
Some aspects of our lives and day-to-day experiences seem  

immune to the technological changes that are increasingly 

shaping how we see the world.

We now walk around with mobiles and have the whole world in  

our palms, able to call up at a moments notice the location of and 

directions to everything from coffees to careers.

Our devices can take us right to the door, which begs a question. 

Do we still need signs - and what should signs be doing for us  

now?  Those hulking great lumps of metal and plastic sitting  

passively at every junction or hanging from gantries and   

ceilings appear striking out of step with the times. 

The way we find our way around (especially if you we’re born  

after 1990) is changing fast and while there’s undoubtably a role  

for ‘traditional’ signage, what are the directions that that the new 

media landscape is affording to those thinking ahead? 

How can we go about ‘socialising’ signage so it extends the hands 

of brands, places and spaces in more relevant, affecting, surprising 

and useful ways?

This issue of Fire Starters draws together trends, ideas and the 

adaptation of signage better suited to our shared spaces. We hope 

you enjoy the journey and let us know if you spot an opportunity to 

explore the future for signage.

FROM MILESTONE TO ME TADATA

Searching out for the things you’re after has turned a corner. 

Finding yourself in a foreign city, you’d reach for the folding map. 

In our new connected digital worlds, there’s an invisible cloud of 

directions for the taking, if only signs were (a tenth) as smart as  

our phones. 

‘Points’ is a prototype of a “new intelligent, rotating street sign, 

parsing tweets, check-ins, RSS feeds, and other online data sources 

to point you to the most interesting things happening around you”. 

Designed by an agency asking ‘what might a more intelligent sign 

look like’ they took the premise that signs should be able to display 

more than just a name. 

“‘Points’ arms are constantly changing the information they display, 

based on dynamic signals they pull in from their surroundings. A 

category such as “food” might display options for breakfast, lunch, 

or dinner, based on the time of day. 

Points can also cull data from sources such as Twitter, Foursquare, 

local transportation APIs, and RSS news feeds - which means you 

might find an arrow pointing you in the direction of the baseball 

stadium where tons of people are tweeting scores from the game, 

or showing you when the next train is arriving or which artist just 

checked in at a large music festival or what local restaurant is  

offering a good deal.”

In future, RSS (Really Simple Syndication feeds from websites) 

might easily mean Rather Smarter Signs, with their own code,  

point- or tab-icon to tell us here’s more than just a sign.
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WHERE WE ’ VE  APPLIED THIS  THINKING IN  THE PA ST. . .

WHO ’S  A  CLE VER SIGN,  THEN?

We’ve explored the possibilities of smarter signage by integrating 

Bluetooth systems into information signs at Lexus dealership entrances. 

While these are only simple ‘broadcasting’ applications, with the advent 

of the store app, much more targeted messaging could easily become 

part of the signs future (and more valuable) role.

TOWARDS A  MORE LEGIBLE S IGNSC APE

We created a similar idea for the Dubai World Trade Centre Plaza, 

where all our signposts and directories were mounted on columns that 

supported  sunshades - an pleasant and welcome relief in 42 degrees of 

midday sun. 

TOWARDS A  MORE LEGIBLE S IGNSC APE

Part of the problem with signs is that they are mostly dumb. 

It’s not surprising, given the cost of installing technologies into  

them can be prohibitive (especially if you happen to pick the  

wrong technology). 

Making signage more legible, especially for the visually impaired, 

usually means bigger and more contrast. But that approach may 

also now be meeting its match as the tech companies look at  

‘wearables’ that can lead the way. 

Here’s an example from Israeli startup company OrCam. They’ve 

built a “camera-based system that helps the visually-impaired  

‘read’ signs and numbers”. 

The application features a camera or sensor (in this case integrated 

into the Google Glasses) which recognises words or numbers relayed 

to the wearer via a bone-conduction earpiece. 

“The system is designed to read “text in the wild” such as bus  

numbers, newspaper articles, and traffic lights.” and the upshot of 

new ‘wearable’ devices such as these are likely to throw a bright 

light on the way we need to think about what information a sign 

‘projects’ - rather than simply ‘displays’. In future, how signs ‘show’ 

the way might be as much to do with touch and hearing, as sight.

Our cars increasing can buzz and vibrate to warn us when we 

stray form the lane - our phones may well be able to take cues  

from smarter signs, communicating directly between themselves to 

welcome or warn us of the way.

WHO ’S  A  CLE VER SIGN,  THEN?

Where it was once enough to know we were headed in the right 

direction and three miles from home, the boundaries between  

‘information’ and ‘inspiration’ are (as in life) blurring for signage. 

Not convinced? 

Take these billboards for IBM ‘People for Smarter Cities Project’  

in France which, I appreciate aren’t signs strictly speaking, but 

show an interesting vector. The novelty of a positive message in 

physical form (isn’t that the perfect objective for a sign?) points to 

how signage can be socialised and perform a role that speaks  

volumes about its owner. 

WHAT NO W ?

MAKE AN APPOINTMENT:
01235 448 580

GET AN EXPERT VIEW:
richard
@experiencemeda.com

LOOK US UP:
www.experiencemeda.com

DON’ T WASTE ANOTHER MINUTE:
Meda have over 20 years experience in giving 
businesses the tools to succeed. Ask us how.

WHERE WE ’ VE  APPLIED THIS  THINKING IN  THE PA ST. . .

FIRE
STARTER S

Ò
ISSUE 
No.  15



WHAT NO W ?

E XPE RIE NCE .  THE D IF F ER ENC E .

WHAT WE DO

-  M E D A  -  E X P
E

R
I E

N
C

E
, DESIGN AND A

R
C

H
IT

E
C

T
U

R E

DON’ T WASTE ANOTHER MINUTE:
Meda have over 20 years experience in giving 

businesses the tools to succeed. Ask us how.

Experience shapes us entirely, how we see the world, and 
drives the decisions we make and the paths we take. 

We live in the experience economy and for organisations to 
survive, let alone thrive, the design for managing yours is an 
essential business tool.

So, what’s your experience strategy?

At Meda we define, design and deliver highly effective           
experiences, for the automotive sector, in all dimensions.

We do this through mapping your places, spaces and what 
your people do so as to align them, your services and where 
they’re delivered.

The result? 
A more valuable, useful, believable and elegant experience. 

The benefit becomes one thing that every part of the business 
- and everyone in it - can get behind.

The effect is an experience that literally changes the way your 
customers think and feel about you.

Positively. Powerfully. And forever.

Isn’t that something worth having a strategy for?

MAKE AN APPOINTMENT:
01235 448 580

GET AN EXPERT VIEW:
richard@experiencemeda.com

LOOK US UP:
www.experiencemeda.com


