
on top of their game in terms of
their merchandising, layout and
stock levels. Conversion rates can
change enormously, partly due to
stock-outs at peak times prompted
by an event, failure to get hold of
product in time or overlooking a
trend or celebrity endorsement.

With all this in mind, knowing 
how and why customers shop -
understanding their behaviours and
then influencing
them - has become
an even more
important aspect
of a sports
retailer’s strategy.  

Knowledge 
of whether
performance is
being driven by
changes to the
number of
shoppers coming 
to the store or
changes in the
percentage of visitors who make a
purchase has become a fundamental to
successful retail operations in
challenging times. Beyond this, retailers
are using the information in many
different ways, from evaluating the
impact of promotions and campaigns,
to ensuring an appropriate number of
staff is helping customers on the shop
floor at any one time. 
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2012 was unquestionably an
important year for sport in the UK and
statistics suggest it has had at least a
year of lasting and positive impact on
people. In a recent survey, the Office
for National Statistics reported ‘small
improvements’ in people’s happiness
over the year, attributing some of this
to the Olympics, which may have
‘influenced people’s assessment of
their well-being’.

In another survey, commissioned
by the BBC, it was reported that more
than two thirds of the UK public
believe the £8.77 billion cost of London
2012 was worth it. The poll also found
that people are more active since the
Olympics, with 11 per cent exercising
more than a year ago, rising to 24 per
cent for those aged 18-24. If all of these
statistics are to be believed, the sports
industry should expect to see an
increase in sales.

FLUCTUATIONS
Sports stores generally experience
greater seasonal fluctuation in traffic
than many other retail sectors. For
example, the start of the football season
lifts traffic, but so too do specific events
that cause spikes of interest, such as the
Olympic Games. Furthermore, great
sporting successes can also raise
interest and generate more traffic to
stores - in 2013 witness the Tour de
France, the British Lions tour of
Australia, The Ashes and Wimbledon.  

For all these reasons, sports
stores see great fluctuations across
the year and must ensure they are

Buyer behaviour
Knowing how and why customers shop has become an

important aspect of sports retail, says Dr Tim Denison,
head of retail intelligence at Ipsos Retail Performance

Retail footfall counting is only the
starting point and many retailers
progress onto electronic tracking to help
them understand how groups of
customers navigate their stores and
interact with merchandise and staff. By
tracking a customer’s journey, retailers
become armed with valuable insights
about their behaviour. For example,
what areas of a store are the most
popular main destinations, where are the

cold spots and which
are the most frequently
trodden routes? 

Tracking the
movement and
behaviour of shoppers
is possible through a
whole host of systems
- from sensors to
cameras - but the
three important
aspects of any people
counting operation are
its accuracy, validation
and analysis. Accurate

footfall data provides meaningful
insights that enable retailers to make
informed decisions, over the medium
to long term, or sometimes at a
moment’s notice.

EVOLVE
The sports retail sector continues to
evolve, influenced by the changing
market conditions and needs of its
customers. With the seasonal and
spiky nature of sales, sports stores are
impacted more than some, given the
discretionary nature of the shopping
and spending in them. Key change
factors include the state of the
economy, influence of events, impact
of the internet, mobile devices and
digital media, and new and emerging
patterns of consumer behaviour.

For retailing generally, the traditional
simple ‘VBL’ mentality of shoppers (visit,
buy and leave) is changing. This is why
understanding consumer behaviour has
become even more important.  

Retailers need at their fingertips
reliable data and insights that enable
them to understand their customers
better and so help to optimise their use
of space, utilities and resources. In doing
so, they stand a much better chance of
increasing footfall, generating sales and
improving profitability.

“RETAILERS
NEED
RELIABLE DATA
AND INSIGHTS
THAT ENABLE
THEM TO
UNDERSTAND
THEIR
CUSTOMERS”
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