Digital Signage: Who Creates The Content?

Digital signage has quickly become a part of our daily lives.

point where sometimes we don’t even re-

alize that we’re interacting with it anymore.
Take fast food restaurant menus for example.
Previously the same menu would be on display
24 hours a day and would provide all prices and
menu options. Now, though digital signage,
there can be separate breakfast menus, lunch
menus, and even a late night menu that go be-
yond menu item and price to show enticing im-
ages of the food to encourage the patrons to try
the latest sandwich or other new items.

It has reached a market penetration stand-

The restaurants employ teams of peo-
ple that work for the company specif-
ically to provide analytical information
about how people interact with the im-
ages and the ordering behavior of the
patrons. This allows the restaurant
to determine when they
should put new item
combinations togeth-
er, what items should
be more prominent-
ly displayed to increase
awareness for ordering,
and even customize the
menu based on the hab-
its that region of custom-
ers displays. This same
logic applies to any lo-
cation where digital sig-
nage is being used to
encourage purchasing.

Other applications where
we see digital signage
in our daily lives is more information
based. Think about a hotel or business
lobby. It’'s becoming much more com-
monplace to enter into these establish-
ments and see news, weather, or oth-
er information about the establishment
prominently displayed on a large for-
mat touch panel screen. This way of
handling and displaying information al-
lows customers to quickly see the ba-
sic information and take control of it
themselves. We live in an era where
most people have a touch
screen in their pocket. In-
teracting with content im-
agery has reached such a
high comfort level for peo-
ple that one could even
make the argument that
there’s more comfort inter-
acting with a screen rather
than a person.

From the perspective of [~
a business, when you are ||
looking to provide a new
marketing campaign that
utilizes the latest tactics
and strategies you consult
a marketing team. That
team then utilizes their un-
derstanding of psycholo-
gy, sales, graphic design,
and advertizing to cre-
ate a message and brand

around your company to draw peo-
ple to want to purchase from you,
work with you, or entice them to take
action and find out more information.

From the perspective of the Audio/
Visual integrators of the world, we
see an opportunity to provide you
with the hardware to perform this
function. The Audio/Visual industry,
just like your IT professionals, mar-
keting team, and sales force, is a
specialized skill set.
of the A/V community have an un-
derstanding of what equipment is avail-
able, and through a process of asking
the right questions can discover ex-
actly how you intend to use the equip-
ment to ensure that they provide you
the best solution possi-
ble.

Digital signage is a
g unique application in the
modern work place be-
cause it crosses through
so many different dis-
ciplines that all need to
find a way to work to-
gether. The market-
ing department does re-
search to determine
what kind of images or
interactive content they
want to show. Once a
plan is in place to imple-
ment a digital signage
solution, the very next step that should
be taken is to reach out to an A/V inte-
grator or consultant. The reason this
is step two is because these are the
people that should be most up to date
with how the technology works in this
day and age. Now, the marketing di-
vision will have someone to discuss
their plan for customer interaction, de-
termine whether or not it is even possi-
ble to achieve the goals that they have
in their minds based on how the tech-
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nology functions, and where they have
to change their ideas. Additionally, the
A/V integrator or consultant can assist
in explaining how the technology in-
stallation can be deployed. As digital
signage systems have very expansive
abilities when paired with network con-
nections, this point is when the IT de-
partment can be involved to make cer-
tain that the system implemented can
be incorporated into the current net-
work infrastructure.

Digital signage might seem like a sim-
ple piece of the puzzle to add to your
existing business practices, but it will
only be so with proper partnership
across multiple disciplines. With each
digital signage system there must be
original content developed that caters
to your customer base and encourag-
es some form of interaction. No one
knows how your business operates or
what the company message needs to
be better than your marketing depart-
ment.

But that same department does not
necessarily have the full understand-
ing of what modern technology can
provide them. They need to be aware
of how the content is going to be dis-
played in terms of indoor vs. outdoor,
resolution sizes, single screen display
vs. multi-screen video wall installation,
and interactive vs. static advertise-
ments. Use your marketing
department to your advan-
tage, but make certain that
you bring in the audio/visu-
al contractor or consultant
before final decisions are
made.
With their consultation your
digital signage system de-
ployment will be much
more seamless, effective,
and could even provide
I you with more possibilities
| than the marketing team
originally considered.

We all rely heavily on tech-
nology in this day and age.
Make technology work for
you when you expand into
the digital signage realm —
call an audio/visual profes-
sional.
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