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WITH THE RETAIL SECTOR FACING 
A PERIOD OF UPHEAVAL AND 
TRANSFORMATION, COMPETITION 
BETWEEN RETAILERS IS FIERCE. IN 
THIS ENVIRONMENT, PRESENTATION 
IS CRUCIAL – SHOPS AND SHOPPING 
CENTRES NEED TO SHOWCASE 
THEMSELVES AND THEIR PRODUCTS IN 
THE BEST POSSIBLE WAY TO ATTRACT 
FOOTFALL AND STAY RELEVANT. ONE 
WAY IN WHICH THAT CAN BE DONE 
IS THROUGH THE USE OF DIGITAL 
LIGHTING AND SIGNAGE, WHICH IS 
BEING USED IN MANY RETAIL AND 
LEISURE DEVELOPMENTS AS LIGHTING, 
A MARKETING ASSET AND A DESIGN 
STATEMENT. IN THIS INSIGHT PAPER, 
CHAPMAN TAYLOR LEISURE DIRECTOR 
DAVID WALLACE EXAMINES THE 
BENEFITS OF USING DIGITAL LIGHTING 
AND SIGNAGE AND THE WAYS IN 
WHICH IT IS BEING EMPLOYED TO HELP 
CREATE AN OPTIMUM RETAIL AND 
LEISURE EXPERIENCE.

Why is Digital being adopted more and more?
Retailers and developers are becoming 
increasingly likely to incorporate LED lighting 
and displays, whether installing it in new 
developments or by way of retrofitting existing 
ones. Among the reasons for that are:

• Cost: LED lighting can save up to 75% of the 
cost of traditional fluorescent lighting in terms 
of maintenance and running costs. The amount 
of energy required is substantially reduced, as 
is the frequency with which replacements need 
to be made. LED can quickly pay for itself.

• Flexibility: Lighting schemes can be 
adapted to suit the range of products, to 
change emphasis from one area to another, 
and to delineate distinctive areas.

• Vibrancy: Digital installations can create a 
sense of movement and activity, whether 
through the use of LED artworks, light 
flows or modular screens. They can create 
a welcoming, stimulating environment 
which encourages customer exploration.

• As a design tool: Designers can use digital 
installations for a range of design purposes, 
creating artistic centrepieces or decorative effects 
which enliven the building interior and exterior.

• As a marketing method: Shop displays can 
deploy LED lighting or information pods to 
emphasise their products. Shopping centres 
can use LED to advertise their tenant range.

 
• Creating an experience: Retail is becoming 

all about providing an experience, and 
digital can displays contribute towards that, 
providing a talking point for visitors.

4

INSIGHTS

CHAPMAN TAYLOR RETAIL



• Creating a journey: Cinema developments 
are now using digital installations to create a 
dramatic visual journey between lobby areas 
and the theatres, with corridors of dynamic, 
wraparound LED displays. This helps add to 
the overall sense of cinematic experience.

• Changing the mood: Lighting can be adapted 
to suit the time of day – warmer colours in the 
evening, cooler in the daytime. It can also help 
create a relaxing atmosphere which is more 
conducive to lingering and extra spending.

• Sustainability: LED lighting requires only a 
fraction of the energy to operate compared 
to fluorescent tubes and other traditional 
methods of lighting, thus reducing the carbon 
footprint. The British Council of Shopping 
Centres, among others, has long advocated 
that retailers switch to LED for this reason. 

5CHAPMAN TAYLOR RETAIL



6

INSIGHTS

CHAPMAN TAYLOR RETAIL



Ways in which Digital is being incorporated
LED is a versatile method of providing images, 
colour and light. As its use becomes more 
prevalent, it is being employed in more and more 
ways by designers, developers and retailers – 
often to stunning effect. Prominent among these 
formats are:

Shopping centre interior lighting
As mentioned, the flexibility of LED lighting allows 
for its adaptation to suit times of day or the 
nature of scheduled events, as well as for use in 
wayfinding. Interior ceilings can be transformed 
to create the illusion of an open-air experience – 
it can simulate natural daylight, cloudscapes or 
a softer twilight – or it can be used to create for 
other purposes, including dynamic visual content. 
This can be very useful for creating suitable 
backdrops for particular events. Previously, 
traditional lighting methods meant that light 
might be too harsh or else not bright enough to 
provide a sense of safety. The adaptability of LED 
eliminates these problems.

Similarly, LED flooring can help emphasise 
particular areas or help with wayfinding. It can 
also simply be used to create a ‘wow’ effect for 
customers by reacting interactively with their 
footsteps. Touches like this provide a real talking 
point and help spread discussion of the shopping 
centre experience across social media.

Exterior design
LED lighting can be an effective tool for drawing 
attention to the building, particularly from those 
passing by on nearby roads and motorways. It 
can also act as a statement – a reflection of the 
provisions within. For example, more colourful and 
dynamic exterior displays can be used to target 
a younger demographic, while more restrained 
design can help attract an upscale, affluent market.

The overall effect can provide a feeling of 
community – a place which is alive and buzzing 
and worth visiting for the experience. It also 
makes a landmark of the building, memorable and 
easily recognisable.

Information pods
Both retail centres and individual shops can install 
LED pods which display information about product 
ranges – they are designed to be interactive and to 
assist in the finding and purchasing process. This 
is a much more flexible advertising format than 
static displays or billboards, eliminating waste and 
content redundancy.

Store window displays
For many retail and leisure outlets, the window 
display is crucial to drawing in custom from outside. 
LED lighting and screens can help frame a product 
display in an adaptable way according to what best 
suits the colour, texture and purpose of those goods. 
LED screens can also be the product display – 
showcasing a rotating range of goods in an attractive 
and engaging way. Screens can be modular in 
format, meaning that the size of the display can be 
as big or as small as suits the particular context.

DIGITAL LIGHT CLOUD ARTWORK AT PLAZA RIO 2. THE 
ENORMOUS CLOUD OF LIGHTS IS MADE UP OF MORE THAN 
400 TRANSPARENT SHEETS BROUGHT TO LIFE USING A 
DYNAMIC FLOW OF LIGHT THAT FLOWS OVER THE ENTIRE 
SCULPTURE. VARIOUS SENSORS MAKE THE INSTALLATION 
INTERACTIVE AND LETS VISITORS TO THE CENTRE BE ACTIVE 
PARTICIPANTS IN THE EXPERIENCE.
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DIGITAL MARKETING IS USED INCREASINGLY 
IN OUR CINEMA PROJECTS

Displays can be programmed or managed from 
a central position, allowing them to change 
very quickly according to customer and market 
movements. This means that, for example, displays 
can be aimed at mothers and retired people 
earlier in the day, and at younger people later on.

Visual marketing
Digital screens are a cheap, yet dramatic, medium 
for video advertising displays. Large displays can 
form a dramatic feature of shopping centre atriums, 
creating a focal point and a lucrative advertising 
space. These can be take the form of immersive 
displays which surround the viewer, large-scale 
video walls or dynamic, multi-screen installations. 
The effect can be dazzling in a way which more 
traditional forms of advertising cannot achieve.

Social media walls provide a fun method for 
visitors to comment on products and services, and 
to provide feedback on their overall experience.

Event Backdrops
As the retail experience becomes much more 
about creating an all-day destination with a 
mix of other uses (particularly leisure and F&B), 
event spaces are becoming more important than 
ever. Whether for promotions, fashion shows, 
community events or concerts, LED lighting 
and displays are perfectly suited to create 
an appropriate backdrop to each event. This 
enhances the event experience, makes it more 
likely that the space will be hired and helps create 
more footfall in the centre.
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