You need to know to make
great digital signage content
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- What makes content great?

e Copy wnmg

* Visual co fﬂpeﬂTs

* Mofion & ani mcuo

e SOUNC )

e Placement & environ me’r
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#1: Keep it short!

* No more&{ihcn 5-6 words per
IS better.

message, 3-4

* Opfimal messc:ge |Cﬂff1'h IS about 22
characters. "oy
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#2 Make it easy to read

e Be declddhve It's ok to lead with
a ques’rlon as long as you also
supply an Gu’rhon’ra’rlve answer.

e Be grammatically comple’re and use
“standard” language.

— ] —
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- #3:Pace Yourself

o Put only one idea (two at most) on
the screen ¢ qzi CI ’nme

* Make sure ’rex’r S onsreen for long
enough to actually read i
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#”4:\ Pre-Chunk Your Messages

e Things ere easier to rememlber when
pre- errengecl Info groups of like
items (like phone numbers)

e Use things like Repehhon Alliteration
and the “Rule of 3" to encourage
viewers to ingest the messege as
efficiently as possible. 7

>> For more info visit wirespring.com/weblog

Copyright © 2000-2012 WireSpring Technologies, Inc. All Rights Reserved.



e !
- — -

wirespring |

: Craft your Call-to-Action

. Should be oh ’rhe screen at all fimes.

e Actions ’rho’r ccm be Token Immediately work
best.

— Get 15% FREE SHD
— Ask a salesperson for deTcnIs

e Think Google “AdWords” —s’ryle
— A search for "advertising” y|elds

Facebook Advertising Sell Smarter

Reach the exact audience you Increase your ad sales
with the AdMall

want with relevant targeted ads.

I
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More Tips for your Call To Action

,,,,,,,,,
,,,,,,,,,,,
,,,,,,

e Target common needs

morsity,, /) =, o e Use trigger words to
Self-actualization 5;;"“""“5" <

we.  grab affention

problem solving,

T2\ DN
O\ .
of prejudice, Q) VN
N/ S/
of 7/
% / \

Esteem self-estoom. e Test the "reading level’

confidence, achiewemant,
nespect of sihers. respect by othegg @Jf the text

Love/Belonging friendship, family, sexual intimacy

(///\

Safety fsecutky of bady, of amployment. of ucercesy e Use dcﬁmgn words and

(///

e Use commonds
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2 eo Sample #1: Great Copy

Supplied by: Amscreen

Client: Coca Cola
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Video Sample #2: Great Copy

Supplied by: Amscreen

Client: Volkswagon

Spendless SN

time here (@)
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Fon’rography 101

e Don't use mulhple font types

— Mixing sans Gnd serif fonts is very hard to read!
Stick with serif for reodcblll’ry

e DON'T USE ALL CAPS S5

— The letters block fogether 0 Toke longer to
read and dec|pher NN

* Don’t stack lines > Jn
— Try to keep each message to one line ’roreduce
comprehension fime
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The Myth of “Power” Colors

* In practice, when focusing on glance media we've
seen no over-arching relationship between color
and content performance

e There were specific cases where changing a clip’s
color may have altered performance, but not
enough data to be conclusive

e Most of the time, when people think they are
altering colors, they are really altering con’rras’r
schemes

>> For more info visit wirespring.com/weblog
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Conirast

N
/,/:/,\!\/ //‘ 2 A
_ 7
r( “\:::y

e Avoid overlapping areas of complemen’rary colors
(e.g.red and green)

e Any combination of similar color value (brlg ’rness)
will produce low visibility
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Correctness by Color

80 +

75

70 -

65 -

% Correct

60 -

55 -

50 -

Black/White Black/Yellow Blue/White Blue/Yellow Green/White Red/Whlte White/Black

Color Schemes
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V| Sample #3: Color/Contrast

Supplied by: DDN

Client: 7-Eleven (House
spot)

W MAKE A
 VSPLASH
WITH ONE
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Silhovuette
o Ex’rremé/l'”f}m portant for

discerning between
Moving elemen‘rs

* [t's the only thing
noticeable about
elements in a viewer's

periphery

I
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Luyoui Composing a Shot

e Visually sepqrd’re distinct elements of a shot to
speed up comprehensmn

r_____________ 1
\ ] | |
I ,gﬁl?’"f',,s"ﬂjff,“?f,::, I : !
Q' | gttt |
I : LN HEUHﬂHHS : [
I N
|

Ol BUSCANOS HOY EN ESTA TIENDAY PPRUEBA
S DISFRUTA Y GANA INCREIBLES PREMIOS CON

‘_A____-
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Scenes & Shots

e Short- and long-format clips alike can be
splif info scenes and shofs:

One 15-sec clip

!

Two 7-sec scenes

!

Four 3.5-sec shots




—

wirespring

)

—
S

@< ~ Scenes & Shots

Claziris Yyt Sealliisl
' Auseralizin Tz Tras cil

%Eovery frame or shot
should function as a

X i 'y
stand-alone “poster
@/%@

N Exclusive
t

)
X
> y
2
M
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Video Sample #4: Composition
Y N

V, 557 Supplied by: Artisan

Complete

Client; Home Hardware

with Tea Tree Oil

Clzzip)s wlif
Arpserzlizie T

T
Exclusive |
BAETAl
T
P @/\
L
/)
7a
NS}
O
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Video Sample #5: Composition

Supplied by: DDN

Client: 7-Eleven (house
28 spot)

WITH OUR

p— ] o
Dg Trans Fat « MO E

X\
w,“/"‘ N\
S (Vv
"\\J \
D //7/ .
0
WA/
t\‘\:f
O
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Silhouette & Motion

e Silhouette should be used to check
perception and recognifion of any

A

complex or moving images.

1 b
-
i B
\‘ . ‘e
e f -
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» Don't let motion interfere with
readability or comprehension

e 12 -3 seconds OfoII attention max for
glance media, (may be a bit longer for
“captive audience” ne’rworks)

e Leave enough fime to read ’rex’rl

CCCCC ight © 2000-2012 WireSpring Technologies, Inc. All Rights Reserved. ?‘EFGI' more ||'Ifﬂ-\\'|!|t Wlfﬂpl‘ll’lﬂ.ﬂﬂlﬂf Wﬂhlﬂg



e
-

wirespring

» Motion mak es recognifion times skyrocket
and comprehen5|on rates plummet.

e Every second ThCIT TeX,,f?ﬁ}f:i*“|~g moving on the
screen is basically a seco d ’rho’r It can't be

e Nowhere does that become more obwous
than WITh 705

>> For more info visit wirespring.com/weblog
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Tickers

 Moving text takes anywhere
from 2-10x or more fime to
recognize/comprehend

EREAKING NEWS
" '!HH:HLI:EIBEHI;T 'FFQ'HWPHH']"" 11:00a

o Scrolling text has 10-22% lower
recall rate versus “fade
In/fade out” delivery

e |n-place displays such as fade
and blast are better than
motion-based displays like
ticker for rapid identification of
itfems

Copyright © 2000-2012 WireSpring Technologies, Inc. All Rights Reserved. i _' ' mm Inhvlslt WIrﬂprl nﬂ 'mm;mhln'g
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 Tesfing Your Spot's Timing

+ If you're the DESIGNER: make sure you
canread the copy 5x In the allofted time

e [fyou're o REVIEWER make sure you can
read the copy 3xin the uIIo’r’red fime

e Ensure that the text can be recd from a
non-ideal angle of incidence

>> For more info visit wirespring.com/weblog
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;;: Q vick Ti PS on Motion

e Moftion on ’rhe periphery is more subtle than
motion in the mile of the field of view

* The static elements shofﬁld be the most
important features of the a __

e Subtle motion can visually enhdf’}ﬁce without
reducing recognition or comprehensmn

>> For more info visit wirespring.com/weblog



_

wirespring

ideo Sample #6: Motion

Supplied by: Amscreen

| Client: Mentos

CCCCC e — >> For more info visit wirespring.com/weblog
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\ Supplied by: Amscreen
\ Client: Renault

VISIT YOUR RENAULT DEAI.Eﬁ
OR BOOK ONLINE AT
RENAULTSERVICING.CO.UK
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~ The 5 Classes of Sound

e Huma n\\_iCie
.
 Natural Souna
e Noise Sy

e Silence
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~ Two Sound Approaches

* Inside the store, there are fwo
approaches for using sound:

— Passive: Employing sounds that aim to
influence shopper behavior without
their specific knowledge (e.g. Muzak
“tempo programs’) 70

— Active: Using sounds o interrupt current
shopper behaviors with the goal of
shaping a new behavior

CCCCC ight © 2000-2012 WireSpring Technologies, Inc. All Rights Reserved. & ”F#I' more ||'Ifﬂ-\\'|!r|t wlrﬂprlng.mmf Wﬂhlﬂg
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“  Why you shouldn’t use it

e Annoying soundscapes have been shown to
reduce shopper‘dwell time

e |f your sounds compe’re with those of the
host venue, the venue mqy deade to
disconnect you )

e Employee fatigue may encourdge workers
to disconnect or otherwise sabotage your
digital signage equipment

CCCCC ight © 2000-2012 WireSpring Technologies, Inc. All Rights Reserved. ?‘EFGI' more ||'Ifﬂ-\\'|!|t Wlfﬂpl‘ll’lﬂ.ﬂﬂlﬂf Wﬂhlﬂg
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- Why you should use it

Approprlaf well-designed soundscapes can

/ //’,’f,/,::/

increase sc:lesr  shops by up to 50% in some

cases, and befween 5and 10% as arule.”
Julian Treasure, Chairman, The Sound Agency

More Than 40% of Shoppers Made an Unplanned Mnre Than a Third of Shoppers Purchased a

Fu rchase After Hearing Retail Audio Ad ) {];fs:::;m Herent Brand After Hearing Retail Ad
“Have you ever purchazed 3 product that you hadn't planned fo buy after hearning ) .H fl"ﬂ'” Ever pumhaaed a different brand than you had planned on buying
an announcemenf shout it in fhe =fore #° bETE'H-S'-E f &1 snnouncement you heard in the store 27
2 n o “Purchased a Different Brand™
i e “Made an Unplanned Purchase™ ’Hms i — —

41%

nﬂ
62%

- Baser ULz mmmmfmmmn'mm.maé\\j
ﬂm.uamwmmn1:—m:mmmw ! ARBITROMN P 9 AEBIT RGN

AT L
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Some rules of thumb with sound

 Don't rely on sound alone to make your
message

e Use sound to augment an already-
compelling visual messqge

e Visual messages should olways work (i.e. be
comprehensible) without sound

e Consider closed ccp’rlonlng ONLY |f your
visual storytelling is confusing

>> For more info visit wirespring.com/weblog
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{J‘//\lgjdeo Sample #8: Sound

J

[~

Supplied by: PRN

Client: Nabisco
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O
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ELEVEN
~ ;
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e The “deco \p oression zone," as Paco
Underhill describes it, is a messaging no-
mans land at the sTore entrance

* Lasts for 15-20 feef insidé_/’rhe store

e Thus, iIn general we do not reco:,,mend
placing digital signs near en’rrywcys

CCCCC ight © 2000-2012 WireSpring Technologies, Inc. All Rights Reserved. >> Fﬂr mﬂ“ Infﬂ HISIt w' res prl ng 'mmrweulng
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I'erformance by Location

INn a 2- s’rory furm’rure store chain, kiosks in the main
channel were useol éx as often as those in the landing

areaq.

F’*

BEDROOMS

LIVING e
ROOM 7
B
e o
-
ko LEVEL | TR [
G
]
-]
3
LIVING LEATHER z
ROOM
SECTIONALS,
SLEEPERS, MOTION
RECLINERS FURNITURE
AND &WALLS
CURIOS

©

LEVEL 2

YOUTH
BEDROOMS

- 27 3
| 1
=
DINING

FORMAL
DINING

-

Kiosk Utilization Rates

~

+500%
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Viewing Angle

Optimal wewmg angle is a function of:
— Screen & conTen’r size
— Most common opprooch vector
— Existing obstructions

22 feet

5 to 7 seconds

Copyright © 2000-2012 WireSpring Technologies, Inc. All Rights Reserved. >> Fﬂr more Inf'n vis It WI res P‘ri “g = Gﬂmf\"ﬁhlﬂg
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~ The Angle of Awareness
o Movmg shoppers keep aroughly 20 degree FOV In
acftive o’r’rem‘lon

e Keep screens WIThIﬂ the FOV range that you expect
shoppers to see it fror

—_—

425 vartical @ 11, - 8.5 verlical @ 22

/\‘j )
N\
) )
|

—

—

|
|

|

I I

S | | S/, |
| Qe

| g

T |

| |

| |
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* The Active Attention Zone

Vertical field of view - - X
/AN Horizontal field of view
. 72 30 deg.
¥ . <60 deg Active A% /
y \, Y ¥ 20 deg. N
. '.-2.;5 de;;.
1t 21t S;t 4ft 5t

Total % of
aftention
zone

Horizonal Y
of attention
zone

Vertical % of
attention
zone

Distance

between
viewer and

screen occupied occupied occupied

5 feet 91.6% 100% 91.6%

10 feet 45.8% 50.5% 231%
15 feet 30.5% 33.7% 10.3%

20 feet 22.3% 25.3% 5.8%

Copyright © 2000-2012 WireSpring Technologies, Inc. All Rights Reserved.
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*sizing text for HD screens

. op’rimolﬁ fext size depends on screen resolufion and
desired character height:

Distance (feet) Minimal Readable Text Height
(inches)

5'- 50! TN
50'-100' [2"- 4"
100' - 200' |4"- 8"

+ On a 40" screen with 1366x768 resolution, 2" text is
about 50 pixels tall. On a 40” 1080p screen, it's about
125 pixels tall. |

CCCCC ight © 2000-2012 WireSpring Technologies, Inc. All Rights Reserved. :"}Fm more |ﬂfﬂ-\f|!|t wlruprlng.cnmf Wﬂhlﬂg
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Is a Bigger Screen always Better?

&o C rrect by Attention Occupied by the Message

120

100 -

80 -

60

% Correct

40

20 -

0 1 2 3

% Attention Zone Occupied
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Doe/s/\///e;nue Lighting Affect Performance?

Correctness by Brightness

90

80 - —

70

60
O
2 50
@)
O 40 -
S

30 -

20 -

10

(C}\i /
O T - T
57 62 66 69 B 8
Avg Brightness I
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\‘\V\ng’r about Screen Orientation?

~

73
72
71
70
69
68
67
66
65
64

63 _—
L / /, / /z\\
Landscape Portrait /)

/ TN
TN

Orientation N\

O

% Correct

/
/ /

>> For more info visit wirespring.com/weblog
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Wh qtls /'

90

Correctness by Clutter

80

70
60

50

40

% Correct

30

20

10

15

% 40 50 60
Avg Clutter
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So, where sho

)

you spend your fime?
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// N
/7)) High-lmpact
(@ 4 /f Optimized sound program A
N
>/ . Font style/size
A - Optimized scene/shot composition . Optimized use of contrast
. Optimized call-to-action
ng element silhouettes
%93 . Convert tickers to faders/static .
; (D 5
Setting text @qﬁ@ansmon .
. Serial position effect
Hard <« » Easy
\\'\\/ éh
king/coding list
Setting contextual relevance . //;1 ingicocing lists
/ //
\\ ///
,//\\\\
\ ‘\,/ //'T\
\\?§7)> o
\gB/ /i\\
- ‘/ (\ “//‘ =
. NS (C N
Key' Optimized color palette . NS))
@ Text < //\
@ Visuals 2 DA
@ Motion v .
o
Sound Low-Impact
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E/ﬁ\]ironmen’rol ltems fo Act On

H1: Vist aI clutter in
your environ men tis

Maybe those “clean store” policies have some legs...

>> For more info visit wirespring.com/weblog
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Eﬁfironmen’rol ltems 1o Act On

H2: The higher the
contrast, th b o€ tt er the
visibility

It’s one of those “duh” concepts that people still ignore.

>> For more info visit wirespring.com/weblog
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portrait.

This one still surprises me.
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E’/ff;;\f\;}j|ronmen’ral tems to Act On

#4 Shof\?i;er message higher
recall.

We saw significant differences even within the conflnes ofthe seven plus or
minus two” axiom. QY
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Eﬁlronmen’ral tems to Act On

HS5: A Iltf‘leblgger # a lot
better. %

Even quintupling the amount of space that a message occupled had little effect
when it still only took up a small amount of the active attentlon zone
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About the Author

BiII""’Gerba is CEO of WireSpring Technologies, whose software and
serwces power thousands of digital signs, kiosks and other devices
around the world serving companies like Procter & Gamble, BP and
Walmart. He i is a ‘member of POPAI’s digital signage technology
standards and awards programs, and is a regular speaker at industry
events. Bill also authors WireSpring’s popular Digital Signage Insiders

blog at wirespring. com/blog

Bill is always happy to talk about new ’prOjects tech trends, and best
practices for making great digital signage content He can be reached

billg@wirespring.com

+1 954.548.3300

Copyright © 2000-2012 WireSpring Technologies, Inc. All Rights Reserved.

- >> For more info visit wirespring.com/weblog



wirespring |

Abou’r WireSpring

Since 2000, WireSpring has:prowded hardware, software and expert advice for digital signage,
kiosk and machine-to- machfi’”ne/(MZM) projects. Learn more about us at www.wirespring.com

Gl [ c a St IélféCast EasyStart

(www S|mpled|g|taI5|gnage com)

38}7@‘{‘1?? An entry- Ievel product designed for companies
managing fewer ’i\y’/h-‘an 10 screens.

FireCast EnterpriSefi:\\*

rF ireCast (wwwrepinscom/producs)
Enterprlse An advanced product suite for customers
managing large numbers of digital S|gns and touch

screen devices.
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