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ABSTrACT
Hyperlocal marketing is a modern format of interacting with customers in the offline segment of retail and services, 
aimed at increasing sales by optimising strategies for promoting specific products. In conditions of market saturation, 
traditional marketing methods become less effective, so the use of new approaches allows companies to attract 
customers on a point-to-point basis and adapt their offers to specific locations and audience needs. Over the past decade, 
interest in hyperlocal marketing as a business development tool has grown in Russia, and at the same time it has 
become almost entirely expressed exclusively in practical terms. Its scientific implementation has not yet been recorded.  
The purpose of this study is to systematise the existing concepts and technologies in the field of hyperlocal marketing 
in order to identify its current state and prospects for development. Within the framework of the defined vector, both the 
technological prerequisites and requirements of this tool for ensuring the basic process in the field of offline retailing 
are considered, and an empirical basis for the inductive-deductive analysis of the subject field for the formation of 
patterns of consumer behaviour management and optimisation of the marketing policy of business agents is formed. 
In the course of the work, it was found that hyperlocal marketing in retail is highly dependent on the development 
of the Internet of Things (IoT). The use of such technologies can improve customer interaction, increase service 
levels and predict consumer behaviour patterns. Based on the considered instrumental and technological solutions 
discussed above, companies are able to create personalised marketing strategies and optimise business processes 
to maximise profits.
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INTrODuCTION
Hyperlocal marketing in retail is a tool that 
allows for the most accurate and personalised 
communication with consumers in specific, 
rather limited geographical spaces. It is based 
on the use of data on customers’ location, 
their behavioural characteristics and prefer-
ences and is aimed at creating unique and rel-
evant marketing offers.

Unambiguous definition of the term ‘hyper-
local marketing’ still is not available in Russian 
sources. Never the less, it usually describes a 
kind of marketing aimed at attracting potential 
customers from a limited area, usually within 
a radius of several kilometres from the busi-
ness location [1–2]. In foreign literature, hy-
perlocal refers to a form of targeted and niche 
marketing aimed at consumers in a specific 
neighbourhood, city or even a specific building 
[3–4]. Despite a larger number of international 
research works compared to domestic ones, 
the designated problematics beyond Russia is 
covered very fragmentarily. The reason is that 
consideration of hyperlocal marketing began 
relatively recently, only in the last decade, how-
ever, at the same time, currently, a number of 
companies have already successfully used in 
practice the relevant tools.1

Hyperlocal marketing is becoming increas-
ingly important in the light of development of 
the Internet of Things (IoT) and emergence of 
a number of innovative technologies such as 
global navigation systems, Wi-Fi radars, mo-
bile applications and geomarketing platforms 
that allow retailers not only to locate their 
customers, but also analyse their behaviour, 
preferences and shopping habits in real time 
[5]. French scientists G. Cliquet and J. Baray 
explained the way this type of marketing de-
velops along with the emergence and rapid 

1 Hyperlocal targeting. Hunch. URL: https://www.hunchads.com/
solutions/hyperlocal-targeting (accessed on 23.06.2024); Hyperlocal 
Targeting. Consumer Intelligence Group. URL: https://consumerig.
com/hyperlocal-targeting-and-retargeting/ (accessed on 24.06.2024).

widespread of smartphones [6].
The scientific study of hyperlocal marketing 

in retailing is important for understanding its 
impact on consumer buying behaviour, effec-
tiveness of marketing campaigns, improvement 
of customer service, as well as development of 
new methods of market analysis and demand 
forecasting. In light of a highly competitive 
retail environment, where customers expect 
personalised offers and high levels of service, 
hyperlocal marketing constitutes an important 
mechanism to meet the demands of the tar-
get audience [7]. The given study is aimed to 
increase knowledge of the impact of existing 
technologies in the field on consumer behav-
iour, optimise marketing strategies and de-
velop solutions to elaborate retail and service 
performance.

A deep understanding of hyperlocal market-
ing could lead to more effective forecasting and 
adaptation to changes in the market, which 
becomes an important aspect of successful de-
velopment. Besides, the use of hyperlocal mar-
keting in retail might help increase conversion 
and customer loyalty through a more accurate 
and personalised approach to the audience.

TECHNOLOGIES Of 
HYPErLOCAL MArKETING

Wi-fi-marketing
Wi-Fi marketing is a tool that uses active Wi-
Fi radar technology to attract consumers and 
increase sales. It allows retailers to provide 
their customers with access to the Internet 
and, accordingly, connect with them through 
various communication practices (e.  g. , 
through messages in mobile applications, e-
mail newsletters, push-enabled notifications, 
etc.). [8]. Wi-Fi marketing enables companies 
to effectively use Wi-Fi networks to collect 
data about visitors, their preferences and be-
haviour, which in turn helps to create per-
sonalised marketing campaigns and improve 
service. A key element of Wi-Fi marketing is 
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active Wi-Fi radars, through which there is 
constant interaction with customers’ devices. 
This enables businesses to collect customer 
data, analyse customer behaviour, make per-

sonalised offers and recommendations.
According to the data of research, more than 

half of the customers prefer to stay longer in en-
tities, or premises, which open up for visitors a 
free access to guest Wi-Fi without password. In 
the meanwhile, these customers do not mind, that 
they provide their personal data for the access to 
the internet potentially used for targeted market-
ing, which in the final analysis will bring financial 
opportunities to all parties involved. It is inter-
esting to note that the same people are also the 
ones who are most likely to make a profit from the 
business activities in the end [8]. Businesses have 
the opportunity to consider which information 
they would like to collect, meanwhile customers 
may choose what information they would like to 
reveal: e. g. phone number or email address [9].

There are a few methods to collect data for 
Wi-Fi marketing purposes:

• Registration for connecting to the Inter-
net: during the process of connecting to the Wi-
Fi network, customers are requested to provide 
their personal data (name, email address and 
phone number), which may be required for fu-

ture interaction.
• Analysis of user behaviour. Wi-Fi mar-

keting can be used to collect information 
about how often customers use the Wi-Fi, 
how long they browse the internet and which 
websites they visit. This information could be 
useful for the feedback on the users’ Internet 
activity and for identifying trends.

• Conducting surveys. Companies may pro-
vide visitors with the access to online surveys 
via their own Wi-Fi network. This would al-
low companies to collect additional data from 
their customers, including information about 
their browsing habits and preferences.

• Audience segmentation. Such informa-
tion can be used to identify narrower sustain-
able groups based on online behaviour, age, 
gender, etc.

Currently, hyperlocal targeting is the primary 
method of Wi-Fi marketing. It allows companies 
to identify exact locations of potential customers 
and a method of targeting advertising efforts to 
their specific whereabouts. Excluding locations 
where the target audience is not present helps to 
optimise advertising budgets and focus on more 
promising locations and/or areas. Narrowing 
the distance by setting a radius around a shop 
or area allows marketologists to pinpoint which 
consumers are nearby and may be interested in 
the company’s products or services. Key location 
queries synchronised with external data increase 
the relevance of advertising messages, provide a 
more precise accuracy in finding out the needs 
and interests of the target audience.

All methods of hyperlocal targeting contrib-
ute to increasing the effectiveness of advertis-
ing campaigns, improving customer interaction 
and increasing conversion [10]. This is of es-
pecial importance in a high-competition envi-
ronment: since personalisation and relevance 
become key factors of marketing success.

Triangulation via Wi-fi-radars
The principle of determination of the loca-

All methods of hyperlocal 
targeting contribute to increasing 
the effectiveness of advertising 
campaigns, improving customer 
interaction and increasing 
conversion [10]. This is of especial 
importance in a high-competition 
environment: since personalisation 
and relevance become key factors  
of marketing success.

MArKETING MANAGEMENT
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tion of a potential customer to whom a mes-
sage should reach is the backbone for hyperlo-
cal marketing. Undoubtedly, current businesses 
successfully use a variety of tools (provided 
by mapping services) that target advertising 
messages to specific users located in a certain 
area. The relevant tools detect location systems 
equipped with navigation devices, smartphones 
and tablets. However, due to lack or poor sig-
nal permeability through walls and ceilings of 
buildings, this method is not always effective. 
This poses a need for more reliable methods of 

positioning in closed spaces.
The technology of passive Wi-Fi radars is 

based on conventional Wi-Fi routers and the 
principles of triangulation. Triangulation by 
means of Wi-Fi routers makes an effective ge-
olocation that utilizes Wi-Fi networks and is 
based on measuring the signal transmission time 
between hotspots and a device to determine the 
latter’s location and the distance to it (see Fig-
ure) [11–12].

To improve accuracy packet time stamping 
and phase comparison are used. Triangulation 

Fig. Triangulation via Wi-fi routers
Source: compiled by the authors.
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works in areas where GPS signal is not available. 
The result depends on the density of hotspots, 
obstacles, and other environmental factors.

Involving the use of Wi-Fi router data to an-
alyze human behavior and understand human 
habits can provide valuable information for busi-
nesses.

The main benefits of using triangulation via 
Wi-Fi routers include wide coverage and afford-
ability. However, the following aspects must be 
taken into account [13]:

• the accuracy of the result depends on the 
density of access points in the vicinity of the cli-
ents’ devices;

• precision can be reduced by influencing 
factors such as, for example, low number of ra-
dars or their distance from each other;

• Wi-Fi signal is susceptible to interference, 
but modern routers are adapted to this, the sig-
nal strength determines the proximity of the de-
vice to the hotspot;

• for correct positioning at least three Wi-
Fi hotspots and their location information are 
needed;

• poor triangulation may occur with time de-
lays due to multiple unconnected hotspots and 
slow Internet signal speed.

Wi-Fi triangulation technology requires ac-
curate distances and signal strength to effectively 
establish device coordinates. Wi-Fi radar method 
can obtain information about a person, open up 
prospects for analyzing his or her behavior and 
habits even if he or she is not connected to a hot-
spot. Devices belonging to a specific person com-
municate with the Wi-Fi router even when there 
is no direct connection, due to non-stop network 
monitoring and router location detection to op-
timize data transmission.

Big data analytics and recommendation 
systems in retailing

Big data analytics in hyperlocal marketing 
is the process of extracting valuable insights 
from a broad spectrum of information gen-

erated through the use of the retail service 
technologies or spheres of services described 
above. As the massive amounts of data grows 
(on consumer purchases, transactions, social 
media interactions, and, what not, even on the 
weather) which are collected by companies, its 
processing and interpretation becomes increas-
ingly complex and cannot be done manually 
[14]. This is why automated methods of in-
formation analysis play a key role in making 
effective management decisions, optimising 
business processes and improving customer 
satisfaction, which in combination becomes a 

vital necessity for businesses.
One of such methods is demand forecasting. 

This method uses Big Data to analyse purchas-
ing trends, consumer preferences, seasonal 
fluctuations of consumer activity, and other 
relevant factors, which helps retailers predict 
demand for specific goods and services [15]. 
It also contributes to retailers more informa-
tion on optimised levels of inventory, as well 
as adjust discounts offered, develop market-
ing campaigns and, as a result, it increases 
business efficiency and satisfaction of target 
audience.

Corporations are able to evaluate data on 
consumer preferences and behaviours aim-
ing to improve customer interactions and in-
crease the probability of repeated purchases. 

MArKETING MANAGEMENT

The active use of Big Data 
analysis and predictive analytics 
of information received from 
various devices will allow for more 
accurate demand forecasting 
and optimisation of inventory 
management, reducing both the 
risks of excessive stocks and 
shortage of goods
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Companies can maximize profits by means of 
optimising price formation based on analysis 
of their competitive environment, demand, 
and other factors. Utilising sales, demand, and 
forecast information might enable retailers to 
adequately assess inventory and avoid surpluses 
and shortages. Analysing customer information 
could help create accurate profiles and improve 
marketing strategies.

Recommendation systems become one of the 
most common applications of Big Data analyt-
ics. They are a set of algorithms, programs and 
services which analyse user preferences and 
behaviour and try to predict what might be of 
interest for them. In retail sphere, this complex 
and multifaceted process is characterised by 
a number of peculiarities, which are carefully 
considered, so that retailers could effectively 
use information and make justified solutions, 
improve business processes and interact with 
consumers.

uSE CASES Of HYPErLOCAL 
MArKETING

Targeted advertising
Targeted advertising in hyperlocal market-

ing is a special type of communication in the 
framework of which advertisings are deleivered 
only to users who are located within a certain 
radius of destination of the businesses or the 
objects of its interest. As understood tradi-
tionally by marketing experts, this type of ad-
vertising involves selecting a target audience 
based on demographics, interests, behaviour 
and other parameters, regardless of the physical 
location of the users. In contrast, hyperlocal 
targeted advertising includes an element of 
geographic affinity. It aims to embrace audi-
ences that have definitely visited certain ter-
ritories (zones) before, becoming more accurate 
and relevant to specific moments in time and 
place. This increases the effectiveness of adver-
tising by taking into account both geographical 
and behavioural characteristics of consumers. 

Typical business cases of its use in hyperlocal 
marketing can be considered in the following 
venues:

• café or restaurant adverts about menu, 
promotions and reviews, which is relevant for 
users in the neighborhood;

• shop or salon adverts with information 
about availability and prices for users looking 
for such products or services in a particular 
area;

• event adverts with information about the 
date, time and location of events for users in-
terested in the topic and located in a particu-
lar area.

Thus, to set up targeted advertising in hy-
perlocal marketing it is necessary to use special 
tools and platforms that allow you to determine 
the geographical location of consumers and 
tune up the display of advertising correspond-
ingly, however in addition to this criterion a 
few other criteria should be used [16]:

• the following socio-demographic charac-
teristics should to be considered –

• gender, age, education, income, etc;
• interests should be taken into considera-

tion —  hobbies, pastimes, preferences, needs, 
etc;

• behaviour should be taken into account: 
visiting websites, watching videos, installing 
apps, buying products, etc;

• retargeting, which means to show ad-
verts repeatedly to those who have already 
interacted dealing with a certain business or 
product.

A few prominent Russian and international 
business enterprises have already effectively 
employed hyperlocal targeting strategies, such 
as:

• Yandex.GO, a division of Yandex, which 
utilises this technology to display adver-
tisements for promotion of its services dur-
ing rush hours at train stations, airports and 
other locations, so that potential customers 
may require an instant and convenient means 

E. V. Griva, A. A. Sidorov
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of transportation or modes of food delivery. 
The advertisements contain information on 
the cost of services, waiting time spans and 
benefits of the service.2

• IKEA (Sweden) introduces in Russian 
areas with operating or soon-to-be opened 
shops the hyperlocal targeting system to fo-
cus on advertising of its products and ser-
vices: product array characteristics, warranty 
conditions, information on how-to-assembly 
furniture, as well as delivery and other ben-
efits of cooperation with the company.3

Customer identification in Wi-fi networks
Customer identification over Wi-Fi is the pro-
cess of confirming the identity of a user who 
connects to a free guest network in a public 
place such as a café, restaurant, hotel, shop-
ping mall, etc. The corresponding identifica-
tion, related to compliance with legal require-
ments regarding security and Internet access 
control, is also used for marketing purposes 
to collect customer data, analyse their behav-
iour and send them personalised offers and 
increase their loyalty.

To identify a customer via Wi-Fi in market-
ing, they use a special login page, where the 
following authorisation methods are offered:

• through social networks (VKontakte, 
Google, etc.), where the user authorises access 
to his/her profile or friends;

• via email, with address confirmation by 
means of a link;

• via text messages, by receiving a confir-
mation code;

• through the use of a voucher or, so-to-
say, an identity document, as part of person-
alisation, when accessing Wi-Fi.

2 Right on targeting by audience segments.
URL: https://yandex.ru/adv/news/tochno-po-adresu-giperlokalnyy-
targeting-po-segmentam-auditoriy (accessed on 01.07.2024).
3 How IKEA evolved its consumer experience by integrating online 
and offline. iProspect.
URL: https://www.renascence.io/journal/how-ikea-uses-technology-to-
improve-customer-experience-cx-in-retail (accessed on 01.07.2024).

Here are a few examples of customer iden-
tification cases in Wi-Fi networks related to 
some strong business players:

• Starbucks coffee shop chain promotes 
its products and services within a specific 
location by means of advertising on the Wi-
Fi-network login page through identification 
via email address. The advertisement contains 
information about new products, promotions, 
bonuses and loyalty programme. Besides, 
Starbucks collects data on attendance, ses-
sion length, preferences and feedback from 
visitors.4

• Aeroflot, which identifies passengers by 
their ticket numbers, to provide access to on-
board Wi-Fi during the flights. This makes it 
possible to control the quantity and quality 
of connected users and offer them additional 
services such as food ordering, entertainment, 
flight information, etc.5

In addition, having identified the customer, 
some businesses use triggers to attract his/her 
attention in the future. For example, a customer 
receives messages about short-term promotions 
and gets offers to visit a store or establishment 
when in a Wi-Fi coverage area.

recommendation systems
Recommendation systems in retail are the 
systems that analyse data about customers’ 
purchases, browsing, ratings and other ac-
tions in physical shops, so that they suggest 
products or services that may interest cus-
tomers or meet their needs. In this way, of-
fline retailing boosts customer satisfaction 
and loyalty as well as it increases average 
cheque and sales.

Such systems can be categorised according 

4 Starbucks Tests Wi-Fi Sign-Up That Asks For Email Addresses. 
Marketing Dive.
URL: https://www.marketingdive.com/news/starbucks-tests-wi-fi-sign-
up-that-asks-for-email-addresses/519940/ (date of call: 01.07.2024).
5 Information technologies of Aeroflot. TAdviser.
URL: https://www.tadviser.ru/a/435523 (date of call: 01.07.2024).

MArKETING MANAGEMENT
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to the type of information collection and the 
channel of communication with the customer, 
i. e. to distinguish among them:

• systems that use information about 
purchases, views or evaluations (collected 
through reward cards, mobile applications, QR 
codes and other methods) that provide confir-
mation of users’ identity. Recommendations 
can be delivered to consumers via text mes-
sages, push notifications, emails and other 
methods of communication channels;

• systems that operate on data from third-
party sensors or devices, providing recom-
mendations through digital screens, audio 
messages, interactive booths and other visu-
alisation tools;

• systems that utilise information about a 
client’s social networks, interests or personal 
characteristics collected through online pro-
files, surveys, games, etc.;

• systems that use information from third-
party sensors or devices to provide recommen-
dations through digital screens, audio messages, 
interactive stands and other visualisation tools.

Referrals can also come through personal 
advisors, bots, chat rooms and other means of 
communication.

Here are a few examples of offline-retail rec-
ommendation systems that are used by Russian 
and international companies:

• Recommendation system ‘Vkusvill’ is able 
to analyse customers’ purchase histories, views, 
reviews or demand and it suggests products 
that may be of interest for them. The system 
uses information about other customers’ pur-
chases of the same or similar products to dis-
play video and text blocks on digital screens in 
the shop “Customers, who bought this product, 
also bought…” and “Some similar products you 
might like to buy…”6

6 Vkusvill Case: How to Increase Profits and Make Friends with 
Customers with the Help of a Recommender System. Retail.
ru. URL: https://www.retail.ru/cases/dva-v-odnom-kak-s-
pomoshchyu-rekomendatelnoy-sistemy-uvelichit-pribyl-i-
podruzhitsya-s-pokupatelyami/ (accessed on 02.07.2024).

• IKEA’s recommendation system analy-
ses both data on social networks, interests and 
personal characteristics of customers collected 
through online profiles, surveys, games and oth-
er interaction methods, and information on the 
shopping locations, movement or even custom-

ers’ eye gaze directions (which products they 
focus their special visual attention), obtained 
by means of video cameras and sensors. The 
system offers recommendations through chat-
bots, digital screens, audio messages, interac-
tive stands or other means of communication 
and visualisation [17].

However, along with the advantages described 
above, recommendation systems have a few dis-
advantages, such as problems of cold start, data 
sparsity, scalability, etc., which require constant 
attention and optimisation.

Smart staff allocation
Wi-Fi-radars help to improve staff perfor-
mance. The company is able to assign employ-
ees to the areas where their special skills, ex-
perience and preferences will be most needed. 
This will allow the company to adapt to the 
dynamics of consumer demand and take into 
account the professional characteristics of 
each employee.

Optimising location for the staff by means of 
allocating employees according to the number 
of visitors in particular areas can increase cus-
tomer loyalty, reduce the number of complaints 

The future of hyperlocal marketing 
is largely attributed to the rise 
of Internet of Things, by means 
of which retailers gain extensive 
data on customer behaviour 
and preferences, as well as their 
previous purchases and habits.

E. V. Griva, A. A. Sidorov
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and increase conversion rates. Moving employ-
ees according to the customers’ attendance or 
specifics of the working spaces boosts work 
efficiency, ensures labour safety and cleanli-
ness [18]. Such activities help to reduce costs, 
increase staff motivation and improve customer 
service.

To implement smart staff allocation, compa-
nies resort to various technologies and methods, 
for example, special software that analyses data 
from Wi-Fi radars and other sources and eventu-
ally makes recommendations. Such systems are 
also used to monitor and evaluate the work of 
the workforce in order to provide feedback for 
encouragement, support, or, on the contrary, 
suggest penalties for inactivity.

DISCOurSE ANALYSIS
Hyperlocal marketing is a promising market-
ing trend for offline retailing. The findings 
of this study demonstrate that companies 
resort to a variety of technologies in order 
to analyse consumer behavior aiming to en-
hance the shopping experience and increase 
sales. In Russia, however, this marketing 
method has not yet achieved the same lev-
el of popularity compared to its traditional 
international counterparts. A vast majority 
of retail companies prefer to keep to tradi-
tional methods of marketing strategies due 
to scarce information on advantages of this 
novel approach, as well as due to lack of 
awareness regarding its underlying technolo-
gies. A short supply of clear and robust theo-
retical reflection in Russian academic circles 
furthermore hinders the discourse and inte-
gration of hyperlocal marketing strategies, 
which impedes capacity of business commu-
nities to enhance the efficacy of their mar-
keting strategies.

Notably, foreign sources of information 
contain descriptions of technologies, ways 
and cases when hyperlocal marketing was im-
plemented, however companies often conceal 

their developments in this area to sustain its 
competitive priorities. The development of ar-
tificial intelligence, machine learning and the 
Internet of Things speeds up the development 
of new solutions, such as cashierless shops. 
The potential of hyperlocal marketing is based 

on the influence such systems, as Internet of 
Things, data analytics, artificial intelligence, 
and development of mobile and smart tech-
nologies. Forecasting of this trend enables to 
obtain a more profound comprehension of its 
fundamental technologies and their impact on 
marketing trends.

It is also noteworthy that the proliferation 
of hyperlocal marketing may be hindered by 
the fact, that it is frequently misinterpreted 
as a form of relationship marketing.7 While 
both methods aim to build long-term customer 
relationships, hyperlocal marketing is distin-
guished by its conceptual differences. It makes 
offers and promotions delivered to customers 
only when they are in close proximity to the 
business, increasing the possibility for im-
mediate action. Furthermore, content can be 

7 Relationship marketing is the management of building long-
term mutually beneficial relationships with key partners which 
operate interactively in the market: customers, suppliers, 
distributors. The functioning of relationship marketing marked 
a shift in the marketing paradigm: the transition from thinking 
exclusively in terms of competition and conflicts towards the 
way of thinking in terms of interdependence and co-operation.

The results of this study are 
aimed not only to expand the 
understanding of hyperlocal 
marketing, but also to provide a 
basis for further research in this 
area, which opens up opportunities 
for improving marketing practices 
and developing innovative 
approaches in the retail segment.

MArKETING MANAGEMENT
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tailored to local conditions in real time, en-
hancing its relevance and appeal to the local 
population.

To accelerate the introduction of hyperlocal 
marketing it is advisable to implement new 
models, methods and algorithms aimed at im-
proving the considered solutions. The options 
described above for using current technologies 
allowed the authors of the article to determine 
the vector of further research.

It was revealed that this topic is considered 
(albeit fragmentarily) by representatives of 
domestic professional community. The sources 
studied during the work contain similar hypoth-
eses and note the accelerated development of 
artificial intelligence and online goods delivery 
services in retail [19–20]. This thesis is posi-
tioned as a starting point for further research 
in the field of hyperlocal marketing.

CONCLuSION
The future of hyperlocal marketing is largely 
attributed to the rise of Internet of Things, by 
means of which retailers gain extensive data on 
customer behaviour and preferences, as well as 
their previous purchases and habits. This ena-
bles to create customised and unique marketing 
strategies. Thanks to the Internet of Things, it 
becomes possible to arrange smart retail spaces 
that use various, Internet of Things-related de-
vices to collect a proper data about users and op-
timise their shopping experience.

A significant influence on the development 
of hyperlocal marketing has become thanks 
to ‘Wi-Fi radar’ technology, which uses Wi-Fi 
signals to monitor the movement of people in-
doors, helping companies to improve customer 
interactions. By analysing data from smart de-
vices and Internet of Things, it is possible to 
create digital twins of shops and customers and 
predict the latter’s behaviour. Smart devices 
also help to optimise product assortment and 
marketing strategies, while information on 

customer movement in-store is used to im-
prove service. These innovations have a huge 
potential to transform traditional marketing 
and retail management practices.

Having studied the identified trends and ex-
isting tracks in hyperlocal marketing from the 
perspective of developing Internet of Things 
technologies, it is possible to talk about a very 
particular pin-point use of marketing strat-
egies in the future. The results of the study 
indicate the possibilities of further in-depth 
analysis of the impact of Internet of Things 
on hyperlocal marketing and finding ways to 
improve the effectiveness of communication 
between retailers and customers. It is worth 
pointing out, that implementation of hyperlo-
cal marketing technologies can significantly 
improve the efficiency of interaction with con-
sumers through increasing their engagement 
and loyalty. This, in turn, will lead to increased 
sales and improved financial performance of 
companies. Moreover, the active use of Big 
Data analysis and predictive analytics of in-
formation received from various devices will 
allow for more accurate demand forecasting 
and optimisation of inventory management, 
reducing both the risks of excessive stocks and 
shortage of goods.

It is also important to note that investment 
in the development and implementation of 
personalised marketing strategies and smart 
technologies can lead to a long-term economic 
effect, which results into an increased return 
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on investment and business competitiveness. 
Thus, the results of this study are aimed not 
only to expand the understanding of hyperlo-
cal marketing, but also to provide a basis for 

further research in this area, which opens up 
opportunities for improving marketing practices 
and developing innovative approaches in the 
retail segment.
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