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RETAIL’S NEW REALITY 

•  Disrup7ve  convergence  of  channels

•  Customer  is  clearly  in  charge


•  What’s  worked  in  the  past  …







HOW ARE YOU SLEEPING? 

What  does  it  mean  that  Traffic  is  
down,  but  conversion  is  up?


Why  do  our  shoppers  spend  half  
their  7me  on  their  phones?
Why  did  our  shoppers  buy?
Why  did  they  NOT  buy?

What  do  we  do  to  stay  

compe77ve?

What’s  Holiday  got  in  store  for  us  

this  year?




RETAILERS WHO ARE THRIVING 

•  Finding  the  op7mal  mix  of  online,  mobile  and  in-­‐store




•  Retailing  as  a  branded  experience




•  In-­‐store  shopping  experience




•  Analy7cs  to  con7nuously  monitor  across  channels




Traffic  Outside  Store
 Poten7al  Opportunity


Store  Traffic
 Total  Store  Opportunity


Zone  Traffic
 %  of  Zone  Traffic


Zone  Dwells
 %  of  Dwells  Over  Threshold


Avg  Dwell  Time  
 Decision/Indecision


CVR  /  Sales
 Op7miza7on  of  Dwell  Asset


PATH TO PURCHASE METRICS 



Traffic  Outside  Store
 “Should	
  I	
  Enter?”	
  
Value  of  Capture  Rate


Store  Traffic
 “Should	
  I	
  Stay?”	
  
Avg.  Visit  Dura7on/  Store  Performance


Zone  Traffic
 “Where	
  Should	
  I	
  Browse?”	
  
Exposure  Rate


Zone  Dwells
 “What	
  Interests	
  Me?”	
  
Engagement  Rate


Avg  Dwell  Time  
 “Should	
  I	
  buy?” 

Decision/Indecision


CVR  /  Sales
 “Will	
  I	
  come	
  back?”	
  
Product  Find  +  Experience


THE CUSTOMER EXPERIENCE 

Components	
  of	
  the	
  Customer	
  Experience	
  



CASE STUDY:  
M a r k e t i n g  E f f e c t i v e n e s s  



S TOR E    1 
 M A R C H    

W E E K    1 


Pass-­‐By  Traffic
 1294


Capture  Rate
 55.4%


Visit  Dura7on
 21.5  m


  Marke7ng  Changes


What	
  happens	
  with	
  
markeAng	
  and	
  window	
  
changes?	
  

MARKETING EFFECTIVENESS 



S TOR E    1 

MARCH   
WEE K    1 


MARCH    

W E E K    3 


Pass-­‐By  Traffic
 1294
 1885


Capture  Rate
 55.4%
 65.3%


Visit  Dura7on
 21.5  m
 22.1m


  Marke7ng  Changes


46%	
  increase	
  in	
  traffic	
  plus	
  increased	
  capture	
  
rate	
  result	
  in	
  a	
  44%	
  sales	
  increase!	
  

MARKETING EFFECTIVENESS 

+9.9%

C A P T U R E    R AT E 


+3  Points

C V R 


+2%

S A L E S    P E R    S H O P P E R 


+2%

D U R AT I O N 




MARCH   
WEE K    1 
 S TOR E    1 
 S TOR E    2 


Pass-­‐By  Traffic
 1294
 1457


Capture  Rate
 55.4%
 49.1%


Visit  Dura7on
 21.5  m
 9.22min


MARCH   
WEE K    3 
 S TOR E    1 
 S TOR E    2 


Pass-­‐By  Traffic
 1885
 1892


Capture  Rate
 65.3%
 54.3%


Visit  Dura7on
 22.1m
 11.11min


Store  Comparison


MARKETING EFFECTIVENESS 



MARCH    

W E E K    1 
 S TOR E    1 
 S TOR E    2 


Pass-­‐By  Traffic
 1294
 1900


Capture  Rate
 55.4%
 49.1%


Visit  Dura7on
 21.5  m
 9.22min


MARCH    

W E E K    2 
 S TOR E    1 
 S TOR E    2 


Pass-­‐By  Traffic
 1885
 1892


Capture  Rate
 65.3%
 54.3%


Visit  Dura7on
 22.1m
 11.11min


Store  Comparison


Higher	
  Capture	
  Rates	
  and	
  Longer	
  	
  Visit	
  
DuraAons	
  =beIer	
  store	
  performance	
  

PASS BY STORE COMPARISON 



CUSTOMER EXPERIENCE 
I n - s t o r e  A n a l y t i c s  D a t a  I n t o  A c t i o n  



VISUALIZATION OF CUSTOMER 
MOVEMENT 
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6  week  period

 

E N T R A N C E   
1 


E N T R A N C E   
2 


MEN’S SPORTWEAR CASE 



6  week  period

 

Traffic


Dwell  Count


Dwell  Time


How  to  increase  CVR  by  understanding  
customer  dwells  by  zone?


TRAFFIC,  DWELL COUNT,   
DWELL T IME 



6  week  period

 

ZONE DWELL COUNT & DWELL T IME 

CLOTHING

Sales  (1%)  CVR  .

7%

Zone  Traffic  50%

Dwell  Rate  58%

Improve  Zone  

Traffic


DESIGNER  
SPORTSWEAR


Sales  (27%)  CVR  3.3  

Zone  Traffic  190%

Dwell  Rate  29%


Increase  Dwell  Rate


CLASSIC  SPORTSWEAR

Sales  (23%)  CVR  10.3%


Zone  Traffic  60%

Dwell  Rate  61%


Des6na6on  business  
(60/61),  


ACTIVE

Sales    (22%)  CVR  3.8%  

Zone  Traffic  220%

Dwell  Rate  36%


Increase  Dwell  Rate  




SPORTSWEAR

Sales  (19%)    CVR  2%

Zone  Traffic  270%

Dwell  Rate  23%


Increase  Dwell  Rate




6  week  period

 

DATA INTO ACTION 



CLOTHING


Improve  Zone  Traffic

Marke7ng  messages,  staff  
referrals,  open  fixtures,  
inspira7onal  signing





DESIGNER  SPORTSWEAR

Increase  Dwell  Rate

Zone  staffing,  fixture  

layout,  remove  
encumbering  displays,  

digital  readers   


CLASSIC  SPORTSWEAR

Des6na6on  business  

(60/61),  add  
complimentary  items,  

auto  stock  replenishment






ACTIVE


Increase  Dwell  Rate

Fixture  layout,  remove  
encumbering  displays,  
improve  customer  

access,  and  shop-­‐ability  




SPORTSWEAR

Increase  Dwell  

Rate

Signing,  newness,  
lifestyle,  stopping  
power,  digital  

readers,  
inspira7onal  

signing
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BRAND EXPERIENCE 
M e n ’ s  L u x u r y  B r a n d  



Men’s  Brand
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SHOPPER BEHAVIOR 

      Men’s  Brand


Bridge


Fijng  Room


Entrance


Men’s  
Contemporary


Men’s  
Classics


Men’s  Brand  Objec7ve

1.  Measure  shopping  behavior  between  

classic  and  contemporary  line


2.  Understand  results,  and  make  

changes  to  improve  sales
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SHOPPER BEHAVIOR 
Men’s  Brand  Results


Men’s  Brand  Findings

•  Contemporary  =high    traffic,  

des7na7on  brand

•  Classic  =  higher  dwell  rate

•  By  “flipping”  the  merchandise,  

based  on  the  shopper  behavior  in  
the  store,  both  areas  achieved  beper  

results


      Men’s  Brand


Fijng  Room


Entrance


Men’s  Brand  Results

•  Men’s  classic  sales  up  11%

•  Contemporary  sales  up  32%

•  Conversion  was  flat  and  average  

transac7on  value  was  up  $7-­‐$12


Bridge

Men’s  

Contemporary

Men’s  
Classics
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DEMOGRAPHICS 
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MALE  (30-­‐35)
 MALE  (35-­‐40)
FEMALE  (40-­‐45)


FEMALE  (15-­‐20)
 FEMALE  (25-­‐30)
 FEMALE  (25-­‐30)


DEMOGRAPHICS 
Trying  Gender  &  Age  to  Paths
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FULL PATH ANALYSIS 
Most  Common  Paths  of  Females  Who  Purchased
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FULL PATH ANALYSIS 
Most  Common  Paths  of  Males  Who  Purchased




KNOW YOUR STORE. KNOW YOUR 
SHOPPER WITH RETAILNEXT 
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THANK YOU 


