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the definitive source of intelligence
fier an industry with an identity crisis

SAN FRANCISCO - In a country where the automobile is often the only means of
commuting, the San Francisco Bay area is a notable exception. Each day, its Bay Area
Rapid Transit system (BART) carries 350,000 passengers in and out of the city by the bay
and its environs. Small wonder, then, that advertisers are keen to get their messages
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across to the professionals cramming onto BART’s carriages: on any given day the Transit Commission with hardware,
. . . . . . software and content, Onestop Media
stations are bedecked with static media messages which line the platform floors and gains access to an audience across

40 stations

subway walls.

Last week, BART announced that it is considering proposals for a digital-signage network,
to be installed on its station platforms and on the train carriages themselves. Content on
the network — which is expected to be complete within two years — will include passenger
information, entertainment, and advertising. The network is to be entirely operator-funded,
with an advertising revenue-share agreement between the eventual operator and the
BART authority.

Onestop content includes
public-service information as well as
entertainment

According to BART’s chief spokesman Linton Johnson, the network will provide a
much-needed source of revenue for the transit operator, enabling it to keep ticket prices
down and to “minimize layoffs”. However, while the commercial aspect of the network is
important, Johnson stresses that the primary rationale for BART TV is improved customer
service. The network is “one of the things we’re trying to better communicate with our
passengers”, hetold DN D WY. “It's about giving customers information that is critical to their
commute.”

With some justification, Johnson makes the point that many of BART’s stations suffer from

poor signage when it comes to communicating passenger information on arrivals, B me orta showed
departures, and delays. On-train information about upcoming stops is little better, with medium

muffled announcements and the odd station-name placard being the only clues.

7ZR VHSDUDWH QHWZRU N VThe BART digital-signage installation will be divided into two
parts: a platform-based network, and a separate in-carriage network. Contracts for each

are open for separate vendor bidding. Johnson said that BART is “about to pick a vendor”

for the static in-station screens: he adds that some vendors are in the running for both.

According to preliminary plans, six minutes out of every hour’s worth of programming on
the network will be dedicated to BART messages, with no more than 20 minutes of each
hour used for advertising. The remainder will be entertainment and public-service
announcements. There will be no audio. Johnson was unable to give detailed information
on the layout and exact configuration of the screens or technical infrastructure of the
network as these, he said, will be determined by the successful vendor.

While no contracts have been signed to date, the prospective network has many of the
hallmarks of the other major rapid-transit network in the U.S., the Metropolitan Atlanta
Rapid Transit Authority (MARTA) digital-signage installation, which is run by New
York-based The Rail Network (TRN).

/IRFDO SDUWQHUVKL SSince its inception in 2005, TRN’s MARTA network has provided
passengers on Atlanta’s underground rapid-transit system with a similar mixture of
information, entertainment, and advertising to that suggested by BART’s Johnson.
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