pFahrslm—£7 bk R 5 a3

..........
.......

i e

g . : 3

WAt SR

AR B WASHjoH s A

-~ S - B et
= P A

o g it

CEUR 1RIE-4910

WEFIETe kW01 .



K& R FHLIE T

www.asiaooh.net

Screens will Become “Signposts” for Mobile

Chris Heap |Imperative &£HF 2218

From DOOH to Screenmedia

DOOH is evolving rapidly, moving from what was
once a unicast -style of media delivery (one message
to all screens) to a far more sophisticated multicast
system more akin to online, where each screen has
the capability of being treated as its own channel,
combining working practices from web and social
media to deliver live, relevant and targeted messages
with feedback mechanisms for data capture.

The market has changed so much -that in the last
twelve months we - defining our business as a
"DOOH" or "Digital Signage" development agency
because in our opinion those definitions are too restrictive
in terms of where screens are located and the devices
consumers use to access the information they require.
Today we favour the term 'Screenmedia’, which we
define as, "A fully customisable communications
platform that enables viewers & users to connect,
trade and respond to targeted content through
integrated technologies including broadcast &
interactive screens, kiosks and mobile devices". For us,
Screenmedia should be used to complement strategic
brand, merchandising and advertising campaigns to
extend tactical reach, e.g. deliver specific content
based on the user profile, location, interests, purchase
habits and redemption requirements.

Embed Screenmedia in Business Operations

The big opportunity for end users (such as retailers
in this example) today is to integrate all of its digital
messaging across multiple digital channels into a
system or process that tracks customers along the
path to purchase through online, pre-store, in-store,
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post store and back online again and in this regard,
Screenmedia can play a big part in most of this
journey in helping customers make better decisions
about what to buy and from whom.

Just ask Walmart if they feel their network (branded
the Walmart Smart Network) is delivering value to their
business and you'll be presently surprised by how
positive their executives are, however they would also
say that the decision making process to use this media
is much less about IT capability these days but more
about the impact using such media has on a shopper or
employee with considerations including how to accelerate
sales, help transfer knowledge to staff, improve a store
experience or help a brand convey its personality.

The challenge for Screenmedia practitioners is to work
out how to make screen-based media relevant to that
customer journey and embed it as part of a wider suite
of digital tools used by retailers and corporations to
convey messages to the viewer or user as dynamically,
relevantly and impact-fully as possible.

Historically, one of biggest barriers to adoption
of Screenmedia was (and to some extent still is)
generating profitability when the capital cost of
installing and maintaining enterprise systems was
unsustainably high.

Today's biggest barrier is to reconcile how
Screenmedia can become an embedded part of a
retailer or corporations operations rather than a bolt-
on. This becomes ever more important when you
consider that the driver for adoption is ultimately the
collection of data that can be used to optimise the
commercial relationship between the consumer and
retailer (or brand, or corporation) as well as offering an
improved customer experience.

3 Trends Drive Screenmedia Market Forward

There are three major trends that are helping move the
market forwards, both technical and commercial.

The shift from enterprise to SaaS services is, in my
view, revolutionary for the market and whilst it's still
a work in progress, what it does do is lift significant
capital cost out of the commercial model, making the
initial investment much more palatable and improving
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the likelihood of the business case being able to
generate sustainable profitability. Any costs, both in
terms of hardware of software, that can be removed
from the customer's premises, hosted and managed
remotely and "connected" in some way to the rest
of business (i.e. to EPOS, to stock information
to external data feeds etc) makes Screenmedia
significantly more attractive in terms of improving
operational simplicity and, we would hope, cost
effectiveness. Ultimately it means network owners/
operators can scale up (or down) quickly, that they
can better control the technology at the head end
(e.g. in-store) and they don't need to be locked into
proprietary agreements on equipment they can buy
themselves from their own suppliers.

The second is the shift towards leasing or rental
models, where all ‘enterprise’ hardware is leased
from a financial organization rather than bought
outright. This model greatly softens the initial capex
requirement, enables network to scale to suit
requirements, enables in-place upgrades at end of
life without massive cost and by keeping costs as low
as possible it ultimately improves the opportunity to
generate sustainable profit.

Lastly, the convergence between complementary
technologies is a driver for growth. As previously
mentioned, Screenmedia now sits in a box called
“multichannel media" and it needs to co-exist and
co-operate with online, mobile, social and interactive
media. It's fair to say that while the market works
out what best-practice looks like in how these
media co-operate, what is clear is the convergence
of these media is inevitable. This provides a
significant opportunity for corporations and retailers
who use data & analytics to drive their messaging
strategy but also poses significant challenges for
the Screenmedia community — the question is how
does the Screenmedia marketplace look outside
of its silo, recognize these trends and engage with
the wider media community. Some practitioners are
already doing so and winning traction with clients
who understand that working this through is a work in
progress but are willing to invest time in developing an

www.asiaooh.net

= KEBHENRRRAEETAR

B, UT=XKFEZMNBHEAMAR L. Bl EH#E)
mHEET AR,

BHEREMEWIRSE SaaS ( RHFRIRS ) K,
HERER, IMBERANEHETZH, EXHHHEA
EREEPMN. EREMARENHIELTEZHMTERS
B, LR AES TRAMER, REBHUREGRE
FEmM e TR, B AFBE T S EEO A RE AN
RUHIAAR, XETRETEEBLIITRNRNFEENEE,
HEUEMTAEZIETHLS (BT HEER RREFER.
SNERRVEEIRS S ) , X—VIERERSRAERIRENE
SURHRRBD, BERMERBN . &L, XRWREW
BATEE / EERREIEIR L BB NSO D R AR,
MR hasn (EA ) B FERR, MAFEMN
SHEFAEITHNRE T BNNFTER.

F_MEREEIAERANEL, ELLEHE
M ERIEER, MAREREEMR, XHF—FMERX
AR T AT AL, LAV EERRNE
NEETHMNENR, LARENRBAR, TEEERE
AR, BAAESERTERIGCEA, REEMDIVFEF
SZEMMTE.

B=, BMEHNUERRAREBIESFREEAOL%E:
B, MZAIATA, BRI T — SRR E R,
THRESHEL. T £ EHRELGFHE—EE1E,
TR, RIS B B X G e S ERY R
%, EMBRHN—RAE, SEFNZENRERENARE
B, XATBLEBEIRADITRAE SRS A A
ERRHETERNE, ENTARSRETIRETEKXR
Ak, DRRRBERETHUFIREESHNES, ATX
LEY, SEENREE TR EXR, — LMV AR
MPEHELEXHM T, HFERSTEFHNXST. BAM
BXHRNTHENDERRSRES, B2M1RERANEXT
KBRS, B AMIa RS R TRA—Fk
FREF R RIERE CHRSF RS,

49



ASIAOOH | BFIER | KEH M FHIE A

answer to give them competitive advantage by offering
their customers or staff a unique digital experience.

Emerging Technologies to Enhance Customer
Experience

In the future, Screen media networks will be far more
proactive in the way in which they are designed to adapt
messages in order to optimise response rates. They will
be fed with real-time information from brands, retailers and
corporations that enhance its ability to convert this data
through sophisticated algorithms in order to offer real-time,
relevant and rewarding information that helps viewers or
users make better decisions, save time and saves money.
The best example of a Screenmedia network that
provides a fully personalised customer experience that
is properly integrated with the built environment and
retail merchandising strategy is the Miele Inspirience
Centre in the Netherlands. (Refer to more
info of Miele case by scanning the QR
code here)

Of course, there are emerging technologies
such as QR, NFC, augmented reality and
apps that enable users to control screens
in order to play games with each other
remotely. Whilst these add to the viewer/
user experience and will have a growing
significance in the specification of networks in the future
their commercial or experiential impact today is small.

Screenmedia Is a Media First and a Technology
Second Proposition

The biggest challenge to the Screenmedia
marketplace is not technical, it is how it is sold and to
whom it is sold. Screenmedia is a MEDIA first and a
TECHNOLOGY second. The key performance driver
is how good the network is at generating a response
from its viewers or users that can be monetized,
ENABLED by technology but not predicated by it.
Often the IT is sold with very little consideration of the
business benefits for the client — how it help optimize
their business, contribute to revenue generation and
perhaps streamline existing processes (thus removing
cost through de-duplication).
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The issue that we come across all the time is that the
digital signage/Screenmedia marketplace has been
(and still is) dominated by "short-selling" - technology
companies selling products or services to customers
who often don't need, or will never use the functionality
of the technology they are buying (out know no better
so accept it).Eventually they learn enough to work out
that what they bought was overpriced or underutilised,
creating 'buyer's remorse’, the outcome of which is
they probably won't buy from that vendor again, if they
buy screens or other related technology at all.

How many times have | sat in a meeting where a
client has said "we've bought all this equipment and
the vendor's installed it, be we really don't know
what to do with it, how to use it or how it benefits
our business" ... sometimes | truly believe more
consideration is given to the color of the soft furnishing
in their reception area than what a multi-million dollar
investment will do to add value to their business...and
this is mainly because vendors still don't know how
to help customers deliver a proper benefits analysis
before the deal is done.

We overcome this by working with the customer to
hold their hand at the initial stage, tailor a ‘measured
solution' to fit their needs and create long term
relationships that over time, yield greater (and better
quality) revenues for the supplier and it works - when
client are informed they take more ownership internally,
invest more time and money in seeing it succeed and
embed it deeper in their business.

Screens will Become 'Signposts' for Mobile

The biggest shift as | see it is that large format
screens will become 'signposts' for mobile (already
technologies have emerged that enable users to
control some of the content on large format screens,
we see integration of social media and gameplay).

As signposts, large screens will evolve to promote
the use of a mobile app, persuade the user to turn on
location services or 'digitally engage' with a screen or
a store. In order to increase smartphone interaction
& engagement, you need to demonstrate the mobile
user what the benefits of engaging are. The challenge
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is that today, only a handful of mobile users switch on
Bluetooth, a smaller percentage have (and use) NFC
and of course any campaign must be ‘opt-in' for it
to be legal (at least in the UK and U.S). Screenmedia
can bring the digital proposition to life and in doing
so accelerate mobile engagement/sign-up/app
downloads etc which | believe will be a fundamental
role of Screenmedia in the medium term.

The drivers for this are too complex to go into any
great detail here, suffice to say that mobile is a
pervasive technology, it is highly prized by its owner
and with personalised data shared, can provide
fantastic depth of knowledge regarding what the user
does, where he goes, what he buys, who he interacts
with etc. Internal positioning systems (IPS) and Wi-
Fi networks will also allow retailers and corporations
to track phones indoors, meaning that information,
messages and offers can be conveyed to each
individual owner at the precise time they enter a room,
walk along an aisle or visit the in-store pharmacy.

The added -benefit is that users "bring their own
device", so rather than network owners or retailers
having to spend a considerable amount of money on
screens and IT to broadcast digital media to every
square foot of space, fewer - tactical screens designed
to promote app downloads and mobile engagement
will ultimately perform more effectively at generating
customer adoption. A few years ago, Wal Mart reduced
the numbers of screens per store by~ 50% but
improved its content offering, the result was a more
effective network generating greater revenue with lower
capex costs leading to improved profitability.

Our retail customers are already looking very closely at
how to convert existing 'offline' customers into ‘online’
- but not at home, they want to talk to customers when
they are out of home. They want to generate new data,
enable screens (large and mobile) to offer even more
personalised messages not just based on who the user
is but where they are thus improving message relevancy
to the where they are along the customer journey (pre,
during or post shop for example).

Looking at the whole picture, it is clear that the only
screen that is consistently in proximity to the customer
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is their mobile device. Therefore understanding how
mobile media inter-relates with static screens is a vital
part of the selling-in process if you are a vendor selling
to retailers/corporates or an advertising agency selling
network airtime to third party brands.

Digital City is a By-Product of Digital Lives

In 2011, | invited Christine Outram from MIT
SENSEable City Lab to speak at Screen media expo in
London on the topic "Mash-up metropolis: key trends
for the media savvy city". Her view, put simply, is
that cities of the future will be digitally interconnected
and we will be able to do things within the urban
environment not considered before, all because the
digital revolution has produced a layer of networked
digital elements that has blanketed our environment,
and lent our cities new layers of functionality.

We can already see this taking shape. Tesco in Korea
has turned what was once "dead time" (waiting for a
subway train) into an opportunity to shop for groceries
by scanning product QR codes printed on vinyl
wrapped around the platform with their mobiles. This
is not strictly speaking 'DOOH', but it easily could be.
Today, we can engage with Screenmedia content
in cabs, on stations platforms, on street furniture,
in public conveniences, in stores, in banks, in the
subway - in fact pretty much anywhere.

| think the extent to which we as consumers become
‘connected' to each other, as well as to the built
environment will depend upon how easy it is to do
so and the value that is exchanged. Consumers
understand that in order to receive value they need to
trade some data; the big question will be whether their
return on investment justifies that exchange and this
‘transaction' is something brands and consumers are
only just starting to work out.

Ultimately, the digitisation of our cities is simply a by-
product of us digitising our own lives, consequently
you could argue that every space in every place is
going through the same transformation. What is most
interesting to me is that this battleground isn't taking
place anywhere near the Screen media marketplace
but in the social media sphere, enabled by mobile.
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