








Blending Communication Channels

Safeway continuously researches new technologies and 
implements new approaches to improve its communications 
process.  Pryor states, “We are successful by using a compli-
mentary suite of media channels to manage and reduce costs 
of delivering training and corporate communications.”  
Anchored by its satellite network, Safeway delivers live 
programming to its stores, o�ces, and distribution centers for 
display on televisions and store manager desktops.  Addi-
tional video and rich media content are delivered over the 
company’s terrestrial network for desktop viewing.

Blending Communication Channels

Generic content is displayed in public areas to appeal to 
visitors, whereas more company-oriented information is 
displayed in lunch rooms and employee viewing locations. 
Content for internal audiences includes program updates and 
schedules, news, and Corporate Social Responsibility (CSR) 
information. The content directs viewers to the appropriate 
communication channels, including the company’s internal 
website, for detailed information.
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Meeting Business Objectives

Dan Pryor, Vice President of Corporate Communications and Media Production, is responsible for overseeing the produc-
tion and delivery of Safeway’s internal communications, training programs, and marketing information.  According to 
Pryor, “The primary goal of my organization is to support the company’s business objectives for revenue growth and 
customer satisfaction by providing employee education through video training and enhancing the corporate culture 
through relevant communications.” 

Programming originates from a number of video production studios, distance learning studios, and the auditorium at its 
corporate facility in Pleasanton. In addition, the company leverages the use of two-way videoconference systems in its 
division o�ces, by multicasting meetings to large, dispersed audiences over the satellite network.

Content - Digital Signage – Leveraging Resources

Pryor’s organization uses a mixture of media, including video, �ash, and graphics for use on the various communication 
channels.  When not providing programming, the Safeway satellite network functions as a ‘parking’ (information) channel 
to the 1,800 locations. In addition, Safeway has a digital signage network located throughout lobbies and lunch rooms in 
its Pleasanton facility, which allows the company to eliminate the clutter and expense of poster boards. 

Improve Customer Experience – Drive Sales

Safeway recognizes the opportunity digital signage provides to improve customer experiences and increase sales.  For 
example, it has a display screen in the wine tasting area at its Livermore, CA store.  Content for the display is updated 
weekly over the satellite network, including the dates and times for upcoming wine tasting events and relevant informa-
tion on featured wines.  According to Pryor, “Other applications and communication channel considerations are under 
constant evaluation.”
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SUMARY

In summary, enterprise organizations will increase their use of digital signage systems as technologies have become 
a�ordable and functionality robust.  The organizations will blend digital signage applications with other video and visual 
media channels as an integral component of their Communications Strategy.  And, by embracing quantitative metrics, 
they will be able to track the e�ectiveness of their digital signage systems, establish charge-back processes, and validate 
the return on investment (ROI).
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