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Retailers can use interactive technology to create an 
in-store shopping experience that builds on an existing 
online presence and revolutionizes the way customers 
connect with your brand.

There are simple ways to offer sophisticated, infinitely 
customizable, localized content on screen to complete 
your customer’s journey with a compelling in-store 
experience. 

This white paper outlines three steps retailers can take 
to maximize the power of this channel to connect with 
shoppers at their brick-and-mortar locations: 

Step 1: Know your customer journey
Step 2: Offer a personalized experience  
Step 3: Create community around your product 
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By the time a customer walks into your location, he 
or she has already had multiple interactions with your 
brand. They often know the product selection, price 
and competitors. They could probably buy the items 
with a few clicks on their phone. They came in wanting 
something more – an experience that not only drives 
them to make the purchase, but form a deeper bond with 
your brand and your offerings. The fact they are in your 
location means they’ve decided to take the relationship 
with you one step further – what are you doing to engage 
them? Research shows customers will spend five times 
more in your brick-and-mortar location than they would 
online, but that only happens if the retailer has created a 
captivating in-store environment. 

There are many ways to create the experience customers 
crave and build the digital presence you’ve worked so 
hard to cultivate. Interactive displays are an eye-catching, 
valuable tool to not only connect the digital and physical 
world, but turn browsers into buyers and buyers into fans 
of your brand. The technology behind these screens 
gives you the power to deliver stunningly complex and 
personalized marketing with a few clicks. 

For companies new to interactive displays, there are 
naturally some questions about whether this technology  
is worth the investment. There are three ways to help 
maximize your investment in interactive displays and make 
them more than a digital version of paper signage:

HERE ARE THREE STEPS THAT MAKE THAT HAPPEN:

            KNOW YOUR CUSTOMER JOURNEY

            PERSONALIZE THE EXPERIENCE

            CREATE A COMMUNITY

INTERACTIVE 
DISPLAYS TURN 
YOUR LOCATION 
FROM A PLACE TO  
GO SHOPPING INTO 
A DESTINATION 
FOR INTERACTION. 

introduction: 
Using Technology to Build  
a New Retail Experience 

INTRODUCTION
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3KNOW YOUR CUSTOMER JOURNEY

Many companies spend a lot of time tracing the journeys 
their customers take – the path they use as they move 
from consideration to comparison to visiting your location 
to purchasing and using your product. Having a good 
understanding of what they see and experience before 
they walk in can help inform what content you put on your 
interactive displays. 

FROM MASS MEDIA TO PERSONAL MEDIA 
Think about how your customers learn about your 
products or services. In most cases, it’s mass media that 
connects them to you – advertising, public relations and 
the digital presence you’ve worked so hard to create 
becomes your virtual front door. Mass media’s wide reach 
makes it essential for any brand.  

Next, your potential customers learn more about your 
product through online research – looking at third-party 
reviews and ratings. Industry research shows more than 
half of all purchases are influenced by what customers see 
online (Forrester Research).  

The customer might then decide to connect with you 
on personal media – perhaps downloading an app to 
a handheld device or signing up for a loyalty program 
that sends texts to their phone when items are on sale. 
The engagement at this stage is particularly high, as 
customers become more familiar with your brand and 
offerings. Make sure your in-store content builds on these 
connections to help move the journey forward. 

 

know your 
customer journey1

 BY 2017, CONSUMERS WILL SEE 

56 MINUTES 

OF DIGITAL SIGNAGE EACH DAY. 

  
- PQMEDIA GLOBAL ANALYSIS REPORT
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COMPLETING THE JOURNEY
By the time the customer walks into your brick-and-
mortar location, they’ve connected with you through  
one or two channels, all of which has brought them to 
your door. You’ve reached them with mass media and 
engaged with them on personal media. Now, you need 
to create the personalized, immersive experience that will 
not only close the sale, but create a fan of your brand. 
It’s that kind of experience that makes the Apple® Store 
more than a place to buy electronics, but a destination to 
interact, learn about and play with Apple’s offerings.  
It also explains why Apple Stores have double the sales 
per square foot compared to other retailers. 

Interactive displays give you a chance to create the 
personalized, in-store experience customers crave – 
serving targeted messages that are relevant to them 
– wherever they are and whatever they are interested in. 
The system can display content based on customer inputs 
– further immersing them in your product and options  
you offer. 

CONSUMERS CONSULT 

MORE THAN 10 ONLINE 

AND PRINT SOURCES 

PRIOR TO PURCHASE.

- GOOGLE ZERO MOMENT OF TRUTH, 2011  
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OFFER A PERSONAL EXPERIENCE 

Today’s customer wants control; they want to drive the 
consideration and sales process when they are at your 
location, with the same on-demand access to product 
information they can get online. Interactive displays 
empower them – which means they can choose the 
information they need to make a purchase decision. Here 
are two ways to use interactive displays to facilitate this:

PROVIDE ON-DEMAND PRODUCT DETAILS
While customers might be able to see and touch the 
product at the store, they probably can’t take it apart or 
see it in action. For example, you can look at a snowblower, 
but unless there is a three-foot drift in the hardware aisle, 
the customer can’t test it. This provides an opportunity to 
display a menu of product videos, demonstrations and more 
to provide the details customers need. 

Think of your interactive display as another sales associate 
– one that has an unlimited amount of product knowledge, 
and won’t get tired of answering questions. 

USE METRICS TO ADJUST  
CONTENT IN REAL TIME
The interactive displays create a record of each of these 
interactions and push metrics back to you, allowing you 
to change what the screens display in real time, based on 
customer interactions. Keeping an eye on your data and 
responding to it is a continuous process. The displays give 
you a chance to have a conversation with your customer in 
real time.

offer a 
personal experience

DETAILED PRODUCT  
DISPLAY INFORMATION  
CAN INCLUDE:

• Interactive product demonstrations.

• Video or animations showing the  
   inner workings of the product.

• A list of complementary  
   products and where to find them.

• Lists of similar items  
   (or competitive products)  
   for a side-by-side comparison. 

• Product configurators to allow  
   them to customize their purchase. 
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CREATE COMMUNITY AROUND YOUR PRODUCT 

Using the emerging technology represented by interactive 
displays gives you an opportunity to link your product 
with the local community and further immerse customers 
in your offering. There are two keys to using this emerging 
technology to immerse customers in your product:

OFFER HYPER-LOCAL CONTENT 
Show customers where they can go and what they can 
do with your product once they bring it home. Interactive 
displays allow you to not only do this, but to show the 
conversations happening around your brand in your 
community on social media. The possibilities are endless. 

 
HERE ARE SOME EXAMPLES:

• A local bike shop can display nearby trails,  
   neighborhood cycling clubs and dates for group rides. 

• A sporting goods store can link products to places  
   to use them.

• While shopping for yoga gear, a customer can find  
   the studio closest to her house. 

•  A children’s bookstore can show times for reading  
   activities at the local library.

• A car dealer can link to car clubs for enthusiasts or  
   show where to find charging stations for electric vehicles. 

• Create a Pinterest board for customers to show how  
   they are using a product at home in your area and  
   display that board in your location. 

• Display testimonials or reviews from customers. 

• Offer opportunities to sign up for loyalty programs. 

Think creatively and talk to your customers to find more 
examples of how they are using and interacting with your 
products or services. Providing relevant information is the 
key to successfully using interactive displays to build a retail 
experience that connects with customers and grows sales. 

create community  
around your product

DIGITAL SIGNAGE 

ALLOWS CUSTOMERS 

TO HAVE A SEAMLESS 

CONVERSATION  

WITH YOU.
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HAVE DISPLAYS REACT TO  
EVENTS IN A LOCAL COMMUNITY
One of the major advantages interactive displays  
have over static signs is they can be constantly  
updated, giving marketers a chance to quickly  
react to things happening locally. 

HERE ARE SOME EXAMPLES:

• The local NFL team is on a winning streak and the  
   rookie wide receiver is setting records. His jersey isn’t  
   in stock, but available online – a sporting goods store  
   can display the jersey on the screen next to the rest of  
   the team gear.

• A chain store can display sunscreen in areas that 
   have warm weather and shovels where it is snowing.

• A surf shop can tell customers the tide schedule for  
   their community.

• If people in one of your regions are talking about the    
   local sports team, harness that excitement and display   
   complementary products. Will it be cold during the big   
   game? Display cold-weather gear.
 

HAVING GOOD CONTENT  
CAN DRIVE UP TO A  

33% 
SALES
INCREASE. 

- DIGITAL SIGNAGE TODAY
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Retailers who develop a strong in-store experience that 
builds on their online presence, offering customers the 
dynamic content they can find in your digital space, 
will build sales. Understanding your customer journey 
and maximizing the effectiveness of digital displays 
with engaging and local content are key elements to 
revolutionizing the retail experience for everyone who 
walks in the door. 

conclusion: 
How to Use  
Interactive Display 
Systems to Improve  
Your Retail Experience
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Additional Reading
If you’re interested in learning more about interactive 
display systems, please consider reviewing the following 
resources, available at vyasystems.com/resources:

TIPS ON USING INTERACTIVE DISPLAYS 
Read this tip sheet for ideas on how to elevate your  
in-store experience using interactive displays.

INTERACTIVE DISPLAY SYSTEMS-  
HOW IT WORKS
An infographic explaining how retailers use interactive 
display systems to localize in-store marketing and  
increase sales. 

LOCAL MARKETING: BLOG POSTS
The Vya blog includes posts with tips on localizing your 
marketing and how to improve your in-store experience. 

LEARN MORE:  

For additional information and  
insight on interactive display  
systems powered by Vya, visit :   
http://www.vyasystems.com/
systems/interactive-display-
systems/

If you have a question not covered 
in this white paper or additional 
resources, or would like to talk with 
someone at Vya, please call us at  
+1-800-426-7921 or email us at 
sales@vyasystems.com. 


