Digital Signage Empowers the Basic Goals of Retailers

By Lyle Bunn 
Feb. 21, 2008   (for Retail Experience Magazine, March Edition)
Retail is not easy. It draws on skills in mathematics, negotiations, sociology, psychology, communications and design while requiring courage, nimbleness, resolve, “heart” and even luck. 

Retailers meet our needs, wants and help us fulfill our aspirations. Stores and retail facilities are a “destination” and a window into the world of others. 
The National Retail Federation, the world’s largest retail trade association, has 1.6 million U.S. retail establishments as members, which employ over 24 million employees (20% of America’s workforce). USA retail sales in 2006 were $4.7 trillion. Wal-Mart, a retailer, is the world’s 2nd largest company with annual revenues of $345 billion. ExxonMobile is largest at $376 billion and all others of the world’s top 15 largest companies are oil and gas, and automotive conglomerates.

Retailers operate with a simple, clear, primary objective - “stock turns”. This same objective is held by the brands (i.e. products and services) offered in retail stores, therein defining the symbiotic bond and co-dependence of retailer and the brands they sell. 
Stock turns are maximized by increasing store traffic and then “converting” shoppers into buyers while increasing the dollar value of their purchases.

Store traffic is increased primarily through advertising by retailers and brands. This advertising also aims to increase the propensity to buy.

Conversions and purchase increases are then achieved through the in-store experience as significantly impacted by in-store media, promotions, the sales associate and other factors ranging from demonstrations to gift registries. The in-store expereince aims to close sales and motivate the next visit by the shopper. 

The objectives of each of the retailer and the brand are ultimately achieved at the store shelf. Whether it is seen, as Proctor and Gamble calls it - “the first moment of truth,” or as “the last three feet of the marketing plan,” the in-store experience defines how successful retailers and brands will be in turning shoppers into consumer. 

When products are available from multiple retailers, only one retailer will win in the competition to move a product from a shelf into a consumer’s hands or home. All others will have invested in advertising, promotions, display, stocking, staffing and operations without return. The stakes are high for retailers and brands.

Enter digital signage (also called in-store media, dynamic digital display, etc) - a powerful and cost-effective communications instrument to help the retailer and the brand achieve their most fundamental objectives… to increase store traffic, generate conversions and increase basket size, and to do it on a situational and ongoing basis. 
Dynamic visual media such as video, animation or moving text gets noticed. Messages either gain the full attention of an interested viewer, or present messages in an out of-home environment for a person to decide to “take notice or take in”.   

Digital signage outside the retail walls is a cost effective advertising medium that can increase store traffic and increase interest in examining or buying a brand.

Retail digital signage allows key messages to be delivered cost-effectively that relate directly to the store or shopping zone objectives. Product features, benefits, cross-promotion, calls to action, special offers, instruction and other messages can speak for the products and services available. Digital signage is proven to increase sales, brand awareness and propensity to buy.  
Impact statistics of networks report that retail digital signage improves the visit experience by adding more “life” to the environment, reducing perceived waiting times and entertaining a co-shopper. Increases in visit frequency, shopper “loop” and dwell time all contribute to “stock turns”.

Digital signage reduces the costs of printing, installing, changing and discarding printed signage while assuring that messages are presented as planned and helping to achieve “green” objectives.

Beyond tangible measures of revenues achieved or costs deferred, Digital signage offers a very cost-effective way of reinforcing the values of the retailer or brand and presenting how these harmonize with those of the shopper and staff members.

Savvy consumers often do internet research on a product or service as they prepare to purchase. Messages presented on a digital display provide a consumer with message continuity. Seeing a product on the internet and then seeing it presented on in-store media provides comfort that their shopping will be fruitful.  The same could be said for product ads that are presented on TV, and then appropriately presented in-store.
On the road to “stock turns” retailers and brands will define their specific objectives and then make investments to achieve these retail, positioning and merchandising goals. Digital signage offers a very cost-effective way of maximizing the return on these investments. 
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