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Executive Summary
Brick-and-mortar retailers can 
increase store performance by 
connecting with customers and 
prospects as they move through 
the offline marketing funnel. 
Location analytics and other offline 
measurement tools can help store 
managers determine how and 
when they should intervene for 
maximum effectiveness.

It’s well documented that prospects go through various stages 
before deciding to buy. The traditional “marketing funnel”  
consists of these stages: 

Fortunately, brick-and-mortar retailers can also track—and 
therefore influence—customer behavior throughout all the 
stages of the offline marketing funnel:

Until recently, the e-commerce world did a much better job of tracking 
prospects through this process than brick-and-mortar businesses did. 
Online sites track visitor behavior the entire time the visitor is on the 
site. Successful sites use that information to interject appropriate 
promotions and information to encourage a purchase. In fact, this 
ability to track and analyze customer behavior is a central reason  
for the explosive growth of online retail. 

Awareness

Interest

Desire

Action

Storefront Potential

Shoppers

Engagement

Conversion

Awareness

Interest

Desire

Action

Storefront Potential

Shoppers

Engagement

Conversion

A Guide to the Offline Marketing Funnel 
for Brick-and-Mortar Businesses



A Technical White Paper from Euclid Analytics

Here are some ideas 
on how to engage with 
your customers at each 
stage to improve your 
store’s performance.

Storefront Potential
The term “storefront potential” 
represents the total opportunity 
outside your store including  
shoppers and walk-bys.

Storefront potential is partially a 
function of location, but all stores  
can increase their potential and  
entice more people inside through 
marketing “events,” such as:

 • Promotional campaigns, sales     
  events, and in-store demos

 • Samples

 • Eye-catching window displays

 • Tie-ins with not-for-profits 
  (e.g., donating proceeds from a    
  particular sale to the Red Cross).

You can assess storefront conversion 
(the rate at which people come inside 
your store) by tracking the ROI from 
such “events,” setting a benchmark 
and doing A/B testing.1 This can help 
you identify the marketing activities 
that get the highest value shoppers  
in the door.

Shoppers
The second stage of the location-based marketing funnel is the  
initial shopping experience. 

Many stores track the number of visitors they get every day. But  
how long do the visitors stay? In specialty retail stores, for example, 
shoppers tend to buy more when they spend a lot of time in the store. 
Visitors who leave within a short period of time may have “bounced.”

If you can determine why they left, you can find ways to keep them  
in your store longer. Factors to consider include the service, the 
merchandise and the facility.

The service: Was enough staff on hand? Or were too many staffers  
on duty? Could visitors get help? Get waited on in a timely manner? 

The merchandise: Were the items displayed in an attractive manner? 
Can visitors find things easily? 

The facility: Was the store or restaurant spotless? Noisy? Did visitors 
leave simply because it was too busy (the “no-one-goes-there-
because-it-is-so-crowded” scenario)? 

Getting answers to those questions can help you make the changes 
that will improve your bounce rate. And even a small improvement  
can dramatically increase revenue.

1 A/B testing basically means doing slightly different versions of an “event” such as an  
ad campaign and comparing the results. What drove the most traffic? What worked? 
What didn’t? See “What Brick-and-Mortar Marketers Can Learn from Online ‘A/B 
Testing’ Best Practices” for more information.
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Engagement Conversion
Engaged shoppers often spend a fair 
amount of time (say 20 minutes or more) 
in the store. They are probably doing 
more than browsing and, logically, the 
longer they stay, the more likely they’ll 
buy and the more they’ll buy.

How can you engage these people? 
Some suggestions:

 • Offer customers samples inside  
  the store and ask for feedback. 

 • Train your staff to ask customers  
  if they would like help.

 • Identify similar products if a particular  
  item is not available (similar to  
  the  online message that says  
  “shoppers also viewed these      
  products”). 

 • Train your staff to engage with     
  customers even when helping      
  someone else (e.g., “I’ll be with  
  you in a moment.”)

 • Emphasize product scarcity  
  (e.g., “only five laptops at this price”).

 • Do spot promotions (e.g., “attention   
  Kmart® shoppers”).

 • Capitalize on urgency (e.g., “this  
  price is only good today”).

Of course, even the most engaged 
shoppers could still leave without buying 
anything. It’s important to investigate 
the reason. Were the lines at the register 
too long? Reassigning the staff to handle 
peak demand might be all that’s needed.

Obviously, the goal is to convert visitors to buyers, and buyers to  
repeat customers. Some suggestions to help make that happen:

 • Train your staff to make suggestions.  
  (e.g., “This necklace would look great with your new dress.”) 

 • Set up a frequent buyer program.

 • Encourage your staff to ask questions.  
  (e.g., “Would you like fries with that?” “Do you need batteries?”  
  “Did you find everything you need?”) 

 • Place impulse items near the register.

 • Target your high-, medium- and low-value customer segments  
  with appropriate promotions and events.

Traditionally, brick-and-mortar businesses ran correlations between 
sales and traffic count to get their conversion rate. Understanding  
the related stages of the offline marketing funnel (such as Storefront 
Potential and Engagement), locations have more opportunities to 
impact the bottom line and be more prescriptive about impacting  
the path to purchase. 

In fact, this information can help you connect with your customers the 
right way at the right time, and can drive retail accountability to a much 
higher level than has been possible previously. 
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Technology for the 
Offline Marketing Funnel

How Does Location Analytics Work? 

So there are many opportunities to 
intervene at every stage of the marketing 
funnel. The trick is determining what stage 
the visitor or customer is at, and what 
intervention would be appropriate. 

Fortunately new location analytics 
technology can help you determine what 
you need to do and when. Location 
analytics takes up where the door counter 
leaves off, sensing how the customers 
enter the store and how long they stay. 
This technology enables you to track 
shoppers’ behaviors at the aggregated 
level, and get a better understanding of 
whether and how they’re engaged. You 
can quantify how merchandise, staffing, 
and layout affect shopper engagement. 

Location analytics can also help you 
understand the percentage of new versus 
repeat customers in your stores. If you 
have a loyalty program, you can correlate 
the purchase information from that 
program with location analytics to tell you 
when regulars come to your store, even  
if they did not buy. 

Location analytics capitalizes on the popularity of Wi-Fi-activated smart 
phones, which continually look for a Wi-Fi network to join. The phone 
sends out pings, a small piece of data that includes a unique string of 
letters and numbers called a media access control (MAC) addresses. 
This address is specific to the mobile device and is not identified  
with any person. 

The Wi-Fi sensor captures MAC address data which is then aggregated 
and transmitted as non-personally identifiable data to a cloud-based 
system where it is securely stored. The technology extracts actionable  
insights from the data, and sends you reports via the web and email. 

By reviewing and acting on that data, you can impact the customer 
journey in each stage of the marketing funnel. When you know what 
your prospects are doing, you can better intervene with the “right” 
activity at the “right” time. You can measure how well you attract, 
engage, and retain visitors by connecting the dots between the visit 
activity and sales performance. 
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Summary About Euclid Analytics
Focusing on the location-based marketing funnel can open up 
previously unknown engagement opportunities. 

Fortunately, new location analytics technology makes this analysis 
easier and more accurate. Location analytics is one more piece of the 
analytics puzzle. It complements existing tools (such as door counters 
and video) to help you better understand where your customers and 
prospects are in the marketing funnel, and what you can do about it. 

By transforming how brick-and-mortal retailers win, serve and retain 
customers throughout the entire marketing funnel, sophisticated 
location analytics can help you engage customers more effectively, 
drive sales higher, and increase the profitability of your brick-and-
mortar business. 

Euclid Analytics is the world leader in 
location analytics. The company provides 
answers and insights for the physical 
world in the same way that web analytics 
do for e-commerce. By accurately 
analyzing visitor traffic, behavior and 
shopping patterns, Euclid helps the 
world’s leading brands design the perfect 
customer experience for their brick-and-
mortar locations and drive better 
business results. 

Euclid’s network captures billions  
of measurements per day, analyzing 
hundreds of millions of potential  
shopping sessions per year across  
tens of thousands of locations including 
retail stores, quick service restaurants, 
airports and shopping malls. Only 
anonymous, non-personal data is ever 
collected and only aggregated trend 
data is used for analysis. 

Visit http://euclidanalytics.com for more 
information.
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