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Going Digital
Candlestick Park realizes value of digital  
signage, despite 49ers’ possible move 
By Kevin Goldsmith 

Almost everywhere you go these days—
whether at a shopping mall, in a taxi or in a 
quick-serve restaurant—you cannot escape 
digital-screen advertising. 

The case for going digital is compelling, 
but why are so many companies making the 
change? The industry value for 2011 is esti-
mated to be $5 billion and expected to grow to 
$7 billion within the next two years. The results 
look great, but why invest in digital when you 
already have printed content on display?

Updating History
Let’s take a look at Candlestick Park, home of 

the San Francisco 49ers, to answer that ques-
tion. The stadium recently installed digital menu 
boards at a majority of their concession stands, 
just in time for the start of the 2011 NFL season. 

Here, you have a historic venue that no 
longer fulfills the needs of the team, which is 
actively seeking to relocate to Santa Clara, 
Calif. Despite the possible move, the team and 
concessionaire realized the value of implement-
ing a digital menu board network, even if it is 
for a short term. 

The 49ers installation comprised 54 42-inch 
LG commercial monitors and 41 LG NC2000 
embedded media players running a Web-
based content management platform. The 

system was installed at 18 concessions and 
integrated among existing televisions used for 
live game feeds. Some of the media players 
drive multiple displays through cloning. Content 
management for the digital menu boards is 
administered by an online Web application that 
enables content to be updated from anywhere 
on any Web-connected device, such as a PC, 
smart phone or tablet computer. 

Determining Success
In a case like this, many look for the hard 

ROI and ask how will this increase turnover, per 

One of the most common 
goals for sports venues 
is to improve customer 
experience and perception. 
Standing in line for five 
minutes doesn’t feel like five 
minutes when digital menu 
boards have been deployed.
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caps and overall margin. But there are many 
factors that affect the success of digital menu 
boards other than the direct impact on dol-
lars and percent growth—which, according 
to industry sources, yields anywhere from 5 
to 10 percent. The 49ers looked at the total 
value of converting to a digital solution, not 
just the financial return.

One of the most common goals for sports 
venues is to improve customer experience 
and perception. Standing in line for five min-
utes doesn’t feel like five minutes when digital 
menu boards have been deployed. 

The 49ers put great emphasis on ensuring 
fans’ safety and well-being. They worked 
closely with Ping HD’s content design team 
and achieved vibrant and dynamic menus 
designed for maximum impact. Included 
is a zoned partition that delivers strategic 
messages to fans, such as the location of 
the nearest first-aid station and a powerful 
Department of Homeland Security message 
that states: “See something, say something. 
There are over 120,000 eyes at today’s 
game. Help us create and maintain a safe 
and enjoyable experience on game day.”

Converting to digital also enables a venue 

to direct business to other on-site cost centers. 
In the case of the 49ers, this includes direc-
tion to other concessions that sell different 
types of food, where to buy official team 
merchandise, tickets for the next home game, 
concerts and other upcoming events happen-
ing at the stadium. The screens also promote 
fan-loyalty competitions.

From a food-service perspective, the pri-
mary benefit of digital menu boards is how 
it brings the offerings to life, for example, by 
showing video of a mouth-watering burger 
being grilled. Other benefits include promot-
ing combo meals and the ability to quickly 
change pricing and product offerings based 
on the event.

The Other Side of the Coin
Not surprisingly, digital menu boards can 

generate additional revenue in many ways. 
But they also bring cost savings. For ex-
ample, the flexibility of a digital menu board 
solution enables concessionaires to change 
the menus throughout the stadium within 
minutes. It used to take the San Francisco Gi-
ants at AT&T Park one week to change the 
stadium’s menu content for a concert or other 
non-baseball event. 

Savings are also achieved by eliminating 
the printing costs associated with static menu 
board changes. By going digital, content 
managers know the information is uniform 
across the venue. 

As technology continues to evolve and 
costs are reduced, it won’t be long until 
digital menu boards and digital advertising 
networks will be commonplace in every 
conceivable out-of-home location. SSM
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