
• What is the role of “posting displays” in a space? (6.4) 
• How do the space, stakeholders and content interplay? (6.5) 
• What are the needs of people who are posting and display owners, and how do 

the displays satisfy them? (6.6) 
This was achieved by taking all of the observations and categorizing them to derive 

the general findings from the data. The identification of findings was done as a group, 
and each observation was discussed as to how it might fit with other observations.  

 
Fig. 2. Data Walkthrough (1) Photos, field notes, and transcribed interviews were printed 

and affixed to walls. (2) Analysis and annotation of material by researchers.  
(3) Affinity Diagram to identify themes in the data. 

6 Findings 

Based on the data collected and analyzed, we report in this section the findings, with a 
focus on current practices. We first identify stakeholders, describe characteristics of 
displays and content, and uncover the motivation for shared public displays. During 
the data analysis we did not discover any obvious differences in the data gathered in 
both countries. 

6.1 Stakeholders and Motivation 

The data from observations and interviews provide a clear indication of a number of 
diverse stakeholders involved in operating and using public notice boards and shared 
public displays. On a highest level we can discriminate three different groups: display 
providers and managers, content providers, and viewers.  

Display Providers and Managers 

Based on interviews (L1, L2, L5, E3, E4, E5, E6, D1, M1, M2, M3, M4) we discov-
ered that the decision to install a PNA is taken on a higher management level, e.g. in 
store chains and public authority institutions, and hence each branch or store will have 
a PNA as standard inventory. Also public and ecclesiastic institutions see information 
dissemination as a part of their mission and use them to distribute important informa-



tion about their current activities. In locations where venue and shop owners are run-
ning the place (L3, L8, L9, L11, E3, E4, E5, M1, M2, M3, M4), interviews revealed 
that the decision to have a display and how to use it is in one hand.  

The motivation for providing public displays is manifold: retail and service have 
them to increase customer satisfaction (interviews at M1, M3, M4, E6, D2), public 
authorities and ecclesiastic institutions mainly used them to disseminate information 
on their current activities (observations at L4, L14, interviews at E7, D1, D2, D3, D4), 
and some of them (interviews at E3, E4, E7, D1, D2, D3, D4) feel the need to have a 
space for third party content as long as it fits within the institution’s scope and does 
not harm its reputation.  

In interviews, we found that some venues (L3, E3, E4, M3) have a dedicated per-
son in charge of the content approval, i.e., a notice board manager whereas in other 
places it is less formalized. In the case of public and ecclesiastic institutions there is 
typically a dedicated manager, whereas smaller venues, like shops and cafés are more 
likely to distribute this role throughout their staff, i.e., each staff member can act as a 
manager.  

Content Providers 

We can see two distinct groups of content providers: classifieds providers and third 
party advertisers. Both groups seek to distribute information to the target audience. 
People living in the vicinity of the venue or its frequent visitors can be seen as classi-
fieds providers, seeking for ‘matchmaking’ opportunities, e.g. students exchanging 
books, people offering and looking for housing, or selling furniture. The content de-
fines in many cases how long one can expect a poster to remain on the board.  

While classifieds providers are mostly individuals, third party advertisers are usu-
ally affiliations: church, government, business, musicians, non-profit, or other. All of 
them have a common goal of reaching a large audience and advertise in the vicinity of 
the target community’s physical center, e.g. music events have multiple posters at 
music-oriented bars and universities, church-related events appear within its parish’s 
locality, and even third party advertisements on government public display are topi-
cally focused. Interestingly enough, some of the venues take on the role of the third 
party advertiser and try to blend in with the rest when advertising its own events (e.g., 
Li8).  

There is an inherent tension between display owners and content providers as both 
rely upon each other (e.g. a PNA without content is not interesting and a person pro-
viding content cannot do so without space). The best way to minimize the risk of con-
flicts is to create a shared understanding about venues’ board expectations (e.g. it is 
clear what content is expected on a certain display). It seems that this is quite com-
mon for PNAs as there were very few reports of abuse of the displays (interviews at 
L1, L5, L8, L9, L11, E1, E2, D1, D2, D3, D4). 

Viewers 

The motivations for viewing content ranges from clear information needs (e.g. some-
one looks actively for a place to rent among postings) to accidental reading (e.g. wait-
ing at the bus shelter and reading the posts in lack of any other occupation). Viewers 



are typically related to the location (e.g. they work or live close by) and may act at 
some time as viewer and at some other times as content provider. 

Many PNAs are located near high-traffic areas with guaranteed waiting time, e.g. 
next to printers and copiers, whereas other locations use them for decoration, e.g. 
bars. In cases where people are waiting, e.g. for a drink or a print job to finish, it is 
very likely that they browse through the PNA’s content. Supporting evidence can be 
found in [5]. 

6.2 Displays and Content 

During our observations and data analysis we discovered a number of different dis-
play types that are targeted to specific types of content. In the following we discuss 
typical groups that are commonly in use for PNAs (see also Figure 1).  

Scaffolded Classifieds Displays: Our observations indicate that retail stores and su-
permarkets favor a well-organized arrangement of their PNA (e.g., L1, L5). These 
areas are highly scaffolded with preprinted cards provided at the display, which can 
be filled in and inserted into several rows of slots. Their content is in general informal 
and hand-written and sometimes includes tear-aways (e.g. name and telephone num-
ber). Content creation is very fast (on the order of a minute). Typically, content pro-
viders are asked to provide a date to later remove outdated content. Often content not 
fitting the scaffold is attached next to the board. Content usually has a high turnover. 

Unscaffolded Classifieds Display: These displays are characterized by the absence 
of prescribed structure leading to flexible and ad-hoc posting practices. Typically they 
are not well organized. Content in any form can be placed at any position, even if it 
fully or partially occludes other content. Interviews showed that for most of these dis-
plays (e.g., L2, L8), there is no particular person in charge to check and remove post-
ers placed in improper place or with unwanted content. These displays reflect the self-
service nature of the postings. Content posted on such displays is in general similar to 
the aforementioned displays, with less structured layout, mixed sizes of posts, more 
colorful posts and more event-related content. We discovered such displays at univer-
sity, the adult education center, and also grocery stores (L2, L8, D2). 

Information Display: As part of their information duty, many institutions, churches 
and libraries provide curated PNAs (observations at L4, L12, L14). They are charac-
terized by formal, mostly professional content, including ads and events. In general 
they have a smaller number of postings compared to the abovementioned types. Con-
tent is thematically focused (even if from third parties) and often applies to a larger 
vicinity. There is often a process for submitting and approving through exist-
ing/formalized organization networks. These PNAs typically have a means for prohib-
iting unauthorized postings (e.g. by having a glass front pane, see Figure 1c). 

Event Display: Observations showed that bars and retailers offer event-focused 
PNAs (E1, L6, L8, L9). They are characterized by professional ads (posters, flyers), 
are thematically tightly scoped (e.g. techno events) and contain mostly third party 
content. The content is usually colorful, sometimes chaotic (depending on whether 
scaffolding is provided) and often provides some form of urban aesthetic.  



 
Fig. 3. Taking away information – Flyers (left, E1), Posts with takeaway tabs (right, E6). 

6.3 Managing Content and Supporting Memory 

Different mechanisms exist that help viewers to remember content they have seen. 
We came across 3 types of practices with regard to supporting memory: (1) informa-
tion that is meant to stay on the board and where viewers are expected to remember 
essential information, (2) content that is completely taken away, and (3) content that 
offers parts with contact details that can be taken away. To allow for taking away in-
formation, current practices include providing multiple copies (e.g. flyers) or posts 
with takeaway tabs (see Figure 3). If viewers have to remember content, it is impor-
tant that this is well feasible, e.g. by providing an easy-to-remember URL. With the 
wide availability of mobile-phone cameras we also see a further practice conceptually 
combining (1) and (3). As people take photos of public display content, they take the 
information with them and at the same time leave the content for others.  

We found different practices of post management with regard to cleaning displays. 
• Expiration Date: The most popular practice we discovered for cleaning con-

tent is the removal of outdated content. This can be done either with a posted 
expiration date (e.g. after 30 days of posting) or with an implicit expiration 
date (e.g. the date of an event).  

• Complete Cleanup: Another practice is entirely erasing PNAs based on a 
regular schedule, e.g. monthly. We found this practice for PNAs that con-
tained too much content for manually selecting stale content (observation and 
interview at L2). 

• Curated Content: Especially in municipal and official institutions we found 
that displays are often curated. Content is usually submitted at the reception or 
sent via mail, and has to be approved by the director prior to being published. 



We observed that curated displays are in general very tidy and posts are not 
attached above each other so that they obscure other content.  

6.4 The Role of Shared Displays in a Space 

One function of displays is that they tend to create a central location for community 
activity (observations at E1, E2, E7). Such communities may be geographical, cul-
tural, and also religious. Even though platforms such as Ebay or Craig’s list exist, 
means for locally exchanging goods are still of interest. Especially items whose 
shipping costs outweigh their price are popular. Notice boards offer a convenient way 
of offering items to a local community where it is likely to find interested persons 
who are able to fetch items personally. Additionally, we found content that is relevant 
to the expected community visiting the location. E.g. in a music bar (observation at 
L8), PNAs mainly included promotion for music events (parties, live shows, concerts, 
etc.).  

Further, boards are often used as community support tools. An example is the PNA 
at the adult education center, which was mainly used as a forum to exchange study-
related material (e.g. people offered their course material to people in lower courses). 

6.5 Interplay between Space, Stakeholders, and Content 

We found that PNAs are often placed in high traffic areas (e.g. next to the main en-
trance of a location or in spots with waiting times) and that this had a strong impact 
on turnover in content. The same appeared to be true for communication and informa-
tion hotspots. PNAs were often placed next to opinion boxes, store hours, space for 
prospects, and content from the display owner itself. 

Most interesting though, posts are very local in nature. We found that content with 
no relation to a certain location (e.g. products, movies) appeared only rarely. In con-
trast, content seemed to be locally highly relevant. An example is posts on babysit-
ting, as these people would usually not cover too large distances. This finding is also 
supported by the fact that information on local events is often posted in multiple loca-
tions in close proximity (e.g. in various stores in the pedestrian area). Similarly, 
boards often seem to express the identity of a venue. During our interviews we found 
that certain types of content is removed (e.g. political content, certain music events).  

6.6 Needs of Content Providers and Display Owners 

We observed that PNA owners often have an agenda. This in general correlates with 
their motivation for having a PNA (e.g. information obligation, dissemination of cul-
ture). Interestingly, persons in charge of managing the PNA sometimes serve as a 
gatekeeper, hence supporting certain events in an altruistic way as they feel that com-
peting events are already sufficiently well publicized. As an example, the public li-
brary D4 refuses to announce Mardi Gras events but instead favors independent the-
atres. 



Further, many places provide support for posting. Such support includes tables for 
writing posts as well as scaffolding in the form of structured cards and pens.  

In addition, we found that flexibility of content creation is supported in many 
places. Whereas especially scaffolded displays provide standard cards, most of the 
display owners allow in parallel for customized postings. Thus, homemade posts, pro-
fessionally printed or colored to make them more visible and eye-catching, can also 
be found. Another example we observed was that it seemed to be OK for most display 
owners to extend the provided display space in order to fit more content, e.g. by at-
taching content next to the designated posting area.  

We also found many places that allow for multiple copies of the same item of con-
tent. This was observed for different types of PNAs. On unscaffolded displays posters 
are freely tiled up next to each other, making a larger area more distinguishable from 
other parts of the board. This practice was observed also with scaffolded displays. 
Multiple posts of the same ad/post appear on different PNA locations and sometimes 
with small or no differences that are not easy spotted: in cases of non-professional 
handwritten posts, multiple posts are hard to recognize. Only by reading them care-
fully and comparing contact details can these be noticed. Obviously, having multiple 
copies of a single post increases the chances of the post being seen. The motivation 
for the content providers to put up multiple copies of the post is that they are afraid 
that their post is going to be removed for some reason. 

Finally, we found that there are often difficulties of indicating a venue’s expecta-
tions of the board. When asking for problems with PNAs, several display owners re-
ported on discussions with people in order to explain what content is / isn’t allowed. 
Content that is removed is mainly political content, offending or provocative content, 
competing content, and content that does not fit the agenda of the display owner. 
There are very few examples where we found explicit notices that certain types of 
content are not allowed or have to be approved. One example was at the adult educa-
tion center, where a notice stated that teaching content is to be approved first.    

7 Design Implications 

Our observations identified important stakeholders and some of their needs, as well as 
current processes and structures helping them to fulfill their goals, or that emerge as a 
result of their joint activities. Naturally traditional displays are not technically net-
worked. However we could observe a connectedness on a conceptual level. Connect-
edness was exhibited by enforcing the same policies across a set of displays or by 
having the same design and structure across all displays. Our design implications as-
sume that the stakeholders’ needs will still have to be met within an open digital pub-
lic display network, but that the concrete processes and features do not need to match 
existing solutions one-to-one. We propose 5 broad principles, and offer specific ideas 
for how to apply them. 



A. Design for Specific Uses of Notice Boards 

One of the clearest patterns in the observations was the great variety of notice boards 
and surfaces, depending on the purpose they were meant to fulfill, particularly the 
type of content they present, and on the preferences of the stakeholders. This indicates 
that no single design may be an appropriate replacement for all the current uses of no-
tice boards. A system that displays large numbers of classified ads should optimally 
look different and work differently from one that seeks to create awareness of local 
events. The notice board styles, posting form factors, and content described above of-
fer a starting point for developers to target their systems; designers should comple-
ment this general description with specific knowledge and understanding of their par-
ticular users. A digital notice board designed for a chain of coffee shops might for ex-
ample draw on elements from unscaffolded classifieds and event displays, and would 
consider the type of clientele, the activities that take place in the shop, and the chain’s 
design aesthetic and brand image. 

The design should take into account that users interact with more than one display. 
In a department store they may see one at the entrance, one in the elevator, and one 
where they try on some shoes. The design should capitalize on the fact that users will 
be exposed to a network of displays. If the used technologies allow determining in 
which order users see the displays the presentation should utilize this, e.g. creating a 
story within the display content across the physical display network.  

B. Respect the Neighborhood Focus of Notice Boards 

Of the thousands of postings we observed across the 29 sites, every one, with almost 
no exception, was related to the local area or to the community that used the space. 
The vast majority of these were classifieds relevant to a limited area or notifications 
for local events. Across the very different styles of notice boards, it is clear that the 
neighborhood is the audience for and the source of the postings. If a digital notice 
board is to play the same role, it should be based on postings and ads that have a clear 
connection to the place or neighborhood, not on centralized ad campaigns. Especially 
for networked display systems, where technically there is no limitation for the distri-
bution we recommend to design posting procedures in a way that supports locality 
and to restrict the content to a certain neighborhood. Such mechanisms are most likely 
a property of the system architecture as well as a part of the actual design.  

Note that this is not simply a matter of geographical restriction, but of community 
identity, even more though when using display networks. The handwritten nature and 
tear away tabs of many classified postings create an indirect physical connection be-
tween advertiser and reader, which may lead to greater intimacy and trust. Further, the 
aesthetic of a concert poster both communicates the intended audience and is used by 
that audience to provide a shared group identity. A digital notice board might attempt 
to capture the direct intimacy of handwritten notes by allowing posters to record short 
video messages as part of postings. 



C. Support the Emergent Profiling of a PNA by Owners and Users of the Space 

The different styles of notice boards we observed reflect, among other things, differ-
ent agendas on the part of the owners of the space. Some are considered decorative or 
a way to express the identity or support the image of the place, some are appreciated 
as providing another activity for customers to engage in, increasing the importance of 
the venue to the community and potentially even attracting customers. Perhaps the 
most important agenda, however, is in disseminating information the notice board 
owners have and interest in or sympathy with, such as a library posting notices for 
classical concerts or an adult learning center ones for trading course books. 

Board owners actively use their control to promote all of these priorities. At the 
same time, we found that in many cases they have difficulty articulating their agen-
das, and when asked, many were unable to give a good explanation for why they even 
offered a PNA. Even more importantly, they rely on third-party posters for most of 
the content. These factors mean that the actual profile of the PNA is usually not pre-
defined, but emerges from the interplay of the interests of the board owners and users. 

This goes to the core of reasons why venue owners are willing to offer free adver-
tising space and must be taken very seriously. In a globally networked digital system, 
the owner of the venue may no longer be the owner of the board and may have a 
much less direct control of the content that is posted. A digital replacement must give 
the venue owners overall control over the board profile, and designers must recognize 
that this is usually not a choice that is made once, but a day-to-day activity. Features 
could be provided to the managers or owners of each venue allowing them to easily 
choose which postings to allow or remove (and perhaps learning and automating their 
patterns over time) and to oversee the overall appearance of the board. 

D. Design for Flexibility of Input, Low Overhead to Post 

Across all locations we found an impressive variety of posts, comprising hand-written 
notes in various sizes and colors on a set different materials, printed notes enhanced 
with images or maps, and professionally designed advertisements. We recommend 
that digital notice boards provide means for preserving this flexibility, supporting: 
• Ad-hoc posters: For people (coincidentally) approaching the display a me-

chanism has to be provided allowing for on-site creation of notes (e.g. pre-
defined templates, standard input devices such as mouse, keyboard, or touch). 

• Sophisticated Posters: People preparing content in advance need to be given 
means to easily transfer it to the board locally, e.g. via a scanner, a USB stick 
or Bluetooth and in networked settings remotely, e.g.. via a web interface. 

• Professional Posters: In a similar way, people distributing professionally de-
signed content (e.g. flyers) need to be granted easy access to the board. 

As a result of the flexibility of current approaches we see that the entry barrier is kept 
low, hence attracting a large amount of posters. We believe that for globally net-
worked display systems the success heavily depends upon speed and ease of use of 
the content creation mechanisms. 



E. Support Takeaway of Information 

The opportunity to take away information is a crucial prerequisite for the success of 
classifieds as well as for event promotions. In the design of this mechanism two basic 
options exist: providing a pointer for the user to take way (e.g. a URL or a phone 
number) or to provide a copy of the content to take away (e.g. a flyer). Traditional 
systems use a combination where a pointer is taken away (e.g. by tearing off a piece 
of paper) and this also contains a minimal summary of the content. In digitally net-
worked systems and considering users equipped with mobile devices many mecha-
nism exist to support users in taking content with them, including users taking photos 
of the content, to sending this information via SMS or Bluetooth, by providing a QR 
code, or simply by printing it out. Whereas the primary motivation is to preserve in-
formation such as a date, a name, an address, or a telephone number, additional im-
plicit information is embedded with the takeaway information: the number of missing 
takeaways, e.g. indicates high interest. On digital displays similar information could 
be provided by displaying the number of poster downloads, or even by restricting the 
number of possible downloads. 

8 Conclusion and Future Work 

Traditional displays are all around us and interaction with them is a common activ-
ity. The communication characteristics we can find in traditional displays are in many 
ways complementary to the Internet. The importance of using public displays to ad-
dress a larger number of people with general content has declined with the advent of 
digital social networks and the World Wide Web. However public displays play a ma-
jor role in addressing groups of people that can be found in a certain location. We be-
lieve that understanding practices in the use of traditional analog displays can provide 
valuable insights for future generations of globally networked public displays. 

Analyzing the observations of the usage of a large number of public displays situ-
ated in different context as well as based on follow-up interviews with stakeholders 
we collected and described various practices related to public displays. In particular 
we were interested in the various stakeholders and their motivation in the use of pub-
lic displays. Additionally we investigated how content can be provided and removed 
and how access control is implemented. Based on our reflection and understanding of 
the data we suggested a set of design implications for digital display systems. 

The central design recommendation is to take the context of a potential display into 
account: the people likely to pass by, the neighborhood and community in which the 
display is situated, and the display owners’ expectations with regard to content. Be-
yond this flexible content creation, content posting, and content control are central to 
allow a broad set of people using it. To increase the effectiveness of posted content it 
is important that viewer have means to take the information with them –  through 
physical tokens or digital technology. 

Currently we are working on an implementation, called Digifieds, which supports 
practices that are effective in traditional signage systems and that can provide new 
features for creating rich communication media based on public displays. Digifieds 
will be deployed as a finalist of the UbiChallenge in Oulu, Finland in summer 2011.  
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