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For retailers with physical stores, 
staying ahead of the competition 
requires continually adapting — chiefly 
by understanding customers’ needs 
and behaviors and tailoring strategies 
to meet them. To come out on top 
in 2023, retailers will need specific, 
location-based insights more than 
ever to not only achieve sufficient 
understanding, but deliver on what 
customers actually want. 

Assessing biased surveys, unreliable 
cell phone data, and stagnant, 
often-outdated traffic reports is no 
longer enough to inform successful 
strategies. Learning about trends 
in customers’ journeys to and from 
retailers’ physical stores is key to 
crafting the right short- and long-term 
approaches to doing business.

Mobility data from the rising number 
of connected and electric vehicles on 
the road can help retailers:

• Make smarter investments  
in locations. 

• Identify competitive gaps.  

• Craft more effective 
approaches to merchandising.

• Meet the needs of EV- 
owning shoppers.

Ultimately, smart mobility insights can 
inform everything from staffing to 
promotions — even helping retailers 
uncover new revenue opportunities 

— while helping retailers better meet 
their customers’ needs. 

Learning about 
trends in customers’ 
journeys to and from 
retailers’ physical 
stores is key to 
crafting the right 
short- and long-
term approaches to 
doing business.
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The more granular information 
retailers have to work with today,  
the better. Understanding trends  
at the physical-store level is 
especially valuable. 

“Retailers can use location-level 
trends to make it easier for their 
customers to buy their products 
more regularly,” says Nizam Yusuf, 
Head of Product Marketing at Wejo. 

“One example is by locating  
additional stores on the routes  
that customers take.”

Understanding the routes customers 
take is more feasible than ever. 
Mobility data from the rising number 
of connected and electric vehicles 

on the road addresses a variety of 
location-driven use cases for retailers. 
It enables retailers to access insights 
into patterns and trends, and answer 
questions such as: 

• How far are people willing  
to travel to come to one of 
their stores? 

• How does having a promotion 
affect the number of people 
that will come and the 
distance that they will travel? 

• How long do people stay at 
the store? Where do they go 
afterwards? Do they visit  
their competitors?

“The use cases that many retailers 
want to explore are around origins, 
destinations, and where their 
customers are coming from,” says 
Jo Birch, AVP of Commercial Sales 
at Wejo. “Initially it's important to 
understand customer behavior, and 
then the impact of a promotion, a 
new marketing campaign or a sale, 
for example Black Friday. With any 
of those things, what kind of impact 
does the event have on visitor 
numbers, times and frequencies?”

Getting More 
Location-Driven
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Unlocking 
Timeliness and 
Accuracy

A traditional approach to understanding 
location-level trends can’t answer those 
questions. Retailers have long leveraged 
a variety of data sources, all of which 
come with limitations. 

“Retailers currently use traditional 
methods like sourcing local expertise, 
such as commercial real estate 
consultants,” says Yusuf. “If they want to 
open a store in Illinois, they’d likely use 
someone who knows the commercial 
real estate landscape in the area. They 
also use local traffic data, as a lot of 
Departments of Transportation (DOTs) 
collect their own data… If retailers are 
slightly more advanced, they may be 
using mobile data technology as well.”
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Unfortunately, DOT traffic data is 
historical and inaccurate. Retailers 
might be able to access data from 
two or three years ago, for example, 
but many things have changed since 
then, including people's habits. 

Historical traffic data isn’t the only 
information source with drawbacks. 
Customer surveys can be useful, but 
they’re expensive and often pull from 
a biased set of respondents — as not 
everyone wants to get involved in 
a survey or a two-hour focus group. 
Local consultants often lean heavily 
on their own opinions, and cell phone 
data is unreliable. 

“With GPS or cell phone data, it’s 
difficult to tell where it's coming from 
in an accurate way,” says Birch. “It 
could be 50 people on a bus as 
opposed to one car actually visiting 
the particular store or site. You gain a 
more accurate and up-to-date view 
of visitation trends from connected 
vehicle data than you can from cell 
phone data.”

There's also a level of inaccuracy 
in cell phone data because it's not 
identifying journeys, in the sense 
that it's not identifying vehicles — 
meaning you can't learn much in 
terms of trip and journey analysis. 
With connected vehicle data, on 
the other hand, retailers know that 
consumers have gotten into their 
vehicles, switched their engines on, 
driven to a certain location and then 
switched their engines off. 

"You gain a more accurate and up-to-date view of visitation trends 
from connected vehicle data than you can from cell phone data.”

JO BIRCH, AVP OF COMMERCIAL SALES AT WEJO
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Transforming Data Into 
Journey Intelligence

Wejo products support retailers in 
turning data into useful insights. For 
example, a retailer might have 10 
stores in a given city and want to 
enhance their understanding of why 
certain locations are performing 
better than others. 

With Journey Intelligence data, 
Wejo can analyze those points of 
interest for them, along with where 
vehicles are coming from and going 
to around those locations and their 
onward destinations.

“Journey Intelligence provides a 
comprehensive view of why one 
location is receiving more traffic 
than another and why,” says Laura 
Dusik, Technical Solutions Engineering 
Lead at Wejo. “It equips retailers with 
granular insights on their locations.”

6

https://www.wejo.com/products/journey-intelligence


Smart mobility data from the rising 
number of connected and electric 
vehicles on the road can help retailers 
make smarter decisions across four 
key areas.

I.  Making smarter investments  
 in locations 
 
II.  Identifying competitive gaps 
 
III.  Crafting more effective  
 approaches to merchandising 
 
IV.  Meeting the needs of EV- 
 owning shoppers

Taking Action 
on Insights
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Understanding demographics and traffic 
volumes around existing and potential 
new locations can make evaluating 
properties — and tracking store success 

— a lot easier. Retailers can see trends 
around where potential customers are 
traveling and how far they're willing to 
travel. That can help retailers identify 
opportunities for new stores.

Location- and journey-driven data 
analysis can help retailers decide which 
projects to invest in, which real estate 
locations to back and in what places. And 
it’s not all about new locations; it might 
be evaluating an existing property to see 
whether it's worth keeping or relocating it 
to a different part of the town or city.

I. Making smarter  
   investments in   
   locations

Location- and 
journey-driven 
data analysis 
can help retailers 
decide which 
projects to invest 
in, which real estate 
locations to back 
and in what places. 
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Learning whether customers visit competitor 
sites before or after shopping at a given store 
can inform retailers’ product and service 
offerings at nearby locations. 

“It's about understanding missed opportunities,” 
says Yusuf. “Are people visiting your stores 
and then going somewhere else? That can 
tell you whether you are missing something. 
If you consistently find that people are going 
to a laundromat or coffee shop after they've 
come to your store, for example, could you 
incorporate different offerings into your 
store? Smart mobility insights give you those 
opportunities to think about.”

They also give retailers performance-driven 
information to think about. Just as they can 
use point-of-interest information to measure 
the impact of their own promotions or 
marketing campaigns, they can see the effect 
of a competitors’ promotion. If a competitor 
has a sale, for example, the retailer can 
see what effect that had on their visits and 
customers traveling to and from their stores.

II. Identifying       
    competitive gaps 

"If you consistently find that people are going to a laundromat 
or coffee shop after they've come to your store, for example, 
could you incorporate different offerings into your store? Smart 
mobility insights give you those opportunities to think about.”

NIZAM YUSUF, HEAD OF PRODUCT MARKETING AT WEJO
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Insights into how much time 
customers spend in-store can shape 
decisions on store design, click-and-
collect options, and more.

Smart mobility insights help retailers 
visualize consumer behavior to make 
confident investment decisions 
and know that their merchandising 
approach is positioned to meet the 
demands of the local population. The 
insights are also useful for measuring 
merchandising success: Retailers 
can execute a specific campaign at 
a location and determine the impact 
it had on product sales by assessing 
customer journey trends. 

Making more informed investment 
decisions also helps retailers 
manage customer experience — 
understanding the success of click 
and collect, for example, and linking 

the online experience with their 
physical store. Connected vehicle 
data can also help ensure that 
parking lots and store entrances  
are easy and intuitive for customers 
to access.

III. Crafting more effective approaches  
      to merchandising

“Smart mobility insights help 
with uniting online and in-
store customer experiences by 
informing exit and entry flows, 
and frequency of shopping 
events taking place.” 

LAURA DUSIK, TECHNICAL 

SOLUTIONS ENGINEERING 

LEAD AT WEJO
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Estimates project the U.S. electric vehicle 
market will grow from $28.24 billion in 
2021 to $137.43 billion in 2028. As more and 
more consumers buy electric vehicles, 
intel on how long they spend at stores 
(and how many of them there are in a 
given area) can support investment into 
charging stations.

“One of the main issues that EV owners 
deal with is range anxiety, where they 
fear going to a place and not knowing 
whether they will be able to get back,” 
says Yusuf. “If they know that they can go 
to a retailer, shopping mall or restaurant 
with EV charging facilities, then they'll 
often pick that location over others that 
don't have them.”

IV. Meeting the  
      needs of EV- 
      owning shoppers
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Leading Big-Box Retailer 
Unlocks Customer Insights
Wejo supports some of the largest retailers in 
America to drive in-store sales and optimize 
retail strategies. Here’s how.

One of North America’s largest big-box 
retailers with 10,000+ brick and mortar stores 
turned to Wejo to help them with data-driven 
marketing campaigns and merchandising 
strategies. They gained:

• Store-by-store details on which 
locations consumers were visiting most, 
how often they were visiting, and how 
long they stayed.

• The ability to model journeys 
by household segments and 
socioeconomic groups. 

• Understanding of vehicle journey 
patterns during Thanksgiving and major 
holidays for better strategic planning.

CASE STUDY:

Using connected vehicle data, the retailer was able 
to understand vehicle journey patterns during the 
Thanksgiving holiday in the Florida area. Results showed 

Drivers traveling an average of 20% 
farther the day before Thanksgiving 
to celebrate the holiday 

A 25% increase in shopping  
mall visitors  

A 30% increase in vehicle dwell time 
on the holiday weekend
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Mobility data provides unparalleled 
insights into customer behavior, 
trends and patterns, informing 
everything from on-site resourcing 
needs to store-level marketing efforts. 
Learning about customers’ journeys 
to and from retailers’ physical stores 
has the potential to inform decisions 
that drive up revenue. And retailers 
who don’t take advantage of smart 
mobility insights in 2023 risk losing 
some of their competitive edge to 
peers who do.   

“It is an innovative new data source,” 
says Yusuf. “If you're not using it and 
your competitor does, then you're on 
the back foot. Retailers always want 
to stay ahead, and connected vehicle 
data gives you the opportunity to do 
just that.”

In Conclusion: 
Staying Ahead

Retailers who don’t 
take advantage 
of smart mobility 
insights in 2023 risk 
losing some of their 
competitive edge to 
peers who do.   
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Learn more  >

Wejo Group Limited is a global leader in cloud 

and software analytics for connected, electric, 

and autonomous vehicles, revolutionizing the 

way we live, work and travel by transforming and 

interpreting historic and realtime vehicle data.

Wejo enables Smart Mobility for Good™ smarter 

mobility by organising trillions of data points 

collected from millions of vehicles and 76.7 billion 

journeys to date, across multiple brands, makes 

and models, and then standardising and enhancing 

those streams of data on a vast scale. 

We partner with ethical, like-minded companies 

and organisations to turn that data into insights 

that unlock value for consumers. With the most 

comprehensive and trusted data, information and 

intelligence, Wejo is creating a smarter, safer, more 

sustainable world for all. Founded in 2014, Wejo 

employs more than 300 people and has offices in 

Manchester, UK, and in regions where Wejo does 

business around the world.

About Wejo

https://www.wejo.com/solutions/retail
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an ROI rich tool kit: Deep industry expertise, first-party audience 
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