
VlIgin Megastores aims to be as trendy as the stars it attracts,
so to walk into its restyled, tri-Ievel Times Square location and
have the Nirvana baby "swimming" at yOurevery move should-
n't seem all that unique.

Retailers - always balancing consumer whim and tight oper-
ating margins - wrestle with finding ways to spur excitement
and sales.Los Angeles-basedVirginEntertainment Group, which
operates the global Virgin Megastores franchise within the busi-
ness empire of British tycoon Richard Branson, believesit may have found that edge
in the deployment of interactive marketing through a digital signageapplication with
vendor partners Epson America and Canadian software inventor GestureTek.

Virgin Megastores tests interactive
digital signage that drives store traffic

BY M.V. GREENE

W
ith its cadre of CDs and DVDs, apparel, elec-
tronics, games, books and other entertain-
ment-culture products, Virgin Megastores is
where hip people want to be.

'At the Virgin store on Hollywood Boulevard in Los Ange-
les several months ago, fans screamed as Mariah Carey
put in an appearance to celebrate the re-Iaunch of ''The
Emancipation of Mimi: Ultra Platinum Edition," her top-sell-
ing CD. That same week, at the Virgin store in New York's
Times Square, reality TV personality Nicole Richie held a
book signing for her first novel, "The Truth About Dia-
monds."
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Digital signage is a fast-coming
audio-visual application that is
serving to augment a retailer's tra-
ditional means of static in-store

print and display advertising and
marketing by leveraging comput-
er technology to present dynamic

content to consumers.

To date, the use of digi-
tal signage in retail set-

tings has largely involved placing
video display terminals near
checkout areas to disseminate in-

formation and images as captive
customers wait in line to make

their purchases. Virgin and its
partners are taking the signage
concept to a new level of applica-
tion by projecting the content
throughout the Times Square
store and allowing customers to
interact with images.

"The key to this is interactivity
and getting the customer engaged
to stay longer in the store," says
John French, strategic business
manager for digital signage at Ep-

son, which is providing the projection
technology via its PowerLite family of
commercial class projectors.

Display hanging
signs and change
them dynamically
Project fashions
onto mannequins
and other objects
Project full-motion
video onto glass and
window displays
Create digital menu
boards to feature
daily specials
Run video featuring
selected projects
from in-store kiosks
Incorporate training
and corporate initia-
tives
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