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Description  
of present situation

DSK Bank has rich history on Bulgarian bank 
market. Its brand is well known to Bulgarians 
from three generations. Its strong public 
appearance, as well as offered services, 
make it easy recognizable and among the 
most preferred from personal entities. The 
bank faces the challenge to approach each 
of them and educate them for the products 
that offers which are changing dynamically. 
The number of passive customers is approx-
imately 3 million and active ones reach the 
number of 1.6 people, serviced by hundreds 
of branch offices all over the country. This 
is a huge client base which can improve 
significant the results of the bank if is man-
aged efficiently. This is one of the goals of 
digital media Emocion. The level of results 
from sales of banking products is usually 
based on cross sales. Experience shows 
that customers usually rely on one bank and 
don’t tend to become customers of several 
banks at once because the key in this seg-
ment is trust. This means that each of them 
should be well acquainted with relevant 
products. The environment is getting much 
more dynamic and bank segment should 
be able to respond to this with quick and 
efficient communication. Static information 
doesn’t possess the skill that digital media 
has – to grab the attention of customers for 
piece of second and to direct it to arriving 
on a decision. At the same time employees 
at branches are engaged in other activities 
because online banking still is not able to 
take this load from them.

Analysis of existing means 
of information

Approach for preparation  
of project for integration  
of interactive digital media

Activities for realization  
of approach
Building the approach and examining the 
environment for the project are responsibility 
of a totally new division in RISK Electronics –  
RISK Consulting. Its mission is considerate 
and extremely important at the same time, 
holding the key for the success of the proj-
ect especially from customer’s point of view. 
Consulting may start when the consultant 
is already in the shoes of the customer and 
can see from his/her perspective. This is the 
main reason for which it is necessary that 
first of all a significant volume of information 
is exchanged and lots of time is invested 
from both sides which finally gives sense of 
how the project goes on.

Activities for preparation of the project 
are as follows:


Carry out of focus interviews


Results analysis


Concept building


Description of technical realization


Demonstration
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Depending on their character prod-
ucts are oriented to a definite type of 
customers as income, age group, and 
reaction to products. They are promot-
ed by different communication chan-
nels as each product is more or less 
suitable for certain group of customers. 
Depending on this how customers 
react to marketed bank products they 
are: impulsive, innovative, buying by 
recommendation, oriented to promo-
tional price and needing. For different 
types of products the customers 
respond to different profile. 

Relation analysis: 
customer – product – 
communication channel
Depending on their character products are 
oriented to a definite type of customers as 
income, age group, and reaction to products. 
They are promoted by different communi-
cation channels as each product is more or 
less suitable for certain group of customers. 
Depending on this how customers react to 
marketed bank products they are: impulsive, 
innovative, buying by recommendation, 
oriented to promotional price and needing. 
For different types of products the customers 
respond to different profile. 

COMMUNICATION

CHANNELS

MARKETING

OBJECTS

ТYPES

OF CUSTOMERS

•Impulsive

•Innovative

•Buying by recommendation

•Price hunters

•Needing
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Obstacles and difficulties 
for realization of the project

Integration of digital signage system is a pro-
cess that should be well planned and orga-
nized in advance, taking into consideration 
all peculiarities of the bank branch offices. At 
the same time the relation of the employees 
to this project is of great importance as they 
not just acknowledge the integrator with the 
special features of products and custom-
ers but also cooperate during the time of 
implementation in order to overcome the 
difficulties and achieve the set results.
Difficulties may be related to the span of the 
project – remoteness of part of the branches 
in the country as in need of support they 
will need it onsite. A very often problem is 
observed to be the human resource that the 
bank should separate for serving such kind 
of system. In order the system to be attrac-
tive and working for the company it needs 
well structured, diverse and targeted content.

Another difficulty is the organization of 
the feedback from marketing of this product 
so that it is timely and efficiently used for 
improving the approach and results from 
the launched campaigns. Its collection and 
analysis is of great importance also.

Implementation  
of project

Span and structure of the 
technological realization  
of the project Digital media in 
context of bank sector

During the last few years digital media was 
proved as a revolutionary new mean for com-
munication with customers for many different 
types of businesses. Financial institutions 
are among the first with such kind of system 
worldwide. Digital content as affect and flexi-
bility in time has much bigger potential than 
those of printed materials and can show not 
only low interest rates and flexible conditions 
but the context of the products also. In case 
of credit cards this may be a quick and easy 
reservation of airplane tickets for returning 
to home and family or planning a holiday 
to an exotic destination. In case of mort-
gage this may be first own home. Getting 
informed and amused at once customers 
create emotional connection with the object 
and this leaves them with a sense of better 
experience in the bank which affects the 
sales for sure.

The first step in technological realiza-
tion is definition of zones based on logical 
structure in branch offices. Depending on 
the organization and its activities are defined 
the devices (displays, kiosks, tablets) and 
the content that should communicate with 
customers. This is the moment when the 
maxim of digital media “the proper informa-
tion at the proper place in the proper time 
to particular audience” should be realized in 
practice.

1

2

3

Definition of zones

Definition of end 
devices

Content strategy
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Definition of zones

Provoking 
interest zone

Hello zone

Consulting zone

Self-informing 
zone

Waiting zone

Attraction zone

1

2

3

4

5

6
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Definition of end devices
Type of end devices depends on the partic-
ular place and their purpose in the context 
of the content and communication with 
customers. That’s why in Zone 1 and Zone 2 
will be positioned two professional wide for-
mat displays for vertical mounting with high 
brightness and FHD resolution, suited for 
exposition on window. They will be managed 
by a professional player with opportunities 
for distance installation and management.
In Zone 2 and Zone 5 there will two variants 
as follows:

•Professional wide format display 46” for 
horizontal mounting and brightness suited 
for the place and FHD resolution. It is man-
aged by an industrial player with possibility 
for distance installation and management.

•Professional wide format display 55” for 
horizontal mounting and brightness suited 
for the place and FHD resolution. It is man-

aged by an industrial player with possibility 
for distance installation and management.

In Zone 4 we set the concept for giving 
the customers opportunity to inform by using 
interactive kiosk in interactive content. The 
size of the touch screen, the brightness and 
its speed of work should be facilitating its us-
age and turn it into a useful and pleasant oc-
cupation for visitors. That’s why in this Zone 
we have set a professional 42” display kiosk 
with touch FHD display and protective glass, 
managed by industrial player with possibility 
for remote installation and management.

Activities of employees in Zone 3 sug-
gest strong communication with customers 
which gives prerequisite for personal demon-
stration of products. For this reason, devices 
we set for this zone are tablets with 12.5” 
Full HD resolution and operating system 
Windows 7.

KIOSK

Digital 
Signage

Exchange Digital 
Signage

Tablet

�

�

�

� �
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Content strategy 
(Passive content)
Passive content that will be on displays in 
Zone1, 2, 5 and 6 will consist of 7 different 
slots as follows:

•General information slot, developed in 
3-5 minutes, containing the following com-
ponents – weather forecast, news, lifestyle 
information.

•Hello slot in 30-90 seconds, consisting 
of following components – welcome, saluta-
tion for holidays, promotion announcement, 
navigation in the office.

•Information slot in the context of DSK 
with duration between 3-5 minutes, consist-
ing of news, recommendation of security 
issues, announcements promotion of other 
companies from the group.

•Products slot – particular product mes-
sages/animations for 8-15 minutes relating 
all 8 products. Each should have a separate 
slot for the particular product.

•Image slot – video materials with dura-
tion not more than 30 seconds for affirming 
the brand.

•Promotional slot in 1-3 minutes which 
should actively count the days till end of the 
promotion and gives summarized informa-
tion for the key benefits for the customer.

•Facebook slot which should be active 
from 1-3 minutes and in its essence should 
be integration of profile of the bank in the 
media. 
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Content strategy 
(Interactive content)
Interactive content will be present by kiosk 
and tablets in Zone 3 and Zone 4.

Functionality 1: “Products” (portfolio of 
different products)

Campaign “Products”
The kiosk screen visualize different types 

of products while at the same time gives the 
possibility to see details about them and 
increase its image in order to be convenient 
for reading.

Functionality 2: “Brochures”
Campaign “Brochures”
This is the place where a library of bro-

chures can be arranged which are visualized 
by their first page and customer can review 
them and chose which to receive on his/her 
e-mail address.

Functionality 3: “Quiz”
This is form for filling that gives oppor-

tunity to the customer to receive a prize if 
fulfills his/her e-mail so the bank may use 
them for marketing suggestions.

Functionality 4: “Survey”
In relation to marketing activities the 

bank needs initial information from custom-
ers that may receive by using the so called 
“survey”. For customers the filling is anon-
ymously and may increase the number of 
answers in order to achieve a more accurate 
idea of the market.

Functionality 5: “Video”
„Video” – the presence of the bank that 

is created for TV can be strengthen at the 
place by launching the videos as part of the 
content.

Games for attracting the 
attention of visitors:

Games are mean for a more effective 
communication with customers and shorten-
ing the distance between him/her and the 
bank. This can be achieved by attractions 
that the interactive software platform offers 
on kiosks. Of course these games are 
related to products and lead the attention of 
customers to them.

Types of games:

“Memo game” – the aim of the customer 
is to concentrate on products by memorizing 
the images and group them in two in order 
to win the game in shortest period of time.

“Puzzle game” – The puzzle actually 
uses some advertisement of bank product 
which is torn on numerous parts and in order 
to gather it the customer should concentrate 
on the advertisement and its details.

“Curling” – paths are named after names 
of different bank products. Game is not 
difficult and amusing, focused on products 
and brands. 
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Audience analysis
A part from the software platform for visu-
alization of the content, the offer includes 
additional application for audience analysis. 
The idea is that bank should receive graph-
ical feedback for types of visitors in real 
time with the help of the camera (without 
recording faces or any private information) 
and analyzes it structuring it by gender and 
4 age groups as follows: 0-12y, 12-35y, 35-65y, 
65y+. The application shows the average 
time of watching the media. The report is 
sent automatically by internet with indication 
of hours to central server and is accessible 
by web interface.

Information gathered by software for 
audience analysis gives much better idea 
of the effect of the campaigns by giving 
information of audience interest in different 
parts of the day. The Bank can use this 
information in order to deepen the individ-
ual approach to customers and adopt the 
content. For example:

•To define the length of advertising 
materials according to the measured length 
of watching

•To improve messages to customers 
by obtaining information which materials are 
more watched and for what kind of audi-
ence.

Gender

Age

Time of watching

45% 35% 10%10%

50% 50%

Audience analysis



GOALS

SUSTAINABLE

GOALS
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OF SATISFACTION
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OF PROJECT

AVA APPROACH

CAMERA + DATA
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Usage 
of the system

Obstacles and difficulties 
for realization of the project

Five months after the implementation the 
feedback is more than good. Based on the 
pilot, the Bank takes a decision to equip 
more branches with Digital Media. The main 
advantages they communicated are:

a. The possibility of dynamic change  
of the information, intended to the customer

b. Centralized management of the 
system

c. Regularly receiving of customer 
feedback

d. New image of the Bank
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Our passion to develop innovations 
is closely linked to our corporate 
vision and our mission

Innovations are an essential part 
of our mission to work closely with 
our customers and to support them in 
achieving a sustainable transformation.

The capability to implement inno-
vations is essential for our customers 
to increase their independence. It 
could assure new and unique oppor-
tunities to define their own path of 
development.

The development of innovative 
technologies and projects acknowledg-
es RISK Electronics as a reliable and 
successful business partner.

RISK Electronics maintains a lot 
of partnerships that contribute to the 
success of our customers.

Close collaboration is a base com-
ponent of the corporate vision and 
culture

We support our customers in their 
intention to achieve maximum results, 
not only by developing new solutions 
but also working closely with them 
from the launching of the concept 
towards its implementation.

About us

RISK Electronics Ltd.
1138 Sofia, Bulgaria
2L Samokovsko shose
Boila Trade centre
phone.: (+359 2) 9175 423
e-mail: office@risk.bg
www.risk.bg

Contacts


