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Audience measurement 
 

 

Background 
The client is a deli-market platform that 
offers bio, organic, and sustainable food 
products. They recently initiated a visual 
merchandising optimization plan, and 
asked ISENSE to assess the performance 
of the current shop window of one of 
their stores in Brussels, Belgium. 
 

Objectives 
> Know their potential costumers 
What is the age group and the gender of 
the passersby? 
> Estimate the impact of the current 
shop window on costumers 
engagement 
How many passersby look at the shop 
window? What type of passersby are 
attracted by the merchandising? 
> Obtain a benchmark for future 
merchandising strategies 
Will the new shop window design attract 
more passersby?  

Young women (age 18-40) are the top 
demographic group (38%) 
The great majority (71%) of the traffic is 
due to adults (age 18-55) 

65% of the total traffic occurs around lunch 
time, from 11am until  1pm 

55% of the passersby are 
women, and young 
women are the top 
demographic group 
(38%) 

ISENSE used real-time AI algorithms  to identify and track pedestrians behavior in front of a shop 
window for a period of over 2 months. Going beyond traditional audience measurements (age, gender 
and dwell time), we performed a finer grained analysis by looking at the level of engagement of the 
passersby when in front of the shop window, as measured by face analysis algorithms. 

Current shop window of the client 



Methods 
We used real-time face analysis 
algorithms to extract the following 
measures: 
Gender of the passersby; 
Age group of the passer-by; 
Dwell time in front of the shop 
window; 
Watching time. 

 
Recommendations 
 
Adapt to a fast walking by 
Dwell time = 1.2 seconds > Most 
people show a resolute passingby (e.g. 
going to work, looking for a place to 
have lunch), rather than recreational 
(e.g. doing the grocery, shopping). The 
sjop wndow needs to rely on non 
verbal visual cues to attract the 
attention of the passersby. 

 
Re-design the shop window on 
the top demographic group 
The majority of the passersby is aged 
18-50, with 10% more women than 
men. However, the current shop 
window does not seem to attract your 
target audience, as young adults are 
the least attracted to the shop. 

 
Emphasize the take-away 
The highest traffic occurrs during lunch 
time, but the conversion ratio does not 
increase during that time window. It 
will be beneficial to emphasize the  
food offer and the take away in the 
organization of the new shop window. 
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Shop window KPIs 

Average dwell time is 1.2 seconds in front of 
the shop window while they walk by 

Only 22% of the passersby look at the shop 
window. The group of young adults shows 
the lowest interest (20%) 

The attraction score (watching time/dwell 
time) is 29%.  

Conversions 

Attraction score 


