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It’s a sign of the future. 
And the future of signs.
LEARN MORE ON PAGE 3 >
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TO MAXIMIZE
DIGITAL SIGNAGE

digital place-
based media 
Reach your elusive 
demographics

Mobile
integration
Connect your 
customers
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CHALLenGes

The benefi ts of 
customer engagement

Interacting with customers is what it’s all about. 
The phrase “delivering the right message, at the right 
time, in the right medium” has never been more apropos 
than in today’s communications environment.

A
udiences demand 
engagement and 
expect to receive 
information how 
they want it, when 
they want it. 

T e c h n o l o g y 
growth has drastically altered the 
way customers and businesses inte-
ract and influence one another. 
These advances in how customers 
receive information require compa-
nies to think diff erently and evolve 
as technology evolves—a function 
customer engagement tools have 
provided venues for years.

Whether it’s self-service and digi-
tal signage, or mobile, kiosks and 
digital-out-of-home (DOOH), custo-
mer engagement technology boasts 
a range of benefi ts, including:

■ Delivering tailored messages 
within environments allowing 
immediate action 
■ Empowering customers to take 
action on their time, in their prefer-
red methods
■ Improving customer experiences 
and safety measures
■ Reducing wait times
■ Increasing brand and product loy-
alty as well as revenue generation.

How it works
Off ering everything from interac-
tive experiences to the unique deliv-
ery of targeted, quality content, these 
tools enable advertisers and venues 
to pull consumers into a brand. They 
deepen the connection between con-
sumers and brands, off ering market-
ers a new path to reach their target 

audience. By combining technolo-
gies such as digital signage, interac-
tive touch screens, and mobile inte-
gration, venues can leverage their 
strengths and create an even more 
memorable interaction, motivate 
return visits, and increase ROI. But 
it’s not just the technology that mat-
ters; it’s the content being delivered. 
Content may vary based on your 
venue and audience, but the need to 
entertain and engage with that con-
tent is crucial.

Engaging a customer with rele-
vant content and a meaningful 
vehicle is proven to elicit action. The 
challenge for venues and brands 
alike is to understand more clearly 
why certain content works best, and 
what their specifi c audience will 
respond to best. 

Lawrence Dvorchik
General Manager,
Customer engagement technology World

“Animated digital 
content attracted 
fi ve times the 
number of viewers 
and eight times 
the viewer-
seconds versus the 
equivalent static 
posters.”

pAGe 4

The state of the industry p. 6
the dpAA shares its fi ndings about
digital place-based media.

Mobile integration p. 7
Seven ways to converge digital
signage and mobile.
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Jose Avalos
intel’s Anonymous 
Video Analytics 
show just how 
effective digital 
signage is.

Content Management 
Software delivers the 
inherent benefits of
dynamic digital signage.

In its simplest form, it recognizes, 
authors and manages content and 
data, it designates when and where 
content will play out and manages 
the playout and reporting of content.

While the wide range of software 
tools available all off er the same 
basic capabilities, most off er featu-
res that allow greater signage net-

work functionality, ease of use and 
lower costs of operations. 

Some are off ered through purchase 
of a license while others are off e-
red as “Software as a Service” (SaaS), 
bundled with network operations, 
playlist updating or other services. 
Additionally, software is provided 
in several ways including directly 
from the software producer or their 
agents, such as AV/IT Integrators.

The Digital Screenmedia Associ-
ation has recently released the 2nd 
edition of its Software Report, pro-

viding information on 140 software 
tools. The report includes an automa-
tic selection tool which lists software 
that meets user-defi ned selection cri-
teria. While as many as 350 software 
packages exist, about 20 of these are 
used to drive 90 percent of displays. 

The selection of software is based 
primarily on the way that the dyna-
mic signage will achieve commu-
nications, marketing and business 
goals. The sources, varying formats 
and playout criteria of content are 
defi ning elements, followed by the 

operating environment and planned 
scope of the digital signage system. 

Since software capability is a criti-
cal success factor and changing the 
software platform during the life of 
the network is cumbersome and dis-
ruptive, end users typically select 
software to allow reliable, available, 
scalable (RAS-able) growth with a 
focus on minimizing possible opera-
ting complexity and costs.

LyLe bunn

software: The secret sauce of digital signage

We reCOmmenD

eXPerT, objecTive ProjecT
consuLTinG and educaTion

www.LyleBunn.com

At Customer Engagement Tech-
nology World (www.cetworld.
com) November 10-11, 2010 in 
New York you can learn customer 
engagement technology best prac-
tices and strategies from adver-
tising to content development to 
multi-channel integration.

ContextMedia’s Diabetes 
Health Network (DHN) 
educates over a million 
patients each month via 
digital displays in over 700 
diabetes clinics in the US, 
and is growing.

The commercial success of this digi-
tal signage enterprise is based on the 
single revenue source: advertising, 
and allows ContextMedia to fund 
network expansion through rein-
vesting its profi ts.

DHN is the only digital signage 
network dedicated to educating dia-
betes patients while they are wait-
ing to see a doctor. Rishi Shah, foun-

der and CEO of ContextMedia says: 
“The network uniquely combines 
a highly engaged target audience 
with proximity to point-of-care and 
a national scale, which makes it att-
ractive to diabetes-related product 
manufacturers.”

The programming features a 
30-minute loop containing 22 minu-
tes of diabetes-specifi c video content 
and eight minutes of relevant ads. 
The doctor’s name and other prac-
tice info are displayed on the side of 
the screen during educational clips, 
adding a personal touch to the mes-
sage. The ticker at the bottom deli-
vers the latest news from the fi eld. 
The ads, however, are always played 

on full screen. 
Independent research fi rm IMS 

has established impressive degrees 
of sales increases resulting from 
advertising on ContextMedia’s net-
work. The return on advertising 
investment (ROI) on DHN fl uctua-
tes between 4:1 and 9:1, depending 
on the category and product. “Being 
equipped with these hard numbers 
from past campaigns makes it much 
easier for us to convince new adverti-
sers,” explains Mr. Shah. 

Seventy-five percent of clients 
who try running campaigns on DHN 
become regular advertisers upon 
evaluating their own ROI. The cur-
rent client roster consists for the 

most part of those on the list of top 20 
pharmaceuticals. 

“For network management, Con-
textMedia uses BroadSign’s digital 
signage software platform which fi ts 
our business model, content require-
ments, operations concept and rapid 
expansion schedule” says Mr. Shah. 

Following the success of the four-
year-old business, ContextMedia is 
planning to diversify and use the 
winning digital signage model in 
other therapeutic fi elds.

Pharmaceuticals get direct ROI from ads 
on Diabetes Health network’s screens

 nurLan urazbaev

director, Market and Media intelligence, 

broadSign international inc.

editorial@mediaplanet.com
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Say goodbye to the static sign. 

And say hello to something that can not only be seen,
but also touched and experienced.

Introducing Intel® Core™ processor-based digital 
signage solutions.

With advanced features like interactivity, rich media 
and high-de nition graphics, it’s an innovative medium 
that engages customers in a whole new way. 

Watch it change traditional advertising right before 
your eyes.

Learn more at intel.com/go/digitalsignage

Say hello to the newest
advertising medium.

It might just say hello back.
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InsPIRATIOn

Our industry 
leaders can agree 
on one thing—that 
digital signage is 
quantifi able, and 
can be deployed 
with robust metrics 
and accountability/
ROI analysis.

Here’s what some of 
them have to say: 

“Advertisers are becoming 
increasingly demanding of 

reliable metrics and proof of per-
formance on their DOOH cam-
paigns. It is no longer enough to 
say that an ad ran. If you cannot 
provide those metrics, you are at 
a competitive disadvantage to 
someone who can.” 

Jean-Luc Decaux

Co-Chief executive Offi cer of

JCDecaux, north America

“Digital signage is a way for 
retailers to provide more 

interactive and meaningful cus-
tomer experiences. What anony-
mous video analytics does incre-
mentally, is provide retailers with 
a tool set that delivers real-time, 
actionable data, enabling quicker 
marketing, messaging and busi-
ness decisions.” 

Raymond Carlin

VP, retail store solutions, hP

“AVA is a tremendous driv-
ing technology—not only for 

networks to provide value to their 
customers— but also to the adver-
tisers to use as a tool to standardize 
and automate their analytics. They 
can replace previously disparate 
data that they collected from third 
parties, on a very manual basis.”

ashley Flaska

VP marketing, neC Display solutions

“It seems archaic and cost 
prohibitive to have some-

one standing there with a pen and 
pencil counting bodies—espe-
cially for technology companies 
like us—it seems like a no brainer 
to adopt AVA technology.”

Pierre Richer

President & COO, neC Display solutions 

“We work with both network 
operators and brand adver-

tisers, but in both cases, metrics 
and accountability are always 
part of the equation. Integration 
to POS is becoming increasingly a 
focal point of our deployments, as 
are mobile and social media com-
ponents.”

Denise MacDonell

General manager, Digital signage

Division, harris Corp.

“The adoption of this new 
high-defi nition digital sig-

nage has greatly exceeded our 
expectations in terms of driving 
awareness and sales for our retail-
ers, restaurants, clubs, and enter-
tainment shows. More impor-
tantly, our guests have told us 
that the combination of highly 
creative selling messages and the 
overall resort lifestyle messaging 
actually enhances their on-prop-
erty experience.”

Scott Messinger

Vice President, brand marketing,

the Venetian & Palazzo resorts

Intel shares its learning
about digital signage metrics

OASIS IN THE DESERT
The Venetian and Palazzo’s 
digital signage improves 
customer experience, says 
Scott Messinger.
PHOTO: PRIVATE

“They” are Digital Signs—one of the 
most signifi cant new ways to com-
municate, inform and advertise to 
people when they are not at work 
or at home. Low cost fl at panel dis-
plays, fast communications net-
works, computer-generated graph-
ics and increasingly sophisticated 
microprocessors and media players 
are fueling the growth of digital sig-
nage. They are even popping up in 
the work place. As an example, at my 
Intel building, we have two remotely 
managed digital signs in the lobby 
and four in the cafeteria.

In many cases, digital signs are 
replacing traditional “static” dis-
plays of printed posters—the tradi-
tional form of outdoor advertising. 
Digital off ers a number of advanta-
ges: the opportunity to display dyna-
mic, moving images, and the ability 
to quickly change the creative based 
on time of day, new promotions, or 
even based on Anonymous Video 
Analytics (AVA) audience metrics. 
There are over two million digital 
signs installed around the world, fue-
ling an industry that is already well 
into the billions of dollars.

Digital signage and advertising
Digital signage can serve a wide 
array of functions. For retailers, dig-
ital signage enhances the customer 
experience in the store while pro-
viding an opportunity to increase 
brand awareness while also increas-
ing sales. For a public facility, such 
as an airport, it’s a way to keep peo-
ple informed. Hotels rely on digital 
signage to direct guests to meetings 
and services. In many cases, the digi-
tal signs have been installed by com-
panies or “network operators” who—
like broadcasters and publishers—
expect to support the content with 
advertising revenue.

A number of major advertisers 
in automobiles, fi nancial services, 
pharmaceuticals and other indu-
stries have begun to allocate a por-
tion of their marketing budgets to 
“Digital Out of Home” or DOOH—
as digital signage is known in the 
advertising business. But in order 
to increase its share of the over-
all advertising dollars, DOOH needs 
metrics. Before they will commit 
signifi cant dollars to DOOH ad cam-
paigns, advertisers want proof that 
their ads played WHERE they were 
told they would, WHEN they played, 
HOW often, WHO watched them 
and for how long, etc. Advertisers 

are accustomed to getting this kind 
of data for radio, TV and print publi-
cations via third party auditing and 
research services. Now they expect 
the same for DOOH.

Last year, OVAB (Outdoor Video 
Advertising Bureau) recently 
renamed Digital Place-based Adverti-
sing Association (DPAA) has put out 
the newest industry set of metrics 
around three elements: Presence, 
Notice and Dwell time. They have 
been encouraging its members and 
the industry at large to adopt these 
metrics as “the standard” as to make 
the buying and selling of ads on 
DOOH networks easier, more consis-
tent and accountable. The AVA tech-
nology available from Intel can build 
upon these metrics and defi nitively 
show proof of performance—making 
the whole industry far more accoun-
table than ever. 

DOOH—Going beyond
traditional metrics
One of the dynamic aspects of DOOH 
is its ability to go beyond traditional 
viewership metrics. Because it can be 
located so close to the point-of-sale, 
and because it is a quick process to 
change the creative on a digital sign, 
advertisers can also get a quick read 
on what’s working: when did sales 
rise for a particular item and what 
ad was playing. Anonymous Video 
Analytics (using a monitor mounted 
to the screen and facial recognition 
software)—compliant with emerg-
ing digital signage industry stan-
dards—makes it possible to provide 
actual audience measurement data: 
how many watched, for how long, 
gender, age, time of day, etc., while 
still protecting the privacy and iden-
tity of the end-user. Marketers can 
also test scenarios where the creative 
is changed based on who is viewing 
the ad: male or female, a teenager or 

a senior citizen, a group of people or 
someone standing alone.

Intel trial
To help the industry gain a better 
understanding of these and other 
capabilities that are now possible 
with digital signage, Intel recently 
conducted a trial that took place in 
the most highly traffi  cked and var-
ied areas of both The Palazzo and The 
Venetian resorts in Las Vegas, which 
comprise the largest Triple AAA 
5-Diamond Resort in the world. Their 
daily traffi  c exceeds 50,000 a day per 
average, and well over 20 million peo-
ple visit this property each year.

The trial took place over a series of 
phases using multiple signs instal-
led in strategic locations within the 
resort:
■ Half were dynamic, digital signs—
the creative consisted of dynamic, 
moving images.
■ The other half were traditional 
static signs—the creative consisted 
of traditional print posters.

In addition, both the dynamic and 
static signs were equipped with digi-
tal video monitors collecting real 
time data on viewership, such as 
dwell time and gender breakdown of 
the viewers. The goal of this Phase 1 
deployment was to gather informa-
tion on the audience notice, engage-
ment and sales lift of the static vs. the 
dynamic signs.

Our objectives and results
The initial objective of the trial 
was to measure audience metrics 
for dynamic digital signage ver-
sus equivalent static posters using 
Anonymous Video Analytics (AVA). 

A café, restaurant and a themed 
bar within the resort complex ran 
promotions on the digital signage 
displays and found that more con-
sumers visited their establishments 

as a result of the dynamic DS sig-
nage than the static. Apparently, the 
movement and engaging message 
intrigued them enough to act on the 
promotional retail off ers displayed 
and visit these retailers.

Our conclusions were as follows:
■ Animated digital content attrac-
ted 5 times the number of viewers 
and 8 times the viewer-seconds ver-
sus the equivalent static posters.
■ AVA proved to be a reliable and 
accurate quantitative measurement 
tool vs. traditional qualitative digital 
signage audience metrics currently 
used in mall/retail settings, provi-
ding an automated and consistent 
system to obtain audience measure-
ment data.
■ AVA can serve as an operational 
and qualitative market research tool 
for digital signage networks to ena-
ble intelligent content distribution 
based on accurate viewership data.

Based on our industry research 
and observations, we think you will 
experience more of the following in 
the future:
■ Point-of-sale integration: Lin-
king the creative that appears on 
digital signs with the actual receipts 
at the POS provides dramatic proof 
of ROI. 
■ Mobile/social interaction to 
DS: Signage capturing the opt-in 
data from interested buyers so that 
customers can see messaging on a 
digital sign and interact via their 
mobile, providing data about them-
selves in return for off ers. 
■ One-on-one interactive 
signs: Enabling one-on-one or small 
group interaction with interactive 
signs and kiosks buy. 
■ Anonymous video analy-
tics: Will become increasingly 
important to advertisers and mar-
keters in their quest for measure-
ment, analytics and quantitative 
data. This data will allow the indu-
stry to create a “common currency” 
that enables advertisers to evaluate 
their purchases in digital signage 
against other mediums, much like 
the CPM’s of yesterday.

Intel is actively working to deliver 
intelligent digital signage solutions 
with integrated AVA technology that 
enable and support the above men-
tion trends. 

Stay tuned for much more noise 
coming from this industry—it’s hot, 
it’s growing and it’s here to stay!

leADer-tO-leADer

You see them in big stores and shopping malls. They are at the airport, when you are 
running to catch a train, riding in an elevator or sitting in the backseat of a taxi. Walk into any 
hotel and you are likely to fi nd at least one in the lobby or in the student center at your local 
college. They help you pass the time waiting in a doctor’s o�  ce or standing in line at the bank.

TARGETED MESSAGING. Animated digital content attracted five times the number of 
viewers and eight times the viewer-seconds versus the equivalent static posters.

PHOTO: PRIVATE

 jose a. avaLos

director, Retail & digital Signage,

intel Corporation
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PAneL OF eXPeRTs

Question 1:
How is your organization 
shaping the development of 
the digital signage industry?

Question 2:
What is the most common 
incorrect assumption about 
Digital Place-Based Media?

Question 3:
How can digital signage 
improve customer 
experience?

Richard Fisher
President and CeO, Premier 
retail networks, Inc. (Prn)

David Drain
executive Director, Digital 
screenmedia Assocation

Jose A. Avalos
Director, retail & Digital 
signage, Intel Corporation

We are making significant investments 
across the industry, from Proof Of Concepts 
that articulate advanced end-user/consumer 
usage models, to hardware standards for high 
quality and reliability players, to Field Trials 
that demonstrate the value of Intel’s Remote 
Management and Anonymous Video Analytics 
(AVA) technologies. 
Our objective is to help accelerate the adop-
tion and growth of digital signage across the 
board. By making these technologies more 
available, scalable, standardized and accoun-
table, we help lower TCO and improved ROI/
ROO for retailers, network operators, system 
integrators and the ecosystem at large.

We’re placing significant emphasis on 
enhancing the consumer experience, not just 
on providing the best technology.  Our stra-
tegy from the onset has been to work with 
our venue owners and other stakeholders to 
understand their business objectives and cre-
ate, via the right programming and the right 
technology, the optimal consumer experience 
for each screen.  Our proprietary network plat-
forms are designed to support these objectives 
through a fl exible, scalable, open-architecture 
solution, which through a campaign-based 
interface, enables implementation of a pro-
gramming strategy for each venue and each 
screen. 

First, it’s about education. If you don’t 
understand something, you won’t buy it. So 
we are conducting free webinars and publis-
hing white papers, best practices and reports 
to help people make an informed decision. 
Second, it’s about promotion. This publication 
accomplishes both.

That ROI/ROO is not measurable in DPBM 
networks. With AVA technology, integrated 
with POS sales data, there is no better way of 
eff ectively providing audience metrics, proof 
of play, proof of performance and sales lift. No 
other media delivers that level of accountabi-
lity and cause and eff ect. To prove this point, 
retailers are now using these DPBM technolo-
gies to make decisions on merchandising and 
store design decisions.

That an effective DPBM network evol-
ves solely from a technology-centric view-
point.  Once installed, digital signage solutions 
become networks that must be operated effi  -
ciently and eff ectively over the long term.  Our 
networks are not just about installing screens 
and hardware, but about creating an eff ective, 
sustainable brand and consumer experience.  
Our solutions are designed to be campaign-
centric with operational ease, expertise and 
support that address the nuances necessary to 
consistently deliver, day-in and day-out, a posi-
tive experience at any given time for any given 
screen and location. 

That if I place a couple of screens in a few 
locations, national advertisers will want to 
buy time on those screens. Now, if we are 
talking about Times Square, it’s a diff erent 
story. But if you have one screen in fi ve cafes, 
you shouldn’t bother going after national 
brands, but rather look to local advertisers that 
make sense in that location.

Intelligent DS with integrated AVA can 
greatly improve the customer experience by 
providing relevant and targeted content, uni-
que engagement options as well as adverti-
sing and promotions at the point of sale, point 
of wait or point of transit. Additionally, hand 
held device connectivity can provide a 1:1 end-
user experience that can support way fi nding, 
social networking, price matching, coupons 
and real time transactions to consumers at 
the point of sale. It allows today’s savvy and 
technologically oriented consumer to engage, 
communicate and transact how, when and 
where they wish to… the secret to achieving 
preferred brand status.

It’s All about ME[dia].  A consumer’s mind-
set is radically diff erent when browsing ais-
les, when waiting in a checkout line, or while 
dining, and dwell times and demographics 
vary dramatically.  This means DPBM provi-
ders must invest in the research and original 
content creation designed to maximize custo-
mer experience and engagement.  Keeping a 
network continually fresh, new and relevant 
requires strategic programming and engaging 
content.  We excel at this:  the average brand 
recall across our networks is typically more 
than twice that of network television.  An 
Engaging Network = Improved Experience = 
Brand / Destination Loyalty.

First, it can remove the clutter of a bunch of 
signs and give a more modern feel. Second, 
people are attracted to moving images so digi-
tal signage creates excitement and interest. 
Third, it can be updated in real time.

November 10-11, 2010 • New York, NY
Download the complete conference brochure and register today at www.cetworld.com

Gold Sponsor:

Platinum Sponsors:

Complete updated event information and downloadable conference brochure at www.cetworld.com

Visit www.cetworld.com and use Source Code CETW31DX to see if you 
qualify for free conference registration.
 See www.cetworld.com/register.asp for complete details. 
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Visit www.cetworld/register.asp for complete qualification details.  Email us at info@jdevents.com with any questions.
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Digital shopper marketing 
technology, especially 
shopper-facing dynamic 
display, is one of the drivers 
of this change. 

DS-IQ pioneered the technologies 
that power digital shopper media. 
The company works with major re-
tailers and consumer packaged 
goods companies. DS-IQ notes three 
emerging developments in in-store 
digital screen media.

In-store digital media 
increasingly close the sale
on the path to purchase
Advertisers are now able to acti-
vate the last step on the path to 
purchase in breakthrough ways. 
DS-IQ’s intelligent software maxi-
mizes the eff ectiveness of network 
inventory by scheduling the right 
campaigns and content on the 
right screens and times to reach 
the right shoppers. It can adapt 
schedules mid-campaign based 
on purchase response or other fac-
tors. For example, the fi rm was able 
to increase sales lift from an in-
store seasonal campaign nearly 40 
percent this summer by optimiz-
ing the products that were aired 
by time and place. And this winter, 
DS-IQ will trigger campaigns local-

ly based on temperature changes, 
such as the onset of cold weather.

Dynamic display improves 
the effectiveness of multi-
channel communications
Integrating customer-facing dis-
plays with mobile programs has 
been proven eff ective at retail. A 
DS-IQ enabled campaign inform-
ing shoppers of information they 
could receive via an existing SMS 
program increased opt-in over 3X to 
that program. This capability is be-
ing employed on DS-IQ’s systems to 

get new brand use occasions such as 
recipes and rich product informa-
tion in the hands of shoppers.

“There can be powerful synergies 
and interactions between the lar-
ge in-store screens and individual 
mobile screens,” said Tom Opdycke, 
CEO of DS-IQ.

The ability to achieve positive 
results is advancing
In-store digital networks powered 
by DS-IQ are able to adapt to shop-
per behavior, local conditions, and 
other factors that infl uence pur-
chase. Both technology and best 
practices continue to advance, 
driving improvements in response 
across channels.

“Every day our systems are ma-
king smart decisions on critical 
campaign management factors 
such as product selection, channel, 
airtime allocation, and timing of 
campaigns throughout the week,” 
said Opdycke. “Put simply, we are 
in a position to engineer better net-
work  results and positive outco-
mes for retailers and brands alike.”

Consumer behavior on path 
to purchase is changing

“there can 
be powerful 
synergies and 
interactions 
between the large 
in-store screens 
and individual 
mobile screens.”
Tom Opdycke
CeO, Ds-IQ

NETWORK PROFILE

Premier Retail Networks, Inc. (PRN)
provides digital place-based media
services that enable retailers and
marketers to reach consumers in 10,000+ 
locations in the U.S. and Mexico.

PRN works with leading retailers, 

advertisers, content and technol-

ogy companies to create and deliver 

place-based media that engages and 

motivates consumers where they 

shop, eat and socialize. PRN’s retail 

customers include Acme Markets, 

Albertsons, Associated Food Stores, 

BJ’s Wholesale Club, Costco, Jewel-

Osco, Meijer, Pathmark, Sam’s Club, 

Shaw’s, ShopRite, Star Market, 

Target, Walmart Stores and Walmart 

Natalie Egleston
415-808-3517
natalie_egleston@prn.com
Ref: USAToday112011

Mexico. Through advertising sales re-

lationships with Retail Entertainment 

Design and indoorDIRECT, PRN also 

represents the in-venue networks lo-

cated in Fred Meyer and Fry’s Market-

place retail stores, and in a number 

of leading quick service restaurants. 

PRN’s programming alliances include 

major television networks and other 

media properties, as well as movie 

studios, record labels, magazine and 

newspaper publishers.
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Introducing Intel® processor-based retail solutions. 
With advanced features like user interaction, 
powerful graphics and mobile device connectivity, 
they’re making the shopping experience more 
intelligent than ever before. It’s retail, reinvented.

Learn more at intel.com/go/ic

The point of sale.
It’s about to become a point of difference.
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