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Following has been provided to DigitalSignageToday.com for inclusion in their DOOH Future Trends report to be published in late summer 2009, in answer to the question “What do you think will be the most significant developments in digital signage in the next two years?”(700 words requested). 

The science of very short form visual messaging will develop rapidly. “Visual” is our new language” says Paco Underhill, the retail media guru, while at the same time the ability to cost-effectively create, manage, distribute and present compelling visuals is ahead of the standards of practice. Improving the relevance of media based on content, measurement and context will allow the ongoing performance improvements demanded of and available from DOOH as a communications devise.  

“Green-ness” in marketing and communications devices will continue to escalate in importance. The elements of this will center around three areas. The first is the overall cost effectiveness of video presentation as a more effective communications device (i.e. ROI/ROO) than other media devices (i.e. paper). Second, is the reduction of energy consumption and third, hardware disposal/recycle strategies.  

Small form factor display deployment will increasingly appear on store shelves, service counters, outside function rooms, and in other places where decisions are made. The value proposition, in part based on media effectiveness is being refined and it is clear that space allocation at the point of purchase for branding/merchandising messaging is increasingly justified. As little data is available about current or total available market, such displays are the below the surface part of the iceberg. This category of digital signage will see plenty of merger/acquisition and product extension activity in the near future.  
The explosive increase in the number of digital signage providers will include Audio/Visual (AV) and Information Technology (IT) Integrators, while internal IT and AV serve the integrator role and the providers of technology and operating elements also increases. As new suppliers move in, at a pace faster than market growth, a) revenues will be more broadly dispersed, and b) this broader range of supply options will cause buyer confusion and retard project pace. The use of structured techniques for project planning and deployment will increases as a way to mitigate waste, risk, delays and problems. AV Integrators, with their deep relationships in local and corporate markets and visual system capabilities, will be challenged in the supply channel by IT Integrators which bring the IT experience on which digital signage is based, strong system development life cycle (SDLC) methodologies and relationships with the corporate information technology department. This “battle in the channel” will be based on contact strategy and application knowledge rather than margin. Alliances between AV and IT integrators will ensue as “IT goes visual” 
Reduced system integration complexity. The continuation of the trend toward integration and interoperability will continue. Continuation of the closed, proprietary system is not consistent with the achieving the benefits of integration with other Internet Protocol - IP addressable systems. Integration of digital signage with security, broadcast and a wide range of enterprise operating systems such as point-of-sale, inventory management, customer relationship management (CRM), loyalty, training, etc. will have digital signage extending the value of the investment in other systems.   
Simplified content creation is an essential element of cost effective operations. Some rough math suggests that over 2 million individual spots ran on North America’s digital signage networks in 2009. The vast majority did not fully use the presentation platform since most included still images and text, with limited visuals in playloops that were too short, stale and did not take advantage of dayparts and local presentation. A future trend is the availability of media assets (i.e. stock images, templates, etc.) and content creation training, as well as affordable content production services and playlist administration. As content targets increasingly distinguished demographics and timing, more versions of the same message will be required, so the economy of content production will be of increasing importance to the application and effectiveness of the medium.
Content placement across networks and media platforms. The most significant industry trend is toward the placement and management of advertising campaigns and content across Digital Out-of-Home networks and across media platforms. The costs and complexity of content placement on other mediums such as broadcast, radio, cable, internet and outdoor have been reduced as the use of these devices matured. As operating economies and ease of use are sought by both media buyers and DOOH network operators, the ability to place campaigns on multiple networks is essential. While this applies to paid advertising, it is equally applicable to sponsored and other informational content (i.e. public service announcements, alerts, local activities, etc.). Given the desire for display ubiquity in campaign planning, efficient content placement across media platforms such as DOOH, mobile, cable, etc. offers commercial advantages.
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