
“To gain the most

attention your 

signage design
has to be

extremely unique.”

BRANDING 
Image

Our Approach to
Selling Signs
PART ONE: Image

A PROCESS
  On any given day, our project managers 
are working on a variety of sign types.  I 
walked through our Chester shop today 
and, among the many projects in 
production, I noticed a set of custom 
channel letters for a church, an internally 
illuminated pylon sign for a shopping 
center, a wall cabinet sign for a hair 
salon, and a fairly large electronic 
message center for a hospital all being 
assembled.  The processes by which  
these various sign types are specified for 
particular projects is complex, and in my 
mind, not part of the typical selling 
approach of the average sign shop in 
Virginia. 
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    There are 4 basic questions we ask customers in the preliminary design stage of a sign. Leaving any unanswered can lead to ineffective sign 
solutions:

         Image: What is the desired image?
         Budget: What is the “budget”?
         Environment: What fits best with the building, the neighborhood, and the local code?
         Impact: How do you determine placement and size considering viewing distance & sight lines?

LOOKS ARE EVERYTHING
    The response to the first question concerning overall image has to be extremely unique. After all, shouldn't your site stand out over everyone 
else on the block?  Keeping in mind that there’s only one chance to make a first impression, it's important to spend extra time pondering an 
effective sign design.

    Quite often in small organizations,  the owner, general manager, pastor, or whoever’s in charge of the site being branded, is the brand and 
the signage could be designed to reflect his tastes and personality. In larger, more structured organizations, the brand may be more thought out.  
For example if an organization's branding statement is, “We are part of our community,” then perhaps a sign matching the style of the 
community that integrates a digital component able to post community events under a fresh and inviting sign with the company's logo would 
be the best answer to: “What is your desired image?”   

   Sometimes it's initially difficult for our clients to perceive the sign type that's best for them. When contemplating new digital signs, we 
frequently ask customers to list a few nearby signs they like and a few they dislike, and reasons why. Exercises like this help our project 
managers brainstorm sign designs that will fit their client's tastes.  That may sound simple, but it's just the starting point of our comprehensive 
approach to selling signs!  Don't miss Part 2, “What is Your Budget?”
  

Marketing managers of Puritan Cleaners rely on Holiday Signs to help 
their multi-location retail business utilize the power of digital messaging to 
convey their community-focused image across a broad area.

KEY INDUSTRY APPLICATIONS: RETAILERS/DEVELOPERS/EDUCATION/HEALTHCARE/NOT-FOR-PROFITS

Contact: Holiday Signs

www.holidaysigns.com (804) 796-9443
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