
A QUICK QUIDE TO 

MEASURING THE IN-STORE 
PERFORMANCE OF THE 
HOLIDAY SEASON 

THE CHRISTMAS SEASON HAS NEVER BEEN THIS 
IMPORTANT FOR BRICK-AND-MORTAR. SEVERAL 
NEW OPPORTUNITIES HAVE EMERGED, INCLUDING 
BLACK FRIDAY, POP-UPS AND CLICK-AND-COLLECT. 
THE KEY IS TO BE ABLE TO MEASURE AND OPTIMISE 
THEIR IMPACTS TO STORE SALES.
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The Christmas season is prime time for brick-and-
mortar sales. Yet e-commerce is rapidly growing its 

share of holiday shopping, and thus exerting a 
strong pressure on the performance of retail stores.

However, several new retail trends are emerging 

which hold a considerable potential in driving people 
to physical stores. This can create a positive effect 

on sales, given the implementation is right.

In this guide, we go through how to measure and 
optimise a selection of key trends likely to affect 

Christmas sales.

MEASURE & OPTIMISE SEASON SALES 
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The  Walkbase platform combines Wi-Fi, 
Bluetooth beacons, and other in-store sensors 

to anonymously gather data of people’s 
location and behaviour indoors.

1.  People are located real-time based on 
Wi-Fi pings from their smart devices.

2.  These observations are then aggregated 
for real-time in-store analytics.

3.  The analytics are made richer by adding 
data from door counters and POS, and 

integrating to retail information systems.

HOW DOES IT WORK? 

YOU CAN’T MANAGE WHAT 
YOU CAN’T MEASURE 
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BLACK FRIDAY 
In 2014, Black Friday seemed to have a particularly 
interesting knock-on effect, which we spotted when 

looking at footfall conversion data from several high 
street stores using of Walkbase Analytics. For those 

retailers campaigning for Black Friday, footfall was 
consistently higher compared to others.

HOW DID CAMPAIGNS AFFECT IN-STORE? 

Campaigns are becoming increasingly 
targeted and localised, and are making use of 

digital  media such as in-store displays. How 
did window marketing, local ad campaigns, 

street marketing, merchandising and even 
changes in staffing affect the performance of 

individual stores? All this can and should be 
measured with high precision.

CLICK-AND-COLLECT, POP-UPS 
Many retailers are offering store pickups 
for online purchases. This holds the 

potential to drive additional store sales, but 
do you really know how many click-and-

collect visitors actually continue to in-store 
shopping? Similarly, pop-ups may be 

effective but the key is to measure which of 
them are really able to drive in-store visits.
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ABOUT WALKBASE 

Walkbase is the leading in-store analytics and marketing solution for 
retailers. Just like web analytics platforms have revolutionised the online 

shopping experience, Walkbase provides the same level of measurability 
and smartphone enabled personalisation to brick-and-mortar stores.

 
Based on indoor location technology, the platform provides real-time 

analytics on customers’ habits so the same level of personalisation can 
apply in brick-and-mortar as it does online. It analyses in-store customer 

patterns, measures and optimises the impact of marketing on physical 
stores, engages customers with personalised in-store marketing, and links 

the online and offline customer journeys together.

IS JANUARY MORE ACTIVE? 

Taken all sales together, most spending takes 
place in December, for sure. But Walkbase data 

from several brick-and-mortar stores give 
indication that the January discount sales season 

might actually be more active for physical stores, 
in terms of footfall. By the careful optimisation of 

in-store conversions, this might be a gold mine 
for retailers.


