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Education Industry Roundtable:

Digital Signage Content Creation
and Management on Campus
Universities are rapidly adopting digital communication networks (DCN) to
meet a variety of objectives. These include, for example, emergency
messaging, to increase event attendance, and/or to impact classroom
instruction. Thus, learning more about DCNs is important to Universities
considering deploying a network, for those who seek to improve the
operations of an existing network, and to those firms that support a University
DCN.
To address this, in July 2011, the Platt Retail Institute (PRI) conducted an
industry roundtable to explore various perspectives associated with a
university deploying a DCN. Four panelists, representing their respective
institutions, were asked to respond to a series of questions. These generally
addressed defining the challenges associated with deploying a network,
content production and management methods, funding of the network, and
whether the network is successful.
The following is a list of panel participants and their respective schools:
T. J. Tremblay, M.A.
Event Technology Coordinator
Event Media Support | Penrose Library
University of Denver

J. Mark Conde
Director, IS
Assoc. Director, CMPH Applied PH Informatics
Emory University/Rollins School of Public Health

Eric Himes
Director, Digital Media Services
Marshall University

David Fleig
Project Manager
Computing & Information Technology Division
Wayne State University

The panel was moderated by Steven Keith Platt, Director and Research
Fellow, Platt Retail Institute.
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Moderator: Welcome and thank you to our panelists for participating in this
important discussion. As Universities continue to adopt this new and emerging
technology, many questions arise. Our objective today is to explore various
issues surrounding the implementation of a DCN, with a focus on the complex
topic of content creation and management. We are grateful to our panelists for
agreeing to share their knowledge and experience, as we all can benefit
therefrom. Let’s begin with our panelists telling us a little bit about themselves
and their school’s network. TJ, if you please.
TJ: I’m T.J. Tremblay with the University of Denver. I am the Event Technology
Coordinator here and our group manages all the technology for events. We
have 40 digital signs on campus, of which I manage nine. We have four
different departments that are all also under that same umbrella. I am the
system administrator, so I work with the various groups on campus, ensuring
that they have the correct access roles. I’ve been doing this for a little over six
months, but I have had more than two years of digital signage experience.
Mark: I’m the Director of IS here at the Emory Rollins School of Public
Health. We are a graduate school within the Emory structure. And I am also an
Informatics faculty member, and we publish various content related to public
health information in our career Informatics program. We have a crew here
that covers a number of different areas, everything from our system support
specific to the Rollins School of Public Health to systems, content
development, application development and applied services that all work for
the group that I’m responsible for. We just finished building a $90 million new
building for our school that included renovating part of an older building. And
that was our opportunity to actually put in new signage systems.
Eric: I’m Eric Himes, the Director of Digital Media Services at Marshall
University. Our department takes care of streaming video, video support for
classes and events, and campus-wide digital signage. We started back in
2009 with a pilot through our learning management system. We now have 28
digital screens on campus that we manage.
David: I am Project Manager with the Computing & Information Technology
division at Wayne State University in Detroit, Michigan. C&IT is the central IT
operation for the University as a whole. We started our digital signage project
a couple years ago, in late 2008, early 2009. We’re currently operating 45
signs on a centralized basis. We’re continually discussing the nuts and bolts of
digital signage as a whole, and it’s been a very interesting, complicated
experience getting the signs up and running – not in a bad way, but it’s
certainly more than just hanging a display on the wall.
Moderator: David, you brought up something interesting that was certainly
one of the topics we wanted to talk about today. You alluded to challenges
that you are facing. Maybe you’d like to expand on that in terms of challenges
that you encountered during your deployment?
David: We never really thought that it was going to be simple. When we
launched digital signage, our goal was to launch it as a University-wide
collaborative effort across as many schools and colleges as possible, and
across multiple campuses, and then try to get as much buy-in from the
different constituents as we could.
The underlying content goal is to
showcase important people, news, and events, and inform ourselves and our
visitors about Wayne State. And then, in addition to that, to build unity, which
would be departmental and college recognition, and the Wayne State
University brand.
What was happening at the time was that the people in Marketing called me
up one day and said, “You know Dave, our web portal is being used to
disseminate news and information, but it is just not hitting the mark.” That
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coupled with hanging paper all over the place, was something that was really
troubling to our Marketing department. The Internet really was not a good inyour-face means to get information out to the students, the faculty, and the
staff. Ultimately, we thought that digital signage might be a viable way to do so
and that’s where we are now.
Moderator: Let’s now address the challenges related to persuading other
schools and departments within a University to participate. TJ, can you give us
a little bit of a background on the program and how it arose, including some of
the issues you encountered?
TJ: One of the things that I found, especially with our campus because we are
very decentralized, was getting all of the departments on board under one
system is certainly a challenge. As you probably know, there are hundreds of
these different systems out there and trying to get one universal, in our case,
management software that did everything was definitely challenging and
something we’re still working to try to complete. That’s my main initiative right
now; trying to get one unified front on this because we are working with the
Communications department on branding as well. And, having different
software packages out there, just within the campus, makes that tough. So,
from the time I picked up the administration role, that’s what I’ve been trying to
do.
From more of a technical standpoint, since we’ve started our management
software, we’ve had to get two different departments up onto newer players
and make sure that they are compatible with our content management
software. Again, that would be the biggest hurdle that I’ve had to fight. From
there I’ve found that most departments are good at being self-sufficient once I
have power users who can train the rest of the staff within each department.
From an administrative role, I try to keep a hands-off approach and allow
different departments to work and keep templates consistent, and then they
can control their own content.
Moderator: Great, thank you. Eric, a little bit about the background and
challenges you faced, if you would.
Eric: Our challenge wasn’t so much with the install or getting people to work
with our management software. We kind of hit that early. We had a couple of
groups on campus that were supportive. Even our student body president at
one time had run on a platform of bringing digital signage to the student
center. We had a couple of other groups that were looking to do their own
thing. So we kind of jumped on that early and got them all on board. We got
lucky with our first pilot that was ad-supported. The thinking at that time was,
“It’s going to come in for free; oh, I don’t have to do anything.” So we had a
semester of that and once that got going and everybody saw the power of the
centralized system, everyone was on board.
Our challenge more so is the way we’re supporting the DCN financially,
making sure we’re not pricing it so high that it’s better for them to go with
another system. Departments have an option of maintaining the signs
themselves; and, if they do that, getting people to use the system to its full
advantage is a challenge. We have a couple of signs in our Science
Department that they maintain themselves. But it took a year for them to get
going, get interested, and be persuaded that they needed to customize the
templates for the College of Science, and develop content for those students
who are going to be walking by that sign. We had that in other areas too.
Moderator: So, Eric, essentially you give the different schools the option to
buy the service from your office or outside from somebody else, a third party?
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Eric: We encourage them not to buy it outside. We push it real hard to buy
through us; we just don’t want to price ourselves out of the market.
Moderator: Mark, in addition to the screen being placed in public areas at the
School of Public Health, are you using panels in the classroom, for example?
Mark: We underwent a significant redesign of a lot of our technologies both in
the classrooms and in public areas, as well as our conference rooms and
break-out areas.
Focusing on the signage,
we have a range of
displays. The largest is
the Jumbo Tron, which is
a combination of 48
screens (Microtiles) that is
about six by 11 feet. It is
in the main area of the
one building when you
first come in. We have 60inch LCDs placed at the
department boards that
are not only used for
signage, but also for Forty-eight Microtile screens make up the largest digital sign
meetings. They also could in Emory University’s Rollins School of Public Health.
be used for plugging in
your laptop and we also have cable channels that we run on these and use
them for information in that respect.
Moderator: The next topic I would like to focus on is content production and
content management, including the associated expense. At the end of the day,
the technology is great but as we all know, if the messaging is problematic it
doesn’t matter how good the technology is. David, please tell us a little bit
about how, at Wayne State, you manage the whole content programming
issue.
David: Our content/image control model is as follows. The Marketing and
Communications department handles the image and the design material
almost exclusively. They also are responsible for taking care of the central
content for the University. The local content, which I would define as the
school, college, and the department content, is determined by each individual
at the local level. And that material is then fed to Marketing and
Communications and incorporated into a template so that it can be presented
in a consistent manner University-wide, whether it is on one sign at a
particular college or department, or whether it appears across the entire
University.

A zoned screen at Wayne State University’s School of Business
Administration includes a live feed of CNN.
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And, the way that
tends to play itself out
is that we have a few
different scenarios that
we create within
Marketing. We have
signs that highlight just
the University in
general, that might
consist of general
University events,
University news,
weather, time, so forth;
shared space, where

we have portions of the sign dedicated to University events and a portion of
the sign dedicated to a college, school, or department; and shared time,
where we might highlight a particular academic scholar or a VIP or a
distinguished professor, for example, and they’ll capture the entire screen for a
portion of the time. Another element of our program is to include QR codes
that can be scanned with a cell phone. We include those on our signs so that
folks can grab them if they want to and read more about the material later.
On some of our larger signs, we put together multi-panel arrays. We put up a
combination of information local to the college, University information, and
national information. An example of that can be found at our School of
Business Administration, where one of the four panels runs a CNN feed
continuously.
Moderator: Do you find that the process of running it through a coordinator is
successful in terms of maintaining brand control? The flip side of that is: does
that ever turn out to be: 1) expensive and/or 2) a bottleneck for you in terms of
scheduling and programming?
David: Not really. Our Marketing team has made a commitment upfront to
support the project as a whole, and the branding and content management is
so critical. The example that I would like to give is this: imagine turning over
the responsibility for content to a student assistant and having them grind out
some PowerPoint display with whatever look and feel – fonts, colors, etc. –
they choose and putting that up on a digital sign. It’s just not going to work.
Although it might show up, who knows what the effect is going to be? So is it a
bottleneck? No, quite frankly the departments and colleges are grateful for the
marketing support. From a customer service standpoint, they pretty much only
have to provide the information and Marketing will help them with the
development and maintenance of that information.
Ultimately, as they learn the system and become more competent at using the
content manager software, they can develop content themselves. For the folks
who are familiar with digital signage software, there are varying degrees of
permissions that can be put in place to help maintain consistency. For
example, you might be able to change the words, but you can’t change the
font, you can’t change the color, you can’t change the look and feel, you can’t
change the background. So there are ways to maintain some process control
without giving the end user free rein to do whatever they want. The end
users’ objective is to get their information on the screen and have it be suitable
for their needs. Ultimately, they’re probably less concerned about whether the
colors are right or whether the font is right, and that’s where Marketing plays
an extremely important role in what we do at Wayne State.
Moderator: Eric, my recollection is that you have somewhat of a centralized
control process for content. Is that accurate?
Eric: We have a mixture of that. We let the departments design a lot of their
own content and somewhat
prefer that because of our
funding model. We do have a
student who works for me and
we charge back for his services
to create content. So he’s
creating content, and I do have
oversight on what it looks like.
We control the template centrally
and then zone it out, so we
have news, we have events, we
have weather. Then, there is a An interactive screen at Marshall University includes
large zone for events on event information, national news, and way-finding.
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campus. I would say 90 percent of what our University does is sent to me for
the appropriate zone and I‘ll post it. In some of the local colleges, like the
College of Science discussed earlier, they have total control over their signs,
so it can basically look anyway they want. They have the content manager
software, so they design their own messages. The stipulation is that they have
to run 50 percent of campus central content to be on the network.
Moderator: TJ, how are you handling the content issue?
TJ: Again, we are a pretty decentralized campus and walking into this role, I
found that a lot of the departments were doing what they wanted. And one of
the things that I have been trying to work toward is implementing roles. The
roles start with the content creator and the content approvers. The content
approvers are usually the managers within the departments who will have
some sort of handle on what the rest of the campus should be portraying as
far as a message.
I have been working with the University’s Communications Department, which
is our own marketing department, to steer towards the branded sign which
would be a template that we hand the departments to ensure a unified look
and feel, and then the departments themselves would handle the content and
really concentrate more on the message as opposed to what it looks like, such
as colors and fonts. I now have the roles in place, so we do have some sort of
control on it; it’s just not where we’d like it to be.
Moderator: Mark how about down at Emory? How are you addressing
content?
Mark: We have about 14 different, distinct displays that are in the
departments or open areas that are content-specific locations. Most of the
content is being submitted or content requests are submitted to our central IT
department. We ask for certain types of information to be submitted with
certain formatting, and we will put it up on the particular device they want it on.
We do have very
department-specific
systems and media
displays. What we’ve
done is we’ve set up
responsible people in
each department to
put up the content
using
already
prepared templates.
We make sure that
they understand the
way of doing it in
terms of pixel structure
and appropriateness
of putting different
k i n d s o f c o m p l e x Content in specific zones of the screens at Emory University is
media out there within provided by various departments using templates and guidelines
their need. When we for content structure.
get to something like
needing video or they’re trying to do something animated, again we come
back to requiring that they submit a request to our central IT department, and
then we help them put it together.
In some cases the content is subdivided so that we may control say threequarters of the screen. A department owns one particular block on the screen
and they have free rein within a particular structure of content delivery, maybe
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just PowerPoint, for example. And of course, they have some responsibility for
appropriateness when it’s being displayed on behalf of the department. The
last thing we do, because of the software we chose, and we picked this
product specifically for this reason, is use an authorization setting. So for
example, if there are two administration folks in a department who can submit
content in the system, then of course it has to be reviewed or looked at by
someone higher up than the content administrator before it is released into the
schedule. So that’s our generalized approach.
Moderator: One of the things we haven’t talked about is how you are funding
content development. Eric, you mentioned that you charge back the
departments for some production. Do you have a department budget for the
balance?
Eric: In terms of supporting the signs, we have a couple of options. They can
take care of it all themselves and pay an hourly fee to us to cover
maintenance, content creation, or whatever else they may need at the time.
There is also a plan under which they can pay a fee per sign. We do cap that
after reaching a determined number of signs, for a year’s worth of
maintenance, which also includes upkeep on the signs, troubleshooting and
any content creation they need. Most of my content creation gets submitted
that way and actually all of it goes to a student on staff. The budget for the
system software itself is centrally funded.
Moderator: TJ, how are you approaching the expense of producing content?
TJ: The content itself is all produced from within the department. For our
library, we have a graphic designer who is paid hourly but it is all out of the
individual budget that’s again specifically designated for content. The signs
themselves are paid for by the department and the content management
software is centrally funded from our library, which is where our event media
support group is located. So that’s the only part of it that is actually centrally
funded; each other part comes from the department itself.
Moderator: Mark, how is your school funding the cost of all that great
content?
Mark: We are really somewhat similar to the other schools. The infrastructure
and licensing of the software to deliver content to the system is generally
covered by our central budget. It is relatively straightforward as far as
providing simple content so if they want a PowerPoint fixed screen or they
want a picture screen with a particular message, we cover that through our
servicing indirectly. Where we start charging project fees is if they want
something complex, like a full production video. Mostly it’s really rather simple
and we just do it as a customer service.
Moderator: I know we touched on this little bit, but I would like to zero in on
this a bit more. David, please tell us about the types of content and also the
formats that you are using for content generation.

A digital sign is set up in a
common area in Wayne State
University’s College of Nursing.
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David: As I mentioned earlier, right now we
break the signs down into three or four categories,
where we are highlighting just the University,
sharing on the entire sign or we are sharing the
space between the University and an individual
department or college. We time share so that we
give the department, college, or VIP or some
special event the full screen for a certain amount
of time and then we may switch back to the
shared sign or just the University content. With
some of the larger signs we might include a CNN

feed as I mentioned about our School of Business Administration. As far as
the content goes, we haven’t done anything yet with Flash. We run the CNN
feed, which is live video. A lot of the other information is pulled from
Marketing’s RSS feeds and then formatted into the look and feel of what we
want and overlaid on a custom-designed template.
Moderator: TJ, how about you?
TJ: For the most part it is department-driven, but we do see a lot of
PowerPoint that is kind of integrated into the sign and that’s mostly because
it’s the easiest for the end users to work with. That said, I have been working
in the library to get our live streams onto our own signs. So that, again, is
something that we are working toward but everything else is going to be your
basic event text postings and current events for student gatherings and things
that are really focused toward each individual department, because they are
the ones putting up the content.
Moderator: Mark, types of content and formats used at Emory’s Rollins
School of Public Health?
Mark: We use all types of content from static text boxes, graphics, to
animated or full motion videos. It really depends on what we want to combine
for the message that we are showing that day. Some of the content is pulled
from a website to show things like a weather forecast or the location of the
nearby shuttle bus. Much of the graphics are just JPEGs that are shots of
projects and people in our public health programs or events. We pull events
from our calendar system to show reminders for the day. Also we put up a
giant QR code so people can get to the entire calendar event web page with
more detail. We use a ticker at the bottom of most screens to recognize
accomplishments and to post quick alerts for the day.
Moderator: And Eric, types of content and formats?
Eric: What I call our main content zone, the zone where the entire content
request goes is running either a graphic of some sort or an animation. We
provide the resolution requirements and the graphics are created in the
program of choice by the creators and sent to me. We do have a few content
providers that will do animations and we ask for those as a Windows Media or
Quicktime file. Unless it’s a last-minute request, the content my department
creates is also animated. The other zones on the screen are filled with
dynamic content, RSS feeds, data from an SQL database, weather, and time
and date. We have four touch screens that provide way-finding and
departmental information. We also run an IPTV system on campus and are
working on integrating those into our library signs that run 24/7.
Moderator: In your opinion, does the University that you work for regard these
systems as helpful and successful? David, maybe you would like to tackle
that one first.
David: I would say in terms of itemizing successes, we are definitely getting
attention because we have students, faculty and staff coming up to us and
telling us they’ve seen the signs and they look great. So we are getting quite a
bit of positive response. We don’t have that quantified yet, however, but that’s
the feedback we’re receiving. They like everything from being able to see the
time and the weather to being able to watch CNN with the closed captioning.
From the content providers’ perspective, the fact that our Marketing and IT
teams centrally support it and coordinate that activity with the individual
departments is perceived as good customer service. The end-user really likes
it. I guess the bottom line is that when we put the signs up we had one
essential criterion, which was that we would not put up any dark screens.
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Don’t hang a sign if you are not ready to activate it on the spot. We wouldn’t
put it up and so, as a result, the customers have always seen it working, and
that has resulted in a huge pay off for us in terms of positive PR for the
project.
Moderator: Eric, how about you, helpful and successful?
Eric: I think that we are very successful. We
had a study conducted during our first pilot.
Ninety-six percent of the students noticed the
signs, and 66 percent of them can actually
recall something on the sign, which led us to
keep going with it and get something
implemented after that pilot ended. Our CIO
loves the signs; anything she can put on it she
does. It’s one of her first go-to places. And
another good testament to our success is that
we started with 10 signs in the spring of 2010
and in a year and a half we have tripled that
number.

In a survey, 96 percent of students
at Marshall University said they
noticed the digital signs.

Moderator: Mark, has it been a helpful and
successful program for you?

Mark: I can really only offer a qualitative
assessment at the moment. We haven’t
measured it, but I can tell you what we have
seen and what the behavior tells us. In fact, we do believe that it’s fairly
successful.
In the public areas, we have definitely had more success than the
departmental ones. Departments are a little slow in adopting. I don’t think
they quite understand the media yet, so for those signs, I don’t know if they
have a good assessment of their success or failure. However, with the main
sites, we do get a lot of people telling us that they like what they see. They like
the videos and content. And they like how when there are emergencies in the
world, we will flip it over to CNN and they can sit there and catch what is going
on.
The second thing that I have noticed is a lot of students here are starting to
want to use it more. We work with the SGA (Student Government Association)
and give publication rights to it occasionally so the SGA can post messages.
And we have some of the students who are in Health Communications starting
to come ask questions like “Can I use that to experiment?” They will come in
and play games to see if they can change behaviors, like getting people to
stop smoking, by using the signs. That has actually been quite fun because I
can see that interest is increasing.
In addition, we take the live feeds from some of our classrooms, auditoriums
or lecture rooms and re-route those as overflows onto the signs. So people
get to watch a lecture that they can’t get into the rooms to see. We actually
have had more requests for those, so it’s not a quantitative assessment but
the fact that people continue to ask for it is a good review.
Moderator: Mark, are requests being made to quantify the media?
Mark: I don’t think that anyone has asked us to do that. I don’t really have to
explain or justify the budgeting right now because from a qualitative
standpoint, people are satisfied and happy with the investment.
Moderator: TJ, is your program successful and helpful?
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TJ: We also haven’t had any official studies done so everything I’ll be telling
you is pretty much my own observations. We have had digital signs on
campus for four or five years now and I would say on campus there are
probably 40 different signs.
I think the fact that over the last year, and specifically over the last six months,
we’ve made a concerted effort to unify all of the signs and move toward a
centralized approach, and that is good news. A lot more departments are
starting to see the value in having better global messaging even though each
department is still putting out its own individual content. So we have six signs
that are all under one content manager and that’s growing to nine, and I think
that’s a positive indicator. This shows that it has been received positively. I
know in the library in particular, it is very hard to get new things on their sign
because it is almost too full. The content manager and people in that role like
to keep a pretty tight lid on how many slots are given out. That being said, I
think that it is being received very well and I can only see growth in the next
few years.
Moderator: David, what advice might you give to a University that is first
starting to embark on this in terms of what they should make sure that they
pay attention to?
David: When you consider this from the perspective of lessons learned, I
would summarize it as follows: You absolutely need top-down support for
policy and funding, and you really need to have a clear goal as to what the
signage project is going to be. In addition, there needs to be buy-in by the
entire team that is going to participate. I think this next one is an important
caveat: it is easier to centralize before several departments adopt their own
standards. It is pretty hard to undo what folks have done locally and convert it
to a centralized operation after the fact.
And then, as with any sort of content-based system, it is the content that
matters. It takes longer than you might think to get a project like this off the
ground and up and running. You can’t get everyone to play; not every
department is going to go for it and that’s fine. I suppose that there are several
challenges that we faced, but the main takeaway from an IT perspective, is to
centralize before everyone adopts their own standards.
Moderator: Great advice. Eric, how would you describe your lessons learned
or key takeaways?
Eric: I would have to
agree with David on all of
his points. Definitely know
where your funding is
coming from and you need
to plan for replacement
cycles and any costs that
you are not expecting. For
example, we passed on
the networking and
maintenance fees and
software license fees, not
for the signage software
but for the computers that
are connected to the
network. Replacement of A digital sign provides way-finding information in the Library
t h o s e s c r e e n s a n d at Marshall University.
replacement of that
hardware by the department needs to be thought about.
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But the content, as we’ve been saying, content is king. You need to have fresh
content. If we run the same thing over and over again, no one is going to look
at it. An example of this is that we had a video wall go in before we had our
digital signage project and the school wanted it, but nobody knew where the
content was coming from. The video wall happens to be running the same
content that it was running when it went in four or five years ago.
Also, as far as centralized management of the system goes, do it beforehand.
I agree with David totally on that. I feel that if we had not jumped on that and
everybody had been doing their own thing, we would have had a tough time.
Moderator: Mark, what are your lessons learned?
Mark: I agree with the other two gentlemen on centralizing first because it
would be essentially impossible to try to bring everybody together and begin to
understand how to use the infrastructure in any other way. So we are lucky
that we did start up with a centralized mentality rather than to start adopting
that after the fact.
I would like to add a few additional comments. The content is absolutely what
drives the success of this and they’ll end up being bored and disliking it if we
can’t continue to not only keep it fresh, but also I’m getting requests to
continue to get more and more sophisticated. So I find myself in the position
of helping decide where content goes. I am having to develop a series of
projects to actually organize the group in the school that will advise on what
messages they think we should focus on in any given week. For example,
they might say, “we are going to talk about diabetes and eradication of
diabetes,” and then they will drive the content that addresses their intended
topic. Right now, it seems like we are still just reacting and running content
about the event of the day, but in the longer term, that is not going to be very
effective.
The second thing I would add is that we are finally starting to have enough
time to start teaching people, particularly in the departments, about best
content practices. It was interesting to hear the other person say that not all
departments are participating, and I mention that too but mostly because they
don’t understand the medium. They don’t really understand how to post
content on the sign that is being driven by the department. So effectively, we
need to start teaching people because you can’t do it all centrally and you
can’t know every bigger theme or driving factor that is appropriate on the
screen. It should be driven by some of the users.
Moderator: TJ, what recommendations do you have?
TJ: Of course I think our school is a good example of how not to start off. I
can, with experience, say that I really wish I was involved with the network
four years ago to start off because we could have tried to start the program
with a unified front as opposed to trying to do it backwards. So obviously I
could echo what the other gentlemen had said on that.
One other thing that I have noticed is that sign location actually makes a
difference. I know that we have one building, in particular, where we ended up
having two different signs because the first one wasn’t necessarily put in the
right place. So they ended up having two signs that pretty much had the same
message and same content. Whereas if they had been put the screen in a
better location initially, that probably could have saved the cost. We could
have had another sign in a completely different location.
Of course, planning and patience are important. These projects do take time
and I think that is something you need to plan for. You need to know that and
have a centralized plan from the beginning. That would be the best approach.
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Eric: I have a question for the other panelists. Is anybody doing audio or are
all the signs silent?
David: Most of our signs are silent.
TJ: Same here.
Mark: We mix it. Some do and some don’t.
Moderator: We have found that audio can be very difficult to successfully
integrate into a DCN. However, it can be a powerful addition when executed
correctly.
Thank you to all our panelists for their insights. And a special thanks to Digital
Signage Expo for their generous support of this Research Article.

Editor’s Note
This Research Article follows several recent research projects that PRI has
undertaken in studying DCNs on campus. These include our Research Report
titled “Communication Effectiveness in Higher Education,” and our Research
Article titled “Universities Embrace Digital Signage at an Accelerating Pace.”
Our next major research project in this area is our Working Paper titled
“Design of a Measurement Model to Determine the Value Derived From a
University Digital Signage Network.” We welcome the participation of
additional schools to serve as test sites and/or serve on our review panel.
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