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THE SHOP FLOOR IS A GREAT PLACE TO ANALYZE CONSUMER BEHAVIOR. OBSERVANT SALES ASSOCIATES ARE EFFECTIVE, BUT NOW THEY CAN BE AIDED BY DATA CRUNCHING MECHANISMS 

Online retailers have the benefit of being able to track the customer’s journey and gain insights into their browsing patterns and interests, but can brick-and-mortar stores do the same? Indeed, they can: lately, new technologies have emerged allowing retailers to gather similar data in a physical store. 

Beabloo offers ‘Active Retail Intelligence’ solutions to enhance the impact of in-store marketing campaigns. For instance, the anonymous facial detection feature harnesses information about shoppers’ emotional reactions to products, messages and campaigns, and WiFi analytics can track visitors’ trajectories. This data can be fed into the company’s digital signage system, enabling it to provide targeted content based on the shopper’s behavior and reactions. 

Similarly, Cisco’s digital in-store solutions offer features that track customer movements around the store and figure out ‘hot spots’ where their dwell time is highest; they can also note everything a customer has looked at, even if they didn’t buy anything. These insights are then used to inform in-store marketing decisions and build a customer’s profile. Furthermore, presence and location analytics can predict optimal staffing needs for various areas of the store based on zone-level traffic and demand patterns. 

Meanwhile, Hoxton Analytics focus primarily on the customer’s footprint – quite literally: their technology scans each shoe going through the door, identifying the visitor’s gender. It is also able to track outside traffic, in-store occupancy, dwell times, group size, demographic details and brand recognition, providing real-time data to the management.

[bookmark: _GoBack]In-store analytics systems enable retailers to fine-tune in-store marketing campaigns, adjust the physical placement of products on the shop floor to shoppers’ needs, optimize staffing and strengthen customer loyalty. Besides, these technologies can be used in novel, fun and engaging ways. Thus, over the past few years, Chinese retailer Alibaba has been developing a facial recognition payment technology, deploying the ‘Smile to pay’ option in several partner stores. In its Futuremart store in Hangzhou, it has gone even further with ‘Happy Go’ technology, rewarding customers for looking happy. As they enter the store, clients check-in via the Alipay, Taobao or Tmall apps and have their faces scanned, thus being registered by the system; as they leave, their faces are scanned one more time, and those who are captured smiling receive a discount. 
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