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DIGITAL SIGNAGE AND
THE RETAIL CUSTOMER
EXPERIENCE
Digital signage in the Retail market has been growing exponentially,
deepening customer engagement and driving sales.
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Introduction
Digital signage for all applications is seeing huge growth—IHS
estimates total revenue for the digital signage market to be
nearly $16.6 billion in 2015. In retail, this is due to a “perfect
storm” of technology trends: the need for brick and mortar
retailers to compete with online stores; better, more robust,
and more affordable digital signage for use in-store; the
introduction of smartphones, and a new generation of
customer-focused applications, as both consumers and
retailers take advantage of mobile/digital signage interaction
for in-store experiences.
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The Final Frontier:
Digital at Retail
The shift by brands, ad agencies, and
retailers to take advantage of new
digital technologies and move marketing dollars from “above-the-line”
(outside the store, such as on TV, the
Internet, and billboards) to in-store
is still recent. So-called “old media”
such as TV and print publications
were seen as tired, and more importantly, they did not reach into the
store. Online marketing brought new
tools, but these tools did not reach
the consumer at the “moment of
truth” when they were closer to making the crucial decision to purchase.
(See Figure 1)

Figure 1
Market research firm
IHS says that the sales of
digital signage displays
in retail applications is
growing rapidly—it’s the
fastest growing segment
in the chart above. Retail
is defined as applications
for Point of Sales (PoS),
shopping malls, food
service (chains), and bars,
clubs, and restaurants.

Digital signage for retail spaces has
gone through several stages of evolution to arrive where we are today. The
first digital signage systems focused
on delivering information in large box
stores. This was a big breakthrough,
as digital signs could be updated
easily and quickly, with new information, promos, etc., based on variables
such as the season and time of day,
and the signs could even display
information specific to a particular
location (city, state, etc.). This kind of
simple content and “dayparting” of
content characterized the first digital
signage systems 5–10 years ago.
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As prices for digital signage displays
came down and content management
software improved, the next evolution
in digital signage was the introduction of interactive screens, turning
the digital sign into a kiosk or interactive endcap. This innovation paved
the way to a higher level of shopper
service and to dynamic, interactive
options that could be managed from
a remote location.

uses and formats of in-store digital
signage include:

More recently, digital signage has
become a shopper engagement
tool. The in-store experience is
now truly unique as it taps into all
digital platforms, including online
content and large screens in-store
and, increasingly, both of these tie
into cross-marketing with shoppers’
smartphones.

• Endless aisle kiosks: “Endless
aisle” kiosks encourage the customer to browse through more
inventory and product options, on
the screen, than can be displayed
on the retail store floor.

New Roles for Digital
Signage in Retail
When choosing digital displays for a
retail environment, be sure to look
for a digital display (LCD display)
provider and content software provider that offer a variety of screen
sizes and formats, image resolutions,
interactive options, scalable systems,
and the latest content software compatibility to offer more of the many
possible options for digital signage
in a retail environment. Some key

• Endcaps: Endcaps, at the end of
each aisle, call out products or
product categories. With digital
displays on endcaps, the store
can control in-store promotions
and change focus instantly.
Small-bezel digital signage
screens are ideal for this.

• Shelf-edge displays: Small screens
can be appropriate for these signs.
A small digital display mounted at
the point of decision (i.e. eye level
on the shelf) is, besides the smartphone screen, as close as you can
get to the shopper with a screen.
• Welcome boards: Digital displays
near the store entrance welcome
shoppers and highlight timely promotions or messages.
• Storefront window: Smart retailers are increasingly using digital
signage that faces out to the mall
or street to connect with shoppers
with digital imaging, video, promotions, and more at the point of
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entering the space. Larger sized
LCD screens (up to 84-inch
diagonal) are typically used for
these applications.
• Multi-lingual product detail:
Another key use for digital signage
at retail is to use the technology
to give shoppers the option of
getting information in their native
language, on the retail floor.
We live in an increasingly multilingual world and as a result retail
environments are seeing the need
to adapt to a growing number of
languages. This is especially prevalent in “destination” locations like
Hawaii (where Japanese, Korean,
and Chinese are just as important
to have on signage as English), and

international cities like New York,
Los Angeles, Houston, and others
where signage can be programmed
to call up information in different
languages, on demand.
• Video walls: Retail stores are also
taking advantage of the benefit of
video walls to place branding and
marketing where people shop. A
video wall is a configuration or
“wall” of two or more (usually four
or more) individual LCD screens to
make up a larger video wall. But it’s
only in recent years that technology improvements and engineering breakthroughs have allowed
thinner mullions, or “bezels,” in
video walls (the bezel is the line
or border between each individual
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screen in the video wall). For an
effective video wall in retail, choose
an LCD screen provider with thin
and ultra-thin bezel options.
• Digital menu boards: For restaurants, converting static menu signs
to digital is the key to delivering
better service and streamlining the
restaurant’s efficiency. Also, federal
legislation requiring vendors to
display nutritional and caloric
information has accelerated the
conversion to digital media.
• Infotainment: Not all digital signage is for direct sales lift. Upscale
retailers often want a more subtle
branding message or just want to
enhance the in-store experience
for their shoppers. The latest
high-resolution (even up to 4K or
UHD resolution) screens are ideal
for this application.

• Adding “virtual” staff to the floor:
“Virtual concierges” or virtual
greeters at the store entrance can
connect the shopper with real staff
offsite. And beyond greeting or offering help with wayfinding, digital
signage in-store can make remote
access to product experts possible. Digital signage with the most
sophisticated interactive screen options are needed for these systems.
• Interactive digital signage/mobile
campaigns: The more sophisticated systems offer shoppers
using smartphones options for
NFC (near field communication)
or Bluetooth interaction with the
larger screens in-store for promos, contests, specials, sales,
and more.
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Conclusion
The growth in the use of digital signage in retail spaces
has been dramatic. And digital signage has advanced
far beyond just replacing posters in stores and malls
with LCD screens. Retailers today seek to connect their
print, TV, billboard, and online branding and marketing
messages into a unified strategy. This strategy now includes a social media presence, mobile/digital signage
joint campaigns, and more dynamic and “contextual”
content that builds on the digital in-store experiences,
driving the evolution of digital signage and of the
shopping experience itself. It’s a market with huge
revenue potential—whether you’re a retailer or an
AV provider to retailers.

LG Digital Retail Signage Solutions
From the storefront window to the point of sale, LG digital retail signage solutions can enhance the customer experience while improving ROI. LG has the expertise to develop a public display network
that replaces traditional static signage to give you content management control and flexibility. High-definition content such as dynamic
POP (Point of Purchase) advertising, branding videos, and interactive
graphic interfaces will make a powerful impact, instantly attracting
attention and directing customers to the product and services you
want them to consider. With retail solutions from LG, you can dramatically increase your signage compliance rates at the store level
over traditional print signage; build customer loyalty with consistent branding programs across all locations; improve conversion
rates with interactive product information and expanded assortment
offerings; and increase promotional revenue with in-store signage.
For full descriptions of all of LG’s digital signage offerings for the
retail environment, click here.

Upscale restaurants—chain restaurants, bars, and local establishments—are a key retail
market. LG offers not only a range of LCD displays in all sizes to fit any environment, but also
easy-to-use content management software to manage the content on the screens. LG’s
SuperSign TV packages, that combine digital screens with content software, eliminate the added
expense, complication, and headache of getting effective content to the screens—
content that can be easily managed by your staff.
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