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Elevating Experiences

Branch traffic is more purposeful than ever. Visitors arrive to solve 
problems, seek advice, and consider complex products—moments 
where relevance, clarity, and brand trust matter. In-branch digital 
signage has become the standard way top banks and credit unions 
orchestrate these moments at scale: welcoming guests, shortening 
perceived waits, guiding journeys, and prompting high-value 
conversations. Recent sector surveys indicate that ~82–84% of U.S. 
retail banks and credit unions have already deployed in-branch digital 
signage—and a majority run it in most of their branches—reflecting its 
mainstream status in branch transformation programs. (blog.dbsi.com)

This guide gives marketing and customer-experience leaders an end-
to-end playbook: why signage works, where the ROI comes from, a 
practical rollout process, stakeholder roles, cost/TCO ranges, pitfalls 
to avoid, and examples from 20 years of Mvix financial-services 
deployments.
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Adoption &
ROI at a Glance

• Adoption. Multiple banking-focused surveys 
show widespread usage: DBSI’s benchmarking 
reported 82% of financial institutions have 
digital signage, with most running it in over 
half their branches; Sixteen:Nine reported a 
more recent DBSI survey where 84% of retail 
banking respondents had in-branch signage.

• Customer Experience Impact. Digital displays 
reliably reduce perceived wait times by up
to ~35%, improving satisfaction in service 
environments—an effect highly relevant for 
teller lines, service desks, and appointment 
lounges. 

• Financial Returns. Banks typically realize 
returns through:

1. Incremental product uptake
(cross-sell/upsell).

2. Lower print/logistics spend.

3. Improved operational communication.

Vendor analyses and case experience suggest 
payback often occurs in <2 years when 
networks are sized and programmed correctly. 
Print/logistics savings alone can eliminate a 
large share of recurring costs, with studies 
citing 30–50% reductions vs. traditional 
print programs.

• Rule of thumb: If your content strategy can
drive even a 2–3% lift in targeted product
sign-ups (e.g., credit cards, HELOCs, CDs)
plus retire most branch posters, your
signage program will likely beat hurdle rates
within typical planning horizons.
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Where Value Is Delivered

• Dynamic welcome,
community impact reels,
safety & compliance
notices, rate and
promotion highlights.

• Goal: Positive first
impression; tee up 1–2
“hero” offers per persona.

Welcome & Brand 
Zone (Lobby & Entry):

• Queue status, financial wellness tips, feature spotlights; micro-learning that shortens
perceived wait and primes conversations.

Queue & Transaction Zone (Tellers/VTMs/ITMs):
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• Screens support advisor-led
conversations (CD ladders, HELOC
use cases, retirement scenarios);
QR-to-mobile conversion paths to
capture intent.

Consultation Zone 
(Offices/Pods):

• Financial literacy content, local
events, community stories and local
business relationships.

Community & Education 
(Community Boards/Breakrooms):

• Extended reach and consistency;
policy notices, after-hours
reminders, appointment CTAs.

Exterior/Drive-Thru 
& ATM Surrounds:



A Practical Implementation Roadmap

PHASE 0
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Strategy & Business Case 
(0–1 Weeks)

• Define outcomes: E.g., +3% product
uptake in CDs/Q4 promos; reduce
print spend by 40%; improve CX
scores by 5%.

• Select priority journeys: New account
opening, card upgrades, mortgage/
HELOC, business banking.

• Measurement plan: Baselines for
product conversion, NPS/CES, branch
print costs, and dwell/traffic where
available.



PHASE 1 PHASE 2

Technology & Site Prep 
(2–4 weeks)

• Hardware Selection: commercial
displays (43–65”), exterior LED
as needed; media players; mounts;
power/network drops;

• CMS & Integration: playlist/tagging
taxonomy; role-based permissions;
data feeds (rates, weather, queue
systems); SSO.

• Network & Security: VLANs, content
caching, locked-down OS images,
firmware/OS update policy (staged
& tested).
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Content & Experience 
Design (1–2 weeks)

• Messaging Architecture: map “right
message, right place, right time” by
zone; craft 30–60-sec snackable
loops; build a financial-wellness
editorial stream to avoid “always
selling.”

• Targeting & Day-Parting: weekday
vs. weekend, payday cycles,
seasonal rate pushes; community/
localization layer for each branch.

• Compliance & Brand Governance:
content templates with legal sign-
off flows; pre-approved disclosures
for deposit/loan advertising.
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PHASE 3

Pilot
(4–8 weeks)

• Choose 1–5 representative branches
(high/medium/low traffic; urban/
suburban).

• Run A/B or pre/post tests on 2–3 key
KPIs; confirm support runbooks and
content cadence.

PHASE 4

Rollout & Optimization 
(8–16+ Weeks)

• Wave deployments (e.g., 5–10 branches/
week); train local staff; launch a quarterly
editorial calendar.

• Continuous Improvement: weekly
performance huddles; refresh
underperforming assets; expand data-
driven and localized content.



Stakeholders
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Customer Experience (CX): 
Maps journeys, zones, and dwell; 

ensures content utility (wayfinding, 
queue, education).

Branch Operations: 
Coordinates placement, site 

readiness, local content requests, 
and staff enablement.

Compliance/Legal:
Approves templates, copy 

blocks, disclaimers; defines retention/
evidence rules.

Data/Analytics:  
Ties signage exposures to 

product activity (where permissible) 
and surveys; reports ROI.

Vendor/Integrator:
Hardware install, CMS configuration, 
training, and SLAs; periodic QA and 

optimization.

IT/InfoSec:
Network design, device 

management, identity/permissions, 
patching cadence, resilience.

Marketing/Brand:
Owns content strategy, promo calendar, 
creative standards, and success metrics; 

orchestrates disclosures.



Below are realistic 2025 planning ranges for North America. Actuals vary by 
brand standards, labor, and geography.
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• Commercial displays:
$400–$1,000 each (43–55”);
mounts $50–$200.

One-time (CapEx) per branch 
(typical 3–6 screens):

Cost & Total Cost of Ownership (TCO)

~$400

~$400

~$1K

from

from

from

• Media players: $400–$800 per
screen (or SoC where appropriate).

• Cabling, power, network drops
& install labor: $1,000–$3,500+
per branch (complexity-dependent).

• Optional: video wall tiles/LED, drive-
thru/high-bright units: significantly
higher.
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• Enterprise CMS licensing
& support: $12–$50 per
screen/month (features,
SLAs, data feeds).

• Content Production (in-house
or partner): $100–$500/
month per branch equivalent
(varies with motion design
and localization).

• Device Management
(if separate), extended
warranties, and break/fix
allowance.

Recurring (OpEx):

~$12
per screen/month

~$100
per month per branch

TCO Example

• CapEx: ~$45k–$95k
(midrange displays +
players + pro install).

• OpEx: CMS/support
$6k–$17k/yr, content
services $36k–$120k/yr
depending on scope.

• Offsets/Savings: retiring
print kits and overnight
shipping can recoup 30–
50% of historical print/
logistics spend; payback
is commonly <24 months
when paired with modest
product-conversion lifts.
(iVideo Technologies.)

~$45K
from

~$6K
year

~30%
recoup

(Credit Union; 10 
branches, 4 screens 
each = 40 screens):

https://www.ivideo.com/roi-of-digital-signage/?utm_source=chatgpt.com


How the ROI Typically Shows Up
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Incremental 
Product Uptake

Data-informed segments (e.g., 
neighborhood CD-rate push; card 
rewards; small-business treasury 
services) and QR handoffs can lift 
applications by low single digits—
often enough to cover the 
network outright given product 
LTVs. 

2.

Better informed, less-bored 
customers feel the wait is shorter 
(≈35% perceived reduction), 
translating into higher satisfaction 
and staff capacity for consultative 
work.

Higher CX & Retention3.

Reduced Print & 
Distribution Costs

Sunsetting monthly poster kits, 
foam boards, and courier runs 
quickly saves OPEX. Studies cite 
30–50% cost reductions versus 
print programs, not counting 
fewer on-site changeouts.

1.



Content That Performs 
in Financial Branches

• “Hero” Promos with Clear Value: Timely CD rates, refinancing offers,
balance-transfer windows, new client promos.

• Financial Wellness Micro-Lessons: 30–45-second tips tied to life
events (first home, college savings, credit health).

• Community & Member Stories: Local grants, volunteering, small-
business spotlights—especially effective for credit unions.

• Data-Connected Tiles: Live rates, ATM/ITM guidance, queue and
appointment information.

• Contextual QR Paths: Scan-to-apply, schedule a consult, pre-qualify,
or download a checklist; measure QR scans → completions.
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Governance & Risk Management
• Accessibility: Font sizes, color contrast,

captioned video, sightline height, minimized
motion in sensitive zones.

• Compliance: Use pre-approved copy blocks
and automated disclaimer footers for rate or
lending promotions.

• OS/Device Updates: Enforce staged and tested
firmware/OS updates (avoid auto-updates that
can break dependencies).

• Brand Consistency: Locked templates with
localizable “slots”; approvals within CMS;
audit trails.
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Rollout Pitfalls (and How to Avoid Them)

“Screens Before Strategy.”
Buying hardware first leads to 
mismatched placements and 
underperformance. Start with 
journey mapping and KPIs.

1. Under-resourced Content.
Without a 12-month editorial 
calendar and templates, loops go 
stale; build in recurring creative 
time or outsource.

2.

One-Size-Fits-All Playlists.
Local relevance drives attention; use 
tagging and day-parting to vary by 
branch and time.

3. No Measurement Plan. 
Establish baselines and create simple, 
repeatable tests (e.g., promo-on vs 
promo-off weeks).

4.

IT Last. Involve IT early for network, 
device management, and security.

5. Compliance Bottlenecks. Pre-approve 
copy sets and disclosures; templatize.

6.
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Not Implementing Signage:
What You Risk

• Missed Cross-Sell Windows: Without timely 
prompts, branch visits remain transactional 
and low-margin.

• Higher Ongoing Print Costs: Static programs 
keep burning budget and staff time on 
swaps and shipping.

• Longer-Feeling Waits: No content → higher 
perceived delays and lower satisfaction.

• Brand Inconsistency Across Branches: 
Uncontrolled flyers and paper signs dilute 
brand standards.

• Reduced Relevance vs. Peers: With >80%of 
institutions already using signage, lack of 
dynamic messaging can signal “behind the 
times.”
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Mvix at a Glance:
Two Decades Helping Banks & Credit Unions

Representative outcomes we see across regional 
banks and credit unions:

• Consolidated CMS with role-based permissions
enabling Marketing Teams to manage national
campaigns while giving branches controlled
local slots.

• Template libraries with embedded disclosures
that accelerate Compliance approvals from
weeks to days.

• Editorial calendars that alternate financial-
wellness micro-content with time-boxed offers,
sustaining attention and reducing “ad fatigue.”

Programmatic rollouts (10–25 branches/week) 
with standardized site-readiness checklists and 
remote QA.

Tip: For a deeper banking-specific overview (use cases, cost ranges, ROI levers), see Mvix’s 
banking and credit-union guides. (mvix.com)

Mvix has supported financial institutions since 
2005, delivering enterprise-grade CMS, hardware, 
rollout services, and content governance 
for multi-branch networks. Public resources 
outline banking-specific templates, cost/ROI 
considerations, and deployment best practices; 
Mvix also publishes sector guides for banks and 
credit unions. (mvix.com)
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https://www.mvix.com/markets/banks?utm_source=chatgpt.com
https://www.mvix.com/?utm_source=chatgpt.com


10-Step Checklist
to Launch (and Prove) Your Program
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Write the 1-page brief: goals, journeys, 
KPIs, constraints.

1.

Inventory branches & zones; capture 
photos/measurements for placements.

2.

Define your content taxonomy: national 
vs. regional vs. local; promo vs. 
education; always-on vs. seasonal.

3.

Choose your success metrics: 
product applications, QR scans, 
footfall to consult desks, print cost 
reduction, CSAT.

4.

Select CMS & hardware: insist on 
enterprise management, tagging, user 
roles, evidence logs, SSO.

5.

Draft 6–8 core templates (hero promo, 
wellness tip, queue info, community 
reel, advisory explainer, rate tile, QR 
CTA, branch/local).

6.

Plan a 60-day pilot in 3–5 diverse 
branches; instrument QR/vanity URLs 
for measurement.

7.

Train branch teams: simple refresh 
tasks, escalation paths; celebrate 
content “wins.”

8.

Codify governance: approval SLAs, 
brand rules, content refresh cadence.

9.

Roll out in waves, review KPIs 
monthly, and iterate creative based 
on performance.

10.



Budgeting & Business Case:
A Sample Back-of-the-Envelope
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• Scope: 20 branches × 5 screens = 100 screens

• Year-0 CapEx: ~$120k (mid-class displays, 
players, mounts, install)

• Annual OpEx: ~$25k CMS/support + ~$15k 
content program

• Savings: Retiring posters/kits/shipping cuts 30–
50% of prior print/program costs (assume $80k → 
save $24–40k).

• Revenue Lift: A 2–3% increase in targeted product 
sign-ups (e.g., 30 incremental HELOCs/CDs/CCs 
per month network-wide) typically yields >
$100k–$300k+ in annualized contribution, 
depending on product mix and LTV—often 
producing <24-month payback when combined 
with savings.



Final Thoughts: 
Why Digital Signage?

Remember: Success isn’t just installing 
screens—it’s creating a network that informs, 
engages, and inspires action. As you plan to 
implement digital signage at your workplace, 
store, school, hospital or facility, it is important 
to understand the fundamental reasons why 
businesses invest in this fast-growing, strategic 
communication channel that connects people, 
spaces, and data in real time. Whether you’re 
improving customer experience, streamlining 
operations, or energizing employees, the “why” 
behind digital signage comes down to three 
fundamentals: visibility, velocity, and value.

© Mvix, All rights reserved.21

Implementing digital signage isn’t 
just a technology decision—it’s a 
communication strategy investment. 
In-branch digital signage is no longer 
experimental—it’s established table 
stakes for modern branches, with >80% 
of peers leveraging it to orchestrate 
moments that matter. When anchored 
to specific journeys and governed with 
disciplined content operations, signage 
programs pay for themselves through 
measured product lift, lower print/
logistics costs, and better customer 
experiences (including shorter-feeling 
waits). The result is a branch that looks 
modern, serves faster, and sells smarter.



Capturing Attention in a Crowded World
VISIBILITY
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The average person is exposed to thousands of 
messages every day — emails, alerts, posters, 
social media. Static print signs fade into the 
background. Digital signage cuts through the noise 
by combining motion, light, and dynamic content 
to command attention exactly where decisions 
happen.

Digital displays boost engagement and impulse 
buys by up to 30% compared to static posters. 
In offices and campuses, they drive awareness of 
company updates, events, and safety reminders. 
And in public venues like airports or hospitals, they 
provide clear, real-time navigation and reduce 
perceived wait times.

With proper content design — short messages, 
brand colors, data feeds — digital signage 
becomes a living part of your environment, not 
just a screen on the wall.



Communicate and Adapt Instantly
VELOCITY
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Business moves fast. Policies change, promotions rotate, schedules update, and crises 
emerge. Traditional signage can’t keep up — but digital signage can.

With a centralized content management system (CMS), updates are instantaneous across 
locations. A marketing team can push new campaigns to hundreds of stores in minutes. 
HR can post emergency alerts or weather warnings organization-wide with a single click. 
Manufacturing teams can broadcast live production data or downtime alerts to the shop floor 
without delay.

That speed of communication doesn’t just save time — it prevents misinformation, improves 
safety, and strengthens organizational agility. Digital signage turns communication into a real-
time, data-driven process.



Measurable ROI 
and Operational Efficiency

VALUE
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Digital signage delivers quantifiable results 
that extend beyond “brand visibility.”

• Revenue gains: Dynamic content
converts. Retail & restaurant businesses
that switch from print to digital signage
often see 10-15% increases in upsell
items. Retailers use product videos
and limited-time offers to lift average
transaction values.

• Cost savings: Replacing print cycles
eliminates recurring costs for posters,
shipping, and labor. A network of 20
screens can save thousands annually in
print and logistics.

• Efficiency: Centralized control cuts
coordination time across departments.
Facilities teams can automate screen
schedules, IT teams monitor device
health remotely, and marketing can test
and refine messages based on proof-of-
play analytics.

In short, digital signage pays for itself — 
not just through sales impact, but through 
faster communication and fewer operational 
bottlenecks.



Building Trust
and Connection

EXPERIENCE

© Mvix, All rights reserved.25

Beyond metrics, digital signage strengthens 
how people experience your brand. It 
humanizes information, adds transparency, 
and reinforces culture.

For customers, it signals professionalism 
and modernity. For employees, it creates 
alignment — showcasing wins, KPIs, and 
company values in ways email never could. 
In environments like hospitals, municipalities, 
and universities, it becomes an information 
service, improving wayfinding, safety, and 
satisfaction.

When designed with purpose, digital 
signage isn’t a cost center — it’s a brand 
and engagement engine.



Future-Proofing Communication
Digital signage is also an investment in flexibility. With integrations for data 
feeds, IoT sensors, room-booking systems, and BI dashboards, it adapts to new 
communication needs without replacing hardware.

As workplaces, businesses, and retail environments become more connected, 
the ability to broadcast, automate, and personalize content at scale will be 
essential. Businesses that implement signage now are building the infrastructure 
for tomorrow’s hybrid, data-driven communication.
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