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It's one thing to measure the impact of digital
campaigns on a website - you have access
to several online metrics to indicate the
performance. It becomes more challenging though
when you're measuring the impact of digital
campaigns on driving bodies into the store, there
are very few tools for that, and even fewer that are
privacy-friendly. It's almost impossible at times to
get clear, sound, and comprehensive data on how a
campaign like that is performing. So the idea of
using store traffic as a layer of measurement for
marketing campaigns made perfect sense to us.

David Sherwood
CEO of Daniel’s Jewelers
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We've seen a definitive increase in store
productivity as a result of reviewing our staff
schedules. You always want your best sales
associates to be on the floor when the most
customers are there. And by realigning our Sunday
shift schedule, we've been able to do that in a third
of the chain. We're seeing the Sunday volumes have
increased in that third, merely by putting better
sales associates on the floor during those busier
times.

David Sherwood
CEO of Daniel’s Jewelers
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https://www.linkedin.com/company/retailnext/
https://retailnext.net
https://www.youtube.com/@retailnextanalytics
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