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PRI Members  

PRIôs mission is to initi-
ate and secure the 
funding of studies on 
specific retail business 
issues. PRI functions 
as a conduit, bringing 
together retail execu-
tives with leading re-
searchers. The genesis 
of the Retail Institute is 
the recognition of the 
wealth of knowledge 
being produced at the 
university level on one 
hand, and the need for 
advanced yet practical 
business research and 
insight at the retail 
level, on the other. 
 
We are grateful to the 
members of the Platt 
Retail Institute for their 
support. 
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Retail Sector Performance  

 

 (month/month % change)   

 Nov.  Oct.  Sept .   

Retail Sales  1.3  1.1  -2.0   

 Ex. Autos   1.2  0.0 0.7   

 Ex. Autos, Gas  0.6  0.1  0.6   

Building Materials  1.5  -1.8  0.0   

Furniture  -0.7  -1.5  0.8   

Autos  1.6  7.1 -14.1   

General Merchandise  0.8  0.9  0.7   

Food Stores  1.0  0.0  0.6   

Apparel  -0.7 -0.2  0.9  

Gasoline  6.0 -0.5 1.3   

 

 

Source: U.S. Department of Commerce  
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Holiday Retail Sales Better Than Anticipated,   

but Still No Cause for Celebration  

by Steven Keith Platt, Director and Research Fellow, PRI 
 

A  marginally improving U.S. economy (see Chart 1) is leading to a slight up-
ward revision to our 2009 and 2010 GDP estimates. We anticipate full year 

2009 GDP at -2.0 percent to -2.25 percent, and look for a weak 2010 recovery of 
+/-2.0 percent.1 Recent comments from the Federal Reserve Open Market Com-
mittee (ñeconomic activity has continued to pick upò) and the Federal Reserveôs 
Commentary on Current Economic Conditions (ñeconomic conditions have gener-
ally improved modestlyò) support this view. It is hoped that excessive government 
spending and intervention will spark consumer spending and corporate invest-
ment. However, this recovery will be slow and painful, as the overhanging con-
cerns surrounding employment, housing, and credit availability will continue to 
depress overall growth and, in particular, consumer spending. 
 
Chart 1. 
 

 
 
A slightly negative bias in various leading indicators has tempered our view of the 
strength of this recovery. The Index of Leading Economic Indicators rose 0.3 per-
cent in October, after a 1.0 percent increase in the prior month (see Chart 2).  

 

http://www.plattretailinstitute.org/
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Chart 2. 
 

 
Source: Northern Trust Bank 
 
As well, the Chicago Fedôs National Activity Index has moved slightly to the down-
side (-1.08 in October from -1.01 in September; as well, the three-month moving 
average dipped to -0.91 in October from -0.67 in September), which indicates be-
low trend growth (see Charts 3A and 3B). 
 
Chart 3A. 
 

 

 

4Q 2009 Retail Outlook 

(contôd.) 
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Chart 3B. 
 

 
 
Finally, the National Federation of Independent Businessôs Small Business Opti-
mism Index also declined in November to 88.3 after two monthly increases (see 
Chart 4). For the past 10 years, there has been an 85 percent correlation between 
this Index and the two-quarter change in real GDP. 
 
Chart 4. 
 

 
 
 
We continue to adhere to our view that a structural change in consumer behavior 
could result in a $400 billion decrease in consumer spending per annum in the 
future, resulting in a major impact on the retail landscape. Easy credit, rising 
home and equity values, zero savings, and stable employment, among other 
things, that led consumer spending to ratchet up at unprecedented levels over the 
past 30 or so years are no longer sustainable, and today these trends are revers-
ing themselves. 
 
U.S. Retail Sales rose by 1.3 percent in November, following Octoberôs 1.1 per-
cent increase (see Chart 5). Retail sales increased 1.9 percent versus November 
2008. Excluding autos, gasoline, and building materials, retail sales increased by 

4Q 2009 Retail Outlook 

(contôd.) 
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1.0 percent. This is certainly good news. An additional encouraging sign is that 
discretionary spending (auto, furniture, electronics and apparel) rose +1.1 percent 
in November compared to October, and increased 2.3 percent compared to No-
vember 2008. 
 
Chart 5. 
 

 
 
Most retail prognosticators have been looking for flat to down retail sales this holi-
day season.2 Perhaps the most widely followed forecast is that of the National Re-
tail Federation (NRF). The NRF is looking for a decline this year of 1.0 percent 
(see Chart 6). While no cause for celebration, PRI is looking for holiday retail 
sales to improve by +/-1.0 percent.3 Consumers are down, but not totally out. This 
will shape up to be the season for the frugal and focused shopper, still laboring 
under financial distress.  
 
Chart 6. 
 

 
 
 

4Q 2009 Retail Outlook 

(contôd.) 
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Our forecast for positive holiday retail sales is not driven so much by economic 
strength, but by a lack of weakness. Pent up demand, easy prior year compara-
bles and improving consumer sentiment helps. Perhaps the biggest source of 
spending confidence comes from the recovery in net worth, driven by rebounding 
stock prices (see Chart 7), and an end to the free fall in home values (see Chart 
8).  
 
Chart 7. 
 

 
 
Chart 8. 

 
 

4Q 2009 Retail Outlook 

(contôd.) 
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Growth in personal income is minimal (on an annualized basis for the past three 

months, income is up only 1.2 percent and wages and salaries are up a slight 0.8 

percent (see Chart 9), savings rates are increasing (see Chart 10), and credit 

availability is decreasing (consumer credit outstanding as a percentage of dispos-

able income has fallen to 22.4 percent from its 2005 high of 24.7 percent; see 

Chart 11). Combined, these facts do not bode well for consumer spending. Mix in 

a difficult job market, and we are led to conclude that recovering net worth is the 

primary driver of consumer spending today. 

Chart 9. 

 
 
Chart 10. 

 
 Source: Wells Fargo Securities 

4Q 2009 Retail Outlook 

(contôd.) 
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Chart 11. 

 
 
Household net worth, as a driver of consumer spending, has improved in both the 

second and third quarter (up $2.67 trillion in the third quarter; up $2.3 trillion in the 

second). From 2007ôs high water mark, household net worth is now down 19 per-

cent, versus down 27 percent in the first quarter (see Chart 12). Yet this ñwealth 

effectò is concentrated in too few hands to affect the broad economy in a mean-

ingful way. 

Chart 12. 

 
 
Conventional wisdom suggests that a permanent one-dollar increase in the level 
of household wealth raises the annual level of personal consumption expendi-
tures by approximately three to five cents.4 But this wealth effect impacts a rela-
tively small percentage of U.S. consumers. The top one-half of one percent of 

4Q 2009 Retail Outlook 

(contôd.) 
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U.S. households retains perhaps 29 percent of the U.S. net worth. As price ap-
preciation alone would tend to bear this out, stocks, not home ownership, are 
driving much of this increase in net worth.5 The point is that even a smaller num-
ber of Americans own equities. See Chart 13, which illustrates the percent of 
U.S. families owning stock, and compare this to the broader spread of home 
ownership in Chart 14. Thus, this available ñwealth effectò spending is concen-
trated in a very small number of consumers. The reality is that this small group of 
consumers cannot take up the slack created by the absence of most U.S. con-
sumers. 
 
What this means is that a very small percentage of U.S. consumers is driving 
consumption based upon a recovery in equity values. Until this wealth effect 
spreads (not likely, because home equity loans are, for most Americans, a thing 
of the past), or employment improves, consumer spending will be inhibited. Or as 
stated by Federal Reserve Chairmen Benjamin Bernanke on December 7, 
ñHousehold spending is unlikely to grow rapidly when people remain worried 
about job security and have limited access to credit.ò 
 
Chart 13- Percent of Families Owning Stock 

 
Source: ñMutual Funds and the Evolving Long-Run Effects of Stock Wealth on 
U.S. Consumption.ò John V. Duca, Senior Economist and Vice President, Re-
search Department, Federal Reserve Bank of Dallas, October 2005 
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Chart 14. 
 

 
 

_________________ 

References: 

1 Compare this, for example, to the conclusion reached at the Chicago Fedôs Economic Outlook Symposium held 

on December 4, 2009, finding the ñconsensus outlook shows that real GDP is forecast to érise by 2.5 percent in 

2010.ò As well, note the December 16, 2009, pronouncement that the U.S. economy may expand 3 percent to 4 

percent next year, supported by a recovery in investment, job creation and fiscal and monetary stimulus, accord-

ing to Princeton University economist Alan Blinder. 
2 Holiday sales generally include all of November and December sales. 
3 For a good read on the ñdisconnectò associated with predicting holiday retail sales see ñThe Flaws in Holiday 

Sales Forecasts,ò The Wall Street Journal, November 28-29, 2009, page A4. 
4 See, i.e., remarks by then Federal Reserve Chairman Alan Greenspan at a symposium sponsored by the Fed-
eral Reserve Bank of Kansas City, Jackson Hole, Wyoming, August 31, 2001. 
5 See, i.e., ñEstimation of Household Net Worth Using Model-Based and Design-Based Weights: Evidence from 

the 1989 Survey of Consumer Finances,ò by Arthur B. Kennickell, Senior Economist and Project Director Survey 

of Consumer Finances, Board of Governors of the Federal Reserve System. 
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New PRI Quarterly Index  

Tracks Digital Signage Industry  

T he Platt Retail Institute (PRI), in conjunction with the Chicago School of Profes-
sional Psychology, introduced the North American Digital Signage Index 

(NADSI) in November. The Index tracks the current level of business/industry activ-
ity, as well as changes in the anticipated industry outlook. The Index is available for 
download at PRIôs newly redesigned website. 
 
ñThis Index is a compilation of input from about 100 industry leaders,ò according to 
Steven Keith Platt, PRI Director and Research Fellow.  ñInformation gathered from 
these leaders focuses on key elements of the digital signage industry including cur-
rent and future outlook for sales revenue, business activity, network expansions, ad 
spending and more.ò 
 
The NADSI has two components. The first is the Current DS Index, which meas-
ures changes in the reported level of business/industry activity during the third quar-
ter 2009 versus the second quarter 2009. The second is the Near-Term DS Index, 
which measures estimates for changes in business/industry activity over the next 
three to six months.  
 
Two key findings reported in the Q4 2009 North American Digital Signage Activity 
Index are: 

The Current Digital Signage Index rose by 10.83 percent in the third quarter ver-
sus the second quarter. Four of nine index components were reported as being 
slightly higher. These include firm revenue, industry activity, screens deployed 
in-network, and the number of new/expanding DOOH networks.  

The Near-Term Digital Signage Index increased by 15.12 percent. This reflects 
a generally upbeat 
outlook for the in-
dustry going for-
ward. Substantial 
plans for increases 
in capital expendi-
tures and employ-
ment illustrate that 
firms are investing 
for the future. 

 

As the digital communi-
cations network industry continues to expand, there is a growing demand to meas-
ure activity from period to period. This Index is an important source of market infor-
mation, providing guidance on how the market is performing as a whole, and also 
reporting on activity in major industry sub-segments such as software, Digital Out-of
-Home networks, and ad agency/brand adoption rates. The Index also compares 
the industry with other economic activity measures such as GDP, retail sales, and 
internet and out-of-home advertising spending.   

The first PRI European Digital Signage Activity Index will be released during the 
second quarter of 2010.  

http://www.plattretailinstitute.org/
http://www.plattretailinstitute.org/
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A Creative Approach to Merchandising  
Sony Altus Products  
by Barrett Prelogar, CEO, Winntech 

 

W inntech designed and developed the in-store merchandising systems for 
Sony Altus products.  The products are packages for wireless home enter-

tainment music systems, many of which work specifically in tandem with the iPod 
Touch and iPhones, as well as legacy home audio sources and computers.  
These products are being sold exclusively at Best Buy and Sony Style stores.  
Simultaneously, Winntech designed and developed the displays for merchandis-
ing Sonyôs new line of Reader digital books.  Winntech provided display and in-
teractive solutions for both sets of products, handling all design, engineering, in-
teractivity development and production of both massive display programs ï in 
total more than 5,000 displays. 

Sony Style Wall Displays  

Forty-two high-end Sony Style store locations 
across the nation also received custom wall dis-
plays for the Altus lineup. The total duration of the 
project was less than three months from concep-
tion to final installation.  The displays are state-of-
the-art, interactive, internally illuminated wall units 
that immediately attract customers as they enter 
the store.   

The customer approaches the modern, white, ar-
chitectural brick pattern and protruding shelves 
with product bundles on display.  A unique motion 
sensor picks up the gestural ñhand waveò triggers 
to signal a consumerôs interest in a product that he 
or she wants to know more about.  The sensor 
cues internal lighting changes in the frosted acrylic 
brick shelves, music is cued, and a video plays 
specific information about the products they have 

Sony displays are assembled in the Winntech Production warehouse. 

Full view of the Sony Style Wall with 

Altus lineup. 

http://www.plattretailinstitute.org/
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Sony (contôd.) activated. The featured products, Sony Altus bundles, include iPod Touch- and 
iPhone-compatible wireless music systems and accessories.  Sony began mar-
keting Altus bundles nationwide in September. 

Thirty-seven of the stores received the freestanding wall unit that stands at almost 
10-feet tall and 8-feet wide. Five stores received units that are smaller ï only 4-
feet wide ï due to store construction restrictions.  The displays include custom-
routed rear wall sections of wood and white melamine that accept wiring and 

acrylic brick cubes; a custom 
base with storage space; and 
custom frosted acrylic bricks 
that lock into the white 
wooden wall.  The acrylic 
bricks are internally illumi-
nated with white and blue LED 
lights. The top of the wall dis-
play includes a dramatic Sony 
Style dot pattern graphic appli-
cation.  The standard wall 
units have five 12-inch LED     
monitors (one per each prod-
uct bundle) plus a larger 32-
inch LCD monitor.  Interactive 
video was developed specifi-
cally for the displays.  Informa-

tional graphics about the bun-
dles are printed on brushed chrome plates situated next to the products.  A light 
wood grain, emphasizing the ñfloatingò nature of the acrylic bricks, frames the 
overall wall.  

Sony Altus Displays for Best Buy  

At first glance, the Sony Altus display attracts attention from a distance through its 
LED backlit acrylic ñstair steppersò and dynamic video displayed on screen. The 
header sign clearly communicates the umbrella message, ñSound Everywhere ï 
Wires Nowhere.ò  The Sony Altus 
display had to be noticeable amid 
the often-busy atmosphere of Best 
Buy. 

The units feature live-action video 
on sizeable LCD panels showing 
the productsô key benefits and fea-
tures.  The products themselves 
are displayed on frosted acrylic 
cubes.  The video encourages the 
customer to interact with the dis-
play, asking questions and offering 
options for the viewer to choose 
from on color-coded buttons below 
the screen.   

Much like the Sony Style store dis-
play, the customer can elect to learn 
more about a specific product bundle, and this will cue music and lighting 
changes within the display.  Some Best Buy stores had an existing tabletop space 

The Sony Style Wall features a motion sensor. 

The Sony Altus display includes LED backlit ñstair steppersò 

and dynamic video displayed on a screen. 

http://www.plattretailinstitute.org/
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allotted to the product category that was incorporated into the design.  Other 
stores had in-line shelf display areas with a slightly smaller footprint allotted.   

Sony Reader Digital Book Displays  

For the release of the Reader digital books by Sony, more than 4,200 displays 
were produced and shipped out to major retail channel partners such as Best 
Buy, Target, Borders and others.  The display has options to be freestanding or 
shelf-mounted.   

The Reader display is a sleek, custom-formed acrylic platform upon which two live 
products, the Reader Touch Edition and the Reader Pocket Edition are mounted.  
An LCD video screen and lights behind the products interact with the customer.  
As soon as the customer picks up one of the products, the attached recoiler trig-
gers a lifestyle benefit video and audio.  Once the video ends, the on-screen 
menu fades in, displaying three descriptive topics associated with three buttons 
positioned next to the screen.  The customer can choose to learn more about a 
topic, or can choose to learn more about the other product on display. 

The stores all received Sony Reader displays by the end of October, just in time 
for the busy holiday shopping season. 

 

Sony (contôd.) 

Barrett Prelogar is not 
your typical CEO. His 
creativity and   unbridled 
e n t h u s i a s m  h a v e 
launched award-winning 
visual, physical and vir-
tual marketing environ-
ments. 

Sony Reader Digital Book displays are sleek with LCD video screens and lighting behind products. 
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Bank of America Updates Digital Signage  

System in United Kingdom  

by David Ashley, Sales Director, Carillion Communications 

S ince opening its first major office outside America in the United Kingdom 

back in 1993, Bank of America Card Services (Formally MBNA International 

Bank) has been at the forefront of implementing cutting edge, state-of-the-art 

audiovisual and videoconferencing systems throughout its UK operations. 

The Bank of America (BOA) Chester campus has grown considerably over the 

years from 100 people in 1993 to more than 3,500 today.  As a consequence, 

BOA has become the single largest employer in Cheshire. 

As the UK Card Services operation underwent huge growth, its internal communi-

cations and ability to deliver corporate messages became a high priority.  This led 

to BOA becoming an early adopter of electronic signage systems. In 1994, when 

BOA wanted to deliver key information to employees and visitors throughout the 

different buildings (known as Phases) that make up the vast Chester campus, it 

implemented its first, pioneering electronic signage system. 

BOAôs first signage system used state-of-the-art media converters and a varying 

array of equipment to allow VGA (640 X 480) signals from a head end PC to be 

distributed over the bankôs fiber backbone.  A number of large NEC CRT monitors 

were mounted in key locations in each Phase.  This enabled employees to view 

the latest internal communications from BOA, which at the time was a highly ad-

vanced user of technology compared to other UK businesses. 

Following the development of plasma display technology in 1993 and subsequent 

product release in 1996, BOA was one of the first to install 42-inch plasma dis-

plays. Various modifications were made to the system as the years went by to 

improve reliability and image resolution and quality.  At one stage, PCs were 

added to each display and a ñvirtual desktopò application was loaded onto each 

PC resulting in higher-resolution images and greater reliability compared to the 

older media converter-based 

system.  However this system 

could only display PC-based 

content, which over time be-

came a major limitation in the 

eyes of the BOA Marketing De-

partment that managed and 

created the content for the sign-

age system. 

BOAôs marketers wanted the 

ability to be more creative, im-

port video, show higher-

resolution imagery, schedule 

events and have different 

screens showing different con-

 

BOA employees catch up on the news via LCD displays in the up-

dated digital signage network . 
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tent at different times. They instructed the in-house Audio Visual & Multimedia 

Services Team to give this high profile, mission-critical system a major overhaul 

and one that would stand the test of time.  Carillion, which had worked with BOA 

for more than 13 years, designed a tailored solution that would meet and exceed 

the brief given by BOAôs Multimedia Services Team.  

Matthew Tunstall, BOAôs Vice President for Audio Visual & Multimedia Services 

EMEA, explained, ñWe wanted a very flexible, cost-effective system which would 

meet our digital media needs for now and well into the future.  The new system 

performs a key role in terms of the scheduling and delivery of our content and has 

already exceeded all our expectations.ò   

The systemôs digital media players are specifically used for: 

Receiving streamed video from internal and external TV stations such as Sky 

News, BBC News 24 and BOAôs internal business TV network, ñKnowledge 

Channel.ò 

Receiving streamed video from live internal and external videoconference 

calls. 

Receiving streamed video from DVD and auxiliary video sources. 

Displaying corporate messaging and content for visitors and bank staff. 

ñA first live video streaming application for our media players within a secured 

banking environment was achieved as a consequence of this project,ò said 

Frederik Vroman of dZine. ñThis was the first time a third-party encoder from Ca-

bletime was used to stream live video and audio to our displayers in a corporate 

real-time application.ò  

As part of BOAôs Climate Change policy and its ultimate goal of working toward a 

low-carbon future, the environmental impact of this new system was a significant 

consideration.  As a consequence, the system integrator recommended that all of 

the legacy plasma displays be replaced with more efficient LCD equivalents.  

BOAôs existing plasma displays consumed an average of 4.3 amps per hour com-

pared to the 1.125 amps of the new LCD screens.  Based on eight hours a day, 

seven days a week, this would equate to a saving of 42,159 kilowatt hours over 

12 months.  In financial terms based on one kilowatt hour costing 10 pence, this 

represents a significant annual cost saving of £4215.90p ($6,871.91 USD).  

Bank of America (contôd.) 

David Ashley is the 

Sales Director for Caril-

lion Communications. 
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Country Focus: Spain  

Status of Digital Signage in Spain and Future Focus  

By Roi Iglesias, Marketing Manager, Altabox 
 

T he digital signage sector 
in Spain has begun to 

show signs of growth, after 
nearly four years since the 
first networks with continu-
ous, professional operation 
were launched. Given the 
current economic situation, 
this growth is occurring 
more slowly than expected 
by the companies involved, 
but there has been in-
creased interest from retail-
ers and advertising agencies 
in digital signage projects. 
This positive trend also is 
motivated by the develop-
ment and consolidation of 

Spanish companies that are pushing for the sector to grow. Similarly, these compa-
nies are carrying out initiatives, forums, conferences and other events to publicize 
digital signage, which are aimed at retailers, advertising agencies, etc.  

 

Events and initiatives that strengthen digital signage  

Some events, such as the TOTALmedia fair (digital signage) in its second edition, 
have unified the sector and provided opportunities to showcase successful deploy-
ments in Europe and particularly in Spain. At the same time, Viscom Sign Fair 
(visual communication) has evolved to offer digital signage solutions to trade mar-
keting specialists and retailers that are operating in the Spanish market. During the 
month of September, I was able to attend the con-
ferences organized by TOTALMedia, specifically to 
review the current state of digital signage in Spain 
and see some projects being undertaken in other 
countries. In October, the I Digital Signage Forum 
took place, sponsored by Spanish marketing 
magazine IPMark and bringing together profes-
sional digital signage vendors, advertising agen-
cies, media and retailers from different sectors. 
The conference focused on explaining the need for 
creativity and content specific to digital signage, 
the importance of the audience, and some effective 
projects.  
 
Digital signage advertising networks and cor-

porate advertising investment in Spain  

Currently, we have a digital advertising display 
market of around 12,000 screens, with an annual 
growth of 50 percent, according to forecasts by 
Posterscope Spain. This is because JC Decaux 
expects digital signage networks to be deployed in 

Street view of digital signage installed by a Spanish bank. 

There are approximately 20,000 corporate 

channels located in supermarkets, banks, 

trains, and lottery. 

http://www.plattretailinstitute.org/
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airports, subway stations and, to a lesser extent, outdoor. Posterscope believes 
that the market for digital out-of-home is very interesting for media planners, pri-
marily outside advertising networks, which is where it is currently focusing its ac-
tivity.  

The number of screens for corporate channels is approximately 20,000 screens 
(supermarkets, banks, trains, lottery, etc.). The most desirable network is the 
channel installed in LAE (lottery) sites, which has around 4,000 screens. Most 
corporate channels are installed in banks (e.g., Caja de Ahorros del Mediter-
ráneo, CAM), in the supermarket sector, and other sectors of retail.  

Spending in unconventional media is growing faster every year in comparison to 
conventional media.  It also is important to highlight that the investment dedicated 
to point-of-sale messaging and merchandising was ú1.549 billion ($2.28 billion).  
This is in the same locations where most of the channels of digital signage are 
installed. These data on advertising expenditures in Spain indicate a clear trend in 
unconventional media, with projected growth for digital signage.  

Protagonists: hardware and software  

The majority of the digital signage industry is currently comprised of hardware and 
software vendors, which account for  95 percent of the companies involved in 
digital signage in Spain. The content is still very limited and it is not unusual to 
see adaptations of TV content from some video producers. Audience measure-
ment also has a small presence and is only being used in some tests. With re-
spect to interactive devices, these are not yet used with any regularity by retailers 
or in public spaces. Digital signage coexists with mobile marketing and with some 
interactive kiosks, but they are not working on joint strategies to achieve con-
sumer participation and interactivity. At fairs and showrooms we can see exam-
ples of touch-screen displays, but the content and interactivity possibilities are still 
in their infancy. 

Trends and areas for improvement of digital signage in Spain  

The expectations in Spain, as could be drawn from the DBCI (Dooh Business Cli-
mate Index) performed by OVAB Europe and Invidis Consulting, are positive and 
most companies have growth projections for the next six months. Anyway, we still 
have some issues where we must improve during 2009 and 2010 to consolidate 
digital signage in Spain:  

1. Expand professional (specific) solutions : Currently, specific professional 

solutions for digital signage systems still coexist with "homemade" systems devel-
oped by the clients themselves. This reflects poorly on the sector but its image is 
gradually becoming more positive with the companyôs efforts. 

2. Digital content companies : We must improve the quality of content and 

make it specific to the environment and type of customer that is seeing the chan-
nel. Content production in Spain has begun to awaken in 2009 with the commit-
ment of some companies to develop quality content and focus on customer en-
gagement, but it remains an unresolved matter. 

3. Interactivity : Not only do we need to understand the development of touch-

screen displays, but we also must create relationships between digital signage, 
interactive and mobile marketing systems to generate better shopping experi-
ences. 

4. Advertising : We must involve the media planning companies in the sale and 

promotion of advertising space, once we have established the audience measure-

Spain (contôd.) 
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ment metrics that advertisers demand to commit to digital signage. At this point, 
media planners are only interested in the advertising channels and not the corpo-
rate networks. 

5. Research :  In addition to audience measurement and application of metrics, we 

need to develop specific studies, both quantitative and qualitative, to enhance the 
effectiveness of digital signage in different sectors and provide us with consumer 
behavior data at the point of sale. 

Spain (contôd.) 

Roi Iglesias has 10 
years of experience in 
the advertising and digi-
tal media industry in 
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of Digital Signage Crea-
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Country Focus:  United Kingdom                         
Transportation and Leisure Take the Lead in UK Deployments  

By Mark Pigou, Managing Director, Screen Events Ltd. 

T he United Kingdom is perhaps the best-developed digital out-of-home market 
in Europe ï and hence one of the busiest in the world ï but it is not without its 

idiosyncrasies. As Adrian Cotterill, the influential British blogger of DailyDOOH, 
puts it: ñItôs not actually as bad as it looks, and in many ways it doesnôt even need 
to be spun to look good, because it is good.ò 

The most obvious peculiarity of the market, perhaps, is geographic. Not only is 
London by far the largest city in the British Isles; it is also home to most of the me-
dia business, and dominates commerce to an extent some would consider dispro-
portionate. As a result of this, digital out-of-home screens are more common, per-
haps by an order of magnitude, in London than in the rest of the UK. 

A typical Londoner encounters digital out-of-home throughout the day: walking 
from the Underground station at Tottenham Court Road with its much-lauded 
CBS Outdoor cross-track and elevator-side installations; through the central Ox-
ford Street/Regent Street shopping area with a host of clever in-window and in-
store displays; perhaps popping into a cinema with digital information displays 
and movie-preview screens everywhere; stopping for a pint in a pub or club 
hooked up to one of the leisure networks aimed at 20-to-30-somethings; using a 
mobile phone on the way home to interact with a digital poster at the bus stop. All 
this is rapidly becoming commonplace in London, but in other parts of the country 
ï even in the more minor cities, let alone smaller towns and villages ï the mere 
presence of digital out-of-home can still be cause for comment. 

So it's here, but it is far from evenly spread, and this implies huge scope for 
growth. As with so many innovations, digital out-of-home can be expected over 
the next few years to radiate out from London into other major population centers 
and then into the everyday life and streetscape of the country as a whole. 

CBS Outdoor screens in London Underground stations have been a powerful force 
in raising the profile of digital out-of-home. 
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