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OVERVIEW

Digital LEDscreensare useddominantlyin three different applicationsTheseapplicationsinclude:

1.Advertisingand Commerce,
2. Sportsand Entertainment
3.Signage, MessagingndInformation

Eachof these applicationsrequire different contents or file formats and different systemfor content
managementand control.

Whilethe entertainmentcontentsmay bestbe deliveredusingmultimediafile formats suchasMP3,MP4

or AVI, the sighageand information may best be supportedusingthe TXT or JPGand, the advertising

andcommerceuseandswitchbetweenanynumberof file format dependingon the venuecircumstances
and the loop requirements. Additionally, the control systemsthat manipulate the sports scoresand

replaysand the messagingand signagerequire only one-way communicationwhile the Advertisingand

Commercemay best be managedincorporating multi-way communicationwith users,data providers
anddatamanagers.

Thisdocumentcoverssomeof the basicconceptsfor digital contentscreationanddigital displaysystems
contents management. To learn more about advertising, One World LED recommends studying
O! AOA GiuBaes1AJ A C A (19BN&89%61100-3, by MukeshTrehanand RanjuTrehan.Latest
information about LED screensarchitecture, design, technology, installation, support and advertising
techniques carpe found on OneWorld LEDwebsiteat the ProductsDownloadstab.

One World LEDcontinuesto lead the developmentof new technologiesfor digital outdoor advertising
and virtual commerce. Thesedevelopmentsand availablerelated technologiesare documentedin a
seriesof primersand handbooksavailablefrom on ONEWORLDLED.COBRhd coverthe entire spectrum
from architecture, designtechnology development andapplicationsto the AdverpostO O AgQided



VIRTUALCOMMERCE

DIGITALCONTENTSCREATIONAND MANAGEMENT

INTRODUCTION

The goal of digital out-of-hnome (DOOH)advertisingas a component of your advertisingbudget is to
generate more impressionsand views at a lower cost per millions. The goal of Virtual Commerce(V-
Commerce)sto use DOOHscreens to generatemore salesper dollar ofadvertising.

With FMAS Adverpost,|IPAMandDealcodesand numerousother relatedinventionsV-Commerces now
a reality. This paper discusseghe key points that helpsyou use your DOOH advertisingresourcesto
generatemillions of dollarsin salesand profits rather than just creatingmillionsof impressions.

Thispapercoversmany of the key issues to considdn integrating, communicatingand presentingyour
messageto your intended audience with DOOH. This may incorporate your digital marketing,
advertising,commerceand contentsmanagementto achieveyour businesgyoalsusingstate-of zthe-art
V-Commercetools and strategiesin communicatingwith you target market, sellingyour productsand
or servicessupportingyour clientsandbuilding customer loyalty.

BACKGROUND

Todaythe digital screensare becomingan integral part of the modernlandscape.The primary purpose
of digital screensmust servethe intended purpose. The intended purpose and utilization of digital
screensarevastlydifferent in the city centres commercialdistricts, multi-purposearenas malls, building
facades oftobbies,industrialparks,highways roadsidesgtc.

Traditionally, the primary purposeand application of these digital screenshas been one of the three
categoriesof advertising,entertainment or information. RecentOne World inventionsand innovations
haveaddedrealtime commerceandtransactionprocessingoption to thesetraditional categories.

Traditionalcontrol systemsto implementthe intendedapplicationsfor the screenshavebeenspecialized
and very different in cost and features. However,Adverposttechnologyimplemented using the latest

internet technologiesand screencontrol system basedon open source software, called Adverclient
allowsmulti-function applicationof DOOHscreens.



VIRTUALCOMMERCE: DIGITALADVERTISING

V-Commerceis basedon a multi-party model, usuallycomprisedof four parties. Thesepartiesinclude
Data Provider(DP),Data Manger(DM), Data Displayer (DDand Data User(DU). Thisin contrastwith 2-

party model usedin E-=Commerce(B2B,B2cand C2C)which addressea subsetof the requiredbusiness
functionsin electronictransactionprocessingThesefunctionsincludedbranding, marketing, advertising,
listing, selling, payment processing,delivery or fulfilment among others. V-Commerceintegrates and

automates many of these functions that now comprise disjoint functions addressedby various e-

commercesolutionsand makesit availableto all businesses.

VENUE& DISPLAYSELECTION DELIVERYWEANS

The integrated digital advertisingand V-Commercesuccesrimarily dependon the selectionof right
venueandmediumin the correcttarget marketaswell asdeliveryof the right messageMaximumimpact
andoptimum results caronly be achievedwhenbestmediumin target locationcansuccessfullyengage
the target audience.Targeting audienceby location and then delivering the right messageare pre-
requisitesof a successfutampaign.Simply advertisingin high traffic areasor havinga nice advertising
by themselveswill not lead to optimum ROI in advertising. Media selectionis a key component of
traditional advertisingas well as V-Commerce.For example,businessesaise ooh digital advertisingto
brand, maintain competitive market-shareandor increasesales.

CAESARSPALACEMARKEYDIGITALLED SCREENS



This digital advertisingassetcould have been much more effective with a simple 6 to 10-degreetilt of
the screensto avoid the direct sunlight and deliver more vibrant imagesdirectly to the O E A xliAe®®D &
sight. The tilting of the screenis one method of optimizing the audio/visualimpact also called beam
steering.

A 10 Degree tilt forward of the screen is ergonomically suitable for persons closer to
the screen. The tit also reduces the angles the sun can directly hit it and in turn reduce
the total glare. A tilted screen also allows for increased heat dissapation, therefore
increasing efficiency and life longevity of the screen. Another benefit of a tilted screen
i that the water ingress protection increases to over 65.
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One World LED PTY LTD (©)

Video/Audio Beam SteeringDesignfor Maximum Impact

Thebeam-O O A A Qy&dl it® d@liver maximum impact in the optimum range of viewing or
hearingto its audience.Note that the largestangle of visibility givesa more direct view.

CONTENTSCREATION DELIVERIN®IESSAGE

Theintegrated digitaladvertisingcontents creatioris a key componentof traditional advertisingaswell
asV-Commerce.Forexample,businessesise DOOHadvertisingto market their brand and or products
or services.Thesesame businesseoften use printed advertising flyers on a weekly or daily basisto
inform their customersof the sales,dealsand specialoffers. Followingstepsoutline in order of priority
howto integrateand maximizethe potentialimpact ofandthe returnoninvestment ofDOOH.

Integrated digital strategy z same brandingadvertsandoverlays deatodes andinks acrossll
businescommunicationmethodsincludingsocialmedia byE2V andv2E.UsingAdverpostyou can
integrate andcoordinatein reaktime your advertisingand marketing strategyacrosamultiple platforms
of print, media, socialmedia,DOOHand E-commerceglobally.
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2. Market Targeting z use digital resourcesincluding maps to identify V-commerce and E-commerce
target advertisingdisplay or virtual storefronts to maximizethe revenueand profit potentials. Using
private or public Adverpoststrategy, you can broadcastand communicate your messagealong with
other engagingand or profitable activitiesin socialmedia, DOOHand e-commerce.Followingare the
keycomponents othe marketselection.

a. Market Location z the most important factor for reachingthe right audience.For example,
Australianagriculturalor mining companiessellingmost of their productsto Chinaneedto focus
their advertisingin the target markets like Shanghaior Shenzhenwhile a Chinesecompany
selling building material to Americaneedsto advertisein developing markets and emerging
countrieslike Indiaand Brazil.

b. ScreenLocation - the best advertisinglocation or venuein the selectedmarket is where the
decision makers for the products travel. For example, the cosmetic products may best be
advertisedin the foodandretail shops omasstransportationratherthan football stadiums.

c. Type ofscreenz interactivity isfar more important thantraffic numbers.

d. Type ofImpressions while most expensivebillboardsare on busyhighwaysand high rooftops
of CBDbuildingsand are chargedbasedon the traditional PPM (Portable PeopleMeter) may
not be relevant inO 1 A /nbdiie@emographic.The smaller screensocatedin the groceryand
retail storesor lobby of the buildingsor A A ARiapb® offer a muchbetter value. Thireviously
wasnot accessibléo media buyergyloballybut Adverposthassolvedthis problem.
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3. Interacting with audience z fresh and engaging multimedia contents to entertain, inform or offer
products andservices
a. Screengeometry z pixels, orientation and mode are some of the key factors that impact the
guality and precisionwith whichthe contentsgenerateimpact. Thesefactorsare briefly detailed
below.

i. Pixelsz this is the resolutionof screen.As the technology advancesand the market
penetration expandsit is more likely that advertiserscanfind large enoughscreensto
deliverthe samecontentswith little or no modificationsin variousvenues.However for
foreseeablefuture it is very important that you prototype you contents fothe sizeof
screenyou intend to use (resolution in number of pixels wide and high). Note that
Adverpost canautomatically provide the best fit for the original file regardlessof
format to the resolutionof LCDor LEDscreen.Thisadvancedfeature makesutilization
of multiple targets ofdifferent sizeandtype (LED& LCD)verypossible.
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ii. Orientationz thisisverticalor horizontalmounting of the screeror light-facing.

A.InadequateBrightness SunfacingLED B. No BrightnessControl Screenin Dusk

The examplesabove show poor impressioneffectiveness.The digital screenB is too
bright asthe brightnesscontrol is fighting the eveningsunwhile the dusk background
causedigh contrast renderingmageshard tooview.
iii. Mode z thisrefersto operatingcommunicationmode asunidirectionalor bidirectional.

That isthe capability toupdate part(overlays)or allof the imagein reattime.

Flashframesz attention grabbingwherepermissible

FreshMovingimages& audio withcurrent informationin bright coloursandbig letters

Current contents (avoidutdated andstale contentsandcatch phrases)

Contrastgo NaturalEnvironmentto Highlightz Adverpostadvancedeaturessolvetheseissues.

A. ClutteredLocation B.Balloons moreeffectivethan FadedLEDScreen



f. Delivermessagein bright & bold coloursversuspassivebackground(with brightness
intensity control)
i. Thereare4 methodsof brightnesscontrol

1.

2.
3.
4

LEDDisplayMultifunction Control

LEDControl System Software Schedules

LEDControl System LighSensing

Imagefiltering for time of day & direction of sunlight (Scheduled)

Don't fight fatigue®

Rest every - hours

g. UsenaturalLEDcolorsovercomposedcolors(Ex.red or greeninsteadof pink or turquoisethat
uses moreof eachLEDinsteadof combinedRGB)

TheOl ILBDscreatethe best contrast against off background (black)

4. Use appropriateaudio visuateliverymediumat the optimum viewingdistance

Big billboardsvisibleto drivers may not be as effective as smaller showcasedisplaysin train
stationsor publicareassuchasstreet sidesand shopwindows.

FullColourSignsvsVMSTrailersz TrailersandmostrentalsVMSsignslacknecessary
functionality to providecolourimagesandbrightnesscontrol. Seeimages below.




Poor utilizationof digital signagecostsmore and deliversless.Most temporary usersof VMStrailerswill
be better off incorporatingafixedfill colorled displayinto their existingsignagefoe alot lessthan it costs
to rent atrailer few weeksperyear.

5. Clear,concisegasyto spotandclear to understananessage
a. Multiple framesto separateproductsor servicesnvolved(Lettuce and meat on different slides
or videosratherthan mixing vegetableand meat onthe samefood retail advert)
b. Keyor Highlight of Offer
TheProductor Servicebeingoffered
d. Howto proceedto note, savecoupon,reserveor buy

o

Content Creation: Text

When creating content for your LED screen, it is important to make sure text is readable.

The further away the viewer i from the screen, the larger the text needs to be. As a general rule, the bigger the
text. the better. Below are soma examples of minimum text sizes versus distance. Tha readabilty of your text
will iso depend on the pixel pitch of your screen. The larger the pixel pitch, the greater the text size required.

For screens up to 30m, use a minimum

> For screens up to 60m, use a minimum
text size of 144pt (S0mm)

text size of 288pt (100mm) For screens up to 120m, use a

minimum text size of 576pt

o

30m 60m 120m

UseProperText LetterandImageSizesfor IntendedDistances

6. 3EI bl Ao! G#HAsidintéraction modesandmethods
a. Usepictures,figuresor logos (a picture tells a thousandwords) z Multimedia advantagesover
print media (audio to infornrather than wordsto beread)
b. Usemultiple frames& settingsto separateproductsor offers z digital advantages
7. Backgroundsindoverlaydesignsfor localizedandrelevant offersg AdverposeaindLocalDeals
Evaluateandadjust messagéasedon generatedresults
9. Artwork designevaluationandreviewz
a. Usethe samemediumfor proofasactualdisplay(print for print, LCDfor LCDmatrix and LEDfor
LEDscreensanddo not proofthe LEDartwork anddesignson the LCDscreendike Macs).
b. Usescalingz alargeLEDscreen care usedto displayanyscaleddown versionof actualdisplay
Z howeverthe pitchmustalsobe emulatednot just the height and width.
c. Simulatecoloursandlighting of actualenvironment
10. Usethe sametheme periodicallyto refreshinterestz - 1 O E Ba®,Otdistmasp A1 AT ddgdicA 6 O
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COLOQURS& EMOTIONS

Colouris a key component of provoking the right emotional responseassociatedwith the product
or marketing strategy in advertisingand communicationwith market. Following diagram depicts the
variousemotionalresponseassociatedwith variouscoloursin advertisingand product marketing.
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PHOTO: Persuasionmarketing.com.au

Variouscolourstrigger different emotional responseand invoking the desiredemotional responseis a
key to successin communicating an offer to a potential client. These same concepts have similar
effectsin applicationwhenusedin conjunctionwith socialmedia marketingmethods.

COLOR EMOTION GUIDE
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Colour Emotions Guide forSocialMedia (Source:Pinterest.com)



LED& LCDCONTENTDESIGNS

CokeAdvertsbelow canbe usedto provethat while animagelooksbetter on LCDgraphicscreenst may
not look andrun asefficiently asits LEDversion. SlideA for LCDdigital advertisingis convertedor One
World LEDV-commerceasSlideB. Both slidesire shownbelow.
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SlideA aboveand Slide B below showCokeadvertisingwith different backgroundgor LCDandLED.

Turn the charactersto bright colours and backgroundto black for Maximum savingsin power and
contrast in outdoor Ledadvertising.

There are four major problems with white backgroundsof LED contents designs. Theseinclude: 1)
inefficient power use 2) night visibility nuisanceor diminishedvisibility, 3) highlighting module colour
mismatches(due to repaired andreplacedmodules having different light aging or brightnessand, 4)
maximizing the badnodulesand overheatedpower suppliesmpact onimages.



The aboveOne World LEDexamge addressesll these problems.Additionally, the efficient useof LED
as explainedabove will extend the life-expectancyof the screenby reducingthe componentuse and
preventingheat buildup. Seean example ofwhite backgroundLEDscreenadvertisingimagebelow.

A. White background adverat night B. Darkerbackgroundadvertat night

Theexamplebelowhighlightsof the coverup of the badmodulesby this technique.A. Screenwith wrong
backgroundcausingheat generatedshutdownsand the right the Cokead recoveringfrom problems.

TheCorrectLEDCokeAdvertisement CouldCoverthe Flawsof the LEDScreen

Theblackbackgroundin B slidefor Cokeadvertisingexample showrabovewould clearly minimizethe
impact ofthis moduleand power supplyshut downsdueto heat.



EFFECTIVEONTENTSANDPRESENTATIONS

Effectivenessof the messagecan be quickly determined by the results or lack thereof. The message
below obvioushhasnot beeneffectivein such desirabldéocation.
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The digital advertisingtools are clearly designedfor use by digital advertising professionals.For that
reason.acatchywebsitelink with would havebeenmuchmore effectivethan aphonenumberandwould
haveimplied all the information is availableonlinefor comparisonand booking. A phonenumberwhile a
good traditional contact method may not effectively encouragebusy digital professionalsto take the
nextstep.Imaginereplacingthe number abovevith Adverpost.com!

Thinkingdigital and usingdigital online methods can create successDigital displayslike the one shown
aboveshouldalwayshavecontentsin aloop to attract interestand engageviewerswith filler slidessuch
astime andtemperature,weatheror other news,community servicemessageandlocal SMEpromotions.
The invitation to advertisersshould simply be a common slide or video repeating with appropriate
frequencyto attract additional advertisers.The implication is, if it cannot sellitself, it probably cannot
help others.

Advertising CompaniesCreative Work Portfolio

Often the past creative work ratings and reputation of the agenciesare based on the successof
advertisingcampaignson most dominant media suchas TV or print (see example below). However,
O1 A Aligitdl @dvertisingoffers opportunity, as discussedefore to create contentsfor multiple media
andin particular foroutdoor advertisingon LEDandLCDscreens.



Exampleof CreativeWork Portfolio

Anotherexample ofCreativeWork Reference.ist

The creative x I O EnéaBure of successhas always been the impact on salesand revenue for the
advertisedproduct or service.However,other factors impact suchas economyand market could not
havebeenisolatedfrom this evaluation.Now, with the V-commercethe actualimpact of the advertising
canbedirectly measuredwith upto the minute monitoring of the impacton the viewersandthe market.



