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With advancements in consumer 
insights, digital signage is driving 
restaurant sales like never before. 
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N ot long ago, digital signage was a 
“wow factor” item. In recent years, 
however, the industry has has 

matured significantly. As more players 
enter the market and the full capabili-
ties of digital signage are realized, more 
quick-service operators who once consid-
ered the technology a luxury are jumping 
on board. 

“Digital signage is no longer this cut-
ting edge,” says Richard Ventura, vice 
president of strategy, DSCE for NEC Display 
Solutions of America. “It is becoming the 
standard and the requirement in order 
to communicate and engage with the 
audience.” 

In the beginning stages of the digital 
signage revolution, cost kept many res-
taurants out of the game. As with all new 
technologies, early adopters paid more 
to have the latest innovative equipment. 
“Previously, it was more expensive to have 
the hardware and software to make digi-
tal signage work,” says Brian Elles, senior 
director of marketing and communica-
tions for Mood Media. “Now, the cost of 
entry is much lower. You can have digital 
signage at multiple points in a quick-serve 
location for under $100 per month.” 

While cost of ownership was a chal-
lenge in the beginning, restaurant lead-
ers saw one benefit of implementing sig-
nage almost immediately: They no lon-
ger had to print new menus when items 
were added or removed. “It’s true that it 
costs more to install digital signage than 
printed signage,” says Chris Mims, techni-
cal product manager at SICOM. “The value 
of digital, however, far outweighs that of 
printed signage. With digital signage, res-
taurant operators can schedule content 
updates with just a few clicks, and chains 
can easily maintain brand standards. The 

challenging logistics involved with the 
printing, delivering, and installing of 
printed signage are also gone.” 

“This allows for more menu experimen-
tation and creativity within a single loca-
tion or an entire chain. Restaurants can 
also engage customers with content that 
is customized to localities, time of day, the 

weather, and much more. 
In addition to upfront costs, many 

operators speculate that it would take too 
long to see a return on investment. Recent 
studies, however, indicate just the oppo-
site. In a 2017 study commissioned by 
Samsung, five-year risk-adjusted results 
have shown an ROI of 196 percent and 

Moving to Digital
As the industry matures, more quick serves are investing in this technology.
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payback timeframe of 11 months.
Equipment has drastically improved 

as well. “Digital signage has seen signifi-
cant developments in regard to hardware, 
with displays offering increased bright-
ness, higher resolution, and larger screen 
sizes, just to name a few,” says Hal Truax, 
vice president of sales for Crimson AV. 
“Software has changed dramatically, offer-
ing the ability to provide dynamic con-
tent, facilitating an advertiser’s need to 
deliver unique messaging through a mul-
tiple zone approach delivered by a single 
display or video wall.” 

These factors have created the perfect 
conditions for many quick-service restau-
rant owners and managers to make the 
leap to digital. “Prices have come down, 
hardware and software have improved, 
and most content management systems 
have evolved to provide an easier experi-
ence for users to more efficiently manage 
a single site or a network,” says Douglas J. 
Watson, president and CEO of The Howard 
Company. “It feels like most people are 
ready to make the move in 2018.”

Those who do will have a whole new 
arsenal of marketing opportunities at 
their fingertips, particularly in the out-
door space. The consensus among indus-
try experts is that the digital drive thru is 
the new frontier of digital signage. With 
drive thrus accounting for up to 70 per-
cent of quick-serve business, any improve-
ments to drive-thru technology can have a 
tremendous impact on sales. 

“The new big thing that is resonating 
around the industry at this time is high-
brightness outdoor LCD panels,” says 
Dave Moeglin, operating director for SOAR, 
an LSI Solution. High-brightness outdoor 
displays make it easy to clearly read what 
is on the menu in all types of weather. In 
addition, engineering allows these dis-
plays to survive virtually any environ-
ment without active cooling provided by 
an air conditioner. 

“Because of these changes, we are see-
ing the quick-serve market’s adoption rate 
increase, and the larger quick-serves are 
starting to implement these system-wide,” 
says Dave Meier, director of digital signage 
product management for NCR VitalCast. 
“This trend will only continue, and eventu-

ally mid-tier quick serves will follow.”
These engineering and technological 

improvements allow the effectiveness of 
digital campaigns to now address the out-
door solutions. “In the quick-serve world, 
so much emphasis is placed on drive 
thrus,” Moeglin says. “This will become 
the haven for a digital solution.”

Robert Heise, executive vice president 
at Global Display Solutions, believes pre-
order and pre-sell boards will provide 
the greatest ROI. “Providing better digi-
tal information to customers on what they 
could order before they get to the order 

point will always remain the smartest 
decision for owners,” he says. 

Also on the horizon, digital signage 
in the drive-thru lane will soon incorpo-
rate ordering apps, beacons, and facial rec-
ognition technologies that will make the 
digital menuboard system smarter. Soon, 
the menuboard and order-confirmation 
pedestal will merge as one. “A quick-serve 
restaurant’s menuboard is one of the most 
important marketing and communica-
tion tools the store has in its arsenal,” says 
Jennifer Bissell, director of sales and mar-
keting at ITSENCLOSURES. “Maximizing the 

The Howard Company
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“Providing better digital information to customers on 
what they could order before they get to the order point 
will always remain the smartest decision for owners.”
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intelligence and utility of a digital menu, 
drive thrus will ultimately prove useful 
and profitable for the establishment.” 

Early adopters can look forward to 
system upgrades, like more data-gather-
ing capabilities, dynamic content—such 
as cheese that dribbles or steam rising 
from a bun—and near-field communica-
tion in drive thrus that can predict a cus-
tomer order based on past purchases. “We 
will begin seeing advanced digital signage 
options roll out between 2018 and 2020,” 
says Brian McClimans, vice president of 
sales, Americas and APAC for Peerless-AV. 

“This technology is robust enough to last 
five years or more, making it a cost-effec-
tive option for quick-service restaurants.” 

Another upcoming change is that more 
end-users will want to have larger-for-
mat video walls added to their locations. 
Studies show that in 2018, video walls will 
represent 18 percent of all panels shipped. 
“With the cost of new technology com-
ing down, end-users can afford to go big,” 
says Curtis Rose, marketing manager for 
Premier Mounts. “Large-format digital sig-
nage is attention-grabbing, can enhance 
the customer experience, and can create 

interactive environments that will lead to 
higher ROI on digital signage.”

And those large-scale video walls? 
They’ll be crystal clear with vivid color. “I 
see 4K resolution being the next thing 
that starts to gain traction as the price of 
that technology comes down,” says Gary 
Hoover, sales engineer at WAND Corporation. 

Over the past few years, the consumer 
television industry has experienced the 
proliferation of 4K content, which has 
not only revolutionized the way consum-
ers view content, but also transformed 
the modern viewing experience as a 
whole by impacting the way consumers 
expect to view content. “As a result, busi-

nesses today seek to provide the same pic-
ture quality and rich colors that consum-
ers experience in the home,” says Garry 
Wicka, head of marketing at LG Electronics 
USA Business Solutions. “In quick-serve 
restaurants specifically, 4K resolution and 
crisp, immersive colors from wide view-
ing angles are critical for menuboard and 
wayfinding signage.”

Quick-service operators who are just 
starting the transition to digital sig-
nage should remember that it is just one 
piece of the marketing puzzle. In other 
words, don’t think of digital signage as 
a single-point solution—it should be part 
of a thoughtful, multifaceted, and well-
planned digital campaign. Owners and 
managers should have a clear content 
strategy from the outset. Heise suggests 
owners formulate a content plan by ask-
ing questions about how digital signage 
will be used, how it will tie into other res-
taurant technology—such as POS—and 
how it can help customers make choices 
that will improve relationships and drive 
sales. 

For operatores who’ve been in the dig-
ital signage game for a while, it may be 

Premier Mounts
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“Content should be 
refreshed at least monthly 
to keep the consumer 
engaged and to ensure the 
content has a chance to be 
effective.”
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worth revisiting and updating your con-
tent plan. “A common misconception is 
that once you have an installed solution, it 
doesn’t need to be changed often,” Meier 
says. “That’s a mistake—content should 
be refreshed at least monthly to keep the 
consumer engaged and to ensure the con-
tent has a chance to be effective.” He also 
says that with a well-managed market-
ing program that includes digital signage 

in quick serves, operators should expect 
to see anywhere from 3 to 5 percent sales 
increases, with individually showcased 
product increases greater than 10 percent. 
Scaled across multiple locations, the ROI 
on digital signage can be exponential. 

Another lingering misconception 
among quick-serve operators is that they 
will have to add marketing and IT sup-
port that is fully dedicated to running the 
network. “That’s simply not true if you’re 
working with the right provider,” says Jeff 
Griffin, executive vice president of retail 
media networks at Stratacache. “Much 
of that cost and expertise is absorbed by 
the partner deploying and managing the 
network. TK emphasizes that digital sig-
nage is not just about fancy, high resolu-
tion screens. “I view digital signage more 

broadly and say it’s using any type of 
physical surface to talk with a person and 
promote an opportunity for commerce.”

Indeed, many quick serves are expand-
ing their use of digital signage to include 
nontraditional ways of ordering and pay-
ment methods, departing from decades 
of status quo. “Kiosks and touch applica-
tions are allowing restaurants to encour-
age self ordering,” says Doug Starr, execu-

tive vice president of marketing at Allure. 
“This gives an opportunity for influence at 
the ordering kiosk and ultimately helps to 
reduce the size of the order-taking labor 
force in the restaurant.” 

Mobile ordering apps can also provide 
a wealth of personalized data on each cus-
tomer so that once they enter the physical 
location, a personalized experience is cre-
ated. “Integrating location-aware technol-
ogy, in-store digital signage can be used to 
greet customers by name, provide infor-
mation on the status of their orders, offer 
upsell items, and provide special offers for 
their next visits, even for friends and fam-
ily,” Truax says.

Another game-changer is the use of 
artificial intelligence within the quick-
service industry. The use of AI in digi-
tal signage helps to define or determine 
the gender of customers and other pre-
defined demographics to help advertis-
ers provide the most relevant message to 
whomever is in front of the digital sign 
at the time. Restaurants are deploying 
new facial recognition platforms to help 
streamline the payment process, facilitat-
ing quicker transaction times. This leads 
to more transactions being processed in a 
given time, and ultimately, increased cus-
tomer satisfaction. 

“We hear a lot of talk about the desire 

for integrated systems and leveraging 
AI to create adaptive, personalized, and 
dynamic content,” says Ken Neeld, chief 
executive officer at Delphi Display Systems. 

“Selecting technology solutions that can 
provide integration and real time access 
to actionable data across the entire enter-
prise will be critical going forward.”

As digital signage continues to move 
into the future, we will see more direct 

marketing, meaning that an AI inter-
face will determine likes, dislikes, and 
“hot button” preferences for an individual. 
Once these triggers are established, a mar-
keting message can be delivered specifi-
cally to one individual. “Remember, the 
brain is complex and no two work exactly 
the same way,” Moeglin says. “With the 
advancement of tools such as beacons, 
facial recognition, WiFi sniffers, and 
smart apps, this personal information will 
be available to the AI, which can create a 
campaign directed at one specific individ-
ual. This is the future, and this is the way 
that we will be able to market to our chil-
dren and their children in a world filled 
with electronic stimuli.” 

Perhaps counterintuitively, as human 
interaction becomes increasingly reduced, 
digital signage will become an even more 
important asset to quick-serve operations. 
Digital wayfinding will direct customers 
where to pick up their order and provide 
screens to confirm order accuracy prior 
to leaving the store. These are just a few 
examples of how digital signage enhances 
the customer experience and provides 
increased operational efficiencies for the 
restaurant owner, proving that digital sig-
nage will continue to play a key role with 
the consumer at every point of digital 
engagement.

“Selecting technology 
solutions that can provide 
integration and real-time 
access to actionable 
data across the entire 
enterprise will be critical 
going forward.”
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Despite significant advancements in 
digital signage in recent years, the indus-
try still faces its share of challenges. In 
some cases, vendors still need justifi-
cation for their digital signage argu-
ment. “You must be able to demonstrate 
how digital signage can provide the req-
uisite ROI, improved brand recognition, 
and improved customer satisfaction over 
printed signage,” says Robert E. Creasy, 

vice president of business development at 
DSA Phototech. “The best approach, since 
these measurement objectives are different 
in every case, has proven to be a combina-
tion of education for the customer to help 
them understand the numerous advan-
tages afforded them through digital dis-
play, and the marketing of their message 
and the building of trust between the pur-
chaser and provider of the technology.”

There is also fierce competition in the 
space, which has resulted in margin com-
pression and commoditized offerings. “The 
challenge will be to develop differentiated 
solutions that address the future needs 
of the digital signage market and create 
higher value for the customer,” Neeld says. 

Digital Signage Expo show director 
Andrea Varrone of Exponation says that in 
order to stay competitive, vendors must 
have a unique product offering that helps 
them stand out from the crowd. “We are 
seeing many vendors home in on a few 
specific vertical markets, as opposed to 
being all things to all people.” 

Finally, services such as UberEats, 
Grubhub, and other home-delivery com-
panies are reducing the influence of tra-
ditional on-premise digital signage. As a 
result, digital signage companies are shift-
ing focus to the mobile device as another 
primary digital signage medium, some-
thing quick serves should definitely have 
on their radars. 

In order to address these challenges, 
the industry needs to think holistically 
about how retail technologies and digital 
media can augment the new types of con-
nected commerce experiences. “The best 
approach in helping our industry deliver a 
better product has to occur through train-
ings and certifications specific to the tech-
nologies that are predominantly used 
in digital signage,” Truax says. Look for 
industry leaders to integrate more con-
sulting services as part of their offerings, 
going beyond simply supporting in-store 
digital to offering e-commerce strategies 
and customer data analytics.

Ventura sums up the current situa-
tion nicely: “We are in the third phase of 
this industry. Phase one, with the early 
adopters, was all about how many screens 
you could put up—this was pure volume 
play. Phase two was, how do we make the 
content more attractive, and how do we 
make better content? Phase three is about, 
how do we make things smarter to drive 
growth and create more equity with the 
consumer? And then, how do we analyze 
and truly understand the impact? Phase 
four, which is coming right up, is, now 
that we have all this insight, what do we 
do with it?” � SC

“With the advancement 
of tools such as beacons, 
facial recognition, WiFi 
sniffers, and smart apps, 
this personal information 
will be available to the 
AI, which can create a 
campaign directed at one 
specific individual.”

DSA Phototech

Peerless-AV
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When a restaurant is ready to 
make the switch from print to 
digital signage, where should the 

team begin? With more vendors enter-
ing the space and near-limitless options 
for responsive and dynamic content, data 
collection, artificial intelligence, and 
payment integration, the choices can be 
overwhelming. 

Before jumping head first into the 
world of digital signage, it’s important 
for restaurant leaders to educate them-
selves. “The key first step for operators 
who are evaluating a commitment to dig-
ital solutions is to define their objectives 
and retain a knowledgeable expert to 
help them prepare a long-term strategy 
that will enable them to take advantage of 
both current and future capabilities,” says 
Robert E. Creasy, vice president of busi-
ness development at DSA Phototech. 

Digital signage is much more complex 
than a single-point solution. Hardware, 
software, and creative content strategies 
must “play nice” together and have seam-
less integration in order to maximize ROI. 
“A true digital campaign includes all of the 
needed installation and implementation 
of the hardware to create a digital signage 
network, but also includes the content cre-
ation, delivery, and upkeep of that com-
plete network,” says Dave Moeglin, oper-
ating director for SOAR, an LSI Solution. 

Douglas J. Watson, president and CEO 
of The Howard Company says planning is 
essential. “Potential buyers should inform 
themselves as much as possible regard-
ing the multitude of hardware and con-
tent management solutions available, and 
really plan out an effective storyboard of 
the content and messages they wish to 
relay to their customers,” he says.

Gary Hoover, sales engineer at WAND 

Corporation, considers creative design one 
of the industry’s biggest challenges. To 
that point, he suggests taking maximum 
advantage of digital menu technology 
from the outset. 

“The technology will greatly impact 
your business when it comes to daypart-
ing, inventory management, and control-
ling pricing and menu changes for mul-

tiple locations,” he says. “Keep your goals 
and motivators at the forefront of your 
menu design. Are you looking to decrease 
the amount of time customers spend in 
line? Are you trying to influence their 
purchasing decisions? Moving to digi-
tal allows for the opportunity to create a 
compelling menuboard strategy that will 
increase sales margins and generate 10 

The Keys To Successfully 
Implementing Digital Signage
Industry pros reveal the best ways to transition from print to digital.

“Moving to digital allows for the opportunity to create 
a compelling menuboard strategy that will increase 
sales margins and generate 10 times more eye contact.”

DSA Phototech

DS


A
 P

h
o

to
te

c
h



S14	 March 2018 | SPONSORED SECTION

SmartChain Digital Signage

times more eye contact.” 
Instead of simply trying to re-create 

standard menus on a digital board, quick-
service restaurants should design for dig-
ital using rich visual imagery, animated 
content, and videos to drive customer 
behavior. And remember, signage is not 
just for the front of the store or the drive 
thru; operators should consider a custom-
er’s experience from a broad perspective. 

“Specifically with quick serves and digi-
tal signage,” says Brian Elles, director of 
product market for Mood Media Solutions, 
“it comes down to understanding the cus-
tomer journey.”

In other words, the guest experience 
begins well before he or she steps up to 
the counter to place an order. “It starts in 
the parking lot,” Elles says. “What do they 
see in the entry or as they are walking to 
the counter to place their order? Really 
try to narrow down on each touchpoint, 
because each touchpoint is different.”

These touchpoints are perfect oppor-
tunities for ancillary sales. “Restaurants 
should animate their boards strategically 
to match their menu design, enhance guest 
experience, and promote their most prof-
itable menu items,” Hoover says. “It may 
be as simple as animating their highest-
margin items so the eye is drawn to them 
more quickly, or it might be as impactful 
as doing a full digital takeover—all boards 
suddenly displaying a special promotion 
or LTO—to highlight a product. When 
creative design is used properly, digital 
menuboards can positively influence one 
in five customers to purchase LTO items.”

Because digital signage allows brands 
to bring their menus to life with vivid, 
high-definition graphics and videos, it 
is a powerful suggestive selling tool. “In 
the drive thru, for example, restaurant 
brands can suggest turning an à la carte 
sandwich into a combo by showing the 
full meal in a new, dynamic way,” says 
Chris Mims, technical product manager at 
SICOM. “With a static menuboard, you’re 
relying on the cashier to ask about the 
combo, or including a standard, ‘Do you 
want to make it a combo?’ on your menu. 
Now, you can show a bubbling soda and 
steaming fries.”

It’s easy—and fun—to get caught up 

in the technological bells and whistles 
can offer, but remember, when it comes 
to successful digital signage implementa-
tion, hardware matters. “Choose the cor-
rect products that are designed specifically 
for digital signage, whether that is a com-
mercial-grade display capable of operat-
ing 24 hours a day or a proper mounting 
system with all of the adjustments needed 
for proper installation, servicing, and of 

course, safety,” says Hal Truax, vice presi-
dent of sales for Crimson AV.

This is an important consideration for 
a quick serve’s ROI on digital signage. 

“The hardware component of the installa-
tion represents between 50–70 percent of 
your initial expenditure,” says Doug Starr, 
executive vice president of marketing at 
Allure. “You’ll be repeating that expense 
too soon if you don’t get it right.”

An effective outdoor digital menu 
installation should have a media player, an 
all-weather enclosure, a commercial LCD 
screen, and creative content. “Consumer-
grade electronics are simply not meant 
to operate for an extended period of time, 

especially at restaurants that offer break-
fast, lunch, dinner, and fourth meal 
options,” says Jennifer Bissell, director of 
sales and marketing at ITSENCLOSURES. 

“Properly selected electronics should 
include solid state media player compo-
nents and LCDs that are commercial-
grade, producing 1,500 nits of brightness 
or greater to be viewed outdoors.”

Bissell says a site survey be completed 

before any initial decisions are made. 
“Considerations for cabling, power sources, 
and existing footer size and conditions are 
also extremely important to understand 
prior to installation of an outdoor digital 
menu system.”

The sheer variety of options within the 
digital signage industry can seem intim-
idating to those who are entering this 
market, but Brian McClimans, vice pres-
ident of sales, Americas and APAC for 
Peerless-AV has some simple sage advice: 

“The most important thing for a quick 
serve to ask is, what is the right solution 
for my business? That will ensure true 
brand recognition and acceptance.”� SC

“Restaurants should animate their boards strategically 
to match their menu design, enhance guest experience, 
and promote their most profitable menu items.”
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W ith printed signage on its way out 
and more restaurants hopping 
on the digital train, quick-ser-

vice operators have a new world of mar-
keting opportunities opening up to them. 
Not only has digital signage been proven 
to show significant ROI within a short 
period of time, it can provide invaluable 
data about a restaurant’s customer base. 

The trend is moving toward providing 
a unique experience for each and every 
guest. “Digital signage is now all about 
personalization and interactivity, there-
fore creating an unforgettable user expe-
rience,” says DSE show director Andrea 
Varrone at Exponation. 

So, how do quick-serve operators cre-
ate this personalized experience for their 
guests? One word: data. 

“There are many technologies that can 
be integrated into digital signage that can 
help track consumer data,” says Ken Neeld, 
chief executive officer for Delphi Display 
Systems. “These technologies can be used 
to track weather and traffic patterns, iden-
tify and classify gender, estimate age, and 
by tracking eye movements, can deter-
mine what content is being viewed and for 
how long. All of this data can be used to 
tailor the most effective content strategy 
to each customer or psychographic group.”

For example, if it is cold or rainy out-
side, restaurants can update their digi-
tal menuboards to promote hot items or 
comfort food, like hot chocolate or soups. 
During hot summer days, signage can be 
used to promote cool items, like specialty 
beverages, milkshakes, and salads. All of 
this is done with a few clicks of a mouse 
with no need for dirty table tents, wasted 
paper, printing costs, or shipping hassles. 

Data can be gathered through multi-
ple inputs: kiosk, anonymous analytics, 

buying behavior analysis, integration of 
mobility engagement, beacons, and radio 
frequency identification (rfid). These 
tools can be tied in with the POS plat-
form, allowing companies to gather much-
needed data. Not all digital signage plat-
forms collect data, however; some rely on 

integration with a third party. Other plat-
forms have built-in features tightly inte-
grated with the backend of the content 
management systems. “Data is collected 
using various types of IoT (Internet of 
Things) sensors that can track biometrics, 
gender, age, sentiment, mobile devices, 
and motion,” says Manolo Almagro, man-
aging partner of Q Division, a division of 
STRATACACHE. “Rather than surveying the 
customer directly, which is very costly, 
the digital network is gathering this infor-
mation at all times, which provides a huge 
ROI to the retailer.”

The use of cameras in digital signage 
is another game changer. “Camera-based 
facial detection, married with histori-

Dynamic Data
Digital signage allows restaurants to collect valuable consumer insights.

“Digital signage is now all 
about personalization and 
interactivity, therefore 
creating an unforgettable 
user experience.”
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cal sales data and AI, can provide pre-
dictive content execution to drive more 
sales,” says Dave Meier, director of digi-
tal signage product management for NCR 
VitalCast. “If we know that on Wednesday 
mornings from 10 to 11 a.m. we histor-
ically sold more mocha-based cappuc-
cinos and we also know that the major 
demographic at that time is females, age 
30–35, then we can predictively execute 
content designed to influence that demo-
graphic at time of purchase, thus increas-
ing overall sales.” An increasing number 
of digital signage users have the ability to 

“see” their customers, and are using these 
observations to create refined messaging 
aimed at a specific customer type.

Quick serves can also gather data from 
customers who opt into mobile applica-
tions that require data input. “Advanced 
or predictive ordering capability is pos-
sible by detecting behaviors and patterns 
in store visits of known guests’ devices—
those who have opted in via WiFi or the 
store’s own mobile app,” says Jeff Griffin, 
executive vice president of retail media 
networks at STRATACACHE. “Gathering 

these analytics is incredibly powerful for 
personalizing a known guest’s visit, as 
well as improving store operations, gain-
ing deeper insight into buying patterns 
that arm the retailer with predictive 
intelligence.”

Near field communication (nfc) 
enables restaurants to understand pre-
cisely who is in line and what they are 
likely to buy, giving data-focused brands 
the ability to be more prescriptive and 
predictive with their content and offers. 
For example, using NFC, restaurants can 
determine and display a guest’s “favorite 
order,” and then use that to predict poten-
tial add-on items as upsell opportunities.

“With the emergence of beacons and 
mobile technology in digital signage, res-
taurants will be able to engage their cus-
tomers on a whole new level and provide a 
much more personalized experience at the 
point of ordering,” says Douglas J. Watson, 
president and CEO of The Howard Company.

Doug Starr, executive vice president of 
marketing for Allure, says audience ana-
lytics becomes more difficult with mobile 
customers and drive-thru patrons. “Digital 

signage providers are working to develop 
methodologies for understanding their 
audience and communicating effectively 
to remote customers,” he says. “Making 
each mobile device the new digital sig-
nage pallet opens the door to DooH (dig-
ital-out-of-home) and DooS (digital-out-
of-store) marketing. Our industry has the 
opportunity to expand the digital signage 
landscape to the handheld device and all 
of the data that it contains.”

Restaurants can also use data to move 
excess product. “Progressive digital sig-
nage companies are employing multi-
ple data feeds in making signage content 
decisions,” says Brian McClimans, vice 
president of sales, Americas and APAC 
for Peerless-AV. “Integrating with inter-
nal systems, such as POS, kitchen, and 
inventory, give great data for what content 
to push to the digital signage. Reaching 
inside a restaurant to collect audience 
analytics—including demographics, gen-
der, age, dwell time, and more—will pro-
vide further insight for how to shift con-
tent to meet the current audience.” 

Digital menu technology can also 
be used to conduct A/B testing, giving 
quick-serve operators the ability to com-
pare sales results across many stores for a 
given period of time. This way, managers 
can make data-driven decisions, and roll 
out the winning design quickly.

This kind of automated audience ana-
lytics is one of the next important devel-
opments in digital signage moving for-
ward and is becoming more prevalent in 
today’s signage strategies. “Restaurant 
owners should understand that by cap-
turing real-time data about their custom-
ers and the trends uncovered after review-
ing the data, they will be best positioned 
to deliver the most compelling, targeted 
menu offering,” says Hal Truax, vice presi-
dent of sales at Crimson AV. 

Quick serves that have been on the 
fence about digital signage should con-
sider the wealth of knowledge they can 
learn about their customer bases through 
the medium. Not only does it help provide 
a more customized and enjoyable guest 
experience, but the data collected from 
digital signage—when used effectively—
can also have a major impact on ROI. � SC P

e
e

r
le

s
s

-A
V

Peerless-AV




