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In the decades since digital signage began gaining a foothold in the marketplace, it has been
dominated by “passive,” or non-interactive signage.
The reasons were easy to see. Although statistics vary, one study showed that digital signage
encouraged customers to browse up to 30% longer. For customers standing in line, a digital
display near the checkout can reduce perceived wait time by as much as 35%. And digital
signage has been demonstrated time and time again to boost sales, in some cases by as
much as 33%.
But as touch displays, beacons, video analytics and other technologies have fallen in both
price and complexity, more and more deployers are incorporating interactivity into their
signage networks.
For the organization using interactive signage, the advantage of interactivity is that it boosts
engagement and increases conversion. For the agency or integrator producing signage
for their clients, there is enormous opportunity for both increased business and increased
differentiation. And for the target audience of the signage, interactivity has the benefit of
making the signage experience personal, modern and fun.
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A 2015 study by market research company Neuro-Insight found that memory encoding
in the part of the brain associated with words and details was 29% higher for interactive
signage compart with its passive counterpart. Positive emotional response was 25% higher
for interactive content, while dwell time was nearly twice as long.
Before embarking on the transition to interactive signage, though, there are a number of
considerations both end users and integrators need to keep in mind.
First, it makes sense to define some terms.

What is interactivity?
Passive digital signage has typically incorporated formulaic content distribution, using
scheduling software to play content on a loop. Playlists can be created based on factors
including time of day and day of the week, and changes can be incorporated with relative
ease, but the content displayed is independent of who is at the screen.
Interactive signage, on the other hand, can incorporate both formulaic and human-driven
content distribution. That human-driven content distribution can take a variety of different
forms, including:
Touch
Typically, when we think of interactivity, the
concept of touching a screen with our fingers
and getting a reaction is what most often
comes to mind. It could be a screen we hold,
it could be mounted on a counter or a wall,
it could be a single display or it could be
multiple displays.
“Thanks to devices such as the iPhone and
tablets, the concept of interacting with a
screen via touch has become fairly universal,” said Geoffrey Bessin, Chief Evangelist for
Chicago, IL-based Intuiface, the company
behind Intuiface software, the market-leading
platform for creating, deploying, measuring
and managing interactive, place-based digital content without writing code.
“I think it’s fairly safe to say that most folks are comfortable with the paradigm,” Bessin said.
“There’s a general understanding of what particular gestures mean, like a spread or a pinch
or a swipe, so it’s become a universal language.”
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Beyond touch
Other means of interactivity that can be used to express explicit or implicit intent include
such system-to-system interactions like beacon and sensor technology, where the content
displayed may change based on the viewer’s proximity to the signage. If the viewer has a
retailer’s app on their phone and they enter the retailer’s location, a beacon in the store can
sense the presences of the viewer (or at least their phone) and display content on nearby
screens that may be determined by the person’s purchase history, demographics or other
factors.
In addition, taking a picture of a QR code near a product display might be used to trigger
content, while RFID tags attached to products on a shelf might achieve the same result
when that product is picked up. For those without the retailer’s app, video analytics
technology can determine basic demographic information such as gender and approximate
age, displaying content geared toward viewers who fall into specific categories.
Interactivity beyond touch also includes outside triggers such as Internet-of-Things devices
or third-party APIs. A digital display in a restaurant, for example, might show a promotion
for hot soup when the weather is cool, while a retail store network might promote a sale on
umbrellas when rain is in the forecast.

Making the transition
Achieving the maximum benefit from interactivity is more than just deploying a few
touchscreens or adding a few in-store beacons, and it’s not for everyone.
“There will always be a place for traditional non-interactive signage but increasingly, more
and more end users are seeing the benefits of interactivity,” Bessin said. “The opportunity is
enormous.”
To increase the chances of success with an interactive digital signage project, one first
needs to address these eight critical considerations:
#1 Suitability for interaction
In other words, what is the project objective,
and will interactivity improve the project?
In some cases, a project might benefit
from interactivity, but in other cases it
might not. An exit sign won’t benefit from
interactivity, for example, but a digital display
accompanying a museum exhibit might.
“You’re not investing in any signage project,
whether it’s interactive or not, without some
understanding of the objective,” Bessin said.
“Why are we doing this? And will the
addition of meaningful interactivity make a
difference?”

© 2019 Networld Media Group | Sponsored by Intuiface

4

#2 Location and demographics
Before an end user makes a significant investment in hardware, they hopefully will have a
clear idea about where it will be placed, who the audience will be and what issues about the
location need to be taken into account.
“Did you want to have audio as one of the features?” Bessin said. “If that’s the case, you’ll
need to make sure it will be in a location where it can be easily heard. If not, skip the audio.”
Other concerns might include lighting that might affect screen visibility, or whether a crowd
at the screen might impact the flow of visitors around the facility.
#3 Privacy/security
Privacy is a consideration as well. If users will be inputting personal or payment information,
they’ll need to be able to do so away from prying eyes. Chances are good that users won’t
be comfortable typing in their email, home address and/or credit card information on a 64inch screen in front of a crowd.
The same thing applies for signage in a health care facility. In addition to concerns regarding
the privacy of an individual’s personal health care information, users may not want to
publicize the fact that they’re researching information about a particular health issue.
On the other hand, there may be situations where the content displayed on the screen will act
as a form of advertising, drawing others into the experience. In those cases, bigger is better.
#4 Accessibility
According to the World Health Organization, 15% of the global population copes with
some form of disability, and as the population ages that figure is likely to increase. Many
people face challenges with vision or hearing. Some use a wheelchair to get around, and
some have limited use of their hands.
It’s a safe bet that few organizations can afford to ignore 15% of their potential
client base, so accessibility needs to be a prime concern with any project. Failing to
consider accessibility for disabled individuals can result in fines and negative publicity,
while developing a reputation as an organization that goes out of its way to provide
accommodations can help build a loyal client base.
Fulfilling accessibility requirements can be complicated, so any interactivity project should
seek out and consider any applicable state and federal regulations.
#5 Design influencers
Issues when it comes to project design include screen size, the number of screens and the
processing power of the hardware.
“Should it be a single-screen kiosk, or should it incorporate several screens?” Bessin said.
“Should it be mounted on the wall, or should it be a mobile tablet?”
Displays incorporated into tables allow a group of people to gather around and interact, for
example, but they can’t be seen from a distance. Wall-mounted displays are typically
limited to a single user at any one time but are visible by a crowd.
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The type of content will also be a determining factor in project design. A network running
several displays at once, with each featuring full-motion video, will likely require more robust
hardware than a tablet displaying information about a museum exhibit. In addition, the type
of operating system can have a significant impact on software costs.
#6 Personalization
There are three classes of data a deployer can collect when incorporating personalization
into an interactive signage project.
The first class of data can be derived from
the interaction itself. This might be touching a
retail item, using a keyboard to enter search
terms, or scanning a bar code. User interest
can be collected and tracked at each screen.
The second class of data concerns user
identification. That can be an active process,
such as having the user log in via swiping
a badge or typing in a user name via a
keyboard. Users can also be identified via
a Bluetooth beacon that interacts with their
mobile device. Identification can also be
passive, with a network gleaning general demographic information via facial recognition
technology or other method, without action from the viewer.
The third class of data is derived from environmental factors. That might be the state,
city and/or building where the display is located; it could be the weather outside or it could
be relevant local news. Those can all be used to give context to the information provided
to the user.
Combining those classes of data and taking things to their full potential, a retail kiosk might
accept input via a touchscreen interface, identify the user and access a purchase history
database to present offers based on those purchases. Using that information, the display
might suggest gloves or a pair of boots to match a coat the individual bought last week.
#7 Analytics
The power of interactivity stems from the fact that every interaction creates a record that can
be analyzed to develop actionable design, operational and business insight.
“If you’re thinking about analytics, first identify the objective,” Bessin said.
“Then you need to define the right key performance indicators that will indicate how well
you’re achieving those objectives,” he said. “You then need to collect the data for those
KPIs to keep track of how well you’re doing against those objectives,” he said. “Finally, you
need to collect the data for those KPIs to keep track of how well you’re fulfilling the
objectives.”
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Having just a bunch of numbers in a spreadsheet is not going to answer a question, though,
so deployers need to visualize data appropriately and then act on the insight. If kiosks aren’t
being used as expected, maybe they need to be moved to a better location. Or maybe
usage is higher than expected and the deployment needs to be expanded.
#8 Implementation approach
There are a number of ways to approach the development and implementation of an
interactive project. A potential deployer can hire a team of programmers and spend lots of
money, and the sky’s the limit. Or they might go with a website builder and be limited in what
they can accomplish. Or they might opt for a template-based application and have their
project look similar to a host of other applications in the marketplace.
And yet another option for designing an interact digital signage project is Intuiface.
“Intuiface exists to enable any team with any skillset to create interactive digital signage
without writing code,” Bessin said.
“That includes interactions based on RFID, NFC, speech recognition and Internet of Things
sensors along with things such as APIs for data connectivity and data-driven signage,” he
said. “All of that is accessible without coding under the Intuiface umbrella.”

Nearly limitless potential
Organizations are beginning to realize that interactivity can be a better way to tell their story,
to sell a product or to educate an audience, in any vertical. A significant opportunity to gain
a competitive edge exists, and it exists everywhere.
“Ultimately, our mission with Intuiface is to enable any team to accommodate all the critical
considerations with interactivity, and deliver a finished product in a tenth of the time and for
a tenth of the cost,” Bessin said. “Intuiface enables any organization to create – in record
time - gratifying, purposeful, data-driven digital experiences that connect people to place.”
For a deeper discussion of the topics discussed in this white paper, click here to listen to
the similarly named webinar “8 Critical Considerations when Transitioning from Traditional
to Interactive Digital Signage.”
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