully digital supply chain of media creation, management, 
connectivity and presentation. It is a highly target-able, viewer-addressable, 
“audience of many”, location-based display media. Central control of message 
delivery to digital displays (i.e. LCD, plasma or LED) gives communications 
flexibility and assures 100% compliance of message presentation to audiences at a 
time of day, in out-of-home locations where people shop, wait, work, commute 
and gather. Messages have high relevance when delivering content in the context 
of the location, time and viewer to achieve measurable business goals. It can 
provide a laser focus of message delivery to time and audience, wide 
demographic or geographic coverage, or anything in-between.  
 
Approximately 300 networks that primarily present advertising exist in North 
America, as part of nearly 1.4 million displays now deployed and growing at 24% 
annually3.  
 
According to the 2010 Arbitron Digital Video Display Study4, 70% of teen and 
adult U.S. residents have viewed digital video displays in the past month, an 
estimated 181 million people.  
 
Spending on dynamic place-based media technologies in North America is 
reaching $2 billion annually and continues to grow year over year at 23% 
compounding annually. Further, $3.5 billion is spent on creating content for 
displays and this area of the industry is expected to see the highest growth of the 
industry at large. The industry is growing rapidly in size as well as sophistication, 

                                                
2 “Recency” is the term used to describe the capacity of a medium to deliver a message in close 
time proximity to a future action 
3 Volume of installed displays 27 inches and larger for Digital Signage use in North America per 
DisplaySearch, and NPD company, representing approximately 50% of global deployments. 
4 See http://www.arbitron.com/study/digital_video_display_study.asp 

1.4 million 
displays now 
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integration, best practices, standards, infrastructure and efficiencies, and is now 
continuously proven as a high value marketing and communications tool. 
 
According to PQ Media U.S. Digital Out-of-Home (DOOH) advertising spending 
is estimated to have grown 14.8% in 2010 to $2.07 billion5. The outlook for 2011 
is also positive, with place-based networks expected to grow about 16%, digital 
billboards and signs to grow about 19% and overall DOOH predicted to 
experience almost 17% growth. 
 
A3. Inherent capabilities 
 
“Visual is our new language” explained Paco Underhill in a keynote address to 
delegates of Digital Signage Expo in 20096, noting ÒOur visual language is 
evolving faster than our spoken words. We process images faster and it is a single 
language.Ó This makes digital signage a powerful appliance to improve retailer 
and brand success. ÒAndÓ he added Òthe value of digital signage does not decline, 
but increases over time when content messaging is refinedÓ. 
 
Dr. Hugh Philips7 of McGill University in Montreal has described that the human 
brain in particular notices motion. He further notes that humans “ingest” sensory 
information (i.e. sight in particular) and rapidly, unconsciously “de-select” items 
that are not related to their intended action, needs or interests.  
 
The animations and motion inherent in Dynamic Place-based Media serves to get 
the “content” noticed, while its message subject or composition stimulate 
engagement and influence actions.     
 
“Recency” is the term used to describe the capacity of a medium to deliver a 
message in close time proximity to a future action. Dynamic Place-based Media is 
often places at or near a point of purchase or other action, so its recency capability 
is extremely high. Phil Cohen, CEO of Care Media Group has reflected 3rd party 
research that indicates 54% of the viewers of their doctor and veterinarian waiting 
room networks go shopping later on the same day of seeing ads and content on 
their network. 
 
Digital signage is part of the Communications Continuum. Communicators use 
multiple devices such as internet, posters, TV, etc. to maximize the return on 
investment (ROI) and the economies of content production on this continuum 
have advanced significantly. 
 

                                                
5 See http://www.digitalsignagetoday.com/article/178227/A-look-at-DOOH-by-the-numbers 
6 Paco Underhill, founder and Managing Director of Envirosell, whose books “Why We Buy” and 
“Call of The Mall” are published in 27 languages. He addressed delegates of Digital Signage 
Expo, February 26, 2009 in Las Vegas. 
7 Dr. Hugh Philips, cognitive psychologist at October 13, 2006 Toronto POPAI “University on the 
Road” event The Application of Shopper Psychology to Marketing at Retail. 
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“Digital Out-of-Home is part of the “digital landscape” has said Keith Kelsen8, 
noting, “The manner in which we look at media could be called “transmedia” 
which accommodates all platforms.” He notes, “content campaigns that are 
designed for multiple platforms (i.e. TV, internet, mobile, digital signage, etc.) 
have an inherent strength and an effectiveness that allows content to be part of the 
digitization of our world. While many brands are having success in working 
directly with retailers on one offs, agencies are key to branding and 
merchandising success because strategically, the agencies look at the larger 
picture across the entire campaign. Agencies add value through their strategic 
perspective in designing transmedia content with continuity for campaigns across 
all media platforms”. 

 
 
 
Dynamic place-based media is a high-utility medium on the communications 
continuum. It’s display location at, near or on route to a point of purchase.  
The medium can speak to an “audience of many” in serving as an out-of-home 
broadcast network, but also to a highly targeted audience (i.e. geographic, 
activity-based or demographic) in a highly refine-able (i.e. granular) way. It can 
also speak to an “audience of one” at a point of decision. 
 

                                                
8 Keith Kelsen is author of “Unleashing the Power of Digital Signage: Content Strategies for the 
5th Screen.” See section D3. Publications. See www.5thscreen.info. 

The �lCommunications Continuum�z 

Reach  >>  <<   Engagement 

Cellular    Internet     Digital Signage   Billboard   Newspaper   Radio    TV 

Images by Azure Marketing 

ÒAudience of 
manyÓ or 
ÒAudience of 
OneÓ with 
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Importantly, it can motivate a download, browse, mobile commerce session or 
opt-in by a user through a handheld or mobile phone, or direct a viewer to a 
website for additional information, competitor comparison, sign-up or purchase. 
 
The medium provides additional value to brands, communicators and marketers. 
 
¥ Messages need not be “shrill” to capture attention and motivate action. Active 

content presented at a prime location can calmly and confidently present 
features, points of value and a call for action. 
 

¥ The medium “levels the playing field” of marketing communications by 
enabling low cost, highly targeted messaging. This exceptional ability to 
“narrowcast” a video message to a highly defined viewer demographic has 
emerged as the number of broadcast television channels has grown. The “long 
tail,” the term used to describe the incidence of fewer, but more intensely 
subject-matter interested viewers of broadcast programming, is a way for TV 
advertisers to reach well-defined target demographics. For example, a 
program on dog training would be of strong interest to firms marketing dog 
food. Dynamic Place based Media in a pet food store or veterinary office, are 
new options for the mass audience or “long tail” TV ad. The advantage of 
better viewer targeting and lower ad rates that has been possible through ad 
placement on the “long tail” of TV, is offered by Dynamic Place-based Media.   
 
The ease of message placement and rapid placement/assessment cycle time 
allow campaigns to be modified quickly to maximize investment. 

 
¥ Dynamic Place-based Media “plays nice” with other communications devices 

through the repurposing of brand assets and content. This has a twofold 
benefit. 
 
Content from other devices can be re-purposed for use on dynamic place-
based media. This increases the overall return on content production 
investment, while reducing the cost of message production intended for use on 
each medium. 

 
Messages can be produced and presented on dynamic place-based rapidly and 
at low cost, providing the opportunity to test market and refine the message 
prior to more costly production and placement on other media, in particular 
TV and cable.  
 
Dynamic signage “plays nice with others” by helping to drive traffic and 
engagement by viewers with other devices.   

 
 
 
 

Dynamic 
Media delivers 
core audiences 
and on the 
Òlong tailÓ out-
of-home. 

Dynamic 
Media Òplays 
niceÓ with 
others in a 
digital world. 
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A4. Performance of Dynamic Signage 
 
The objective of Dynamic Signage is to serve communicators’ and marketers’ 
goals. It can strongly influence the way that a consumer experiences and is 
stimulated by the identity of the product, service or information being presented, 
as well as by the environment in which it is being presented. While actual results 
vary by situation, the following are performance benchmarks representing 
measures of impact that have been achieved.9  
 

 
 
High value results are being achieved despite content spots often not reflecting 
“best practice”. In presenting comments of the judging panel of the Fourth Screen 
Awards for Dynamic Signage Content in February 2007 during a Content 
conference, awards judging Panel Chair Dr. Bill Ratcliffe10 presented a “cliff 
curve” to describe marketing content performance.  
 

                                                
9 Representative examples of digital signage impact are illustrative of network audit and brand 
results. Sales lift figures (i.e. the increase in sales revenues), vary, with virtually all uses of 
dynamic media experiencing 4 to 50% sales lift. Triple digit sales lift is not uncommon and up to 
300% has been achieved. Impact figures are gained through the measured results of the medium 
and published examples of Dynamic media performance are increasingly provided through 
conference presentation and award programs.  
10 Dr. Bill Ratcliffe’s credential elated to this comment includes his extensive experience in media 
testing as President of Millward Brown, a WPP company. 
 

The �lWhy�z of Digital Signage   

•! Sales Lift                 4-50% - 300% 
•! Generate Inquiries               5-15% 
•! Improved Branding / Recall      40+% 
•! Improve Visit Experience/�`Environment   80% 
•! Reduce Perceived Wait Times      -40% 
•! 3rd Party Advertising      $3-40 CPM 

 
•! Increased Customer/Staff/Patron Awareness 
•! Better �lCompliance�z - Display Control 
•! Patron/Public Information and Safety 
•! Liability Containment 

Revenue 
Generation 

Cost 
Reduction 

The bottom line: More effective communications spending. 
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He explained that the high values on a vertical scale formed a cliff that quickly 
trailed off. This reflects a declining incidence of achievement on the horizontal 
scale. The chart reflected that many marketing spots are bunched together in 
defining poor performance as “normal”, while fewer spots distinguish themselves 
through higher performance. The result is a plethora of “me too” ads which have 
limited performance, and further, dissuade engagement with the medium at large.  
 
In the rich visual-scape of any retail environment, the display of sub-standard 
visuals is a waste of resources and leads to de-branding.  
 
A5. ÒContentÓ in Context         
 
Digital Signage “content” ultimately delivers the results. It sits between the two 
areas of a) communications goals and b) the technology infrastructure, which are 
“bookends” and cornerstones of the DS/DOOH network.   
 
The term “Content is King” applies, given its importance in achieving 
communications goals and “relevance” has emerged to rule the content domain. 
Relevance is “content,” presented in the “context” of the place, time and viewer, 
being applied to achieve measurable results. Content may be King, Context the 
Emperor and Measurement the Queen (and it is she who must be obeyed), but 
“Relevance” is the ultimate authority. 
 
Content is not just about individual content “spot” but the broader strategy and 
tactical elements of content that can maximize the use of digital signage and most 
fully exploit its advanced viewer targeting with relevant, dynamic media. 
 
Increases in use are driven by the compelling value propositions of out-of-home 
digital media: 
 
¥ Audiences are ‘captive’ while waiting in a checkout queue, at a medical office, 

in an elevator or at a service station. 
¥ LCD and Plasma IP connected screens provide useful, engaging content 

relevant to the viewer in the context of the environment as well as other 
information such as special offers, reminders, news, weather, etc. 

¥ The environment is enlivened with the introduction of motion and visual 
stimuli. As other visual media have already proven, faces on the screen attract 
attention. 

 
The above value propositions highlight the critical need to develop compelling 
content that leverages out of home media to maximize expected results. Good 
quality content also avoids ‘wear-out’ since out-of-home digital media is invasive, 
unavoidable and gets highly noticed.  
An analogy can be made between deliveries of entertainment content to the home 
and marketing messages out-of-home. 

Relevant 
content delivers 
results. 
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In answering the question “What is the next big thing that we can expect from 
Netflix?” in a Feb 11, 2011 interview with RetailCustomerExperience.com, Steve 
Swasey, Netflix vice president of corporate communications said “More, more, 
more content. More devices, better user interface, more personalization. We are 
always adding more content to the site so you have more to watch — more TV 
shows, more movies that you’re going to love”. He was speaking about the 
delivery of entertainment and in a form that negates the ability of brands and 
retailers to deliver their message through traditional TV. 
 
Meanwhile, Out-of-Home video networks are dramatically increasing in their 
capability to deliver messages at places where people shop, gather, transit, work, 
study and enjoy live and group entertainment. 
 
“Content is reigning supreme” said Harris Morris, President, Broadcast at Harris 
Corp. as the National Association of Broadcasters (NAB) convention opened in 
Las Vegas in spring 2010, adding “broadcast, the internet, social media, 
publishing and entertainment are all content-driven industries which draw on the 
enabling value of technologies.  Dynamic place-based media fits into this multi-
channel world and delivers unique, inherent value to out-of-home and place-based 
media delivery and engagement”. 
 
As a prominent voice in the media industry, Morris noted that “content creation is 
an integral element of the high level of North America’s media competency, 
which allows assets such as spectrum, organization, infrastructure and talent to be 
monetized”. 
 
B.  CONTENT - OPPORTUNITY          
 
B1. $3.5 Billion Annually and Growing 
 
Beyond the almost $2 billion annual investment in digital signage hardware, 
software and operations, the production of “content” for North America’s Digital 
Signage/Digital Out-of-Home (DS/DOOH) networks has reached $3.5 billion in 
annual investment. Drawing on 21,000 person years of talent, over 8.8 million 
individual spots are created annually, with well beyond a million of these being 
unique advertising spots with creative and flight time paid by third party 
advertisers. These estimates are conservative and do not include licensed content, 
stock images or data feeds. 
 
An estimated 1,080,000 unique advertising spots11 play on Digital Out-of-Home 
displays across North America during 2010, based on conservative estimates of 
playloop length and spot duration and refreshment used in the calculation. An 

                                                
11 The calculations of the volume of content spots is available in an article titled “1,000,000+ ads 
now playing on North America’s Digital-Out-of-Home networks” at 
http://lylebunn.com/PapersandArticles.aspx 
 

Content is 
prolific in 
meeting 
consumer 
wants. 
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annually in 
North America. 
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years of effort. 
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estimated 90,000 unique ads are playing on North American displays at any one 
time.  
 
The Digital Signage /Digital Out-of-Home (DS/DOOH) industry in North 
America has emerged rapidly (25-50% CAGR) over the past 8 years in particular 
and ad spending on DOOH continues to grow at or beyond double digit figures 
annually approaching $2 billion according to PQ Media. DOOH has found its 
place in the “communications continuum” with other credible advertising medium 
such as TV, radio, Internet, print, billboard, etc. and is positioned to motivate 
action and as a “triggering device” to motivate “audience of one” engagements 
through a handheld, mobile interactivity and website.  
 
The Digital Out-of-Home area of the industry, which is based on third party 
advertising revenues is comprised of almost 300 networks, which allow 
advertisers to reach targeted audiences based on demographic profile, Designated 
Market Area (DMA), geography and even the activity in which they are involved 
(shopping, transit, café, workout, attending a game, etc.) in presenting messages 
at points of purchase, transit and gathering.   
 
B2. Providers: Current and Emerging 
 
The number of content producers and service providers is growing as the use of 
the medium expands. 
 
Current Sources of Content: DigitalSignageDirectory.com is the most 
comprehensive listing of content service providers in reflecting the printed Digital 
Signage Resource Directory (now in its 9th annual edition), which is produced by 
Digital Signage Magazine and The Digital Signage Group. The directory includes 
over 440 providers in its “Content Creation and Design” category and more than 
140 companies in the “Content Creation Services” category. 
 
Content supplier listings can also be found online (or are emerging) at Digital 
Signage Universe, Digital Signage Forum, Digital Signage Today, 
www.DOOH.com as well as in the member listings of Digital Screenmedia 
Association (DSA) and the Digital Signage Federation (DSF). Content providers 
are increasingly exhibitors and presenters at industry events. 
 
Some prominent content providers are listed below. These content providers 
have shared their knowledge and approaches as part of the “Cooking Up Content” 
demonstrations at Customer Engagement Technology World (CETW). Many  
have been recognized with industry awards and are active in advancing the 
standards of practice in the use of dynamic media within the context of overall 
marketing, patron, staff and student communications.  
 

Alchemy, A St. Joseph Company 
Arsenal Media  

Almost 300 ad-
based networks 

Over 440 
content 
producers. 
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Cineplex Digital Solutions  
      (formerly DDC – Digital Display and Communications)12 
Cisco 
Heads and Tails 
Noventri 
Saddle Ranch Productions   
SapientNitro  
Show and Tell 

 
Other dynamic media content producers, which offer significant supply 
capabilities include Blue Pony, Premier Retail Networks (PRN), Met Hodder and 
EDR Media among others. 
 
Stock video footage or live information feeds are provided by a growing number 
of providers, the following of which is a sampling. The array of “stock” content is 
extensive from these and other firms, allowing real-time or near real time 
information suited to the environment to be presented. Significant customization 
of feeds and footage from these sources is often possible. 
 

AccuWeather 
Bloomberg  
Reuters 
CBS 
ABC 
NBC 
Cineplex Digital Solutions 
DataCall 
Digichief  
Eventful.com 
Saddle Ranch Productions 

 
Specialty subject content is increasingly available from a range of media 
producers, event organizers, photographers and sporting teams. 
 
For example, Jim Kelly, widely known host and personality in professional golf 
can provide stock or custom footage of golf-related tips and celebrity interviews. 
This content is attractive to golfers and high net worth individuals in waiting, 
gathering and sports environments. Typically these spots do not reference any 
brands, which assure that no conflicts exist with potential or existing advertisers. 
Advertisers appreciate the use of short-form, attention-attracting informational 
content as it can be useful to attracting and holding attention on the display.  

                                                
12 Cineplex Digital Solutions, (formerly Digital Display and Communications) has been 
recognized with eight contents awards for its work. The firm received a special DIGI "Judges 
Choice" award in 2008 for its unique supply model which uniquely links Communications 
objectives, Content strategy and composition, and technology Infrastructure including ongoing 
network operations.  

Specialty 
content and 
Public Service 
messages add 
value. 
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Public service announcements and social/workplace values messaging can be 
obtained, often at no cost, from social services agencies or their media agents. The 
Causeway Agency (www.thecausewayagency.com) for example is a full service 
ad agency focused on non-profit organizations and government agencies. Its 
clients include UNICEF, the National Crime Prevention Council, the 
Environmental Protection Agency, and Communities in Schools among others. 
    
Network operators have in-house capabilities for the creation of internal content 
and service to advertisers. Many of these network operators are members of the 
Digital Place-Based Advertising Association www.DP-AA.org) or the Canadian 
Out-of-Home Digital Association (CODACAN www.oohdigital.ca), which aim to 
increase the effective application of Dynamic Out-of-Home media. 
 
Emerging Sources of Content:  The production of dynamic signage spots 
typically includes adapting and re-purposing media elements such as video, 
photography, logos, animation, web content, stock photos/footage and clipart, text 
and audio in order to sustain a brand “look and feel” while significantly reducing 
spot costs and production cycles.  
 
This adaptation is a specialty of the producers of content for other 
communications devices, which enables an easy transition to dynamic signage 
content production by the producers of TV, website, billboard, static sign, 
magazine and newspaper ads. 
Agencies: Advertising agencies, which plan and manage brand success have 
typically provided “content” and messaging for display in other media (i.e. TV, 
newspapers, etc.). The content provided for use in dynamic out-of-home has often 
been the same content used for TV or print, often not adapted to take advantage of 
the audience targeting, out-of-home display and video presentation capabilities of 
dynamic media. 
 
Agencies have significant opportunity to provide their content production services 
in producing content that more effectively links the brand and audiences that can 
be targeted with dynamic media. For example, a Listerine breath strips ad might 
be presented on an elevator, lobby signage, corporate or campus network with 
different text messages over the product package graphic at different dayparts13 as 
follows:  
 
       Morning:  “Make sure they want you to do the talking” 
   Lunch  “They don’t need to know what you ate for lunch” 
    Afternoon “Start the evening afresh” 
 

                                                
13 A “daypart” is the term used to describe the timing within a given day when media, or a serious 
of media spots will be scheduled for presentation. 

Content offers 
new revenues 
from agencies. 
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As managers and builders of brand positioning and success, and guardians of 
brand assets, agencies have, in dynamic place-based media, a powerful 
communications tools for targeted, tactical marketing. Agencies also have a new 
in-house market for their production capabilities with attractive new revenue 
potential. 
 
Producers of Static Signs and Digital Graphics have the inherent capability to 
create simple, non-audio dependent messages using static images and text. These 
firms also understand the budgeting, culture, internal processes and messaging 
priorities of their client organizations. Such firms are therefore ideally suited to 
produce dynamic display content. The Screen Graphics Industry Association 
(SGIA), Sign & Digital Graphics Magazine, and the International Sign 
Association (ISA) are helping their members, readers and event delegates to better 
understand the medium of dynamic signage and the business opportunity that it 
represents to better serve clients and their best interests.  
 
Static sign and digital graphics providers have three options in providing content, 
including: 
 

¥ Respond to the requirement for dynamic content as their clients implement 
dynamic signage capability. 

¥ Increase their technical capabilities to bring a complete solution of 
technology, content and ongoing operations to their clients. 

¥ Partner with technology providers and system operators such as Audio-
Visual and Information Technology Integrators, which could design. 
deliver and install the technology, while they (the sign or digital graphics 
provider) provides ongoing playlist administration and content needs.   

 
Website developers: Producers of websites have the tools to develop dynamic 
signage content and are typically one of the first mediums to provide brand or 
organizational messages. Websites typically offer significant amounts of 
information in its messages, and so web developers must dramatically refine and 
cut back on the amount of information provided to include only essential 
messages aimed at achieving the communications outcome.  
  
3D:  The International 3D Society, which has successfully advanced 3D in 
cinema and TV is now beginning to focus on 3D as a marketing instrument. “The 
WOW factor and the ability to appeal to upbeat, visually savvy target audiences 
makes 3D a natural for branding and merchandising” says Terry Kollman of 
Charter Digital Media, which is advancing in its media planning, creative, 
production and placement of 3D.  

 
B3. Cost of Content 
 
Costs of Content can be considered in three major areas including Cost per Spot 
(CPS), Cost per Period (CPP) and Cost per Opportunity (CPO). 

New revenues 
for static sign 
makers. 

Website 
producers 
generate 
dynamic media. 
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“Free” content does not exist. While costs can be minimized or minimal, the cost 
of “time” to source, access and gain permission to use available materials to 
format or produce a spot is a real cost.  Considerable caution must be applied in 
situations where minimal cost could result in poor or negative performance of the 
spot or the dynamic signage installation at large. Providing “resources” to achieve 
“priorities” is usually necessary, and this can co-exist with good resources 
stewardship.  

Production costs range widely. At one end of the scale are spots that are simply 
reformatted from other mediums, typically costing under $200, and at the other 
end of the scale, creative spots costing thousands of dollars to conceive and 
produce, test and refine.  
 
Some creative ads display high concept and are justified by their expected impact, 
long run to large viewer numbers and spectacular presence. These are 
characterized by ads presented in Times Square.  
 
Many dynamic signage network spots simply involve the reformatting of 
available media. This might include assigning a portion of a TV ad for playout or 
most often, recompiling graphic, text, animation and background elements. While 
authoring tools enable this process, the use of these tools can be like putting 
power tools in somebody’s hands and expecting that these will deliver a piece of 
carpentry result that meets functional, aesthetic, durability and cost expectations. 
Talent and process matter. Tools plus talent plus process helps assure quality 
results.  
 
By displaying spots that better achieve objectives, greater investment in content 
development may be warranted, which continues the cycle toward better content. 
 
Cost per Spot (CPS) includes the costs of producing individual spots through 
activities such as technical formatting for play out, design, composition, license 
and the acquisition of media elements that might be adapted in producing the 
dynamic signage spot.  

Content production costs are typically charged on an hourly basis or quoted as a 
project cost based on hourly inputs. Rates of $80 to $200 per hour per contributor 
depending on the skill level provided are common. 

While a typical 15 second spot which re-uses media assets may be composed in 2 
to 5 hours, the time required is dependent on the time required for creative input, 
sourcing of stock images, development, version refinements and approval 
processes. 

Costs of $200 to $600 for simple spots are not uncommon, nor are charges of 
several thousand dollars for unique and creatively compelling spots.     

Free content 
does not exist. 
But costs can 
be minimal. 

$80 to $200 per 
hour. 
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Technical formatting is the configuring of a prepared spot to meet the sizing, 
resolution, run duration and media format requirements so that the spot can be 
integrated into the playlist of a specific network. Each network describes its 
media file options and requirements in the “mechanical specifications” for spots.  

It is common for ads and media primarily developed for TV, print ads or websites 
to be re-formatted for dynamic signage display. Since many digital signage 
software products enable this simple reformatting, it is common for a formatting 
service to be provided by a network operator and included in an advertising rate. 
The cost of technical formatting typically ranges from $30 to 300. 

Adapting available media typically includes isolating parts of existing materials, 
adding text, animations, transitions and coloration, and composing the new spot 
by compiling different elements. Depending on the time required, adapting 
available media typically costs $100-600 per 10-second spot, with longer or more 
complex spots costing $400-2000. 

New content elements such as photography, video, animation and the use of 
licensed materials add to the cost per spot.     

Cost per spot is minimized primarily by adapting available spots and elements 
from their highest resolution native format, and using style guides and creative 
processes aimed at achieving high production throughput.  

For the network operator, cost per spot is minimized when ads are received in 
required formats “ready to play.”  

Cost per Period (CPP) is the cost of production of all media spots included in all 
playlists for a given period. This measure is often used in budgeting for non 
advertising (i.e. non third party paid) content. 

In a simple example, a playlist of six, 10-second spots, with half the spots 
changing each week, would have a total of 15 spots per month (6+3+3+3). The 
addition of play out “zones” on the display, more frequent refreshing of playlisted 
spots and presenting different spots to target different audiences, would increase 
the number of spots, and the overall Cost per Period of content. 

Cost per Period costs can be minimized by simply presenting fewer spots, 
reducing the refresh rate and shifting spot production costs to advertisers or 
sponsors, or leveraging the desire of suppliers of content to showcase content they 
might provide (i.e. public services organization, creative houses, broadcasters, 
etc.).  

The critical balance in assessing Cost per Period is to compare this investment to 
viewer satisfaction and the achievement of objectives. Often a small investment 

Budget content 
based on Òcost 
per PeriodÓ 
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aimed at improving visually weak spots or in providing several very good spots in 
an otherwise less-inspired play loop of content can improve the awareness and 
opinion of the entire play loop, while improving an overall standard of spots for 
the future. 

Economies are realized when a content provider is engaged to provide numerous 
spots over a period of time.      

Cost per Opportunity (CPO) considers cost relative to the opportunity to 
achieve an objective or improve results. The opportunity that is not realized due to 
the lack of suitable ad or messaging content to achieve a desired impact, can be 
substantial.   

For example, to reformat an available print ad may cost $100, with the 
reformatted ad having limited impact in generating brand awareness, sales lift or 
engagement. It could actually have a negative impact on the brand. Alternatively, 
a small investment in composing a spot better suited to digital signage could 
result in better branding, increased sales or service enquiries, and a much better 
visit or brand experience.  

Since Content is critical to the success of dynamic digital signage and the 
achievement of communications objectives using this medium, resources and 
skills must be intelligently applied to producing a suitable quality and quantity of 
content spots. Failure to do so, is to waste the investment in technology, and very 
likely, to de-brand the products and services promoted on the display, and the 
locations in which the displays exist. 

Value is realized by sourcing Content from a supplier, which has the 
infrastructure and talents in the use of dynamic digital signage to maximize 
benefits while minimizing costs. 

 
C.  STANDARDS OF PRACTICE   
 
Dynamic Digital Signage is built on the strong propositions that a) “content” can 
be displayed as suited to a specific demographic, location and time of day, b) 
digital signage offers high return on communications objectives and c) “digital” 
brand assets can be adapted to create messages that exploit the medium.  
 
The production of individual Digital Signage “spots” includes “creative”, 
“processes” and “composition.” “Creative” defines the objectives and the way in 
which these will be achieved. “Processes” help to link “creative” and 
“composition” as graphical treatments are applied. Together “creative processes” 
enable the managed production of unique and effective spots, economically and in 
as many derivations as useful to audience targeting.  

Talent enables 
cost-effective 
content 
production. 
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The composition of digital signage “spots” can provide production economies, 
and when displayed, the ultimate performance of the ad or media spot. 
Composition delivers “Value”, (“Value” being “benefits” minus “costs”). 
While “composition” draws from creative decisions, in many cases, where 
creative execution is heavily weighted to the composition activity, (which is 
common for digital signage spots), the quality of composition can significantly 
impact on the achievement of objectives such as brand impact, merchandising, 
awareness/recall and engagement. 
Some of the core elements of composition include adapting and re-purposing 
media elements (i.e. existing brand assets), pacing, animation, information, 
targeting, and interactive engagement.  
This section focuses on the composition element of the content spot and is based 
on “best practices” as recognized by case studies and award recognitions. 
 
C1. Key Elements of Design 
 

Processes allow creation, development and “tuning” of the content spot so that 
“content elements” applied to “objectives” in a “viewer’s environment” with a 
“call to action” achieve a “Response.” 
 
Reduce Ð ReUse Ð Repurpose: As a fully digital communications devise and part 
of the communications continuum, dynamic media fits into a “transmedia” 
approach. Brand assets such as logos, tag lines and images can be used and 
existing media re-purposed for presentation. 
 
"The agency community really want to be able to leverage the creative assets that 
they had in place already," notes Mike DeFranza, President & CEO of Captivate 
Networks who serves as Chair of the Digital Place-based Advertising Association 
(DP-AA.org)14. He adds "They did not want to have to redesign things 
specifically for digital place-based networks and/or Captivate." 
 
Adapting and re-purposing media elements such as video, photography, logos, 
animation, web content, stock photos/footage and clipart, text and audio can 
significantly reduce digital signage spot costs and production cycles. The re-use 
of such media assets can improve the consistency of brand presentation, while 
reinforcing the brand identity. But, adapting can also introduce new visual styles 
and “attitudes”, so adapting media elements must take the previous style of the 
use of those elements into account as well. 
 
Logos, tag lines, visual icons as well as colors and text fonts are easily adapted, 
with a “look and feel” consistent with the brand character. Corporate style, store 

                                                
14 Interview summary of Mike DeFranza with Christopher Hal, Editor, DigitalSignageToday.com 
published online Feb. 9, 2011 “Captivate CEO, DPAA Chair talks 2010 and the Future of DOOH” 

Adapting 
existing brand 
assets saves 
time and 
money. 
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design, website, video and print materials can be achieved through adapting 
existing brand and media elements.  
This adaptation is a specialty of many content producers, and an ability that 
enables easy access to dynamic signage content production across the marketing 
communications spectrum including producers of TV, website, billboard, static 
sign, magazine and newspaper ads. 
The use of available video clips, stills or photography can add to the perceived 
production value while minimizing spot cost and production time.  
 
Dynamic signage is a Òsell then brandÓ marketing instrument. The core 
proposition behind most marketing communication devices is to build brand 
awareness, and by filling the top of the awareness “funnel” it is planned that an 
adequate level of stock turns and margin (sales and profits) will occur. The 
majority share of over $180 billion15 in North American advertising spending is 
based on this proposition.  
 
But this “brand first - then sell” approach used by TV, print and billboards, and 
many other devices is increasingly turned around.  
 
In a September 25, 2005 The Wall Street Journal carried a lengthy front page 
article on retail media under the title “In a Shift, Marketers Beef Up Spending 
Inside Stores”. In it, Dina Howell, Director, First Moment of Truth, Procter & 
Gamble, said “P&G wants to connect with consumers when and where they are 
most receptive to receive information about P&G brands.  We want to delight the 
consumer as well as simplify the shopping experience.” In her later address to 
delegates of At-Retail Marketing Expo Ms. Howell added, “The store must be an 
extension of the brand and we must work collaborative with retailers at that 
critical first moment of truth when a consumer makes the purchase decision”. 
  
In being located at or near the point-of-purchase, dynamic media is best suited to 
be a “Sell then Brand” approach.  
 
Design content for a specific audience, context and time of the day:  The 
network connectivity of digital signage enables an advertiser to show a different 
ad for the same brand at different locations to target a different audience. For 
example, an antacid tablet advertisement could carry a different message to 
someone waiting in a doctor’s office and an entirely different message to a Gen Y 
person who is visiting a store before meeting his friends for an evening. Similarly, 
an office elevator ad for the nearest deli could advertise coffee and muffins in the 
morning, delicious sandwiches for lunch and an uplifting Latte in the late 
afternoon.  

                                                
15 An article at JackMyers.com notes that US advertising peaked at $234.7 billion in 2007, up 3% 
from 2006, according to Reuters. In 2010, domestic ad spending is expected to dip to $187.7 
billion. See MarkewtingCharts.com or AdAge.com for data. 

Selling first and 
and then 
branding 
activates the 
point of sale 
experience. 
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Design content to exploit the technology: Out-of-home digital is a versatile 
media, so it does not make sense to use still print ads or longer made-for-TV spots 
for this media. However, one does not need to create an entirely new content for 
this media. The key is to adapt existing assets from a content library to make best 
use of the medium. For example, 10 can be re-purposed out of a 30 second TV 
spot or an existing print ad can be animated to create a very compelling ad for 
out-of-home digital media. This repurposing enables the advertisers to ensure the 
continuity of their brand message, reduce the cost of creating content for this 
medium, and reduce the cycle time for airing. 
Build the brand by selling benefits: Ensure that the message drives home the 
benefits of the product to answer the question in the audience’s mind – “What is 
in it for me”? By answering this question, a communicator increases the 
possibility of an immediate action and the “sale” to the audience - the best 
possible way to build a brand is by driving revenue. Proximity to point of 
purchase and the captive nature of the media ensures that the audience is engaged 
when the communicator presents points of value that are relevant to the viewer. 
ÒCharacterÓ should be used to govern the quality and suitability of content 
related to the entire playloop on desired outcomes. Each individual media ÒspotÓ 
has a look and feel intoned by the nature of the graphics, text styles, coloration, 
pace of the content including speed of animations, slide on/offs and transitions, 
color and other elements.  
Pacing of spots is a key consideration when the spot presented on the out-of-
home display may have a short viewing time, be easily “de-selected” or only 
partially viewed by a patron or consumer.  
In composing the spot to deliver multiple short messages of feature, benefit or 
information, the spot attracts and holds attention. Correctly pacing the display 
timing and transition of message parts, enables these messages to be attractive and 
“ingest-able”. For example, text targeting an elderly consumer would be displayed 
slightly longer than text targeted to a GenX consumer.   
Animation , which is the movement of graphical or text elements, can help gain 
attention and enliven a spot or a brand. For example, the fly-over of a logo with a 
full-view finish, or adding the appearance of movement to an icon or product can 
heighten attraction and interest with minimal composition effort. 
Animation becomes part of the overall communication of the spot and contributes 
to the pace or “cadence” of the spot. Rapid animation is challenging for a viewer 
to ingest. 
The simple “toggling” of stills can present animation or movement. For example 
when toggled images of an animal with eyes open or closed, suggests that the 
otherwise motionless animal is alive and blinking. Sequencing stills can illustrate 
progress or direction as an effective animation.   
ÒInformationÓ offers a reason for patrons or customers to shift their opinion or to 
act. So, providing information that increases the pertinence or the value of a 
product or service to the viewer is important. Information could include features, 
benefits, differentiators, value propositions, ways of using a product, pricing or 

Viewers must 
find the content 
appealing, 
relevant and 
easy to ingest. 
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special offers.  
Visual information can reinforce the aspirations of a consumer or establish a need, 
which could be fulfilled by the product or service being promoted. Linking blue 
water (feature) with travel services, or family laughter (benefit) with pizza offers 
a scenario as visual information to sell by association. 
Digital signage can “sell without selling.” An out-of-home display of a product 
available at a frequently visited location can serve as a shopping list reminder for 
a next visit, while a promotional message reinforces brand value to achieve a 
future sale. 
Information is powerful because people base or change their opinions based on it.   
Targeting message delivery to a specific demographic, location, time of day or 
activity is an inherent, core strength of dynamic digital signage.  
Increasing the relevance of a message to its viewers increases the impact of the 
message, so composing digital signage spots suitable to various playlist 
scheduling scenarios (that match different audience or activity profiles) can be 
economically achieved using for example; 

¥ Interchangeable “touch points” of graphics or photography most relevant 
to an audience or that can “localize” a spot.  

¥ Reference to time of day, days of the week, holidays, observances or 
special events.  

¥ Portraits of staff or customers that mirror the target demographic.  

¥ Acknowledgement or congratulatory messages respecting “local” 
achievements. 

¥ Presenting text in the language of the audience (English, Spanish, txt, etc.) 
Interactive Engagement offers powerful marketing opportunities, and point of 
purchase interactive display and content offers the chance to close a sale, to up-
sell and to cross-sell.  
Since many consumers do product research online (www) prior to a store visit 
with purchase intent, it is valuable to link the internet browse experience with the 
in-store information experience to reinforce the purchase intent. From a 
composition standpoint, digital signage should present less information textually 
and more visually, while leading a consumer to a product and service selection 
that will fulfill their need or aspiration.  The composition should also offer visual 
clues to nearby sales associates as to buyer readiness to commence the closing of 
the sale, up-selling and cross-selling. 
Where touch screen is used, graphics, images or instruction notes (such as “Touch 
here”) should enable easy interaction. Generally, from a composition standpoint, 
the less information on the interactive screen – the better.  
An interaction opportunity, such as touch screen, gesturing or text messaging 
requires that the content on the display be frozen for a few seconds to allow a 
patron to read a text number or interact. During this “call to action,” display 
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layout can be changes to continue to present information to reinforce and motivate 
viewer behavior. 
 
C2. Content Creation - Simple Guidelines 
 
Dynamic media differs from other communications devices (i.e. websites, TV, 
posters, newspapers, circulars, etc.). The messages in each of which seek to get 
noticed, engage and communicate a message to generate awareness or action. 
Each device is unique in what a viewer is typically doing when they see 
messages. Internet users are reading and “clicking”, TV watchers are sitting, 
watching, recuperating and “flicking”, print readers are scanning, reading and 
“flipping”.  
 
Viewers of digital signage are out-of-home and typically involved in some other 
primary activity such as shopping, eating, resting, being entertained, observing, 
study, etc., and are waiting or moving from one place to another. Dynamic 
signage viewers; 
 

¥ Scan messages in an environment and “de-select” or pay little attention to 
messaging they do not see as relevant. 

¥ Are drawn to look at moving images, faces in motion and subjects that 
they have an interest in or an affinity with. 

¥ De-select messages that are more challenging to ingest, i.e. too much 
information, difficult to read, too “busy”, etc. 

¥ Want to see a complete message (i.e. one that correlates to their viewing 
duration). 

  
Dynamic content is most effective when clear, short textual messages are 
presented with graphics, easily read text and motion. The best spots present basic 
information and ask for action in a succinct and direct manner. A “story” is best 
told in 10-15 seconds, with 3-second messages being combined to form a 
complete spot. For example, a 10-second game promotion spot would include for 
example text of “our team – their team,”  “game date” “buy tickets” transitioning 
with the graphics of a team logo, player or uniform.   
 
The duration (i.e. length) of a spot should be in context of the viewing time and 
the overall Playloop time. As guidelines, a complete spot should be easily viewed 
during a single viewing episode, with multiple spots typically being presented in 
the same viewing episode. As with other media, DS spots become “stale” after 
having been viewed seven times. Fortunately, a DS spot can be recomposed in 
variations of the same message with minimal effort, offering a refreshed delivery 
of the same message.  
 
The following offers a simple message framework for content spot development. 
 
 

Basic rules 
govern effective 
content 
creation. 
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The message is text in an easily readable font and size16 and in good color 
contrast with its background. It should state the subject, value proposition and the 
“call to action“(i.e. the message can direct viewers to an internet site, telephone 
number, print publication or a location.  
 
Graphics might be a logo, brand name, product or visuals of the typical or 
targeted user, a usage scenario, benefits expected, comparisons to an alternative, 
etc. 
 
Motion can be achieved by moving the text or graphics such as a transition, zoom 
in or out, shifting display location on the screen, a slight “jiggling” or the 
“toggling” of images to produce a flashing or blinking effect. (Blinking eyes are 
especially eye-catching and simple to produce). Video or flash animations can 
also be used effectively. 
 
Spots should deliver a message effectively without the use of audio. In cases 
where audio is essential, short textual quotations, callouts, subtitles or captions 
may offer a visual alternative.  
 
A particular strength of messaging using digital signage is that spots both “brand” 
and “merchandise” at the same. The presentation of graphics and a value 
proposition can generate or reinforce awareness as measured by recall or viewer 
attitudes about a brand. Merchandising is the “selling” of an offering toward an 
action on the part of the viewer such as purchase, information gathering, 
download, visit, call, sign-up, etc.    
 
Messages composed for other communications devices offer a good source of 
composition elements for DS spots. 
                                                
16 One inch of font size is typically required for every 10 feet of viewing distance. 

Communications objectives are achieved based on information 
presented along with a Òcall to actionÓ (i.e. a verb such as attend, 

register, visit, dial, download, buy, etc.) 

ÒContentÓ spots are composed according to a style guide that assures 
that branding and messaging are suitable and the presentation through 

fonts and colors are ÒprofessionalÓ looking and compelling. 

Message  + Graphic  + Motion 
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Re-Purposing: Messages composed for other communications devices offer a 
good source of composition elements for dynamic signage. 
 
PowerPoint or keynote slides offer ease of composition of text and graphic 
elements. Individual slides can be saved as .jpeg or .pdf files for playout, but 
because they lack the motion that compels notice, viewing and action, they should 
be used sparingly, and as part of a playloop that includes animated messages. 
 
Website content is typically too busy and information-intensive for DS, but text 
and graphics from websites can easily be repurposed to suit DS viewing and 
messaging. The key to using web content is to distill the messages down to key 
elements including features, benefits and the call to action. 
 
TV and video message spots are typically too long in duration for effective DS 
presentation and they are designed for viewing while sitting and watching a TV 
screen. TV spots can also be dependent on audio to engage viewers, develop 
excitement or deliver a message or call to action. TV spots often offer compelling 
visuals that can form the basis of the dynamic out-of-home spot.   
 
Posters and static signage offer excellent DS spot elements and composition 
approaches. The text is typically “to the point” and the graphics are simple and 
compelling. Posters are often informational and include or imply a call to action, 
which can be added to be a more explicit element of the DS spot. The DS spot can 
draw from poster or static signage elements to express “what the offering is”, 
“why it is beneficial and has value”, and “what the viewer should do next”. It is 
important to add animation to static sign elements to motivate viewer notice and 
increase engagement. Motion images in promotional messages add enticement as 
well as energy and vitality to an environment.  
 
Magazine ads also offer good text and graphic elements to use for DS use. 
Magazine ads tend to focus on branding to generate or increase awareness. In 
using magazine ad elements for DS spots a call to action should be added. 
 
Newspaper and circular ads tend to merchandise (i.e. sell a product or service) 
while also generating brand awareness, so offer an excellent source of text and 
graphic elements.    
 
C3.  Call to Action 
 
Digital Signage content spots typically have a “Call to Action” implicitly or 
explicitly directing a viewer to do something such as “buy”, “try”, “visit the site,” 
“sign up,” “remember”, “take note,” “attend”, “download,” “register”, “visit”, 
“call/dial”, etc. 
Out-of-home digital is a visually present and often captive medium and affords 
the chance to clearly articulate a value proposition and provide a call to action. 

Website content 
must be 
simplified for 
use as place-
based 
messaging. 
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While many communicators, marketers, advertisers, brand managers and network 
operators want high returns on the dynamic media investment, specifically sales 
lift with growing brand awareness, the failure to include a call to action impedes 
the success of a content spot. By using content from other media such as TV, 
print, static signage or other media, without adding a call to action, which 
dynamic place-based media is so capable of delivering, results are diminished.  
 
A primary solution to the problem of under-performing Dynamic Media content is 
to clearly define the value proposition of the product or service, and then either 
display or request the desired action. Beyond the interest of art or branding, the 
dynamic media spots must be developed to “close the sale”. 
 
The call to action seeks to activate a viewer decision or close “the sale”. This 
“ask” engages the viewer in motivating immediate or inspiring a future action. 
The call to action typically immediately follows presentation of strong value 
propositions presented in a direct way. 
 

              
 
 
C4.  Templates 
 
The word "template" suggests easy, rapid, low-cost, content creation. This is 
accomplished by adding graphics or text to pre-defined areas of a content layout, 
and economies are enjoyed along with adherence to brand and layout standards. 
 
Successful dynamic signage networks use templates extensively, often using the 
authoring tools provided with the Content Management Software, which provide 
sample layouts, backgrounds, color palates and text formatting, along with basic 

Asking for 
action helps 
close the sale 
and achieve 
desired 
outcomes 

Templates can 
reduce costs 
and time, and 
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ÒprofessionalÓ, 
consistent look. 
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animations and transitions.  
 
Templates help the content provider or administrator to provide short-form, direct 
messaging suitable to the viewing environment, view time and call to action. And 
further, to refresh these with regularity suited to viewer re-visits.  
 
Templates require structure and "rules" that are the standards of spot construction 
and refresh strategy that allows Dynamic signage to earn brand and 
merchandising success by generating engagement. Using templates is an 
"efficiency" proposition in developing spots that achieve Return on 
Objectives.  Tools as templates will serve network operators, advertisers and 
information providers well, but it is "rules" that will provide the greatest benefit to 
short-form content success.   
 
Templates and created content spots differ in the levels of achievement of 
objectives that each could enjoy. A template spot while produced inexpensively 
might achieve sales lift while causing a negative impression of the brand.  A spot 
created "freeform" by adapting available elements might create sales lift but also 
improving brand impression. Marketing messages are never neutral. They are 
positive and a worthy investment or negative and the ill spending of scarce 
resources.   
 
To be successful, template content spots should use graphics and text, easily read 
and short-form in terms of playout time. They should be interspersed with other 
creative spots that inspire, relate to and reward a viewer.  
 
Knowing when to use a template spot or a "created" spot in a play-loop is a talent 
required by network operators. The measure of this talent is in viewer interest, 
recall, action and impression of impact in a viewing location. By balancing the 
proportion of templates and created spots against viewer impact (measures), costs 
and benefits can also be balanced.    
 
 
C5. Content and Advertising Standards  
 
Content and Advertising Standards offer a framework to help assure that the 
dynamic spot is not perceived in a negative light or tests legality. The American 
Association of Advertising Agencies (AAAA) has published advertising standards 
of practice (www.AAAA.org) which direct that no advertising should contain: 
 

¥ False or misleading statements or exaggerations, visual or verbal. 
¥ Testimonials, which do not reflect the real choice of a competent 

witness. 
¥ Price claims which are misleading. 
¥ Comparisons which unfairly disparage a competitive product or 

service. 

Low cost 
template 
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¥ Claims insufficiently supported, or which distort the true meaning of 
practicable application of statements made by professional or 
scientific authority. 

¥ Statements, suggestions or pictures offensive to public decency. 
 
Standards of practice on digital signage content in the style guide for a network 
operator, content producer, communicator or advertiser should reflect that content 
presented on Digital Signage should not; 
  

¥ Infringe the legal rights (including copyrights, rights of privacy and 
publicity) of other. 

¥ Cause any damage or disadvantage to others. 
¥ Disturb public order. 
¥ Reflect a criminal act. 
¥ Present or distribute any third parties' private information without 

obtaining approval from such third parties. 
¥ Disgrace others 
¥ Defame or libel others. 
¥ Offer digital files for access or download that contain viruses, corrupted 

files that may damage the operation of others' computers. 
¥ Present unlawful or prohibited information. 
¥ Reflect any other activities that the location provider of the digital display 

deems inappropriate. 
 
A Code of Advertising Standards published in Canada in 2005 offers a 
comprehensive framework for marketing and other communications. See  
http://www.adstandards.com/en/consumerSite/14CodeClauses.pdf   
 
A good way to improve DS content design and composition skills is to look at DS 
content spots and gauge the ways that you are affected. Be the judge by asking 
yourself the following while considering the viewing environment; 
 

a) What would make the intended message clearer or easier to ingest or “take 
in”? 

b) What was good about it?  
c) Was the value proposition clear? 
d) Was the requested action clearly presented and compelling? 
e) What was a distraction or not essential to the message? 
f) What would you change to simplify or empower the message? 

 
 
C6. Dynamic Content Provisioning 
 
Dynamic media operates by presenting a pre-planned loop of content spots as 
media files or feeds. This loop is typically configured to present the media most 
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suited to the location and time. Optimizing the use of the medium can become 
quite complex. 
 
An emerging approach to media presentation is the “triggering” of content 
presentation based on some external or situational input. Examples include: 
 

¥ Safety alert messages presented based on expected bad weather conditions 
or other threats. 

¥ Advertising for soup being triggered for playout based on declining 
temperature. 

¥ Product information being presented when a product or printed material is 
picked up and examined by a patron.  

¥ The proximity of a person triggering a particular message. 
¥ The scan of a bar code, Quick Response (QR) or other machine readable 

format triggers additional information or database query (inventory level, 
price, etc.). 

¥ Anonymous Video Analytics (AVA) used to select content most suited for 
presentation to a targeted demographic.   

 
This “Dynamic Content Provisioning” is a new paradigm of place-based 
communications using the kind of technical infrastructure that underpins Digital 
Signage, and offers the promise of outcome beyond the playloop-centric 
approach. 
 
The ability of Dynamic Content Provisioning suggests much more efficiency in 
advertising placement. An advertiser could provide a network operator with one 
or more versions of a content spot that would be presented to a target 
demographic. When that target demographic is looking at the display, as sensed 
through Anonymous Video Analytics or other triggering input, the designated 
media spot would be presented. The “standing insert order” used in this approach 
offers better brand messaging control and cost savings when media is presented to 
the intended target audience. A compliance/playout report identifying playout 
volume would be included with the ad invoice.  
 
Dynamic Content Provisioning provides immeasurable advantage for homeland 
security, mass and area targeted alerts, warnings and instructions. When linked to 
sensors, proximity indicators, atmosphere sniffers, etc., it offers the earliest 
warning and impact intervention.   
    
C7. Analytics 
 
The measurement of the impact of content is used to describe the effectiveness of 
the medium as a communications device, validate and plan future investment and, 
importantly, to provide input to optimize content so that it better serves 
achievement of communications and marketing goals. 
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Providers of measurement and analytics services such as Arbitron, Neilson, 
PeopleCount, Decision Point Media Insights, DS-IQ and others have specialist 
capabilities related to dynamic place-based media. These firms are recognized for 
their independent analysis and harmonize with widely accepted measurement 
practices and standard industry approaches.  
 
The Digital Place-based Advertising Association (DPAA) has issued Audience 
Metrics Guidelines17 as a first step towards developing audience measurement 
standards for the industry. It urges digital place-based networks to use the 
Guidelines to inform what should be measured in order to report comparable 
audience data. 
 
Measurement approaches are generally focused on “outcome” and “awareness.”  
 
Outcome measures are quantitative and are based on counting the change in 
transaction volume including, for example sales lift, enquiries, applications, 
registrations, traffic to website or other communications devices, other responses 
or compliance with the requested action, etc. Often this is through comparison to 
previous periods in the same location or benchmark against a similar (i.e. control) 
location. This might include a count of quantitative outcome measures are 
obtained through activity logs or “scorecards” where the counts of transactions 
and interactions reflect viewer response. 
 
Awareness Measures are concerned with the degree to which target audiences are 
aware of messages. This provides a valuable input toward future quantifiable 
outcomes, on the simple basis that if dynamic messaging is not being noticed and 
ingested, no resulting action or growing awareness can be expected.  
 
The quality of engagement with the content on the part of targeted audiences can 
be measured in several ways including Anonymous Video Analytics (AVA), 
intercept interview or questionnaire. Questions can be aimed at establishing the 
awareness of messages and attitudes resulting from the messaging, perception of 
the information displayed, etc. Responses can suggest the propensity for future 
action and can gauge the perceived value of the dynamic media and the messages 
presented in areas of reduced perceived waiting time, providing education, 
entertainment or useful information, adding energy to the environment, etc.  
 
Anonymous Video Analytics (AVA) and Sentiment Analysis.  
 
Two other measurement approaches (beyond transaction counting and interviews) 
are being increasingly used related to digital media presentation. 
 
Anonymous Video Analytics (AVA) uses an inexpensive webcam and proprietary 
facial form detection and tracking technology to distinguish the form of a face. No 
                                                
17 The Digital Place-based Advertising Association (DPAA) has issued Audience Metrics 
Guidelines can be downloaded at http://www.dp-aa.org/guidelines.php 
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infringement of privacy occurs since no photo of faces occurs, no records of the 
webcam view are maintained and no person actually looks at the image captured. 
  

 
 
AVA is typically used to measure the audience size and gauge the interest in 
messages as a key input to message refinement. There are about five providers of 
AVA linked with digital signage, one of the most recognized of which is the 
Intel® Audience Impression Metric (AIM) Suite18. 
  
Quantifying viewers with technology-based tools such as anonymous impression 
metrics through the Intel® Audience Impression Metric (AIM) Suite or other 
AVA systems provide data on viewership while providing actionable intelligence 
on how viewers are engaging with messages. As the Intel AIM Suite 
anonymously monitors viewer metrics such as age, gender and length of attention, 
this enables retailers and advertisers to deliver targeted content for individual 
viewers and track return on investment with greater accuracy. 
 
Sentiment Analysis uses a structure of eight emotional descriptors such as anger, 
fear, surprise, contempt, happiness, etc. in an enquiry to gauge the sentiment 
evoked by information or media presented. As of late 2010, upon presentation as 
part of a keynote address at Customer Engagement Technology World (CETW), 
eleven of the world’s largest 20 brands, use this analysis technique to refine their 
messaging to better align the actual versus intended perception of the brand.  
 
“Sentiment analysis” allows for a deeper level of engagement intelligence to be 
gathered.  In his opening keynote address to a standing-room only crowd at the 
Customer Engagement Technology Summit, Dr. Bill Ratcliffe, a Toronto-based 
veteran of branding and measurement, defined how seven emotional responses 
encompass the high level range of human reaction to messages. “These offer 
insights to brand perception that can be used to refine messaging and forward the 
achievement of branding goals,” he said. 
 

                                                
18 The Intel® Audience Impression Metric (AIM) Suite is based in part on the CognoVision 
Solutions, Inc. capabilities as acquired by Intel in late 2010. CognoVision was previously 
recognized as “the Best Measurement System” among entries of the 2009 DIGI Awards, and was 
named by The Canadian Innovation Exchange (CIX) as Canada’s 2009 Innovation Leader. 
  

Aggregation of anonymous viewer data 
provides metrics such as the number of 
viewers in the area of the display, the amount 
of time someone looks at the display and the 
content spot that was playing when they 
looked at the display or not, the age range of 
the viewer and to some extent, a viewer’s 
ethnicity. 
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“The graphical query system, which is used by most of the world’s largest brands, 
provides a framework to determine a viewers emotional reaction to a visual or 
message, and then further, helps to establish the intensity of that feeling. Ratcliffe 
noted that each of the eight high level emotions have a dozen layers of intensity 
description beneath them, and further refinements on the scale of intensity beyond 
that. This is very valuable to message development.  
 
                
D.  IMPROVING CONTENT PRACTICE S 
 
D1. Awards 
 
Several award programs focused on Digital Signage content help to illustrate 
recognize and advance best practices. The following are the major award 
programs (at time of writing). 
  
DIGI:  The long-standing annual DIGI Awards recognize state-of-art practices in 
Digital Signage applications, technologies and practices across 12 categories 
including five “content” categories as follows: 
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• Best Digital Signage Content, Merchandising  
• Best Content, Ambient (non ad-based content model)  
• Best Content, Corporate Communications (non-retail)  
• Best Content, Interactive  
• Best Content, Advertising 

 
DIGI Award winners have been announced at Customer Engagement Technology 
World (formerly KioskCom and the Digital Signage Show), a major fall industry 
event by David Keene, Chair of the judging panel, and are profiled in Digital 
Signage Magazine, (of which David Keene is Editor). The next competition will 
be held in summer 2011 with winners announced in the fall.  
 
APEX: The Apex Awards have focused exclusively on installations with the 
Content Awards recognizing and honoring excellence in the creation of digital 
signage content. The 2010 Awards, which will be announced at a gala during 
Digital Signage Expo (DSE2011), include five non-interactive and five interactive 
categories. A new “Best of Show Content Award” is encouraging the display of 
outstanding digital signage content at DSE 2011, with entries being featured on a 
Self-guided Digital Signage Content Tour during DSE 2011. DSE has announced 
22 finalists for its 2011 Content Awards that recognize originality in content 
applications tailored specifically for the many and varied global DOOH 
audiences. The categories for each of Non-interactive and interactive content 
include: 

¥ Advertising/Promotional 
¥ Educational 
¥ Entertainment/Experiential 
¥ Informational/Directional 

 

 
        

 
Digital Screenmedia Association (DSA) has announced the DSA Industry 
Excellence Awards to honor the best self-service, digital signage and mobile 
technology deployments across all vertical market segments in the following 

POPAI:  The POPAI Digital Signage Awards 
will be presented at a Marketing at- Retail 
Awards Gala on March 29, 2011 during 
GlobalShop in Las Vegas. POPAI, the 
Global Association for Marketing at-Retail 
says, “The contest highlights excellence and 
offers recognition of the creativity displayed 
in digital signage networks and content.” The 
POPAI Awards enjoy high levels of 
participation and offer excellent insights into 
innovations in retail communications. See 
contest.popai.com or popai.com 
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categories: 
 

• Retail 
• Financial Services  
• Government/Education/Non-Profit Agency  
• Travel/Hospitality Deployment  
• Entertainment/Gaming  
• Healthcare  
• Restaurant/Food Service  
• Other (industry not listed above)   

  
Winners will be announced prior to and showcased during Customer Engagement 
Technology World, held April 27-28, 2011 at the Moscone Convention Center in 
San Francisco. Winners will be selected from each category and judges will select 
one project from among the entries which best demonstrates the integration of two 
or more technologies (digital signage, kiosks and/or mobile) for a Screenmedia 
Integration Award. Other awards in the competition include:  
 
• The Industry Deployer of the Year Award, given to an individual person from 

an end-user organization (retail, government, healthcare, casino, hotel, 
etc.). This award will focus on the strategic role this person has played in 
driving his or her organization's innovative screen media deployment. 
 

• The Network Operator of the Year Award, given to an organization that 
operates networks of digital signs or kiosks, often for the purpose of 
selling advertising. This award will focus on the company's success in 
creating a sustainable network delivering high quality, relevant content 
that reaches the intended audience.  

   
See www.digitalscreenmedia.org/dsa-awards. 
  
 
Fourth Screen Awards: While no longer taking place, the Fourth Screen Awards 
for Best Dynamic Content, which were operated until 2008 by The Strategy 
Institute brought early attention to the importance of content. Notable “Best of the 
Best” content spots included: 
 
2007 “Diageo Smirnoff Vodka” submitted by Alchemy. Dr. Bill Ratcliffe, Chair 
of the judging panel noted, “this spot illustrated that digital signage content can 
and should, both brand and merchandise simultaneously. The location of displays 
at or near a point of purchase uniquely positions the medium to reinforce 
customer loyalty, educate about product features, benefits and use, and activate 
the sale.” He added “this spot effectively re-used brand assets such as logos and 
tag lines, while also introducing graphics that could be used in other promotional 
media.”   
  

DSA Awards 
at CETW 

Awards offer 
lessons in Òbest 
practiceÓ 



Feb. 2011   The CONTENT for Dynamic Place-based Media   www.LyleBunn.com 
   

33 

2008 “Gillette Razor” submitted by Premier Retail Networks. “The common 
thread seen among the winners was the execution of a powerful creative concept,” 
said June Peoples of research provider DS-IQ who served on the judging panel. 
She reflected on the Gillette entry that “They took two seemingly simple things; 
the Gillette razor, and a familiar holiday tune, and came up with something 
engaging, charming, fresh and highly appropriate for the Wal-Mart in-store 
network.” June Peoples noted, “This year’s award winners represent a striking 
cross section of producers, venues, brands, and budgets. Great content knocks the 
roof off of sales.  Content that doesn’t resonate with shoppers just lies there.  We 
know that learning what works and what doesn’t is critical to making out-of-home 
digital media relevant, engaging, and effective.” 
 
 
D2. Associations 
 
None of the primary dynamic media industry associations have specific Content 
Committees (at time of writing), but other committees of each association: 
 

¥ Are addressing “content” standards (see section D3 Publications of this 
paper) and best practices through other committees.  

¥ Offer webinars, publications (See section D3 Publications & Instruction) 
¥ Host or support award programs (See Section D1 Awards) 
¥ Includes content producers in its membership.   

 
Industry associations include: 
 
¥ Digital Place-based Advertising Association (DPAA) 
¥ Digital Screenmedia Association (DSA) 
¥ Digital Signage Federation (DSF)  
¥ POPAI 
¥ InfoComm International 
¥ Screen Graphics Industry Association (SGIA) 
¥ International Sign Association (ISA) 
 
D3. Publications 
 
POPAI, The Global Association for Marketing at Retail, Digital Signage Group 
has developed and published “Digital Signage Content Standards”19 noting that 
“the purpose of this standard is to develop a set of content files with known, 
generally accepted properties, that can be used as examples of what will or won’t 
play on digital signage media players claiming support for the standard”. The 

                                                
19 POPAI, The Global Association for Marketing at Retail has published “Digital Signage Content 
Standards” See http://popai.com/membership-community/communities/digital-signage/digital-
signage-content-standards/ 
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group, which has worked to define standard terminology provides downloads 
(480 Mb zipped file) of 27 file formats defining characteristics for common use.  
 
The Digital Place-based Advertising Association (DPAA’s) Creative 
Guidelines and Standards Committee has published a 5-page draft report that 
recommends Standard Advertising Units as a way to reduce the cost and increase 
the efficiencies associated with executing multi-network Digital Place-based 
content and advertising placement. 20. 
 
Industry publications  have published hundreds of articles, columns, case studies 
and guidelines as the practice of “content” has matured. Some of these are as 
follows.   
 
Digital Signage Weekly, (which also includes the articles and columns appearing 
in the monthly print Digital Signage Magazine), lists about 900 articles, columns 
and features under the search criteria “content”. www.digitalsignageweekly.com/ 
 
Digital Signage Expo (DSE) lists over 300 articles under the search criteria 
“content” in its "Resources" section. http://digitalsignageexpo.net/Resources.aspx 
 
DigitalSignageToday.com lists almost 200 articles under the search criteria 
“content”. See http://www.digitalsignagetoday.com/ 
 
Other websites including DigitalSignageForum.com, aka.tv, DOOH.com, 
ScreenmediaDaily.com, DailyDOOH.com as well as discussion groups and blogs 
offer commentary and insights related to “content” on a regular basis. 
 

 

 
   
 

 
 
 

                                                
20 The Digital Place-based Advertising Association draft report proposing Standard Advertising 
Units See http://www.dp-aa.org/StandardAdvertisingUnit.php 

The Digital Signage Planning Guide: One 
of the five sections and 13 of the 110 
chapters of the eBook “Digital Signage 
Planning Guide” as well as useful 
powerpoint slides are devoted to “content.” 
The eBook, which is provided on CD ROM 
is now in its 5th edition and is used around 
the world by organizations in planning, 
operating and using and investing in 
Dynamic place-based media. See 
www.LyleBunn.com - Resources. 
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Best Practices for Digital Signage Content was published in 2008 by the Digital 
Screenmedia Association (DSA – formerly The Digital Signage Association). 
This document “was written to provide best practices for content - arguably the 
most important aspect of a digital signage deployment.”  It is provided free to 
DSA members and available at $750 to non-members. See 
http://www.digitalscreenmedia.org/best-practices-series 
 
“Lighting Up the Aisle: Principles and Practices for In-Store Digital Media” by 
Laura Davis-Taylor & Adrian Weidmann includes references to “content” 
throughout and includes a section titled “How to plan, measure, integrate and 
optimize that digital content to ensure that it's working”. See 
www.lightinguptheaisle.com  
 
ÒUnleashing the Power of Digital Signage: Content Strategies for the 5th 
ScreenÓ by Keith Kelsen and published by Focal Press offers advice to 
implement a successful content strategy that optimizes the return-on-message 
performance of the digital signage program. Keith Kelsen serves as co-Chair of 
the Best Practices Committee of the Digital Screenmedia Association. 

 
 

 
 

D4. Events and Instruction 
 

“Digital Signage: Software, Networks, Advertising, 
and Displays: A Primer for Understanding the 
Business” by Jimmy Schaeffler published by Focal 
Press describes Digital Signage, how it fits into the 
marketing and communications mix, and what to 
consider when investing in, deploying or using this 
proven and very high growth medium. The National 
Association of Broadcasters (NAB) includes this 
publication as part of its Executive Briefing Series. Out-
of-home digital display offers a powerful extension to 
broadcast business models and a cost-effective extension 
of, or alternative to television advertising.  
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The whitepaper titled “The new Madison 
Avenue Diet – The Strategy for Performance-
Focused Dynamic Signage Content”, published 
by Alchemy (co-authored with Lyle Bunn) 
defines a content production framework for 
digital signage content to build healthier brands.” 
Thousands of copies of this paper have been 
provided by Alchemy since first published in 
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http://www.alchemyinternational.com/madisona
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Digital Signage Expo (DSE) (www.DigitalSignageExpo.net) has included trade 
show exhibits by suppliers and conference sessions focused on “content” since its 
inception in 2004. The “Content University” program at DSE2011 includes six 
sessions addressing various aspects of content. DSE2011 “Lunch & Learn” 
sessions will include "Target Casting" and "Educational Facilities using Campus 
Alerts." It is anticipated that “content” will feature prominently in over 50 
educational seminars, the pre-event “SPEED Digital Signage Training Program”21 
and other pre-DSE programs as well as keynote and other addresses.  
 
Customer Engagement Technology World (CETW)  (CETWorld.com - formerly 
KioskCom and The Digital Signage Show) has been focused on “content” issues 
throughout its history of twice annual spring (west coast) and fall (New York) 
events. CETW offers a “Content Court” starting at its April 27-28, 2010 San 
Francisco event to allow content developers, providers and creative agencies to 
profile their capabilities. 
 
Cooking Up Content: In addition to conference sessions, the past three CETW 
events have featured the “Cooking Up Content” demonstration program in short 
trade show floor sessions. The demonstration, which has been sponsored by 
Harris Corp22 and Samsung, and moderated by Lyle Bunn (author of this paper) 
have included in-depth, valuable, insightful demonstrations of the content 
development process from the creative briefing to presentation of the final 
content.  Many of the preeminent content creators of the industry have presented 
real world case studies focused on the creative and content development process 
in “Cooking up Content.” Presenters have included: 

 
Alchemy, A St. Joseph Company 
Arsenal Media  
Cineplex Digital Solutions  
      (formerly DDC – Digital Display and Communications) 
Cisco 
Heads and Tails 
Noventri 
Saddle Ranch Productions   
SapientNitro  
Show and Tell 

 
The websites of many of these content producers include a wide range of samples 
of content spots.   

                                                
21 The SPEED Digital Signage Training Program has been delivered to over 2000 professionals 
from end user, network operator, integrator, AV/IT, supplier and advertising organizations. See 
www.LyleBunn.com  
22 Harris Corp. conceived the “Cooking up Cooking” program and as a sponsor, was instrumental 
in making this demonstration and training available. Harris Corp. provides the Infocaster and 
Punctuate Content Management Software products which enable high levels of functionality 
related to content as outlined in section E1 of this paper.  
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Digital Place-based Advertising Association (DPAA) Digital Media Summit 
planned for October 27, 2011 (www.DP-AA.org - formerly the Out-of-Home 
Video Advertising Bureau (OVAB) will include, among other program elements, 
a “lunch and learn” session hosted by Care Group networks CEO Phil Cohen. 
 
The SPEED Digital Signage Training Program delivered live at privately as 
well as at major industry events included one of eight modules on playloop 
strategy and “content.” See http://lylebunn.com/speed.aspx 
 
The Digital Screenmedia Association (DSA) offers an online, download-able 
version of SPEED. Session 4 of the 4 session series focuses on “Content and the 
Best Sources of Additional Information. The “content” portion of the one hour 
session addresses Content Strategy and Composition including: 
  
• Content Samples – Best Practice 
• Style Guide 
• Standards of Content/Advertising 
• Playloop Strategy and Structure 
• Content composition guidelines 
• Best practices in content 
• Sources (RSS, PSA, Additional Info, etc.) 
  
Digital Screenmedia Association (DSA) produced two webinars on content in 
2009, now available for free download; 
 
· Content Best Practices for Digital Signage Networks23 
· Best Practices for Digital Signage Content at the Point of Sale24 
 
“Cohen on Content” has featured interviews of 5 to 10 minutes duration with 
some of the leading figures of the dynamic media industry. Philip M. Cohen is the 
President/CEO of Care Media Holdings Corp. and it's brands PetCARE TV, 
Women's HealthCARE TV and KidCARE TV digital OOH networks.  
 
He is a founding force for the Digital Place-based Advertising Association and an 
active contributor to industry development. See www.cohenoncontent.com for 
interviews with these and other industry leaders (conducted during 2010). 
 
Susan Danaher, President, DPAA 
Kim Sarubbi, President, Saddle Ranch Productions 

                                                
23 This webinar can be downloaded from 
http://www.digitalsignagetoday.com/whitepapers/210/Webinar-Content-Best-Practices-for-
Digital-Signage-Networks 
24 This webinar can be downloaded from 
http://www.digitalsignagetoday.com/whitepapers/2039/Webinar-Best-Practices-for-Digital-
Signage-Content-at-the-Point-of-Sale 
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Lyle Bunn, Strategy Architect and Industry Consultant, BUNN Co.25  
Rob Gorrie, President, Adcentricity 
Stu Armstrong, President, EnQii 
Jason Kates, CEO, rVue 
Graeme Spicer, Head of NEC Displays VUKUNET 
Bill Meyers, COO & Founder, indoorDirect 
Tim Burke, CEO, Electronic Art 
Olga Jourova, Arbitron Analyst 
Alan Schulman, CEO & Chief Creative Officer, UDig 
Shaneeka James, President, America’s Minority Health Network (AMHN) 
Charles Richardson, DPAA Board Representative 
     
InfoComm International regularly includes some digital signage instruction 
related to “content” in its national conference Digital Signage program. It is 
expected that its June 2011 conference in Orlando will address this subject.   
 
E. CRITICAL SUCCESS FACTORS        
 
E1. Clear Communications Objectives 
 
The wide range of benefits that can be achieved through dynamic place-based 
media allows communicators and marketers to enjoy numerous points of value. 
In maximizing the Return on Investment (ROI) and achieving the best Return on 
Objectives (ROO), content production should consider the primary, secondary 
and tertiary objectives. 
 
Specific ROI can be measured through viewer response and awareness analytics. 
Interview and observation can be used to determine the return being realized from 
dynamic media on less measurable objectives. The initial creation and 
development, and subsequent refinement of content should continuously focus on 
clearly defined objectives and the way in which this achievement might be 
measured. 
 
 

                                                
25 Cohen on Content interview of Lyle Bunn November 2010. See 
http://www.youtube.com/watch?v=GJoMjagCAk8&feature=player_embedded#at=40 
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The business and communications benefits that can be achieved by dynamic 
media are included in a separate paper available at www.LyleBunn.com titled 
“The “Why” of Digital Signage.26 
 
E2. Technology System for Content Effectiveness 
 
The content aspect of Digital Signage reaches across the spectrum from the 
simple to more complex in many characteristics. As the medium matures, and its 
practices related to “content” become more critical and advanced, some areas of 
practice are becoming increasingly important at the levels of individual content 
“spots,” the playloop and the interface between the technology and management 
system.  Some of these include; 
 

• High quality media presentations to assure that the visual images are as 
appealing and compelling as possible. This is in part achieved by using 
media in its richest possible, “native” form through the digital media 
supply chain. This maximizes the options in the type and formats of media 
that can be used while reducing the cost, time and degradation of media 
that is inherent in media reformatting and transcoding. 
 

                                                
26 This list is also included in the eBook “Digital Signage Planning Guide” available at 
www.LyleBunn.com and as offered at industry event bookstores.  
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• ÒLocalÓ input and permission-ed control of a predefined area(s) of the 
display or the playloop can enable individual departments or display 
locations to schedule and present information relevant to achieving their 
very local goals through local communications, promotions and branding. 
Given the importance of “relevance” to content success, the flexibility of 
“local input” with higher level content control maximizes network value.  
 

• Ease of content (including advertising) campaign placement. Defining 
parameters such as the date, time, location and other display criteria for 
content playout allows media to be presented to best achieve the intended 
results. Minimizing steps in the process while maximizing flexibility helps 
assure the highest return on investment.  

    
• Content ÒlayeringÓ can be used to “localize” content to improve revenue 

achievement. Compiling and rendering media spots in multiple content 
“layers” is a very efficient way of managing campaigns while having 
graphics, text, pricing and other elements be “localized.” The ability of the 
infrastructure to compile a content spot with real time inputs from 
databases such as inventory, pricing, weather, etc. provides improved 
achievement of content goals and can substantially reduce content related 
costs. 

 
•  Ease of message targeting by display location, target audience 

demographic, time and specific circumstances through ease of use allows 
for cost-effective operations and maximizing the benefits that digital 
signage can provide as a communications instrument. Ease of message 
targeting as well as content scheduling can contribute significantly to 
system success. 
 

• Interface with data inputs and system integration with other enterprise 
applications and systems such as point-of-sale, inventory, security, loss 
prevention, traffic monitoring, etc. can optimize the value of the dynamic 
media system and maximize the investment in other enterprise systems. 
 

• Triggering of content based on inputs such as viewer proximity, 
examination of a product, anonymous viewer measurement and 
demographic capture can assure the most suitable media is presented to 
achieve the results. 
 

 

Technology 
choices can 
Òfuture-proofÓ 
a network 

The Content 
management 
system can add 
to the relevance 
of and 
engagement 
with content 
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E3. Operating Efficiencies 
 
Operating efficiencies are gained through a structured approach in which 
communications objectives are defined, followed by a definition of the “content” 
that will achieve these objectives, followed by the design and deployment of the 
technology system required to manage and present the content. 
 
The primary role of the technology infrastructure of a dynamic media display or 
network is to present the required media needed to achieve communications goals 
at minimal cost. 
 
The way in which this ecosystem of integrated technologies content management, 
distribution, playout, presentation and analytics handle “content” is key to the 
return on investment (ROI), high functionality, ease of use and lowest costs of 
ownership and ongoing operations that the network operator and users can enjoy. 
It is common that through the use of the system, the demands of content 
management and presentation on the technology are increased. The problems of 
inadequate functionality are negated by carefully planning content approaches 
toward suitable hardware and software selection and deployment. A similar 
process is used related to the upgrade of the technology infrastructure to optimize 
content opportunities and operations27. 
                                                
27 The challenges of technology system upgrade by network operators and enterprises, (which is 
outside the scope of this paper) will be addressed in Digital Signage Expo (February 2011) session 
35 titled “Transitioning the Business & Network Model” which includes a panel of the CEO’s of 
three of the largest and longest operating networks including Premier Retail Networks, Captivate 
and Neo Media. Lyle Bunn moderates the session. 

The Digital Signage Planning Process 
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Content ROI is 
strongly linked 
to technology 
choices. 
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The 4 to 9 year term of use that is expected from most dynamic media 
installations includes initial capital costs (which can often be financed and 
amortization), followed by ongoing operating costs. 
 
While technology prices have been declining and performance increasing (i.e. the 
declining price/performance equation), operating costs which are human resource 
intensive have been increasing for design, network installation, hot line support, 
repair, training and content and playlist administration. These trends are expected 
to continue. 
 
In the interest of minimizing operating costs related to content and maximizing 
the effectiveness of the media that can be presented in order to achieve business 
goals, the use of functionally rich, robust technology infrastructure provides best 
value. 
 
Infrastructure that impedes the use of content, requires reformatting or significant 
efforts to plan and manage playout deters from system success. 
Minimal operating costs and greater content effectiveness are realized when the 
technology infrastructure, including the critically important Content Management 
System, includes as the following key features. 
 
 
F. OUTLOOK AND CONCLUSION      
 
“The Future Isn’t What it Used to be” could aptly apply to the area of dynamic 
media content. Advances in standards of practice, best practice and innovations 
are advancing as communicators and marketers seek to gain best advantage from 
this very powerful medium. 
 
It is a testament to the power of dynamic place-based, out of home media that it 
has established an excellent record of communications outcome, even as the 
expectations of “content” performance have been relatively low. While the 
domain of excellent has been the exercise of moderately few content providers, 
and limited information has actually been published in this important area, it is 
clear that the monarchy where “Content is King” is moving forward. 
 
The expectation of Content performance should be both clear and high; creative 
processes should be used to develop spots, which through their standard will merit 
viewer attention; and lastly, content spots should seek to gain measureable 
outcomes.  
 

## 
 
 
  

Operating costs 
are increasing 
while 
technology 
prices decline. 
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