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As a restaurant operator, you have to make countless decisions every day. 

One of those decisions is how to influence what people are buying after they walk through 
the doors. One of the most effective ways to accomplish that task is through the use of digital 
menu boards.

As the most important marketing tool in your restaurant, the menu board ties all the other 
 promotional items together and helps enhance the customer experience. 

Unlike printed signage that can quickly lose its luster, digital menu technology remains fresh 
and bright, incorporating movement that can catch the attention and whet the appetite. Unlike 
static signage that can cost thousands of dollars to print and ship to individual restaurants, 
where it may or may not be deployed in a timely fashion, digital menu boards can be updated 
in real time from the corporate office. And unlike static signage that can become even more 
complicated and costly to manage when trying to incorporate multiple dayparts, digital menu 
boards can easily incorporate as many dayparts as the operator desires, switching between 
menus in an instant.

And operators are taking notice of the power of digital menu technology. The overall market 
for digital signage, including digital menu boards, is expected to grow at a compound annual 
rate of 5.8 percent over the next several years, according to Telecoms and Computing Market 
Research Reports, reaching $19.4 billion dollars by 2021 from $13.8 billion in 2015.

In the past few years, restaurant companies ranging from single-unit operations to global 
mega-chains announced plans to incorporate digital menu technology into their operators.  
The reason is simple: It works.

Read on to learn how digital menu boards can help a restaurant operator increase sales  
and boost the bottom line.

INTRODUCTION
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CHAPTER 1

It’s more than just what’s on the menu…

Digital menu technology isn’t just about electronic menu boards. It blends industry expertise, 
strategic marketing, specialized creativity and advanced technology to tantalize your guests and 
boost profits. Simply put, digital’s dynamic imagery looks better and gets results. Plus, by going 
digital, you can impact in-store customer behavior like never before. Most importantly, you can 
use digital menus to drive sales and boost profits.

In the past, all an operator could do was organize their menu in a static presentation and hope for 
the best. Now, with digital menu technology, they find out what works and what doesn’t, make 
quick adjustments, and use their in-store menus as one of their most effective selling tools. 

With technology that combines creativity, resources and real-time capabilities, operators can 
boost sales in new ways. Quickly refresh content and seize upsell opportunities on the fly by 
directing customers’ attention where you want it. Show bacon sizzling on the grill or an icy drink 
with beads of condensation running down the glass. 

“The conversation I usually like to have with a lot of our clients is about how they are interacting 
and engaging their guests from the moment they walk through the doors,” said Patrick Berner, 
QSR and fast-casual consultant with WAND Corp.

“For example, do they hire employees to greet people at the door, walk them through the menu, 
talk to them about their menu offerings, make suggestions, things like that? Obviously the 
answer is ‘No’ … their margins are already slim and it would be tough financially for a restaurant 
to hire another person to focus on those duties. Instead, they cross-train the person who 
works the register to try and upsell a cookie or a beverage, but most times when somebody 
approaches the register, they already have their mind made up on what they’re ordering, so 
that’s not as effective,” Berner said.

Scoring Sales Increases with 
Digital Menu Technology
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When used correctly, digital menu boards are doing a job, just as an employee might do, he said. 

“When you present the right content and the right message to people who are walking in, you 
can capture their attention and influence their purchase before or while they’re in that decision-
making process,” Berner said.

Our peripheral vision is attracted to movement. We can’t find our car keys when they’re lying on 
the counter, but we spot motion instantly. Digital menu boards play to this phenomenon. Much 
more so than static images, digitally animated images attract attention first and let you entice 
your guests with dynamic, moving pictures that arouse emotion.

It’s all about upselling. Get your audience excited about the more profitable, high-margin menu 
items. Using the golden triangle, put a tantalizing image of your feature front and center, your 
value offer on the right and other items on the left.

Here are some of the ways digital menu technology can be used to increase sales:

Make quick changes
In the past, all you could do was organize your menu in a static presentation and hope for the 
best. Now, with digital menu technology, you find out what works and use your in-store menus 
as one of your most effective selling tools. Images can be updated to reflect each daypart. 

“Depending on the restaurant, many big brands will have differing menu options from area to 
area,” Berner said. 

“It can get to be pretty costly to print and distribute these various menus,” he said. “So 
obviously if you can incorporate differing menus and update them instantly from a central 
location it can save a good deal of money.”

Get noticed
“Upsell bugs”— those bright, animated menu graphics that attract attention—are simply 
irresistible, and highly effective at prompting larger checks.

Wendy’s, for example, developed a “4 for $4” value offer in one of its operating areas and 
promoted a higher-margin item on its digital menu boards. When guests came in for that deal, 
the in-store promotions upsold.

Reinforce your strengths 
Digital does more than showcase menu selections. Through quality creative, digital menu boards 
tell a story and present your brand with a mouth-watering, tempting visual appeal.

Digital technology also educates and entertains guests. Guests perceive wait times to be 
shorter, taking orders goes faster and it even improves order accuracy. Digital technology also 
enhances the dining experience in surprising ways. After one restaurant did nothing but install 
digital menus, customers complimented its renovation and improved food quality.

Improve operational efficiency and speed up service
Digital menu technology can be used to highlight products that are faster to make during lunch 
and/or dinner rushes. That can improve speed-of-service times, leading to quicker customer 
throughput and ultimately, higher sales.
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Operators can also use advanced dayparting, limiting the menu to certain key items during late 
night service or after the big football game. That can allow the restaurant to handle a greater 
level of business with fewer employees.

React quickly to market changes
With digital technology, you can stay in step with your customers. Content can be changed out 
instantaneously to adapt to changing tastes and/or conditions. Is it cold outside? That might be 
an opportunity to promote soups or hot coffee drinks. Is it hot and sunny? That might call for an 
ice cream or other dessert promotion.

Digital capabilities let you create exceptional communications that support your sales strategy, 
trigger increased revenue and promote customer loyalty.

Position your restaurant as being on the leading edge 
Consumers have come to expect a digital experience. Infuse each encounter with creative, 
smart technology. Let’s face it: printed signage is passé. Today’s customers already incorporate 
technology into all aspects of their lives, from mobile phones, tablets, flat-screen TVs and 
voice-activated home assistants. The last thing a restaurant operator wants to do is create the 
impression that their business is old, tired and living in the past.

Optimize your operation with data analytics
Investing in digital menu technology gives your marketing group deeper insights and flexibility. 
They’ll spend less time on general campaigns, and more time on effective efforts across your 
entire network.

Easily track which campaigns ran where, and tie that to POS financial data to quickly measure 
effectiveness and capitalize on what works best. Test everything: price limits, new products, 
different marketing in different locations or operational levels, and more. Based on results, roll 
out successful strategies to fit specific situations. Then, refine and repeat.

Many restaurant operators make the mistake of putting in digital menus but not leveraging as 
far as possible. Once your menus are in place, you should make it a point to audit your menu 
and make changes on a regular basis. As you are evaluating digital menu content management 
systems, be sure you are choosing a system that is easy to use and gives you the control to 
do this directly in the software. Or, look for software that uses predictive modeling and digital 
intelligence to make automated changes based on information in your point of sale.
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Restaurant operators save with WAND digital menu boards

If you’re a restaurant owner or operator, you probably already know that switching to digital menu boards 
helps amplify the customer experience and reduce perceived customer wait time by 15 percent or more. But, 
did you know that switching to digital menu boards can actually save you money, too? We’re not talking just 
marginal savings. We’re talking about up to 95 percent cost savings over static menu boards, as reported 
recently by a WAND large concept restaurant brand.

But how?

Large concept restaurant brands save tens of thousands of dollars each time they make a menu change on 
digital menu boards in comparison to static menu boards. Additions and deletions can be made instantaneously 
by a computer instead of cumbersomely by multiple employees, saving time and payroll expenses. Reduced 
costs of perennial materials to create static menu boards also contribute to profits. In addition, food costs and 
waste are more easily controlled by easily highlighting items close to expiration, removing items that are out 
of stock, and achieving a higher margin per transaction.

Digital menu boards also emphasize brand reliability, displaying the same branding design, and content across 
all stores. This dependability increases customer attraction; visitors recognize the steady consistency and 
feel comfortable ordering menu items regardless of the location of the franchise. Such familiarity increases 
business traffic and results in higher expenditures.

Significant savings represent just one of the many reasons to invest in digital menu boards in your multi-
unit operation. Transitioning restaurants to the 21st century by using digital menu boards also creates an 
impressively clean presentation of merchandise. Modern customers desire this connection, and they will 
communicate their satisfaction on social media and in conversation, increasing consumer interest and 
spending. Investing in WAND digital menu technology results in significant savings and undeniable benefits.
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At the end of the day, the effectiveness of digital menu technology comes down to the content 
displayed on the boards. The more effective the content, the better the results an operator will see 
from their digital menu board investment.

Many restaurants only show food on their menu boards. Depending on the concept digital space 
can be a great way to teach people about your brand. 

“Show them the people who prepare the food,” said Tanner Agar, founder and CEO of The Chef 
Shelf, a brand development and strategy design company for hospitality and technology firms. 

“Show them bread rising in your oven, the soups being made from scratch and the farms where 
the tomatoes are coming from,” Agar said. “These elements may not increase today’s sales, but 
they are ways to increase brand loyalty and create talking points for your guests. The more they 
believe in the brand, the more often they will come.”

When considering a content plan, your company may already create significant graphic and text 
assets that can be repurposed to use with digital menu technology. The challenge is coordinating 
the activities to make this happen. These activities fall into three major areas:

• Strategizing how the menu boards are laid out (what content goes on which menu boards)

• Designing the content, or taking the available concept graphics and text and adding features 
and treatments to take advantage of this new media channel’s unique capabilities

• Building and testing campaigns for deployment across your footprint of restaurants

Here’s a breakdown of those processes:

Strategizing the board layouts
Everything that is displayed in your store needs to align with a purpose. No matter what 
the restaurant, there are some common goals that drive companies to adopt digital menu 
technology, including:

Content is King

CHAPTER 2
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• Expediting speed of service.

• Promoting high-margin, specialty, or easy-to-make items.

• Educating customers about your brand.

• Enhancing the customer experience.

At least one board should be dedicated to running bright, high-definition video or high-resolution 
pictures to catch the customer’s eye. Videos showing close-ups of one of your best-selling menu 
items are highly effective in whetting appetites and influencing purchasing behavior. 

Understanding how to optimize content and videos to best showcase your product, how to 
control the timing of content, how to target specific areas of the boards to create compelling 
visuals, and how to drive revenue are crucial to achieving your goals.

“You don’t want the whole thing to look like a Michael Bay production,” Berner said. 

“We like to have restaurants figure out just four categories of items to their menu,” Berner said. 
“You’ve got those very popular items that are high margin as well. Then you have your popular 
items but don’t offer as high of a margin. You’ve got those items that may not be so popular 
but come with a high margin and then you have items that aren’t popular and don’t offer a  
high margin.”

Obviously, an operator should focus on those popular, high-margin items and then those not-so-
popular high-margin items, he said.                             

Another board should highlight the current LTO. This is a key selling feature of digital menu 
technology and usually includes special pricing and details on the item. 

In addition, it’s increasingly important to stay informed on regulatory and compliance 
requirements that impact menu content and displays. This will help you anticipate deadlines and 
understand how industry changes and specifications will affect future campaigns, as well as 
campaigns already underway.
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What’s going on the screen? Preparing for the digital menu  
technology design process
The process of designing your digital menu technology content starts with collecting all the 
assets and brand information you have to inform the process. Whether you are using an in-
house creative team, a team from your digital agency, or one from your digital menu technology 
provider’s team, you will need to have the following content and metadata (information about 
the content) available to proceed:

• Existing static menu board layouts, preferably with layered working files.

• Mood boards (for redesigns that deviate from current static menu board layouts).

• Brand guidelines.

• List of top-selling items and/or desired products to highlight.

• Prices and calories for all items that will appear.

• Daypart menus for all stores.

• Customer demographics.

• Campaign goals.

Who does the work?
It may suit your operation to have the same people who design and create the content assets 
execute the deployment and management of your menu boards. In other cases, it makes sense 
to separate the execution and operation of campaigns from creative functions and have different 
teams for each.

If you choose to operate with separate teams, you will need to ensure close coordination 
between the two groups. Then you can make sure that content from the creative team is 
delivered to the operations team in formats that can be easily loaded into the Digital Menu 
Technology platform and run on the media players without additional work.

If you are working with an agency or outside firm, they should help drive asset specifications. 
For example, you will need to know what file format they support, file size limitations and other 
technical requirements.

Some creative services might prefer layered files, like those designed in publishing software 
like Photoshop, Illustrator or InDesign. Source assets for imagery and video are good to have 
in higher resolutions so they can be resized if necessary, but optimizing the size of images and 
video is essential for smooth-running content.

Once the team creating the boards receives the assets and assesses your needs, you should 
schedule a kickoff meeting to formalize the expectations and deliverables, which will include the 
number of concepts and boards to be developed.

The end game
Like any menu, a digital menu board should be designed well from a navigational and readability 
standpoint first and foremost. 
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When used properly, digital menu boards are a great way to have rotating information/specials, 
and take advantage of price changes on the fly or feature a more profitable item—which all 
increase the bottom line. It’s usually easier to read white type on dark/colored backgrounds  
when displayed on a screen, since the white is illuminated brighter. 

The easier a board is to read, the more time a customer has to read it in its entirety before 
ordering, which makes them more likely to see something else they’d like to order and increase 
their check.

Finally, one aspect of digital content that’s extremely important, but often overlooked, is using 
digital content to achieve a desired outcome.

“If you’re doing some sort of a promo or a video type of a thing, you want to have a call to 
action,” Berner said. “I’ve seen a lot of menu boards that show menu items and have stuff 
moving around, but there’s really no call to action after that.”
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Where they work

Digital menu boards can supplement virtually every restaurant operation. Here are some examples of where 
the technology can be particularly effective:

Restaurants in mall food courts

Nowhere is digital menu technology more effective at increasing sales than in restaurants located in mall 
food courts. No matter what the concept, sales will benefit from bright displays with large food items. Imagine 
steam coming off freshly prepared food, pouring drinks, clinking ice, and other video or animations to attract 
the customer’s eye and help them gravitate toward your restaurant instead of a neighbor’s. Make sure you 
exhibit vibrant content that’s displayed on high-quality, extra bright commercial screens.

Fast casual concepts

Most new fast casual concepts have one to three registers or lanes. Menus tend to be simpler, so the emphasis 
should be on imagery and benefits of your offerings. For example, “better-for-you” is a big motivator. If menus 
are simple enough, choose larger displays and hang one or two from the ceiling above and behind the 
counter at an appropriate sight line, height, and viewing distance. Depending on the store layout, you may 
not need multiple menu boards for each lane.

Convenience stores

There are several locations inside a convenience store that could benefit from digital menu technology. From 
a menu perspective, one or two displays mounted from the ceiling above the deli counter could suffice. Larger 
stores with multiple food zones might benefit from two menu boards at each station. Specialty coffee areas 
can also benefit from digital menu technology, especially if a variety of flavors are featured and frequently 
changed.

Market delis & quick serve

Market delis and quick serve counters present a unique opportunity to leverage impulse and planned spending 
from customers already in your location. These businesses focus primarily on quick lunches, family meals 
and impulse buys served right within the marketplace. Specialty foods are a great focus for digital menu 
technology and upsell opportunities are plentiful.

Source: WAND Corp.
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Although digital menu boards are well on their way to becoming a standard feature of restaurant 
dining rooms, the use of digital menu boards at the drive-thru is still in its infancy. Some industry 
experts estimate that just 5 percent of QSRs have digital menu boards at the drive-thru. The 
main reasons operators cite as to why they haven’t incorporated digital menu boards to their 
drive-thru operations is the higher cost of outdoor boards as well as the additional preparation 
needed to deploy those systems.

But with the nearly 70 percent of a QSR’s sales coming at the drive-thru, not deploying outdoor 
digital menu boards can mean an operator is missing out on significant sales opportunities.

A study conducted by Forrester Consulting examining the potential return on investment QSRs 
could realize by deploying outdoor digital menu-board displays found that the use of outdoor 
digital menu boards in drive-thrus resulted in improved customer throughput and a 5.75 percent 
decrease in average wait times. The restaurants in the study were able to increase drive-thru 
customer traffic volume by 9.1 percent since deploying outdoor digital drive-thru menu boards.

“That goes under the category of 
educating the customer,” Berner said.  
“If people aren’t sure what they want 
to order and the outdoor menu board 
features a big animated promotion, they’ll 
just elect to go with that. I know personally 
I get a little anxious if there’s people 
behind me in a drive thru, so I become a 
little bit more impressionable at that point.”

In addition, those restaurants were able to 
increase the conversion rate on promotional 
items by 2 percent and increase ticket 
averages for drive-thru orders by 2.5 

Taking it Outside

CHAPTER 3
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percent. The study found customers were more likely to add additional items to their orders, such 
as fries and soft drinks, when ordering at drive-thrus with digital menu displays.

And as an added bonus, the restaurants in the study were able to improve drive-thru menu 
board visibility and increase order accuracy, reducing food waste costs by 5 percent in each  
of its pilot drive-thru locations.

A host of functions
Increasingly, QSRs are recognizing the operational efficiencies and added sales generated by 
outdoor digital menu technology. A digital signage network at the drive thru can serve multiple 
functions at once, including:

• Promoting a new menu item a few car lengths ahead of the speaker, allowing  
for the suggestion to take root in the customer’s mind.

• Featuring high ticket items to boost ticket averages.

• Pointing customers to the top-selling menu items, thereby helping to speed  
up order flow.

• Speeds up the number of orders processed in an hour.

Of course, along with the sales increases that drive-thru digital signage can offer, outdoor 
digital menu boards also offer the ability to update menus with new items or price changes 
almost instantly, eliminating the labor and printing costs associated with static signage. 
Dayparting is made easier as well, with those boards able to switch between breakfast, lunch, 
dinner and late-night menus seamlessly. 

• Purchasing fully weather-proofed enclosures (generally 
support one to three displays and are built to fit specific 
displays from partner manufacturers).

• Deciding whether to include pre-sale displays (essential 
if you often have long lines at the drive-thru).

• Making sure the glass on enclosures can withstand 
potential vandalism, storms and wind.

• Using brighter displays so they will be visible in  
direct sun.

• Planning the potential inclusion of air conditioning or 
heating in the enclosure (if located in particularly hot  
or cold climates).

• Pouring concrete to mount the sign enclosure.

• Digging a trench and running conduits for electrical 
and data cables into the store.

• Possible use of a truck crane for some particularly 
large enclosures.

• Planning for speaker installation, video hardware, 
and order confirmation display.

Source: WAND Corp.

Considerations when deploying outdoor digital menu boards

Outdoor digital menu technology complements your indoor displays and creates operational efficiencies. 
It also adds a handful of additional challenges to your installations:
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Implementing digital menu technology is a new concept to many restaurant operators. Planning 
for a digital menu board deployment involve numerous small but important details. 

Of course, an excellent time to install digital menu technology is when a new store is being 
opened, enabling planning in parallel with all the other store opening activities. Utilize help from 
your vendors. They can generally take on as much or as little of the process as you desire, from 
doing everything in a completely turn-key mode, to simply answering questions that come up 
along the way.

Digital menu technology implementations involve several small simultaneous projects with 
defined beginnings and endings, all of which are constrained by time and budget to prevent a 
negative impact on restaurants and optimize the benefits.

Planning a Digital Menu  
Board Deployment

CHAPTER 4
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Establishing a project schedule for multiple restaurants
Because each site may have more or less equipment and architectural or layout differences 
that make mounting displays or running cables more or less challenging, the scope of work 
may vary and you should plan accordingly.

The type of store also has a direct impact on how the project is planned and who is involved. 
Malls, outparcels, storefronts in urban areas, stadiums, arenas, and other unique store 
footprints have distinctive challenges. Are there specific requirements from the landlord that 
must be met? Do they need to sign off on drawings? Are union contractors required? Do you 
need permits? Are there city signage ordinances that impact displays inside the restaurants? 
You’ll want to keep a checklist of all the signoffs that must be obtained.

Determining the date you want to go live for each site
Often with a new store, you should plan for your digital menu technology to go live a few days 
before opening. Allow about 30 days for a domestic deployment and about 50 days for an 
international one. Once you have a view of all the projects, you can plan the details of each 
individual store, including the construction, installation and content readiness.

Electric and Internet service availability need to precede the installation of menu boards, so you 
don’t have to schedule multiple visits by a technician or use your own or contract personnel to 
get the boards up and running.

Determine how many projects you can handle at one time. Establish a set of milestones for 
each phase of the project. If you are doing several restaurants in one town, and using the same 
crew, it may be relatively easy to determine the pace at which they can complete a store.

Bringing it all together in a well-executed, timely project
Before anyone starts drilling or hammering, you need to perform a site survey: obtain photos 
and physical measurements of the site, including where you expect the displays to be 
positioned and where the computer hardware will be located. Take note of obstructions and 
architectural features as well, such as columns, windows, doors, trim or hardware.

Based on the information collected, you will determine optimal display size, requirements 
for wiring and cooling, construction needs, wiring challenges, mount types, media player 
placement, logistics and access issues. You’ll also need to verify power and data infrastructure, 
Internet reliability, network connectivity through firewalls and air flow for electronic equipment.

And prior to any installation work, confirm height, orientation (portrait or landscape), and 
position for optimal viewing angles. Confirm structural integrity for mounting brackets to hold 
the weight of the displays and media players.

POS systems integration
If your digital menu technology will require an integration with your POS vendor, you should 
plan in advance with your digital menu technology vendor and content team to ensure that 
all versions of your POS system(s) are supported. You will also need to check that all the 
necessary data to complete an integration will be provided. This data generally includes a 
menu item export, which includes a menu item name, price value, caloric value and a unique 
item ID for each sales item.
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Placing orders for equipment and services
Not all equipment for digital menu technology installations is sold “off the shelf.” Custom 
mounting hardware and outdoor enclosures can have lead times associated with them. Plan 
on placing orders well before the date you are planning to go live. Consult with vendors and 
compare schedules often.

Installation techs and creative services should also be booked well in advance. If the opening 
or desired installation is being timed to capitalize on a holiday rush period, for example, 
keep in mind that many other restaurants may have that date range in mind and resources may 
be constrained.

Installation
Simultaneous to the construction planning, build a detailed plan for the installation of the 
displays and accompanying gear.

Drawings and specifications from the equipment provider are incredibly helpful. They will 
provide accurate details for the displays and supporting equipment. Here are a few examples 
of details that need to be established:

What type of mounts are used? Ceiling or wall?

Some ceiling mounts need rails that travel horizontally and hold several displays; heights and 
lengths are critical.

• Determine the cable lengths necessary for data (CAT5) and video (HDMI).

• What labor resources need to be present?

• Are the appropriate trim materials and tools available?

• Do you have ready access to troubleshooting resources?

Be sure to use tools and hardware appropriate to the mounting surface. For example, if you 
have to drill through tile, you will need a special drill bit. Depending on the brackets, displays, 
ceilings, and wall construction materials, the installers may need other special tools.

Media player installation 
The media player is a small computer device that needs to be within a cable length of the 
display. Some installations include one of these devices for each display. With some hardware, 
a single player can drive upwards of six displays. With others, the media player is mounted on 
the back of the display itself.

For installations that include a separate media player, each device needs its own electrical 
outlet and is often connected to the network via Wi-Fi or CAT5 cables, and to the display via 
HDMI. The player must be accessible to store employees (for the rare event that the unit needs 
to be reset) but should be hidden from the restaurant’s customers. It needs to be mounted 
securely with brackets (not Velcro, tape, or twist ties), have cables plugged in without tension, 
and located a safe distance away from heat sources with adequate airflow. It should not be 
plugged into a switched and conditioned outlet. The player is a computer, and it should only be 
shut off using its own power switch.
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All cables should be tied down at least every three feet, with the excess cable tied back with 
zip ties or Velcro straps. Use appropriate colored raceway for exposed cabling greater than 
three feet and ensure that all CAT5e and HDMI cables are properly labeled. Also, pay attention 
to the “bend radius” of HDMI cables: you don’t want the cables to crimp or break. Follow your 
vendor’s cabling instructions based on the number of displays connected to the media player.

Dayparting
With WAND’s Digital Menu Technology platform that lets you define your restaurant’s dayparts and what to play 
for them, you can optimize the content at all times for what you are cooking and what customers want to eat.

Inventory management
The ability to update content in real time makes a digital menu board a great way to manage inventory. If a 
restaurant is overstocked on a particular item, it’s easy to run a quick special to run down supply. On the other 
hand, if the restaurant is out of a particular item it can be removed from the menu to avoid unhappy customers.

Central control
Most content can be updated from a central location, ensuring that price and menu changes are  
enacted consistently.

Source: Wand Corp.

Take maximum advantage of digital technology 
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Conclusion
If there’s any doubt as to the effectiveness of digital menu boards, one only need look at what 
the major chains are doing.

Nearly every restaurant chain is incorporating digital menu boards into their operations, with 
some spending millions of dollars on those projects. They’re doing so because digital menu 
technology has proven time and time again to encourage customers to visit more frequently 
and to spend more when doing so.

Cleary, digital menu boards are the future of the restaurant industry. If you haven’t already 
deployed digital menu technology, you risk being left behind. Don’t let that happen.


