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How can 

market 

research help?
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Insight is only worthwhile if you utilise it to increase value

Market research can help you improve the effectiveness  

of your Marketing spend

Planning and adjusting Marketing/PR 

spending

ÁTalking to the right people

-in the right areas

-with the most motivating messages

-in the right tone of voice
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Insight is only worthwhile if you utilise it to improve performance

Market research can help you increase shopper spend

Maximise the sales per visit

ÁEncourage visits to òcoldó areas

-Signage

-òTheatreó
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Insight is only worthwhile if you utilise it to improve performance

Market research can tell you how to optimise the benefits 

of non-store facilities 

Maximise the sales per visit

ÁExploit Leisure/Food offers
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Insight is only worthwhile if you utilise it to improve performance

Market research can show you how to deal with shopper 

dissatisfaction 

ÁAddress reasons for dissatisfaction & rectify or 

at least ameliorate them
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Understanding which tenants are important visit drivers can impact profitability

Market research can help retail line-up planning

Developing and adjusting Tenant Mix

ÁAttempting to recruit òmissingó fascia

-Especially those leading to loss of visits to 

competitor centres
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Insight is only worthwhile if you utilise it to improve performance

Market research can reduce the risk of activity

Pre-test initiatives

ÁMarketing material

ÁPR activity

ÁSignage

ÁOperational changes

Even 

ÁLayout changes
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What questions can market research answer?

Where do your centre visitors come from?

Why do they visit? 

Where else do they shop? 

How do they use your centre?
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Where do your 

centre visitors 

come from?
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Finding out where your centre visitors live & who they are 

Ways to collect visitor information

ÁGeodemographics

ÁVisitor surveys

ÁCatchment area surveys

Each has its own strengths and weaknesses

A combination of approaches can provide the most 

comprehensive data

Knowing the 

catchment area of 

your centre is 

critical to targeting 

marketing spend
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Finding out where your centre visitors live & who they are 

Geodemographics

ÁVarious levels of sophistication

ÁCombination of data sources

ÁCan be overlaid onto loyalty card/etc.  data

ÁMapping helps communication to users

Highly developed 

geodemographics 

are a very 

important tool for 

shopping centres

Geodemographics is generally modelled from secondary data  



14©  Simpson Carpenter  |  Just think.

Visitor surveys

Á Directly collected from centre visitors

Á Greater depth of information

Surveys can gather more information about your visitors

Finding out where your centre visitors live & who they are 


