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venue owners, manufacturers and brands think about operations,  
marketing and the customer experience.  Opus Research predicts the  
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Key Findings W

radical changes coming with offline analytics and indoor location.

affected by indoor location.

areas: hardware/IT spending and software licensing; coupon distribution, in-store merchandising and
shopper marketing; and geo-fenced mobile advertising.

for indoor/retail analytics and the effort to “close the loop” between online advertising and offline sales.

experimenting with some form of indoor location for analytics or customer experience purposes.

multiple approaches (e.g., Wi Fi + Bluetooth) to ensure accurate indoor coverage.

In addition, offline conversion tracking will become standard, changing how marketers think about the
value of digital advertising.

make it possible to almost seamlessly track consumers as they move from outside to indoor spaces.

widespread adoption of aisle-level digital targeting for at least the 12 to 24 months.

stores will need to develop rich and useful app experiences to keep customers engaged.

their consent, they should seek opt-in participation to actively engage in-store shoppers.

but a set of industry-adopted best practices will likely be established.
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