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To attract new high-caliber employees, companies 
tend to offer attractive salaries. But this is not the 
only lever for action!

Attracting the best to the company

The hotel customer experience 
still has work to do

Hotels are increasingly equipping themselves 
with technological equipment to allow guests to 
communicate and to improve user experience.

In their minds, it’s a matter of being equipped to 
present the communication arsenal to millennials 
that will please them. 

The approach is commendable, but these are 
lofty concerns! 

We would simply like to insist on two points that 
are often overlooked and yet jump out to any-
one who manages to really put themselves in the 
customers’ shoes: simplicity of use and effective-
ness of the available arsenal of technology.

The search for effective collaborative work certainly 
is at the forefront of technological meeting room 
equipment investment. 
So we are focusing on visual sharing, in smaller 
rooms than in the past. Indeed, huddle rooms that 
can hold two to six people are popular in business.

Little rooms and great data sharing!
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Digital Signage Combating Turnover

About 55 million meetings are held every day, and at least half of them accomplish 
little. Imagine the time, the productivity and ultimately the money, that is wasted. 
Steven Rogelberg, who is the author of “The Surprising Science of Meetings: How 
You Can Lead Your Team to Peak Performance”», has ideas for improving the 
situation.

Meetings shredded by psychological analysis

Digital signage works wonders in stores
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The Evidence is Clear  
Delivering a better Customer Experience

The transformation from onsite to online simultaneous translation 
is irreversible.
Ten years ago, internet interpreters were mainly used to 
support conference calls between companies and international 
organisations.

Online simultaneous translation: the ideal solution to 
leverage international business growth 
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The ABC’s of Successful Meeting Communication

In the past, meetings were mainly held in 
large dedicated rooms. Coziness was not 
their strength, and they were both imperso-

nal and bombastic. New trends have changed 
this. 

They are now focused on the everyday 
work

Today, the most popular rooms are “huddle 
rooms”, those small spaces that can accom-
modate from two to about six people. They are 
spreading like mushrooms in businesses of all 
sizes. These rooms are not booked in advance 
but are put into use as soon as necessary, “on 
the fly”.
Experience shows that huddle rooms lead 
to more productivity and sociability. There is 
a maximum amount of collaboration and the 
teams feel more united.
This doesn’t mean that large rooms have sud-
denly become useless. They are still used for 
dissemination of information, bringing together, 
for example, shareholders when presenting the 
balance sheet.
Huddle rooms are focused on everyday work 
and encourage collaborative work. 
For this purpose, they are more and more be-
ing equipped with productivity equipment such 
as videoconferencing and interactive white-

boards, for example.

The right tool is the one that gets used!

As a general rule, the right tools will always 
be those that are used frequently. Equipment 
that accomplishes “eso-
teric” things that will only 
be used once or twice a 
year and takes up space 
should not be invested 
in. 
This is why instruments 
that will help share in-
formation and ideas are 
what should be favored 
in huddle rooms. Video-
conferencing installa-
tions, equipped with an 
interactive whiteboard, 
not only make it possible 
to work within the group 
present in the huddle 
room, but also allow ex-
ternal teams (on the road, for example) to be 
aware of the information, take part and distrib-
ute their own documents.
They therefore take into account an increasing-
ly widespread phenomenon: the increasing dis-
persion of the workforce! Everyone, outside the 

company, must be able to join a “huddle room” 
meeting and put their stone in the building, 
while being supported by image and sound. 
The goal is for the WHOLE team to come to-
gether in the same space, with no one being 
excluded.

For this to happen requires both adequate 
equipment AND the right software. Each case is 
a special case that must be treated as unique. 
Hence the need to study collaborators’ needs 
beforehand to provide them with real effective 
communication solutions.

In a meeting room, we collaborate! To do this, there is a wide range of new video and productivity 

tools available to boost your profitability!

When Google Preaches the Right Words!

You should be aware that two Google 
teams out of five consist of employees 
who work in different locations.

Getting acquainted informally!

To work well, this requires perfect coordination 
and, of course, the use of videoconferencing. 
The director of Google’s People Innovation 
Lab, Veronica Gilrane, wanted to find out more 
about the productivity and effectiveness of the 
Google team model.

So she surveyed 5600 Google employees and 
organized discussion groups. In the end, she 
made recommendations, many of which relate 
to the creation of a “videoconferencing culture”.
For one thing, employees in different locations 
will obviously not meet in the corridors or by 
the coffee machine! Under these conditions, it 
is clearly more difficult to establish interperson-
al relationships.

This type of link has to be created, however, 
and it will be done in meetings: instead of diving 
straight into the agenda, Google recommends 
beginning the session with a simple question 
like, “What did you do over the weekend?”. This 
is chatter that might seem unnecessary, but al-

lows distributed employees to create links and 
get to know each other more informally.
This will be the manager’s task, because he 
has to lead by example. 

The delicate problem of time zones

In addition, it is advisable to arrive for meetings 
a bit early to allow some extra time to discuss 
topics that are not work-related.
Google is obviously very familiar with the prob-
lem of different time zones. The time difference 

is often considerable. A person in Asia may 
have to get up at an impossible time to attend 
a meeting with his colleagues in the United 
States… and someone in San Francisco may 

have to stay at work very late.
Depending on the size of the team and the 
physical place of work of employees, it might 
be impossible to set a time that is within each 
person’s working hours. In this case, if the team 
has to meet on a regular basis, Google recom-
mends changing the meeting time every week. 
In this way the most inconvenienced people will 
not always be the same ones.

These days we know how to use microphones 
while videoconferencing – they are muted while 
not speaking, to minimize the background 
noise. A camera can also be turned off while 
carrying out a momentary activity that could be 
disruptive.

However, when doing this, participants cannot 
see that you are involved in the meeting. Goog-
le and Gilrane recommend activating the micro-
phone to make encouragements like “mmm”, 
“that’s a good idea”, etc. 

It is also recommended to use body language: 
nod your head when you like an idea, uncross 
your arms, don’t slump in your chair and sit up 
straight to show that you are listening.
Of course, laptops will be closed to show the 
attention being paid to the meeting.

Google is a giant, with offices in more than 50 countries, and its 10,000 employees are spread 

across more than 150 cities. 
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The Collaboration Equipment Will Start to Work… As if by Magic!

But in practice, sometimes there is a long 
way to go! It takes courage to emphasize 
that in these times when the marketing 

specialists decide that optimism must prevail at 
all costs, there are many companies where it 
must be said that “Collaboration” is missing!

The layout of the premises can be a 
hindrance

One important observation, however, is that 
when collaboration falters, it’s not technology 
that is to blame.
What has to be understood is that technolo-
gy is not a magic wand that radically changes 
things without the need to think before installing 
it. Good technology poorly installed and posi-
tioned is more a hindrance than a help for col-
laboration.
So a meeting room can be poorly designed 
to host an interactive screen. Just imagine a 
large, elongated room with a long table and a 
screen at the end. The layout of the premises 
discourages use of the technology, because it 
is necessary to push past participants in order 
to, with difficulty, sit in front of the screen and 
take advantage of its functions.
In the process, the basic rule of this type of fa-

cility is ignored, whereby everyone must have 
easy access to the screen which is openly 
accessible from any seat. It is clear that the 
“lounge mode” arrangement is the best.

The deplorable lack of trust

Another common pitfall is the state of mind of 
the meetings, their “habits and customs”. Too 
often, information is distilled hierarchically, from 
the top down, and no collaborator would dare 

to intervene to oppose the slightest 
counter-argument or comment in-
tended to nuance the words of “the 
chief”. There is a lack of trust.
Think about your personal experi-
ence: everyone has had the situa-
tion where participants are asked 
to share their opinions and there is 
a long and heavy silence. So do the 
participants have nothing to say? 
Not at all, just refer to the discus-
sions that take place aside after the 
meeting. People discuss openly and 
exchange the various reasons that 
made them think that the decisions 
made will not work!
Several specialist commentators 
have talked about the “second meet-

ing” that are the real moments of truth.
We see and understand that the tree of technol-
ogy hides the forest of the “culture” of business 
meetings.
There’s no need to spend a lot of money, which 
would not address this handicap. 
When the room is suited to the technology, 
when the states of mind are in sync, the col-
laboration equipment will start to work… as if 
by magic!

The word “Collaboration” showers us, in all flavors. To hear the marketing promises, increased profitability 

is guaranteed and teams are more united then ever! You just have to be set up with the right equipment 

and the die is cast!

Attracting the best to the company

As we know, young recruits 
pay special attention to the 
atmosphere and the physi-

cal workstation where they go to 
work.

Both configurations at the 
same time!

This was true in the past, but this trend 
became much more pronounced with 
the arrival of the millennials. The fi-
gures speak for themselves: almost 
80% of them say the layout and de-
sign of the office influences them 
(study conducted by IPSOS in 2017).
What on earth is to be done? As you 
can guess, aspirations differ. Some 
prefer an open concept while others 
want personal space and privacy. 

In fact, you have to be able to offer 
both configurations by opting for 
workspaces that are flexible and 
combine “openness” and “priva-
cy”.
A good method is to invite the best 
candidates to share a workday with 
one of your current employees. This 
scenario will allow them to explore 

the processes in the real world, as 
well as to ask any questions they 
consider relevant. At the same time, it 
will allow them to imagine themselves 
in a similar workspace.

Having done this, it will be a matter of 
asking these candidates about their 
preferred work style and workspace. 
There are plenty of questions: are 
they looking for mobility (laptop)? Do 
they prefer sitting down or standing? 
Do they need multiple monitors? Etc.

A specific framework for each 
person

After these scenarios and questions, 
you can easily determine each per-
son’s specific work environment, re-
membering that an employee should 
never be confined in the same place 
all day long – monotony is the worst 
enemy of profitability! There must be 
a variety of different, possible working 
spaces. For example, the employee 
may at one point want to be alone in 
a private place, while at another time 
he will opt to meet in a small group to 
“discuss the matter” in a huddle room. 

We also know that employees love to 
personalize their workstations (pic-
tures, personal objects that empha-
size their style). But they are often 
not offered the choice of work chair. 
However, it has been proven that an 
uncomfortable work chair has a very 
negative influence on the work done. 
Good work chair ergonomics will eli-
minate back problems and other 
chronic pain. In addition, leaving the 
choice of this chair to the employee 
will lead them to feel valued from the 
start.

Everything must be implemented to 
avoid a high rate of turnover. Em-
ployees who stay are by definition 
happy workers! As far as possible, 
specialists advise recreating at-
mospheres that are close to that in 
people’s homes. Break room? Home 
kitchen atmosphere! Conference 
room? Bean bag chairs! 

These considerations can also be en-
riched and cross-checked by in-depth 
discussions on the subject with high-
performing colleagues. They will be 
happy to give their opinion. 

To attract new high-caliber employees, companies tend to offer attractive salaries. 

But this is not the only lever for action!
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Presenter or facilitator – are they incompatible?

It’s far from clear. Of course, there are dedi-
cated training courses that lead to facilitating 
public meetings. The following lines are no 

substitute for them, but only seek to trace cer-
tain avenues to follow and other general infor-
mation…

A variety of experts

Let’s say that our man’s task goes beyond sim-
ply facilitating and that it will also be a matter of 
choosing the people who will form part of the 
panel. He will have to keep in mind the fact that 
the panel must consist of experts, of course, 
but also that there has to be a variety of them. 
There’s nothing worse than people agreeing on 
everything! It’s also a matter of choosing them 
on the basis of the audience’s presumed ex-
pectation. In addition, these speakers must ob-
viously be at ease speaking in public and be 
good speakers. 
Then the preparatory work will begin: it will be 
a matter of immersing oneself in the subject to 
be discussed and of having a good knowledge 
before the debate of the opinions of the differ-
ent speakers. This is a very important point, be-
cause with this knowledge, when one or anoth-
er point is raised, the floor will be able to be 
given to the specialist best able to respond.
It will also be necessary to decide on the pan-

el’s physical presenta-
tion: either a table on the 
stage, a tablecloth and 
everyone seated behind 
it or seats in a semi-cir-
cle, for example.

Start, involve… and 
sometimes calm 
down!

Once the panel discus-
sion has begun, the dif-
ferent specialists will 
need to be presented 
briefly. Here it is neces-
sary to be both blunt and 
concise, and the summary has to be made in 
powerful sentences. Details will obviously be 
available on the internet site.

Then comes the start of the discussion. The 
starting questions must be written out before-
hand, and a general question on the topic can 
be used to start. After a while, the experts will 
be caught up in the discussion and it will no 
longer be necessary to question them to keep 
them moving forward.
Audience input is very important, and it is ad-

visable to respond at the time they are pre-
sented rather than waiting to the end, to avoid 
giving the impression of “rehashing”. The au-
dience will be involved using wireless micro-
phones brought by assistants. 

Sometimes the panel can get carried away: the 
experts speak at the same time, the audience 
overreacts. It is up to you to calm all these good 
people. And to go back to the old saying: to be 
heard, you must not speak at the same time as 
someone else. 

Is a good speaker a good facilitator of public meetings? Can he easily switch from being a speaker 

to being “Mr. Loyal” who directs, gives the floor, asks questions and at the end concludes?

Coworking Boosts Creativity

Why are they doing this? It could be 
imagined that their profitability is just 
as good… although they remain iso-

lated (at home, in the hotel, on the road, etc.). 
However, the fact is these people are REAL-
LY more effective when they work in a common 
shared environment!

More productive!

And this is not just 
an impression, it 
can be scientifically 
demonstrated that 
shared workspac-
es are more pro-
ductive. The cherry 
on the cake is that 
people who work in 
these places feel 
more fulfilled. 
The main reason is 
that coworking en-
ables the exchange 
of ideas, collabora-
tion and mutual as-
sistance.
Indeed, professionals working in coworking 
spaces learn from those with more experience 
and whose experience applies to another field. 

The experience acquired by the others is price-
less and worth its weight in gold, because ulti-
mately it means a significant reduction in the 
time required to achieve goals, and moreover 
it avoids sinking into known pitfalls, so it helps 
prevent making mistakes.
What also happens frequently is that specialists 

in another field that you work with take a fresh 
look at the work in progress and can there-
by open up avenues that you haven’t thought 

about. They are off the beaten track and prove 
to be very successful.

The certainty of getting the best job

Collaboration between workers can go fur-
ther. Sometimes a collaborator, a specialist in 

a field, “outsources” a job to some-
one (more specialized than him in 
the field) and then helps him when 
he has to do a job suited to his spe-
cialization.

The end client will in both cases 
have the certainty of getting the best 
performance of his work.

The atmosphere in a coworking 
space is incomparable with that 
which prevails in standard offices 
and there is obviously no required 
presence time – you can go there 
24/7! In addition, there is little or 
no gossip or jealousy. They are not 
coworkers in the traditional sense 
of the term! It could almost be said 
here they almost become friends.

It is also in the “joyful” side of these places that 
we must look for the reason why these spaces 
are developing extremely quickly.

More and more professionals are now working in “coworking” spaces. These are freelancers, 

remote employees and other independent professionals.
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The Ground Floor of Smart Buildings

What’s the difference between someone 
being smart and a skilled professional 
pointing out the obvious?

Suppose someone describes your work col-
league is smart. Would you immediately know 
their IQ? Would that person be smart about life 
as well as work? Would it be more about col-
lege smarts or “street smarts?”  Or about a high 
degree of emotional intelligence?

This is similar to our problem in talking about 
smart buildings: a building can be smart in 
many ways—it can be very smart in only one 
aspect (for example, energy), or intelligent only 
on the outside (parking, access, lighting and 
more) but less so on the inside. 

The history of building technology is the history 
of aggregating various specialties, lining up the 
proverbial “silos” so they contribute to the gen-
eral attractiveness and return-on-investment of 
a building. Heating and air conditioning, elec-
tricity, fire and safety, public address and emer-
gency warning, elevator, lighting… all these 
and more were technological fiefdoms working 
in parallel to one another despite their proxim-
ity in situ.

Along came the computer and the intelligent 
building was born—but in these early days, IT 
was just another silo, adding a data and voice 
silo into a building of many silos.

With the advent of internet and IP technologies, 
the digital transformation entered the building 
industry with the same potential used to trans-
form other industries such as music, photo, au-
dio, and publishing.

“Smart building” grew from the idea we could 
unite all the building functions under a single 
control with IP as an enabler. 

To a building owner or manager, a single dash-
board became the Holy Grail. It proved a hard-
er, longer process than we thought—and in 
general buildings have become smarter not as 
a whole, but in parts. What you see now is a 

range of different types of smart buildings, as 
not all the silos joined the IP “chain of com-
mand” at the same time—and not all owners 
invested in the same tech at the same time.

Just as we are reaching our dream in building 
control, we now face the additional impact of 
technologies such as Internet-of-Things, 5G 
mobile communications, edge computing, Big 
Data, augmented reality and artificial intelli-
gence.

Both inside and outside “the built environment” 
the smart building will grow smarter, much 
smarter.  If smart building itself was an actual 
building, you might say we’re still building the 
ground floor. It’s the beginning of smart build-
ings, which we describe more as an on-going 
journey than a destination.

For example, the Internet-of-Things will allow 
us a new layer of intelligence, where the smart 
info can be interpreted at the edge of the IP 
network (instead of relying on a central brain, 
info can be processed at the fingertips or toes). 
While 5G will enable us to share both data and 

results with impressive speed and bandwidth, 
the massive data about all aspects of the build-
ing we will capture will be too much for us to 
process without the analytics of Big Data soft-
ware.

Augmented reality may help us to turn that data 
into predictable info we can operate with. And 
artificial intelligence will allow the maximum 
amount of building automation, a new era of re-
al-time control that will make smart homes and 
smart buildings more comfortable, safer, more 
sustainable, and less expensive to operate.

Ironically, our drive to give buildings a better 
brain has also led to introspection, to ask our-
selves more questions about how we use build-
ings and how we should improve the occupant 
experience. 

Our rooms inside the building are already 
transforming into smart workplaces and smart 
homes with connected environments-- aware 
of their occupants, bringing personalized expe-
riences, with benefits of increased productivity, 
more collaboration (even remotely) and addi-

tional creativity.

As we move to the future, many vendors 
will try to re-frame “smart building” to their 
own commercial advantage. You may hear 
of “hyperintelligent buildings” (or even some 
who want to reintroduce “intelligent build-
ings” that history shows “smart” supersed-
ed). 

Yet it all describes a digital transformation 
for the building industry that suggests we 
are not content with being smart and smart-
er: we want to reach genius level, no mat-
ter how many floors above ground floor we 
must build.

Bob Snyder is Content Chairman of the 
annual pan-European SMART BUILDING 
CONFERENCE at ISE 2020 in Amsterdam 
on Feb. 10th and SMART WORKPLACE 
on Feb. 11th.

By Bob Snyder
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Online simultaneous translation: 
the ideal solution to leverage international business growth 

The transformation from onsite to online si-
multaneous translation is irreversible.

Ten years ago, internet interpreters were main-
ly used to support conference calls between 
companies and international organisations. 

Nowadays, classical over-the-phone interpret-
ing has been largely overtaken by interpret-
ing-over-IP.

Internet platforms have enabled the any-
time-anywhere deployment of interpreters via 
the cloud. In the case of meetings involving 
international audiences, however, it is key to 
share presentations, messages and content 
with a truly authentic feel. 

This is because of one single human reality: 
speakers best share their valuable insights in 
their own native language. Sharing authentic 
messages to reflect valuable insights and nu-
ances is the core mission of native interpreters.

In the past, onsite simultaneous translation 
was sometimes used as a last resort for per-
sons who were unable to speak global Eng-
lish and therefore often perceived as an added 

cost. Today, online in-
terpreting is a power-
ful instrument to boost 
participation - thereby 
bringing in real added 
value.
Online simultaneous 
translation is already 
discovered by the 
coaching and gaming 
industry, successfully 
multiplying their audi-
ences with vast num-
bers of participants 
participating from the 
convenience of their 
homes - without the in-
convenience and ex-
pense of travel and ac-
commodation.

The business world can benefit greatly from on-
line simultaneous translation as well. 
Today, it is possible to use online simultaneous 
interpreting for meetings between remote loca-
tions and participants. 
The underlying technology is streaming for 
large audiences or interactive real-time com-

munication between various locations and lan-
guages. In both scenarios, interpreters log on 
via the internet from a professional workplace 
(a hub) in their home country.

Global meeting planners can achieve rap-
id growth with interpreting from any location 
worldwide. Online interpreting is the ideal tool 
for organisations to place themselves on the 
world map today.

By Eric Bauwelinck, Language Consultant - Mastervoice nv

MastervoiceMastervoice
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Managing Remote Workers and… Trusting Them!

Companies have taken note of this, but 
managers sometimes worry that this 
way of collaborating is ultimately just 

a smokescreen to work less. In other words, 
there is a fear that profitability will drop.

The statistics support remote working

But this way of looking distrustfully at remote 
work is felt less than just a few years ago. 
Nonetheless, it still exists in many institutions 
and companies. If you have worked remote-
ly, you know very well that you get more work 
done than when you are in a traditional office. 
Already (and this is important), there is the time 
saved for the “home-workplace” commute, and 
this is a nice bundle of minutes each day.
Then the statistics plead in favor of remote 
work: many companies gain increased produc-
tivity by allowing their employees to work from 
home.
They are happier, more satisfied, they can 
manage the integration of work into their lives 
as they see fit, and they no longer grind their 
way through traffic jams.
Finally, working from home doesn’t mean say-
ing goodbye to the company! Most of the time 
(and this is requested by the remote workers 
themselves!), the employees return regularly to 
the company to exchange with their peers and 

discuss with their bosses.
Of course, remote working cannot flourish 
in an instant without prior planning. It must 
fit into a service organization that will take 
it into account. For the remote worker, 
videoconferencing type communications 
must take place in calm atmospheres, 
without extraneous noise (babies, ani-
mals, not in noisy shopping centers, etc.) 
and at times agreed on ahead of time.  
It is essential to set limits and respect cer-
tain common sense rules.

Integration into impromptu meetings

Since work is being increasingly done by 
teams, by staff, the ability of the remote worker 
to be able to be included in impromptu meet-
ings will become very important. As we know, 
teams have a growing tendency to meet in hud-
dle rooms to resolve a problem that comes up 
unexpectedly. The remote worker will have to 
be included as often as possible in these meet-
ings. 

For its part, the technical side has been per-
fected, fortunately: huddle rooms most often 
are equipped with small facilities that allow vid-
eoconference, screen and data sharing, in oth-
er words… collaboration. And then, otherwise, 

there is still the good old telephone, which can 
come very usefully to the rescue!
A good practice may be to decide that certain 
key times of the day are likely to be occupied 
by videoconferencing. The remote worker will 
be ready to be included, but be aware that even 
persons who are physically present in the com-
pany may have excellent reasons for some-
times not being able to attend one or another 
meeting.

In the process, a tip for management: you have 
to learn to trust your employees. It’s a “win-win” 
situation…

A laptop and an internet connection is all that is needed most of the time to work remotely, no 

matter where you are!

Building Better Presentations

Just look at the results – none! – that come 
from such “seminars”! But how is the audi-
ence to be engaged? 

Surprise them with your introduction!

As has often been said and written, a meeting 
must ALWAYS have a clear objective. This in-
volves work preparing for the meeting, which 
first has to come from you, but which can al-
ready activate future participants’ neu-
rons, if only be sending them in ad-
vance a detailed plan of the theme to 
be addressed. Under these conditions, 
it will have already been able to infuse 
into their heads and ideas will have al-
ready germinated. They will then have 
to be channeled and collected.
As soon as the meeting opens it is 
very important to be dynamic and cre-
ative. Be surprising with your first ap-
proach, make a good impression, dis-
till punchy formulas that will stand out. 
There’s nothing worse than mumbling 
and skipping the first slide!
Of course, numbers speak for them-
selves, but they are rarely inspiring. 
The ideal thing is to bring them forward 
through case studies, through stories. 
It is always possible to invent an inter-

esting story from the raw numbers, it just takes 
imagination. Tell your story then deliver the 
numbers, pointing out that they highlight that 
case you have just set out. It’s amazingly ef-
fective!

Get out of the ruts!

Obviously, you are not doing a “one-man 
show”, so it will evidently be a matter of bend-

ing an ear to what the participants will say… or 
what questions they will ask! This is where the 
wealth (and also the raison d’être) of a meeting 
resides.

It will therefore be a matter of acting as a facil-
itator, convincing people that it is important for 
them to speak up and give their opinion.
Don’t forget that by intervening they are im-
mensely more involved than if they remained 

silent.
Also, avoid “long stops” in dead 
end paths, and know how to get 
out of a rut to move things forward. 
Incidents and minor problems don’t 
deserve getting stuck for months!  
Sometimes it is also very useful, 
where discussions get bogged 
down, to decide on a parenthesis 
or coffee break, which will re-invig-
orate everyone.

Ultimately, you have to be decisive! 
You have to reach a result and re-
solve the really relevant problems. 
And it must be shared publicly, 
even before the meeting ends. This 
calls for highly analytical thinking 
and synthesis… but you are not a 
manager for nothing, you are good!

It is well known that thousands of meetings are boring and unproductive. It’s the issue of the century in a way, with 

employees bored, their minds wandering and all this wasted time a pure loss for the company.
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Little rooms and great data sharing!

So we are focusing on visual sharing, in 
smaller rooms than in the past. Indeed, 
huddle rooms that can hold two to six 

people are popular in business. They allow for 
impromptu meetings and are well suited for 
work teams.

Remote workers welcome

Another characteristic that has influenced col-
laborative equipment is the emergence and 
development of remote working. This can be 
sales staff, by definition always on the road 
(and sometimes even abroad), or employees 
who choose teleworking, an increasingly com-
mon trend, given the time saved when commut-
ing is eliminated.
Under these conditions, the rooms need to 
have a videoconferencing system, even if it is 
basic, which allows those physically absent to 
participate in meetings AND to intervene when 
desired.
In the more sophisticated configurations a digi-
tal whiteboard is added which will also send its 
productions to remote workers while displaying 
them to participants.
Note here that it is entirely conceivable to use 
a simple and ordinary “flip chart” coupled with 
a camera, a solution often appreciated for its 

ease of use.
Compared to plain conference phone calls (al-
ways possible, of course), visual elements are 
added which are always decisive when working 
from diagrams or drawings. 
These “ideation” tools are becoming more and 
more important in huddle rooms.

The kit that grows with the needs

There are ready-made “packages” for hud-
dle rooms. These sets include microphones, 

cameras and screens, and 
everything is designed to op-
erate without a hitch since 
each element is designed to 
work with the others. 
The supply in this regard is 
growing and that is a great 
thing. These small “kits” can 
often then be enhanced with 
hardware options that can be 
added to them when neces-
sary. This can range from ad-
ditional microphones to extra 
cameras with more sophisti-
cated or special zooms (don’t 
forget that a huddle room is 
small and that it is often im-
perative to choose wide-an-

gle optics). Extra screens can also be added 
and the lighting refined.
In these rooms, the greatest attention should 
be paid to connectivity, which must be us-
er-friendly, as well as the absence of visible ca-
bles. These will either be integrated and hid-
den, or everything will work wirelessly.
Finally, make sure the chosen solution is com-
patible – today it is essential to be able to con-
nect to all systems, with none of the former 
hassles related to proprietary systems!

The search for effective collaborative work certainly is at the forefront of technological meeting 

room equipment investment.

Video and streaming are the company’s allies

Businesses are increasingly turning to live 
streaming of events, given its proven 
profitability.

Communication that is not shortchanged

Almost everything in the life of the company 
can be broadcast live. Conferences, congress-
es and even meetings, as well as new prod-
uct launches and the explanations that go with 
them.
For conferences and congresses, it is first nec-
essary to refute a myth: no, streaming will not 
reduce the number of participants physically 
present! 

What will happen is that your total audience will 
increase! In addition, if the congress repeats 
(annually, for example), many “remote viewers” 
will decide to attend in person, attracted by its 
format and content. The number of “converts” 
is estimated at about 30%. All beneficial to the 
company.
For live broadcasting of meetings, it all depends 
on the company’s internal communication pol-
icy. Let’s not forget that communication (in the 
management-to-staff direction) can sometimes 
be delicate when it comes to relaying it, and 

streaming ensures 
that it will not be 
truncated.
In the context of 
training, live broad-
casting has the po-
tential to signifi-
cantly expand the 
audience, and tech-
nology now allows 
for remote involve-
ment.

As for live streaming of product launches, it 
is sufficient to refer to Apple, the benchmark 
in the field, which has long practiced this pol-
icy with great success. Here again the Apple 
brand’s leaders are in an auditorium facing an 
audience that is physically present, but the “vir-
tual” audience is phenomenally larger!

Replay to the rescue

In addition to live broadcasting, there are also 
“on demand” replays, as many TV stations do 
today. It is very easy for the company, with what 
is live broadcast just needing to be recorded 
and, if necessary, cutting out dead time here 

and there to ener-
gize the editing.
In this vein, anyone 
can have access to 
the clips 24/7. This 
is extremely impor-
tant in the realm of 
training, where the 
tutorial or lesson 
can be repeated as 
many times as nec-
essary, freezing the 
image, taking notes, 

etc. It also allows a “return to the sources” of 
original information.
However, security must be considered, espe-
cially if the information to be sent is sensitive. 
The more sensitive it is, the more important it is 
to “close” the hatches and select the target au-
dience with care. 
Many security solutions exist. Password pro-
tection is essential, as is HTTPS broadcast by 
secure connection. 
Either way, it will mean working with a company 
that specializes in streaming. There are many 
and they will have to be selected on the basis of 
the price charged, the quality they achieve and 
the security they provide.

A recent study highlighted the importance of video, which is a much appreciated and more effective media to transmit messages 

than written meeting minutes or other notes. 60% of business leaders say they would rather watch a video than read a written 

report. And companies sure generate a lot of written reports!

ICCAICCA
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Meetings shredded by psychological analysis

Steven Rogelberg, who is the author of 
“The Surprising Science of Meetings: 
How You Can Lead Your Team to Peak 

Performance”», has ideas for improving the si-
tuation.

Useless training done on a shoestring

As a psychologist, he is interested in prob-
lems that frustrate people and… believes that 
there is no better subject than meetings in this 
regard! Here are some of his considerations 
(the following lines are far from exhausting his 
point!).

He notes that only 20% of leaders receive train-
ing on how to lead a meeting. But even with 
such training, the results are disappointing, be-
cause the “training” is poor and is done on a 
shoestring that doesn’t work, on the order of 
“have an agenda and the meeting will be suc-
cessful”.

In addition, there is no evaluation of the meet-
ings, no feedback to know where we are. Yet 
feedback is very important, and obviously 
makes it possible to correct the situation for the 

next times! Meetings are shared experiences. 
If you are ready to improve your meetings, this 
sends a strong message to others. 

Another point now ignored is that general-
ly a meeting is scheduled by announcing its 
planned length and often they are planned for 
60 minutes. They indeed last 60 minutes but 
it is verified that if a length of 35 min-
utes is planned, they will last 35 min-
utes. This is Parkinson’s Law, which 
says that work expands to fill the time 
allotted to it. This law can therefore be 
used to shorten meetings, without los-
ing “content” or decisions. The question 
that the manager must ask himself is, 
“Given the objectives to be achieved, 
how long should the meeting last?”.

Injecting positive energy!

By analyzing the meeting’s agenda, 
it can often be seen that the starting 
points may interest a “large” group, but 
the following points should only concern 
a smaller number of people. It should be 
possible to take this into account and let 
the extra people leave, only continuing 
the meeting with the really “useful” par-
ticipants.
A meeting “extracts” people from their tasks. 
The result is an initial “negative” state of mind 
that will diminish open-mindedness and crea-
tivity. To combat this phenomenon, the meeting 

leaders must act as a “host”: express gratitude 
to the participants and thank them for being 
there. It’s a matter of injecting positive energy.
During audioconferencing meetings, it is espe-

cially important to have convincing agendas, 
and the leader must have a real role of “air traf-
fic controller”, by calling on people to get their 
reaction and involvement. Use of the “mute” 
button can also be prohibited, so that partici-
pants agree to be fully present in a quiet place 
(which is necessarily required of those physi-
cally present), without eating or walking their 
dog!

A meeting should generate the same state of 
mind as when we meet a customer. It’s a mat-
ter of being “intentional”. It’s out of question that 
the customer would leave us with the impres-
sion of having wasted his time! 

It must be emphasized that when we meet our 
peers, strangely enough we put aside these in-
tentional skills. 

We should not do this.

About 55 million meetings are held every day, and at least half of them 

accomplish little. Imagine the time, the productivity and ultimately the money, 

that is wasted.

Steven RogelbergSteven Rogelberg

Steven RogelbergSteven Rogelberg

Steven RogelbergSteven Rogelberg
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The hotel customer experience still has work to do

In their minds, it’s a matter of being equipped 
to present the communication arsenal to mil-
lennials that will please them. 

This is not normal

The approach is commendable, but these are 
lofty concerns! 

We would simply like to insist on two points that 
are often overlooked and yet jump out to any-
one who manages to really put themselves in 
the customers’ shoes: simplicity of use and ef-
fectiveness of the available arsenal of technol-
ogy.

The guest (businessman or tourist, doesn’t 
matter) arrives at the hotel after traveling. He is 
tired and yearns to rest in his room. 

He has pre-registered and the hotel is waiting 
for him.  When he arrives, it is still common for 
the hotel to check the availability of the room… 

and he has to wait a little longer before it is 
available, while “everything was ready”. 
This is not normal.

Once he is in the 
room, there is often 
the fight with the TV 
remote control. After 
turning it on, the de-
vice welcomes him 
and broadcasts the 
hotel’s internal pro-
gram. How do you 
change the channel 
and get the one want-
ed? Far from simple! 
Just like, quite often 
also, figuring out the 
air conditioning. 
This is not normal.

Imagine that our man 
wants a little snack. 
He calls “room ser-

vice”, places his order and waits… But he also 
wants to take a bath to relax. “Room service” 
did not say what time they would come. We bet 

that they will arrive while the guest is in the wa-
ter! 
This is not normal.

All this is not normal

The guest arrived with his iPad, his notebook 
and his iPhone. All these devices need an In-
ternet connection to function normally. Howev-
er, the code provided at reception only allows a 
single connected device. They have to be con-
tacted again and negotiated with to finally get 
satisfaction. In the evening, a trip is made down 
to reception again to request a multiplug so all 
the devices can be charged during the night.
This is not normal.

Finally, when the day comes to leave, the bill is 
received on the hotel’s app and all that is need-
ed is to accept it to leave without further ado. 
Except that it is incorrect and includes servic-
es not received or extras that were not accept-
ed. No chance to change it without going back 
downstairs to reception again.

This is not normal.

And there are still many 
other dysfunctions. All 
this is not normal and acts 
contrary to what the ho-
tel would like, namely to 
provide a pleasant experi-
ence.

Finally, detecting deficien-
cies is not difficult, nor fix-
ing them, but you have to 
be able (and especially 
want) to put yourself in the 
customers’ shoes, whether 
millennials or others. 

Is the customer truly king? 
In the hotel industry as 
well, we often gargle hol-
low slogans!

Hotels are increasingly equipping themselves with technological equipment to allow guests to 

communicate and to improve user experience.
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Digital signage works wonders in stores

Given this situation, they expect stores 
to follow the movement and promote 
these devices via “up to date” digital 

technology as well. Digital signage is the per-
fect way to communicate.

Tips to keep the customer in the store

A digital signage monitor is worth its weight 
in gold. Its content can be sent from a mas-
ter station (for example the head office) and 
everything can be programmed to take into ac-
count a significant number of criteria, such as 
the time of day and the weather conditions, for 
example.

But we can go further. The general rule is: the 
longer a customer stays in the store, the more 
likely they are to make a purchase. Stores 
therefore need to create a propitious environ-
ment, an “experience” that consumers can tend 
to linger over.
First, there is management of queues. When 
they arrive, the customer takes a number and 
the screens display the progress. During this 
time, they can go around the store as they 
wish and learn about products before their turn 
comes.
Then there is “virtual” shopping. With this, the 
customer can order items on the store’s web-

site, items that are 
not physically pres-
ent when ordered. 
The items in ques-
tion will be delivered 
to them at home. 

There is also video 
analysis that identi-
fies the basic char-
acteristics of the 
person present in 
front of a screen. It 
allows content to be distributed that is adapted 
to the person (age, sex, for example).
Digital signage in stores can also be used for 
instruction and to disseminate usage informa-
tion for devices whose complexity requires 
some explanation. 

Smart shelving

RFID (Radio Frequency Identification) labels 
can disseminate product information. Imagine a 
customer picking up a smartphone on a “smart 
shelf”. The digital screen can then display all 
the characteristics of the device and present 
the sales pitches. If the customer picks up an-
other device, a comparison of the two smart-
phones is displayed.

And that’s not all, the screens can be pro-
grammed to have a “Help” button which auto-
matically calls a staff member who will come 
and give more information. 

This intelligent system then makes a summary, 
which teaches many things: for example, “does 
one device require additional explanations 
more than another”, … or “do people pick up a 
device and then buy another device?”.

The value of this information can be under-
stood. Therefore, if one item is not of great in-
terest, it can be replaced by another.
And we are far from having gone around the 
question – there are constant changes and im-
provements in this subject!

These days, consumers are decked out with digital devices: smartphones, tablets, connected watches and other notebooks that 

punctuate their lives. This does not even take into account the rising wave of augmented reality devices.

Destroying wrong ideas about digital signage

It boosts sales, is an easy guide within the 
company (wayfinding) and is used as an in-
formative or advertising medium with ex-

cellent results.

Is digital signage immature?

There are still some wrong ideas circulating 
about digital signage.
One of them urges people to wait before equip-
ping themselves under the pretext that its tech-
nology is still immature. It is clear that techno-
logical advances are happening in 
every field, digital signage included. 
However, DS currently consumes 
very little energy (thanks to LED 
backlighting) and, while 4K screens 
are already quite widespread, it is 
clear that HD is still in use and that 
it is more than enough for most DS 
applications.

Another version invites people to 
use screens meant for the gener-
al public. Even though nothing pre-
vents you from doing this, choosing 
professional equipment ensures that 
it meets a specification of more than 
ten hours of use every day, which 
is not at all the case for “consum-

er” screens. Professional warranties are also 
longer, reaching up to 6 years of use. These 
devices also allow the inputs to be locked, so 
that no one is able to turn them off or change 
them. Finally, they are often provided with pro-
grammers and “on/off” timers for automation.

Digital signage prices out of reach?

Another (older) catchphrase is to emphasize 
the supposed high cost of digital signage. This 
is no longer the case at all. On the one hand, 

the return on investment can easily be justified 
and, on the other hand, a large full HD screen 
with software and multimedia player can be ob-
tained today for a very reasonable amount. 
The benefits come very quickly and the compa-
ny generates additional income thanks to the 
information presented to customers. 

Another benefit is responsiveness. DS allows 
all the processes it describes to be followed 
in real time, so at the end of a campaign, for 
example, no physical media needs to be re-

moved.
We also sometimes hear that cre-
ating content for DS is a very com-
plicated operation. This is also past 
history, and creation is similar to 
making an audio playlist or a Pow-
erPoint presentation. There are 
also templates (predefined mod-
els) which are a big help in crea-
tion. There is no need at all to hire 
a graphic designer. Updating follows 
the same easy path.
These false ideas that still die hard 
need to be broken down. Today, dig-
ital signage can be invested in with-
out fear: the prices, ease of use and 
results put DS within reach of all 
companies, large and small. 

Businesses have fully taken on digital signage into their practices, thanks to its very interesting 

return on investment. 
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Digital signage That Takes On… A Whole New Dimension!

But although digital signage can excel in 
almost any location, we know that its pla-
cement is of crucial importance.

Let’s forget standard sizes!

We often regret being limited by “standard” 
screen sizes. There are many relevant poten-
tial spaces where rectangular screens are not 
suitable, whether in portrait or landscape ori-
entation. These places are unoccupied or else 
covered with static pictures that go unno-
ticed, which is a mess.
Today there is a special-sized 86-inch dis-
play on the market, which can ultimately fit 
precisely where no display has gone be-
fore.
In addition, this display is very different 
from the usual characteristic 16:9 format, 
which surprises the consumer and attracts 
his attention all the more.
Imagine a vertical space 2 meters high 
at the entrance of a store or a building. 
This is the perfect way to display a brand 
through a unique display that illustrates 
your company’s creativity. 
Depending on the needs and accord-
ing to the imagination: a mannequin can 
be placed alongside a screen of its size 
and profile, which will create an original 

atmosphere. The same goes for the columns 
and pillars of buildings which can thereby be 
transformed into very original communication 
media…

Ultimately, a first step in the right 
direction

Of course, these screens can be found under 
the control of facial recognition sensors and 
software, to broadcast messages targeted ac-

cording to the type of customer.
On these “stretched” screens, four separate 
entries can be displayed and therefore used for 
different types of content. Video, static or scroll-
ing images – everything is possible. 
Of course, the images broadcast must take ac-
count of the layout, both in quality (given the 
size of the projection) and the manner of pres-
entation and display. There’s no question, of 
course, of stretching the images, which must 
remain natural and not be distorted. 

The technology has to follow 
and in this case follows well. 
There’s no need to go into the 
technical details – the special 
processors and readers do a 
good job and that’s all.
This initiative is a first step in 
the right direction. It is clear 
that initiatives of this kind 
will quickly flourish and it will 
therefore become possible 
to insert digital signage ele-
ments in many variations.
The in-store experience is 
obviously a big winner, since 
it is an original and creative 
way of “scripting” the points 
of sale and generating a real 
“Wow effect”.

Every company is now well aware of the benefits of digital signage and does not 

hesitate to use it.

Digital Signage Combating Turnover

In the past, deserving staff merited more pay. 
Of course, tax burdens discouraged this ma-
neuver, but mentalities have changed as 

well.

“Being recognized”

Indeed, we realize that above all, staff seeks 
recognition. Knowing that what he is doing is 
considered important. At the same time, he is 
looking for flexibility at work.
The “new” generation of workers have arrived, 
and the millennials, for example, form more 
than 75% of the ranks and have different ex-
pectations. In addition, Generation Z is hard on 
their heels… 
These generations want to be involved in their 
work and invest in it.
There are many ways to satisfy them in this re-
gard. One of them is to make smart use of dig-
ital signage. 
This consideration is also applicable to other 
audiences the company has relations with. 
Needless to say, to successfully address a 
group of people, the speech they expect has 
to be used. So you have to know them. For ex-
ample, age, race, sex, marital status, level of 
education, occupation and interests have to be 

taken into account in concocting 
the appropriate messages.

Messages adapted to each 
subgroup

Wherever possible, the best 
technique to know your audience 
is to ask them. Through short, 
anonymous questionnaires, 
quickly filled in either on the spot 
(pen and paper) or through a 
website address. Various incen-
tives can be used to encourage 
participation.

By analyzing these questionnaires, you can 
easily establish a typology for your respond-
ents. In other words, people will be grouped 
according to their answers. You will therefore 
be able to segment them and develop suitable 
messages that will be of interest to each group.
Digital signage will let you program different 
messages according to the time and day. One 
rule to follow: don’t try to spread too many dif-
ferent messages! Ten well thought out messag-
es are much more effective than a hundred dif-
ferent “do-it-all” messages.

With your audience not necessarily consisting 
of art critics, it goes without saying that a care-
ful presentation will always have much more 
impact than a grotesque visual rag. 
It can only be recommended to learn about 
graphic rules, the relevant use of colors and 
contrast, and to be aware of the importance of 
font sizes.

Finally, use all the possibilities of digital sig-
nage: don’t just broadcast text, insert move-
ment, video, dynamic transitions!

Today, every company seeks to retain its good employees. In this era of high turnover, they are recognized 

as the “lifeblood” of the company. There’s nothing worse than continually starting over again to train 

staff knowing that they will be lost a few months later.

Peerless-AVPeerless-AV
Hall 12, stand F90Hall 12, stand F90

sales@peerless-av.eu.comsales@peerless-av.eu.com
www.peerless-av.comwww.peerless-av.com

https://www.youtube.com/user/PeerlessMountshttps://www.youtube.com/user/PeerlessMounts
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The Round of Kiosks

They are embedded in all landscapes: 
communication, commerce, entertain-
ment and education!

Design and effectiveness

They can also be easily partnered with other 
components, such as printers and scanners. In 
fact, they can be personalized to meet all spe-
cific needs.
In general, they are well received by custom-
ers, who have become increasingly accus-
tomed to different forms of technology. There 
is a condition, however: transactions must be 
quick and, above all, easy. Therefore, the user 
interface must be extremely simplified!
Of course, a “nice kiosk” is more engaging than 
a black box! Design plays an important role in 
the customer experience. In addition, brands 
can customize it, so a specific kiosk can be im-
mediately recognized.
The information kiosk will operate on an exhi-
bition site, for example. It will provide all the 
information and often also allow a video to be 
watched. They are becoming more and more 
common.
The “banking” kiosk allows bills to be paid with-
out waiting in line. They are also common and 
provide reliable service.
Hotels also have their kiosks. They are used 

for registering visitors, obtaining room keys and 
quickly paying with a credit card the final bill 
when the guest leaves.
Kiosks are obviously found in airports, where 
they can carry out many tasks: boarding pass, 
card readers, barcode readers, passport read-
ers, little escapes them! 

“Fast food” 
without 
hindrance!

The guidance ki-
osk is very popular 
with customers. 
These “way-find-
ing” terminals help 
with navigation to 
the desired desti-
nation. 
But kiosks can 
also manage visi-
tors, register them 
and provide them 
with a badge… 
Tedious tasks that 
are simplified to 
the extreme!
More and more 

fast-food restaurants use the kiosk ordering 
method: choose the menu, encode it, pay and 
receive a number. Then you just wait comfort-
ably and go and get the tray when this number 
appears on the digital signage screens. There’s 
no more chomping at the bit in queues that al-
ways seem to be extremely slow! The consum-

er experience is the big win-
ner! We could go on and on 
multiplying examples: the ki-
osk has its place just about 
everywhere!

Might we add that kiosks, like 
people for that matter, have 
to dress according to the cir-
cumstances: among others, 
devices to be placed outdoors 
must be solidly designed to 
withstand the weather… 

The key benefits of kiosk use 
are worth noting: they are 
aimed at reducing wait times 
related to queues, increasing 
user satisfaction as much as 
possible, increasing efficien-
cy and providing continuous 
service not related to staff 
schedules.

You find them more and more… and that’s normal, considering they are really gifted! They form a 

large family, which has a generic name: the interactive kiosk.

The Evidence is Clear – Delivering a better Customer Experience

Giant iTab has very successfully pig-
gy-backed on this powerful marketing 
tool and combined it with large format 

touchscreens to create Giant Smartphones 
which can leverage any company, venue or 
event marketing information and provide an in-
formative and engaging customer experience 
which tells your story better.
During his Associate World Congress 2019 
speaker session, Mark Jones, Founder CEO 
of Giant iTab, explained the real benefit of Gi-
ant iTab Smartphones is that your customers 
already know how to use them, drawing in the 

crowds and turning a single user 
device into a group experience.
The familiarity and friendliness 
of Giant iTab’s Smartphones has 
allowed Giant iTab to outper-
form standard digital signage. 
Research undertaken at IMEX, 
Frankfurt found that Giant iTab’s 
Smartphone solution was vast-
ly more effective than standalone 
touchscreens or kiosks. Replicat-
ing the entire mobile experience 
attracts a far wider audience with 

more powerful engage-
ment. 
Their solution received 2.5 
times more touches per user and twice 
the dwell time per user compared to 
standard touchscreen or kiosk alterna-
tives. This equates to over 5x more re-
turn on your investment (5 x ROI).
This is why clients, integrators & re-
sellers from retail, banking, gaming, 
venues and events all trust the Giant 
iTab Smartphone solution to present 
their digital information in a ‘familiar and 
favourable’ way. Whether you manage 
a hotel, venue, store, event or confer-

ence, Giant iTab’s plug ‘n’ play solution can be 
seamlessly integrated into your sales and mar-
keting activity to Attract Your Customer’s Atten-
tion, like no other.

Giant iTab
Mark Jones – Founder CEO
Tel : 00/44/7810 893911
Email : info@giantitab.com
Website : www.giantitab.com
Video link : 
https://m.youtube.com/results?search_query=giant+itab

The Smartphone is the single most significant digital device of today. From using Apps to viewing 

brochures, websites, videos and presenting sales and marketing information, everything can be 

done from the touch of a button.
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Digital signage will never replace the content of the message

And yes, we don’t consider the defini-
tion of your screens any more than we 
carry on about how they render “black”! 

It doesn’t even matter, because it’s what you 
say that matters and you have to offer your au-
dience the information that they like!

Displaying useful information

In any case, specialists encourage people to 
constantly display useful information in the 
form of scrollable overlays (for example). The 
weather, the day, the date, the headlines and 
traffic updates are examples. Of course, you 
have to choose according to the audience you 
are addressing! As another example, your em-
ployees (if that’s who you are communicating 
with) will appreciate seeing an overall view of 
your values, your finances, the progress made 
to achieve your objectives, the state of your 
projects and future plans, etc. This will increase 
their sense of belonging and motivate them 
more. 
All these things can be done by SMS or can be 
further developed, depending on the case.
By doing so, once you have their attention, 
viewers will be exposed to your other messag-
es as well. In addition, regulars will quickly get 

into the habit of casting 
an eye at the screens to 
learn about this general 
information.

Stick to the news and 
inspire action

In any case, information 
about your company 
must be diligently ac-
curate. If you commu-
nicate with your staff, 
to avoid fake news and 
other gossip it is essen-
tial that ALL your com-
munication channels 
disseminate truthful in-
formation: your internal 
network (your intranet) must be in phase with 
your digital signage system.
Be responsive and prompt on the ball: digital 
signage can be updated instantly and that is a 
great advantage, as it allows you to “stick” to 
the news. Take advantage of it in any situation 
that requires it. Here we will, for example, fol-
low the performance of a team and congratu-
late them at the end of the race, or even signal 

a shortcoming and the time when everything 
returns to normal.
Of course, digital signage can also encourage 
action. Whether it’s to visit a site (displaying a 
QR code is enough) or to report a one-time pro-
motion that has to be entered in the cafeteria.
Don’t forget a simple truth: your screens will 
only be of interest if the information being dis-
seminated is interesting and UP TO DATE.

Do you have a digital signage installation? Very good, but never forget that the tool will 

never replace the message and from start to finish, it’s the content that is king!

Good management of your digital signage installation
Digital signage is a well-known tool, but it is still relatively complex to manage. Managing your digital signage system 

well is essential.

Here are some tips to avoid disappoint-
ment. The following considerations also 
apply to interactive kiosks, of course!

Digital signage boxes are also for sale!

The installers and resellers sometimes focus 
exclusively on the sale. Once the equipment 
(screens, multimedia players and software) 
has been acquired, they leave the customer 
to “manage” on their own. This way of doing 
things is certainly inconvenient for the com-
pany, which obviously is not full of “AV techni-
cians”! 

Rather than talking to pure sellers, it would be 
in the company’s interest to seek out a partner-
ship, a company that will associate with it to 
help deploy the digital signage (and the kiosk) 
in a way that will have maximum impact, both in 
terms of the location of screens as well as their 
content. It will also involve training the compa-
ny’s staff so they can manage and update the 
content without difficulty.
In short, partners need to be favored who of-
fer true service in addition to simply selling the 
equipment.
It’s not very difficult to make out the difference 
and sort out the wheat from the chaff, in other 

words to be able to select the true 
partners out of all the sellers: it is 
only necessary to ask questions 
of the customers of different com-
panies that offer digital signage 
equipment. They will be delighted 
to be able to express themselves 
and give you the benefit of their 
experience.

Content… and finances

The content needs to be fine-
tuned. Not that it necessarily 
needs to be sophisticated! Simple 
but effective ways to communicate 

need to be found and especially to attract atten-
tion. The communications will be punctuated 
with useful information (weather, temperature, 
maps, trailers, social media feeds, etc.) that 
will be of interest. There’s no need to boost the 
sound level, it is just necessary to remain au-
dible without exaggeration. The booth, mean-
while, will be able to make funny little sounds to 
catch attention.

Content creation will be the responsibility either 
of an employee (who will have to be trained) or 
an external office. In either case, the company 
will need to be able to update the content with-
out delay or, in any case, with minimal latency. 
The financial level must also be analyzed. The 
location can indeed entail additional cost if, for 
example, it is located outdoors and requires 
precautions to be taken against the weather 
and/or if its frame has to be reinforced. 
Regarding maintenance, you have to be able 
to see it clearly. Is a maintenance program 
planned? How much does it cost? If there is a 
breakdown, what is the guarantee?

These questions are important, because their 
responses will determine how digital signage 
will be beneficial for you: either monetary or 
related to customer engagement, or ultimately 
(we hope) both at the same time!


