
Quick Guide to Marketing

with Beacons 

U s i n g  B L E  B e a c o n s

t o  d r i v e  f o o t f a l l  a n d  s a l e s  



What are Beacons?

Beacons are tiny, battery-powered devices that can be used to exactly locate a 

smartphone app user in a very precise physical location.  Knowing a user is in 

proximity means a marketer can provide them with highly relevant communications.

For example, you might want to pull a nearby user into your location with an 

incentive offer. Or create a journey around a large store, taking a customer from 

one related product to the next. Or you may be an FMCG brand that wants to make 

its point-of-sale campaigns more interactive.

As we’ll show later in this guide, there are a myriad of ways marketers can use 

beacons in highly relevant and engaging ways.

The costs are minimal.  It’s entirely possible to create campaigns and content that 

can be delivered for a few pennies at a time.

Because knowing where the user is enables extremely relevant messaging, early 

case studies are showing that open rates are averaging 75% with redemption rates 

of up to 50%  So what little you do spend delivers big returns on investment.

There’s a more detailed description of how the technology works towards the end of 

this guide.  But an actual beacon is a very simply thing.  It’s what you can use it for 

– Proximity marketing – that is so exciting.



We’ll set out some use cases in a few pages time, but here’s a simple example of 

using beacons in a marketing context:

You place a beacon near the front door of your store.  This beacon’s ID number is 

known by an app you have produced for your chain of stores.

When someone who has downloaded your app is nearby a message can be shown 

on their Smartphone’s lock-screen, similar to an incoming text message.  This 

message can say something as simple as ‘20% off, if you visit in the next 20 

minutes’.

When the user taps the message, they are taken to your app, which opens on a 

page you have created that tells them how to redeem the offer.

In the background, you can use analytics and a beacon management system, often 

in real time, to optimise the messages the user sees. So if a particular offer isn’t 

working you can change it.

How do you use BLE beacons?



Can I integrate with my

existing marketing systems?

It should be entirely possible. The main barrier would be if your CRM or campaign 

management system didn’t have an API that allowed your app to send/pull 

information to/from it.

Remember, all beacons do is broadcast a signal from a location.  It’s down to your 

app (and the back-end content management system you are using) to integrate with 

any of your existing data collection/analysis/communication systems.

If you can do that you can consider using beacons to pinpoint a user to a store. 

Then, either show them offers specific to that store, or simply remind them of a 

rewards threshold they are close to achieving if they were to pop in and purchase.

You can also use beacons to validate or authorise an incentive by proving that the 

user is in the location you are driving them to.

If they have reacted to your communication, your app can send that data back to 

your system so you can continue to profile your users.

But be careful how you consider using knowledge of the user’s location.  In years to 

come it will be just another piece of data in the mix.  Right now, it’s still a new thing 

that your customers might need to get used to.



When to use beacons,

When not to use beacons?

As a marketer you’ll appreciate a channel is only effective when it is used in the 

right way.

Any technology that is pushed – SMS, email – needs to be used wisely otherwise it 

will alienate the user away from your brand.

So we wouldn’t recommend using beacons to alert users to something they may 

already know – like your store is open, or you have a fantastic range of ironing 

board covers in stock. That would just be annoying.

Relevance is everything and location (and often time) is the context.

Let’s say I’ve taken the family for a day out at a leisure park.  I’ve downloaded the 

park’s app, mainly so I don’t have to carry a paper map. I don’t need the app to tell 

me there’s a restroom nearby every five minutes – I can see that from the app’s 

map.

But, as I’m nearing a must-do ride that looks like it has very long queues, I can be 

told the waiting time for that ride is currently 23 minutes.  Would I like to purchase a 

fast-track ticket?

In that context I’m delighted the app knows where I am and has given me 

something useful that is directly relevant to me right now.

On the next page, there are a few ideas on how different organisations

can harness the power of proximity marketing.

“ S u p e r d r y

S a l e  N o w  O n ”



Here are some use cases

For BLE beacons

The key to success with beacons is 

making the engagement relevant to the 

context the user is in – their location.

Retail – individual stores and chains
A fashion chain, knowing there are at least six competitors near by, could offer a time-sensitive discount to nearby customers to ensure they get a 

share of the user’s spend before their high street rivals.  They could even make the discount lower, the longer you leave coming in to the store – 20% 

at 20 minutes, 5% at 5 minutes.

A coffee shop could optimise low footfall periods by offering passers-by a free biscotti or time relevant offer – such as half-price kids drinks at school 

home time.

Retail – large stores
A department store could dot beacons around the building to take visitors on purchasing journeys.  So a 

beacon placed next to a particular brand of women’s shoe could alert the customer to a matching 

accessory or handbag in an adjacent department.

Retail – shopping centres
Shopping centres with their own app can use beacons to flag incentives and offers from their tenants. 

By using a back-end beacon management platform they can create a bidding system so that retailers 

can bid to have their message seen as soon as a customer enters the centre, or at a time-relevant 

state in the visit.  One scenario could be cafes pinging out a message for users who have been in the 

centre for over 70 minutes to come and take a break.

Hotels
Placing a beacon in each room means the hotel can communicate directly with app users 

in situ. For example, the hotel manager can invite guests who are definitely in the hotel for 

networking drinks in the bar at 7pm. It’s unobtrusive and can be really welcomed by a 

business person keen to make contacts or maybe keener still to simply socialise when 

they are on their own, away from home.

Airports
Like shopping centre’s airports can have their own retail focussed incentives system. Other users 

include the ability to track a user’s progress through an airport and send reminders if they are 

leaving too little time to get to their departure gate. Or simply as a parking location reminder, 

knowing the user has parked near a beacon located at shuttle stop “j”.

That same beacon at shuttle stop “j” could also be used on the traveller’s return to ping them a 

message saying they can get a discount off future airport parking if they join the airport’s reward 

scheme.



FMCG & sales

promotions
Beacons are so small they can easily be embedded in point-of-sale materials and even packaging.

So a chocolate brand could use beacons in a cardboard display mechanic, linked with a competition 
or game app. Anyone who has downloaded the app to play the game can earn a reward or unlock 
an answer simply going into the nearby store, where detecting the beacon will confirm that they 
have entered the location.

Leisure and attractions
As we’ve already mentioned, a leisure park could use beacons to display the waiting times for 
nearby rides, then offer an opportunity to purchase a fast track pass if the waiting time is more than 
20 minutes. Or if the ride is based on a particular theme or character, knowing the user has been on 
the ride, merchandise recommendations could be made.

Cruise ships can position beacons near key entertainment venues and deliver relevant messages.  
Passing the casino for the third time without entering could trigger a free fries offer, for example.

A sports stadium can use beacons to guide visitors to their seat. Or promote a merchandising store 
or club museum.

Entertainment
Cinemas, knowing the user is in the queue for a ticket, could offer a fast-track ticket purchase. Or, 
by placing a beacon next to a screen showing a romantic comedy, could promote similar movies 
that are coming to the cinema soon.

As beacons are small and easily transportable, a band could place its beacons at

each venue it plays to unlock content to their app users. Or simply remind their

fans that merchandise is available in the lobby after the show.

“ F r e e  C o f f e e  w i t h  

s a n d w i c h  p u r c h a s e d  

b 4  1 p m ”

“ P u r c h a s e  f a s t  

t i c k e t  f o r  R a f t  

R i d e ”



Large public buildings
Hospitals can use beacons to direct patients & visitors towards specific departments or make 

contact about procedures available in relevant departments.

Museums
Museums and art galleries can use the user’s location – pinpointed using beacons – to release 

content related to individual exhibits or galleries. 

Companion apps can be created to monetise exhibitions – For example the user would have to be 

at the exhibition to release the content as beacons are being used to prove the visitor is present.

Artists could use beacons to again unlock ideas that can only be experienced by being in proximity 

to a specific location.

When the visitor is done visiting a beacon can remind them that the gift shop has lots of ways to 

take away a reminder of their visit.

Non-marketing uses



There are some major benefits to using BLE beacons, which is possibly why Apple 

has adopted this technology instead of implementing near field communications 

(NFC) on their iOS devices.

First of all, range.  Unlike NFC that requires the user to be within a few centimetres 

or actually tap a contact point, beacons can be used to communicate to a user up to 

70 metres away.

As such, the user doesn’t need to have the device in their hand prior to your 

communication. Nor do they even need to have your app activated.  So you can 

communicate with them even when you may not be front-of-mind.

Most significant is the fact that Apple has not and potentially never will implement 

NFC.  This means millions of iPhone users can’t be reached using tap-in technology 

if your demographic is swayed towards iOS users, you could be missing out on a 

huge possible audience.

There is also the issue of cost to consider. Beacons are a fraction of the cost of a 

NFC contact point and, as we’ll see on the next page, of installing Wi-fi too.

A single beacon costs around £20/€22/$30

What makes beacons,

different to NFC?



Geo-fencing has been available to apps for some time and uses the same principle 

as beacons – once you know where the user is you can serve or unlock relevant 

content based on their location.

Where geo-fencing differs is that the technique is very broad-brush. You can geo-

fence an area of a couple of kilometres or streets around a store, but you can’t 

pinpoint a very defined area – say the jeans department or even an individual TV 

set or washing machine, as you can with beacons.

It’s because it uses a number of ways to detect your location, including GPS, mobile 

phone cell triangulation and Wi-fi. A big difference is that geo-fencing can struggle 

to locate a user when they are indoors.

The two technologies are actually very complimentary.  If you want to reach a lot of 

users over a wide range, use geo-fencing to pull them towards your location.  Then 

let beacons take over when you want to get the user to a specific aisle, rail or seat.

What advantage do beacons

offer over geo-fencing?



In a word, yes.

The technology can be added to your existing app or you could use the technology 
to justify doing your first app.

The ability to drive football to and around a location and deliver highly relevant and 
hopefully engaging messages is very powerful.

In many ways it bridges the gap between the explosion in Smartphone’s use and 
the increasing struggle for physical locations to compete with online competitors.

Quite simply, if someone who is already so open to your brand that they have 
downloaded your app passes by, you can use their smartphone to engage with 
them and ensure you have their attention in a busy marketplace (such as a 
shopping centre).

If you don’t already have an app or you have an app but you don’t have a developer 
who understands beacon technology Winappsfactory can help you with that.

Do I need to have an app?



How does the technology work?

A BLE beacon is simply a microchip and tiny aerial attached to a power source, usually a small battery like 
the ones used in watches. It’s then protected by an outer case that usually is no bigger than a matchbox.

All a beacon actually does is broadcast its ID number, which will be unique to that beacon in that location. 
The beacon will broadcast its ID for up to 70 metres. Your app will carry a list of the ID numbers of all of the 
beacons that you have activated and it will associate them with their location.

When someone has downloaded your app their device will then start to constantly look for those beacons, 
wherever they are in the world. There is no battery drain when this happens, beyond that used by the normal 
operating system. They don’t use a phone signal to do this. It’s all done using low energy Bluetooth.

Your beacons will be doing their very simple jobs of just broadcasting their ID numbers at regular intervals, 
often every 10 seconds or so. Once a device matches your beacon’s ID to the ID’s held in your app it lets the 
app know that the beacon is nearby. The beacon has done its job, which is to alert the user. Now the app 
takes over.  

Depending on how you have configured your app, it will then notify the user with an alert on the lock-screen, 
displaying whatever message you choose. One of the configurations you can choose is whether to show that 
alert as soon as the device spots the beacon or only when you are a couple of meters or even a few 
centimetres from the beacon.

Tapping on the message opens the app, at a screen displaying creative for your offer, content or a particular 
function.  You could at this point introduce further functionality, like barcode scanning, image recognition or 
augmented reality.

We should point out that some beacons can do more than just broadcast their identifying signals. Depending 
on the type of beacon, you could detect the temperature in a room with a beacon, or whether the beacon is 
moving.  Combined with a sensitivity monitor, they can even be used to detect heart rate.  You could use this 
to great effect in an experimental campaign.

This is a very top line view. We are happy to give a more technical description if you contact us at 
beacons@winappsfactory.com

mailto:beacons@winappsfactory.com


" T h e y  a l l  r e c e i v e d  t h e  B e a c o n

m e s s a g e … . . d i d n ' t  y o u ? "  

Frequently asked

questions



Frequently asked questions

Will beacons work with my mobile 

optimised website/webapp?
Unfortunately not. Web sites and web apps  don’t have the 

ability to store beacon ID’s.

Do they need a phone signal to work?
No. The beacons only use low energy Bluetooth. However, if 

your campaign or content is delivered from a web server, your 

user will need to either be on Wi-fi or have an internet signal 

(Edge, 3G, 4G) in order to receive that content.

There are ways around this though. Caching content in the 

background when the user does have a signal is one technique. 

Embedding the content natively in the app is another. While this 

means it’s difficult to update, it’s probably best for a museum 

app, for example, when a phone signal may be very difficult to 

find deep inside an exhibition.

I’ve heard Windows devices can be used as 

beacons. Is that true?
Yes! And on BLE-enabled Android and IOS Phone devices too.

You don’t actually have to buy beacons to start using the 

technology – you could use a smartphone or tablet, although 

you should remember that if your device moves so does your 

beacon.  So if your store manager is using their smartphone as 

a beacon to broadcast a message and they take their phone 

with them to lunch, the broadcast is then changing location.

But it’s perfectly viable to use a tablet like an iPad, that doesn’t 

go outside of the location (and may already be in use for stock 

talking or sales demonstrations).

In fact, a device that is in a permanent location, such as a point-

of-sale touch screen is perfect as its permanent power source 

can increase the range of your ‘beacon’.



Will users think my app is spamming them?
Only if you spam them. If you know users are likely to be 

frequently passing your store in a shopping centre during a 

Saturday afternoon visit, then make sure you don’t message 

them more than once during their whole visit on that day.

If you are simply releasing content that is held natively on the 

app, then create some rules, like only display a notification 

message once in every 72 hour period.

The best beacon management systems will have their feature 

built-in so you can set and change the frequency of your 

communications at any time. 

Whatever messaging you do at whatever time and frequency, 

the important thing is to make sure it is relevant. Simply telling 

them you store is open is not rewarding their relationship with 

your brand, it’s distracting them.  You want your use of beacons 

to add to their relationship with you because you are being 

relevant, not annoying. 

Frequently asked questions

Doesn’t everybody have Bluetooth switched 

off?
Good question. Most people believe that Bluetooth is a terrible 

drain on a smartphone battery – and it’s not as if an iPhone 5S 

battery lasts that long between recharges, right?

But this is Bluetooth Low Energy. It takes a fraction of the 

energy of ‘old’ Bluetooth.

By the way, it’s sometimes referred to as Bluetooth Smart and 

there is a huge array of Bluetooth Smart devices, from 

headphones to smart watches on the way. As they are adopted 

so Bluetooth’s’ reputation will change.

In a short period of time, people will understand that Bluetooth 

no longer means dead phone battery.



What if the user doesn’t have my app 

open?
They don’t need to as long as the app has been opened at 

some point.

How do I know my beacon is working? 
You can test it using an app provided by the manufacturer of 

the beacon or by a beacon management system that also 

provides an Activation App that you can use to detect the 

beacon is broadcasting a signal.

What if the battery stops working?
Depending on the manufacturer of the beacon, you’ll either 

have to replace the whole beacon or just the battery .

Many beacon management systems have a feature that will 

help you know when your batteries are about to stop working.  

It’s normally between 18 months and 2 years.

Frequently asked questions

Where do I start?
Talk to a developer who really knows a lot about Beacons/BLE 

beacons/beacons. Although the technology is very simple, 

executing it needs a deep understanding of what works and 

what doesn’t.

A developer like Winappsfactory for example we are always 

happy to talk technology & beacons.

Please do feel free to reach out to us for greater detail on 

beacon technology . We are not only talking about the tech, we 

believe in it so much we have a capital investment in a beacon 

manufacture company and thereby have a greater 

understanding than most in relation to capabilities.

Contact us to find out more.

2nd Floor, 23 South Frederick Street, Dublin 2

Tel: +353 (0)1 9011696

Mobile: +353 (0)88 3020754

Email: support@beseenonline.ie

www.beseenonline.ie
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