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Digital Content 
and Media Expert
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Special Acknowledgement
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The DCME Journey
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The Book

•
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Simplicity Rules!
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The Mind Fills in the Blanks

•

•

•

•

In Front of My Very Eyes
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The Digital Signage Ecosystem

The 7 Key Elements of Digital Signage

Digital 
Signage

Business
• Objectives
• ROI, ROO
• Partnering
• Revenue

Content
• Media
• Advertising
• Marketing

Design
• Deployment
• Purpose
• Environment

Software
• Scheduling
• Player
• Control
• Creation

Hardware
• Displays
• Mounts
• Players
• Infrastructure

Connectivity
• Networking
• Wired
• Wireless
• Cellular

Operations
• Installation
• Network
• Maintenance
• Service / Support
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It Starts with Communication

Understanding Communication
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Traits of Successful Communications

MessageMessage
EncodeEncode

SendSend
DecodeDecode

InterpretInterpret

Feedback

The Evolution of Communication
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“Modern” Communication
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“Modern” Communications
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The Importance of Content

Defining Content
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Content is Visual

The Perspective of Content
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The Perspective of Content
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The Parts We See 
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•
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The Parts We See

Content: The Most Important Part
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Content - The Impact Equation

= IMPACT= IMPACT
At the right With the rightAt the rightApplied to a

Content Channel Location Time Message
Digital Signage
Mobile
Billboard
TV
Tablet

Screen
Category
Department
Venue
Person

Morning
Noon
Night
Weekday
Weekend
Season
Campaign

Promote
Inform
Educate
Alert
Inspire

Content Strategy

The Need For Relevant Content
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The Need For Relevant Content
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Relevance 
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Content is not Neutral
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Content is not Neutral
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Content is not Neutral
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Content is About Impact and Recall
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The Importance of a 
Business Strategy

The Importance of Strategy
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OBJECTIVES CONTENT SOFTWARE HARDWARE
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Did I Mention The Objective is #1?
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Examples of Objectives

Measurable

Specific

Time

Realistic

Achievable
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•
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Who’s the Judge?

Content as the Vehicle
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ROI Defined
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Profit from Investment – Cost of Investment 
Cost of Investment ROI =
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ROO Defined

39

40



21

Tangible VS. Intangible Benefits
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Tangible VS. Intangible Benefits
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Tangible VS. Intangible Benefits
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Measuring Return
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Mastering Revenue
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Mastering Revenue
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Mastering Revenue
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Return on Content
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•
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Great Content Makes Money

What Can Good Content Actually Do?
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The Return on Content

•

•

•

•

•

The Return on Content
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The Return on Content

Investment in Content
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Investment in Content
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Digital Signage Business Models
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Closed System Model
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Ad Based System Model
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Informational System Model
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Viewer Engagement
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The Objectives of Viewer Engagement

Time and Focus
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Distraction
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Attention
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The Three Factors of Engagement
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The First Factor of Engagement
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The Second Factor of Engagement
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The Third Factor of Engaging Content
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Multi-Channel Engagement
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What Good Content Does
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Turns Engagement into Results
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The Positive Effect of Good Content
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The Positive Effect of Good Content
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Positive Effect of Good Content
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The Positive Effect of Good Content
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The Positive Effect of Good Content
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The Positive Effect of Good Content
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Content: Right Time, 
Right Place…
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The Impact of Content

•

•

•

•

The Impact Equation - Right Place
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The Impact Equation - Right Time
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MO TU WE TH FR SA SU

10
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6
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The Impact Equation - Right Audience
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The Impact Equation - Right Content
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Longevity of Content
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Location of Content
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Physical Properties of Content

Physical Properties Effecting Content
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Aspect Ratio
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Screen Orientation
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Resolution
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Resolution
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Size
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Size
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Brightness and Contrast
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Types of Content Files
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Still Images

Animation
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Video
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Documents
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Live Feeds
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Principles of Content Design
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Principles of Content Design

Basic Principles of Content Design
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Basic Principles of Content Design
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Basic Principles of Content Design
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Font Basics
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Font Basics
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Font Basics
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Color Basics
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•
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Color Basics 

Value Contrast
Value Contrast
Value Contrast

Value Contrast
Value Contrast
Value Contrast

Color Basics 
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Position in Content

Text Size Rule of Thumb
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Keep it Simple
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Keep It Simple
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Motion
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Motion
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Left Right Top Bottom

To Zone or Not to Zone?
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To Zone or Not to Zone?
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Standards of Practice
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The Rules for Audio
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The Rules for Audio

•
•

•

•

•
•

•

•

123

124



63

•

•

•

Developing a Content Needs Analysis

Developing a Content Needs Analysis
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Developing a Content Needs Analysis
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From the Experts: Design 101  
Ryan Cahoy, RISEDISPLAY
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Presented by

•

I Want Digital Signage
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•
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Problem to be Solved
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•

Measure Success
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•
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Minimum Viable Product
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•

Learn and Evolve
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•

•

Keep it Fresh

•

Reptile Brain
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Top 5 Tips: Less Words

Top 5 Tips: Be Visual
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Top 5 Tips: Do Less – Do it Awesome

Top 5 Tips: Bigger isn’t Better
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Top 5 Tips: Keep Improving

Examples: High School
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•

•
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Examples: University Business School

Examples: Donor Recognition
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Examples: Restaurant
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Examples: Corporate Lobby
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•
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Examples: Religious

Recap of Top 5 Tips
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From the Experts: 
The Right Software
Ryan Cahoy, RISEDISPLAY

Selecting the Right Software

•
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Your Requirements

•

K-12 Requirements
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Menu Requirements
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What’s Important
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Company Size
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Due Diligence
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“Great” Customer Service
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Ongoing Improvements

•

•

•

•

157

158



80

Total Cost of Ownership
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Media Player

•
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Evaluating Demos
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Free Trial

•
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Summary

•

From the Experts: Design Tools
Jim Nista, Nista Design
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Creating Digital Signage Content
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About Me

•
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•
•
•
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It’s about ‘The Content’

•
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•

It’s Digital – Have Fun & Make it Amazing!
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How It’s Made

Tools we use every day
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Digital Poster / Graphic Design

Digital Poster / Graphic Design Workflow
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Programming / Interactive / HTML5 / Experiential

Programming / Interactive / HTML5 / Experiential Workflow
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Motion Graphics

Motion Graphics Workflow

175

176



89

Video Production

Video Production Workflow
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Real World Example – HTML5 Wayfinding Template
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Real World Example – HTML5 Wayfinding Template
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HTML5 Wayfinding Template – How it’s Made

HTML5 Content Workflow – Wireframe/Sketch

Map Area Event 
listings

Ticker
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HTML5 Content Workflow - Design

HTML5 Content Workflow - Programming
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HTML5 Content Workflow – Deployment & Testing

HTML5 Templates – How they Work

•
•
•

185

186



94

•

•

•

Real World Example – Experiential
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Project Components
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•
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•
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How It’s Made

An Evolving Industry

•

•

DS 1.0
Simple Slides

DS 2.0
Complex Data 

Drive 
Applications
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Real World Example – Before & After
LA Galaxy / StubHub Center Digital Menus

Digital Signage Content ‘1.0’
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Digital Signage Content ‘2.0’

Digital Signage Content ‘2.0’
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Many creative disciplines in one Digital Menu

Great Design Communicates Better
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Content Providers 
and Outsourcing
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Content Providers and Outsourcing
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Types of Content Providers
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Outsource or Not?
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•
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Outsource or Not?

Outsource or Not?
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Right or Wrong?
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The Cost of Content
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The Cost of Content

•
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The Cost Spectrum

User Generated Template Stock Custom

COST
LOW HIGH
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Production Costs
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Production Costs
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•
•

•

The Cost of Content
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Ultimately-Pick Two
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Analytics and Measurement

The Goals of Analytics
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Know and Respond in Real Time
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AVA-What Information is collected?
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Answering Questions with Analytics
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Answering Questions with Analytics
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The Big Question
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The Big Question
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The Big Question

•
•
•

•
•
•
•

Consider an Iterative Process
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Venue Verticals

Natural Fit Applications
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In Conclusion…

In Conclusion…
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ANY QUESTIONS?
Successful people ask better questions, and as a result, they get 
better answers.  

Tony Robbins

Contact Us
D i g i t a l  S i g n a g e  E x p e r t s  G r o u p

Phone:
(442) 245 - 8332

Social:
@DSEG

Web:
www.dseg.org

Thank You!
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