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he digital sign industry has ex-
perienced steady growth over
the last few years, and if your

shop 1sn’t offering this dynamic
solution, you could be missing out.

For one, the demand from customers
1s there. So too is digiral signage’s proven
ability to get a message across.

“In a ume of such diversified pulls for
artention—people swapping from cable
broadcast TV to online viewing, satel-
hte radio/digital music, social media
on-premise signage is the strongest and
most cffective way to communicate who
you are to the community,” says Deacon
Wardlow, sales, Vanrage 1.ED (vamageled.
com). “Sign shops just need to remind
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their customers the people they want to
reach pass by their business every day.
“And the best way 1o reach them is 10
use on-premise digital signage to get the
word out.”
And the benefits aren't all on the end-

user’s side.
As Bill Kurtzer, president of Gallery
Digital  Signage  (eallerydigialsignage.

cont), a division of national audio-visual
technology company Veom IMC, sees 1t,
sign shops stand to benefit from selling
digiral signage in three main ways:

1. Expansion. Sign shops can offer
digital signs as a new product to exist-
g customers, acquire new cusromers

through the offering, and even use it to

enter different vertical markets. Either
way, growth is assured.

2. Revenue. Aside from selling the ac-
tual screens themselves, digital signage
offers many opportunites for revenue
generation, including content crearion,
the fabrication of enclosures or wraps
around a screen, and installaton and
maintenance work.

3. Position. “There’s been a shift to-
ward digital,” says Kurtzer, and thosc
companies who offer digital signage will
be aligning themselves with the furure
and what’s to come.

Partners in Profit
How does a shop enter the digital sign
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market to take advantage of these ben-
elits? ‘The answer: By parinering with
a manufacturer.

“It"s. important to have a scamless
relatonship with our sign customers,”
says Machael Schody, vice pressdent
of Sales — Ourdoor at Oprec Dhsplays,
Inc. {(eptec.com). “Helping them sell
digital signage 15 a strategc win for
us, the sign shops and their cusromers,
and the industry.™

A pood digital sipn manulsciurer will
acT &% a pariner to a sign shop by educar-
mng them and the customer, aiding 1o the
sales process, and providing marketing
materialz (ofren co-branded).

“The more they know, the more
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competent they'te going to appear and
feel,” says Wardlow, *The more com
petent they appear to the cusromer,
the more competent that customer 1=
aboutr working with that person versus
anyone clse.”

And sign shops don’t need to know
every single detal o achieve thar com
petency either,

“They"ve got to have an understand-
g of what they'te sellng that's beyond
the basics,” says Wardlow. “Because
that's what"s going to differeniiate vou.

“That’s the extra added value that you
bring 1o the conversation that your com
petitors aren't.”

If a shop is selling interior digital sig-
nage, Wardlow recommends a deeper
understanding.

“Imterior displays require specialized
understanding of cable runs and ad
ditional equipment behind rhe signage,
which makes 1t work,” says Wardlow.
“Manulsctunng partners can advise.”

If a shop is frequently involved in in-
terior digiral signage, Duncan says crear-
ing a sales engineer position that focuses
on handhing networking, identfrmng any
obstacles, and taking carc of project
management and backend details may
be beneficial.

In addimion 1o offering training and
resources, some manufacturers take on
the educational role and travel with sipn
shops to ralk with cosromers.

Giallery Dhigital urilizes the connee-
tons of its manulacturers” rep, Yorston
& Aszociates, 1o work closely with sign
companics and their customers.

“Chur goal 15 to enable and assist the
sign companies in multple ways—sales
support, desipn and sales support, toch-
nical and mstall support,” says Kurtzer.
“We will actually rravel with Yorston and
our sign companies o the customers
where we believe there’s an opportunity
for growth.”

All manufacturers acknowledge thar
one of the best ways to promote digital
sigmage is by having it at your shop
whether w's signage on the shop build
ing, within the shop, or on a trailer. See-
g 15 belweving for many customers, and
demo unirs are crucial in this sense.,

“Plenty of sign companics promote
digital signape outside therr faclity, -

ther on their bmlding or on their pylon
sign,” says Schmidr, “Orhers prefer 1o
have demonstranon units on a small
tratler. This allows them to brmg the
digiral zignage direcrly 1o their cusrom-
er's location.™

Shops even have the option of rent-
ing or horrowing these demo unirs from
manufacturers, which climinates the
need to mvest in their own digical sys-
tem. Watchfire Signs also has demo ve
hicles equipped with full-size clectronic
displays that sales people can take on

customer visilis with a sign company.

Finding Customers

50 you have a manulscturing partner,
markering marerials, demo umirs, and
the technical know-how. Now how do
you find a customer to wow?

The good news 15 that just about any
onc with a business or an organzation
with a messapge to get out can benelt
from dyzital signage.

“What has amazed me has been the
spread of our industry into really every
kind of business that we can imagine,”
says John Kunze, director of Sign Divi-
sion Sales at Watchfire Signs (snatchyire-
sigms.com), “LEverybody can see how this
rechnology can help them.™

Sign shops can turn to banks, schools,
churches, corporate environments, gro-
cery stores, auto body shops, and more.
Anywhere with a wait ime, such as res-
taurants and docror’s offices, are great
opportumties for digital signage, as well.

Shops shouldn't be afraid 1o combine
both mdoor and outdoor digital signage
for maxmmum effect in businesses where
it makes sense.

“Restaurants are an ideal industry to
mmplement mtenior ard extenior digital
signage,” says Schmidr, “Restaurants rely
on patrons’ mpulse decisions, and [ED
digmral sypns grub people™s antenton and
drive hungry people to the establishment.

“An LED message center inside the
restaurant could run Ive stock quotes,
news  headlines, jokes, or even live
Tweets 1o the business' Twirter account,
for example. Making patrons” meals en-
jovable helps ensure they come back the
next rime they're hungry.”

Ihgital signage 1s rarely constraimed
by sipnage type either  pylons, monu-
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ments, directories, wall signs, etc, are
all ripe for conversion 1o digital. “En
gineering has come a long way and so
really, anywhere an end-user wants to
effecuvely communicate and interact
with their customers s now feasible,”
says Schmidt.

An immportant thing to remember,
however, i1s thar the proposed sign
should be in the way of traffic—whether
that’s foot traflic or cars on the road.

“Our job 1s 1o lk 1o moving traffic,”
says Kunze. “We've got to make surc we
can do that effectively.”

Kunze says they often do a waffic
analysis for customers to give them an
idea of how much traffic they have out-

side their business, the demographic of

thar traffic, erc. This data helps custom-
ers better understand who they’ll be
reaching and what a digital sign can and
should do for them.

Want Vs. Need
No matter the sign type or the business,

a digital sign’s function should pivot on
whar a customer needs,

“A nceds analysis is incredibly help-
ful,” says Wardlow. “Most manufactur-
ers should have one avalable, which
gives sign salespeople a list of questions
to ask to clarify what the client needs to
achieve their goal with digital signage.”

Bur remember whar a customer wants
doesn’t always line up with what they ac-
tually need.

“Somenimes people have whar they
think they want and what they really
need, and they’re two different things,
says Wardlow. “And that’s where we have
to really educare people.”

Value Over Price
This is inherently the biggest challenge
of sclling digital signage —educating the
customer on what they need, as well as
the real value of digital signage.

“It’s really about the advertising and
communication value the sign brings.
Thar's the biggest thing thar the end
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user needs to hear from his sign compa-
ny, and also one that we can help teach
the sign company how to deliver,” says
Kunze. “We offer some business devel-
opment tools as well—sales training you
might call i.”

So much talk about digital signage
revolves around price, which 1s the
wrong focus.

“You've got to change the conversa-
ton from price to value,” says Wardlow.
“You wouldn't be having the conversa-
nion if they weren't interested in it. So
price is a problem, but there’s always
ways 1o get around price.”

The ROI shouldn't even be the pri-
mary discussion, as that will come from
an effective digial sign branding,

“Essennally if you're having a conver-
sation about the brand, about the value,
and what their objective is, the return
on investment naturally follows from
all that,” says Wardlow. “You're going to
get more people coming in, which gets
you more business, more investors, more

charitable contributions, more people in
the church, or whatever your focus is.”
In addition to the ROI, a customer
will also benefit from reduced costs.
“There’s cost savings from potential
print and potential labor savings from
manpower changes,” says Kurizer,

It’s clear digital signage contributes
not only to the bottom line of your cus-
tomers but also your shop.

“IDigital signage] is an avenue [sign
makers] should pursue,” recommends
Kunze. “The market is there for them
1o grow their business,” @
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