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B =3 Content | A host of creative players stimulate the market IS

Who is producing Digital Signage Content? Percent of content from own production by DooH companies
The most important categories with examples compared with foreign content
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Fig. 13: DBCI July/August 2013 “DooH content”, n=30

Fig. 12: DBCI July/August 2013 “content producers”
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— . . iNVinis
T Ed Content | Video-formats and weather are high demanded
Demand for formats and technologies in 2012 Demand for infotainment formats in 2012
Digital Slgnage is ? -
dynamic media. 6%
Technical potential is special interest news w:-_;alt;er
Video formats : : (money, science etc.) °
(MPG, WMV, etc) being widely used 1o
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. “weather” is with 21%
Static image
(JPEG, GIF, demand the most popular
etc.) infotainment format
© invidis consulting. 2013 national /
international news

19%

Flash is slowly
loosing significance

. local news
HTML 5 still has a 14%
low market
penetration
Fig. 14: DBCI July/August 2013 “formats and technologies”, n=45 Fig. 15: DBCI July/August 2013 “infotainment formats”, n=40
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K3 Content | Strong demand for 1080p and individual templates
Requirements for display resolution in 2012 1080 4
p p
84,8% 6,5%
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Y others
FU”-HD iS de faCtO Standard 85% Of the demand concentrates Fig. 16: DBCI July/August 2013 “display resolution”; n=46

on 1080p

Demand for individually designed templates in 2012

| dropped | remained stable rose rose significantly
32,6% 43,5% 19,6%
\ © invidis consulting. 2013}
Y
The customer expects Cl-conformity 64% of all polled content providers have
from the Digital Signage media channel registered a high demand for individual

templates

Fig. 17: DBCI July/August 2013 “individual templates”; n=46
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T B3 Content | Sales campaigns specifically book Digital-out-of-Home ol =
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Production / airtime of advertising formats (Spots)
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c0% | 68,4% important media for sales
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(sales campaigns) formats

Abb. 18: DBCI July/August 2013 “advertising spots”, n=76

invidis consulting GmbH 2013 www.invidis.de/dbci Page 4



OVAB Digital Signage Business Climate Index DACH x
Jul/Aug 2014 o

T Ed Content | High demand for landscape formats and dynamic content ol =

Demand for display formats 2012

very high high neutral o low H very low
The main share of all

Digital Signage

| | | |© invidis consulting. 2013

Landscape
installations is
Portrait orientated in the
| | | | | . landscape format
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Fig. 19:DBCI July/August 2013 “display forma” n=46

Demand for content formats 2012
very high high neutral = low H very low
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Movement generates
attention

Template animation
(single scene) | | |

Video-Clips (Storyline,

several scenes and cuts) | | | The demand for

dynamic content
is considerably higher than
for static content.

Poster (static or little movement)
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Fig. 20: DBCI July/August 2013 “dynamic content”, n=46
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