
[Read now] Unleashing the Power of Digital Signage: Content Strategies for the 5th Screen

Unleashing the Power of Digital Signage: Content Strategies for the 
5th Screen

Keith Kelsen 
*Download PDF | ePub | DOC | audiobook | ebooks

#967095 in eBooks 2012-11-12 2012-11-12File Name: B00ABKGQ34 | File size: 63.Mb

Keith Kelsen : Unleashing the Power of Digital Signage: Content Strategies for the 5th Screen  before purchasing 
it in order to gage whether or not it would be worth my time, and all praised Unleashing the Power of Digital Signage: 
Content Strategies for the 5th Screen: 

7 of 7 people found the following review helpful. Kelsen Hits A Moving Target...WellBy Paul 
FlaniganDISCLAIMER: I am quoted in the book, and I am also listed as a reference on Keith Kelsen's companion 
website for the book, [...]. This review is entirely of my own doing and is not a result of any arrangement or agreement 

http://f3db.com/pub/links.php?id=B00ABKGQ34


with Mr. Kelsen.The hardest thing about creating something is that you write the rules as you go. What works today 
won't work tomorrow because there are new variables that require new rules.Keith Kelsen took on the challenge of 
writing about an industry that grew while he wrote it. And he has done a first-rate job.Mr. Kelsen's book, Unleashing 
the Power of Digital Signage, Content Strategies for the 5th Screen, (aside from owning a really long title) tries to 
capture the guidelines and best practices for creating and deploying content on almost all types of digital signage 
platforms.In the first half of his book, Mr. Kelsen groups networks into three main categories: Point of Transit (where 
the audience is predominantly in motion), like highway billboards and sidewalks; Point of Sale, like retailers and 
public gathering areas such as shopping malls; and Point of Wait, (where people are predominantly static in front of a 
screen), areas like waiting rooms, elevators, and bars and restaurants. There is some overlap with the fundamentals of 
content, and while these three categories can potentially generalize the approach, which may not work for some, it's a 
good starting point when considering the message on the screen.Mr. Kelsen writes about relevance as the key factor in 
creating compelling content. He's right. Simply put, if it isn't relevant, it isn't successful. He writes, "Fine tuning any of 
these networks-point of transit, point of wait, or point of sale-requires creative thinking, research, and great 
technology. But relevant content in context is what will make or break them every time."The second half of the book 
dives a little deeper into the process of content construction and delivery that can be applied to most networks. Mr. 
Kelsen highlights the production process, tools to use, and formats for delivery. If you have spent any time in the 
industry, some of this will be elementary, but it's important to have in this book, as it serves to educate those who will 
turn to this book without ever having even uttered the words "digital signage."In Chapter 8, Measuring the 
Effectiveness of Content, Mr. Kelsen lays out basic guidelines for measuring content's impact on an audience and, 
ultimately, the return on investment. He refers to OVAB's/DPAA's audience metric guidelines, a set of measurement 
techniques that arguably can be applied to any type of network.Mr. Kelsen also discusses seven keys to a successful 
network: Content, Relevance, Interaction, Scheduling, Placement, Refresh, and Attraction. He groups these under the 
ROO (Return On Objectives) methodology. I agree that these are very important to understand. However, I would 
argue that these are the building blocks of ROI itself, and perhaps do not need a unique methodology identifier. After 
all, ROO is ROI.Mr. Kelsen completes the book by talking about some of the finer points of content, such as 
interactivity, multi-channel/platform usage, and the legality with using content.There are a few challenges the book 
faces. Overall, Mr. Kelsen makes the process and understanding sound much easier said than done. At several points 
in the book, I asked, "Okay, so how do I do that?" But, could not find an answer. As noted above with categorizing 
networks into three main sectors, the real understanding is in knowing that every single network, regardless of 
categorization, must have a unique and developed strategy. What works for one network will almost certainly not 
work for another. I feel it's important not to gloss over this too much, to help the reader understand that it doesn't 
matter if you own one screen or one thousand screens, this stuff is challenging and often nebulous.In chapter six, Mr. 
Kelsen lays out some basic rules for color. He describes several points of proper color use for content and copy. But, 
the book is black and white, rendering the figures ineffective. (Which begs questioning the price of the book. $[...] for 
the book - it should have color in it. Just my opinion there.)To counter this, there is a companion website, [...], where 
you can find figures from the book as well as some of the full video/animations versions of case studies he references. 
Too often we read books with case studies and would love to see it in action. He provides them, and it's easy to relate 
his insight to the execution.I believe this book is more of basic understanding and education than truly strategic 
thought, like the title implies. But education and understanding are crucial to building a strategy. If this book does 
anything, it should send you away with a lot of questions. That's good, because that is where you will understand why 
doing content correctly is so important.This book is a solid exposition of the application of digital signage as an 
emerging medium to be considered in any situation where you want to say something to someone. If you are in the 
industry, this will serve as a dependable reference. If you are new to the industry, this is an excellent starting point to 
understanding digital signage.

Implement a successful content strategy that optimizes the return-on-message performance of your digital signage 
program. Learn the message attributes for each of the three core network types (Point of Wait, Point of Sale, and Point 
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the other advertising campaign elements. Through the included interviews, gain access to the wisdom of more than 45 
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"A reference the digital signage industry was missing. Now the digital signage networks operators, creative agencies 
and advertisers have a method to Unleash the power of Digital Signage."-Christian Vaglio-Giors, ceo, Neo Media 



Group ". a great primer for the ad agencies, and a great reference for the pioneers in the digital signage industry. It's an 
excellent resource for anyone planning to use this medium effectively." -Jake Lambert, vp, content director, Draftfcb ". 
everyone, from digital signage novice to expert, will learn something to achieve better results with digital signage, 
regardless of goal. Kelsen covers it all, from the basic mechanics of digital signage, to the breadth of content types, 
delivery mechanisms, execution methods and performance measurement." -Leslie Hand, research director, IDC Retail 
Insights "Keith truly illustrates, that with proper planning and a solid content strategy, digital signage will return on its 
objectives and provide uniquely targeted, relevant messaging." -Michael Chase, vice president, marketing, sales 
creative, St. Joseph Content "Finally a must read comprehensive book that addresses the issues of content. .Keith 
Kelsen has brought forth the ingredients to create great content for any of the diverse types of digital signage 
networks." -David Drain, executive director, Digital Signage Association "Good content is a large reason why digital 
signage networks are successful, but up until this point there has not been one comprehensive reference point on the 
subject. Unleashing the Power of Digital Signage fills a much-needed gap in this industry."- -Bill Yackey, editor, 
DigitalSignageToday.com From the Back CoverImplement a successful content strategy that optimizes the return-on-
message performance of your digital signage program. Learn the message attributes for each of the three core network 
types (Point of Wait, Point of Sale, and Point of Transit), how to measure the program's effectiveness and strike a 
balance that uses messages effectively alongside the other advertising campaign elements. Through the included 
interviews, gain access to the wisdom of more than 45 experts, each of whom has deployed and operated successful 
digital signage networks. The companion website, www.5thscreen.info, features real-world implementations and video 
blog programming that includes interviews with industry notables. You'll learn how to: create a strategic 
communications blueprint and style guide for your network keep content flowing automatically-and therefore 
remaining relevant use data on viewers and traffic to build a programming schedule legally acquire and repurpose 
content more accurately predict where the future of content will lead Foreword by Joe Pine and Jim Gilmore authors 
of "The Experience Economy" and "Authenticity"About the AuthorKeith Kelsen is 30-year veteran of the broadcast 
business with more than 20 content awards to his credit. The founder of MediaTile, Keith has built a world-class 
company that delivers and supports award-winning digital signage products and services in over 20 countries. Through 
his role as Chairperson of the Content Best Practices Committee for the Digital Signage Association, Keith directs a 
team from industry-leading companies to improve the understanding and use of this powerful and influential medium. 
He was named "Digital Signage Man of the Yearrdquo; in 2009. 


