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MAPINFO CORPORATION
• Leading global provider of location intelligence solutions

– 900 employees worldwide 

– 24 offices worldwide

• Innovative solutions that help customers use location intelligence to enhance 
performance and decisions in many ways – asset and risk management, 
network planning, site selection, targeting markets and service delivery, to 
name a few.

• Client list includes more than 7,000 global organisations in an array of 
industries:

– Retail

– Telecommunications

– Public sector 

– Financial services

BACKGROUND



LOCATION INTELLIGENCE VALUE TO CUSTOMERS

More effective and efficient business processes and analysis

• Aligned with how they do business (applications integrated 
into their decision making process)

• Better decision making with location dimension

• Location enabled versus location centric

Greater alignment between asset utilisation and customer 
needs

• Location data added to critical operational data

• “When Where is just as important as What”



LOCATION INTELLIGENCE IN ACTION

• Retail
– Site selection, Store network optimisation, Sales forecasting

• Communications
– Market driven network planning, Customer targeting and analysis

• Public Sector
– Crime pattern analysis, Police force deployment, site selection for 

community services

• Insurance
– Risk analysis, Portfolio risk optimisation

• Banking
– Site selection, Network optimisation



Location Intelligence helps the retail, real estate and 
restaurant industries better understand their customers 
and markets.

Major retailers use Location Intelligence to:

• Select optimal sites and close underperforming stores

• Develop more successful marketing and merchandising efforts

• Optimise distribution strategies and create store profiles

• Drive long-term customer loyalty 

RETAIL



TELECOMMUNICATIONS

Location Intelligence solutions are used by the 
world’s largest telecommunications companies to:

• Command and monitor network infrastructure 

• Find the most profitable customers

• Open profitable new retail sites 

• Evaluate competitive threats



CASE STUDIES

Applications of Census Data in 
Customer Solutions



INTERNATIONAL RETAILER

The Problem

• An International Retailer selling food and general 
merchandise looking for sites in a new country 
(Australia) to accommodate stores of 10,000m2 
serving in excess of 200,000 persons.



INTERNATIONAL RETAILER

Customer Requirements

• Site location analysis for proposed outlets

• Site area with substantial car parking

• Affluent trade area population

• High education levels within trade area

• Main road access



INTERNATIONAL RETAILER

Methodology

Map the specified areas showing:

• Drivetime boundaries

• Drivetime overlaps of potential sites

• Business density

• Population density

• University educated

• High Income brackets

• Retail competition



INTERNATIONAL RETAILER

Conclusions

• Maps clearly illustrated high income and densely 
populated regions in Sydney.

• These included the North Shore of Sydney and the 
Eastern and inner western suburbs within 10 km of 
city.

• Client was then able to target appropriately zoned 
sites for their proposed concept.



STATE LOTTERY

The Problem

• A State Lottery organisation requires detailed 
analysis to determine where to locate new agencies.



STATE LOTTERY

Customer Requirements

• Analyse the customer profiles and sales from existing 
outlets to determine potential sites for new agencies



STATE LOTTERY

Methodology

• Profile the Customers

– The lottery has a membership club which delineates 
the postcode of residence, total amount of money 
spent and the agencies frequented

• Organised membership data into home postcodes

• Calculated the top 50 postcodes in terms of total 
spending on lottery products

• Calculated the bottom 50 postcodes in terms of total 
spending on lottery products



STATE LOTTERY

Methodology (cont.)

• Used Census data to determine the profiles that best 
fit the characteristics of the 100 postcodes

• Determined which characteristics were most closely 
aligned with spending on lottery then ranked all state 
postcodes accordingly



STATE LOTTERY

Solution

• By comparing the actual turnover per postcode to the 
potential turnover the underserved areas became 
evident



LEADING AUTOMOBILE MANUFACTURER

The Problem

• Automobile manufacturer required information to assist in 
identifying the best opportunities for selling a new model 
sports car utilising its current dealer network



LEADING AUTOMOBILE MANUFACTURER

Customer Requirements

• Drivetime isochrone data were required to detail the 
profiles for the catchments served by each of the 
dealers in the networks.



LEADING AUTOMOBILE MANUFACTURER

Methodology

• The first steps included specific data for the target 
market

– Mapping of the existing dealer network

– Define 20 minute drive time catchments

– Show overlaps in sports car network based on 
drivetime catchments



LEADING AUTOMOBILE MANUFACTURER

Methodology (cont.)

• Second step was to identify Target Customer

– Male

– Aged between 25 and 54 years

– High Education Level

– Above average income

– Married or De facto



AUTOMOBILE COMPANY
Table (Example Extract)

Dealerships 20min Drivetime - Male Demographics

% of Population

Dealership
Aged 25-

54
Married or 
De Facto

Year 9 or 
above

Income 
above 

$78,000

Dealer Area 1 22.4% 12.7% 29.6% 2.5%

Dealer Area 2 20.4% 13.4% 28.9% 1.3%

Dealer Area 3 22.5% 12.5% 31.7% 4.0%

Dealer Area 4 21.9% 12.8% 31.7% 3.7%

Dealer Area 5 22.1% 12.9% 30.8% 3.4%

Dealer Area 6 21.8% 13.1% 31.6% 3.7%

Dealer Area 7 22.8% 12.6% 29.3% 2.5%

Dealer Area 8 21.3% 14.3% 29.9% 1.3%

Dealer Area 9 22.3% 12.8% 30.2% 3.0%

Dealer Area 10 21.2% 14.5% 31.4% 2.1%

Source: ABS, Dimasi



LEADING AUTOMOBILE MANUFACTURER

Conclusions

• Each dealership was ranked in terms of potential to 
serve customers with “Sports Car” buying profiles 

• These high value dealerships became a key platform 
in the initial marketing campaign



HEALTH CHAIN

The Problem

• A Well known Health Chain which has outlets in all 
Australian states is looking to expand its current 
network while also closing poorly located and 
inefficient existing outlets in order to maximise
revenue for the company.



HEALTH CHAIN

Customer Requirements

• Expansion
– The Health Chain wishes to expand its outlet numbers 

in each state but in a manner which will minimise
cannibalisation of existing outlet revenue, and 
maximise total revenue for the company.

• Current Outlet Analysis
– An analysis of the customer database of existing 

outlets was required to assess current trade areas and 
the key characteristics of people resident in these 
catchments. Identification of trade area overlaps was 
also required.



HEALTH CHAIN

Methodology

• Trade areas were determined from customer data for 
each outlet

• Census Data was extracted from these trade areas 
with a particular focus on the key socio-demographic 
characteristics considered to be of most importance 
in determining reasons why an outlet is successful or 
not according to key performance measures 
established by the client.



HEALTH CHAIN

Conclusion

• Having established those outlets which were trading 
strongly and the key characteristics of the residents 
in these catchments, the client was then able to 
determine other locations with similar characteristics 
to target for possible new outlets. One of the best 
performing locations, for example, was Bondi.



HEALTH CHAIN

Bondi Example

• The population available in the outlet’s catchment is 
around 289,000 people.

• One of the key reasons established for the success of 
the outlet is the affluence of the trade area 
population, with income levels well above other 
outlets and therefore a considerable amount of 
disposable income to allocate to discretionary 
spending such as health food products. 

• Another factor was the low incidence of ethnic 
profiles less inclined to purchase these types of 
products and services.



HEALTH CHAIN



UPMARKET RETAILER

The Problem

• An upmarket retailer required an analysis to 
determine the optimal strategy for serving a 
particular region of an Australian capital city.

• “Does our existing store network in the region 
adequately serve the needs of our target customers?”



UPMARKET RETAILER

Customer Requirements

• Identify Customers

– Determine where the retailer’s target customers 
are located in the region, and how these 
customers are served by the existing store 
network.

• Future Strategy

– Is there scope for another store in the region, or 
could one of the existing stores be relocated to 
better serve target customers?



UPMARKET RETAILER

Methodology

• Gather demographic information based on retailer 
definition of its target customer.

• Target Customer

– Female

– Aged between 35 and 54 years

– Married with Children

– Tertiary educated

– Has a mortgage or owns home outright

– Above average income



UPMARKET RETAILER

Methodology (cont.)

• Map of region to illustrate where the major 
concentrations of target customers are located.

• Overlay trade areas of existing stores in the region 
based on detailed sales data by customer postcode.

• Matched the characteristics of retailer target 
customers to each postcode to determine the size of 
the market for each area.

• Estimate the current markets shares being achieved 
to identify “gaps” in the market which are not 
currently being served.

• Determine the ideal locations for stores in order to 
maximise future market shares in the region.



UPMARKET RETAILER

Conclusion

• The areas comprising the largest concentrations of 
target customers are currently well served by the 
existing store network.

• However, there is some significant overlap in the 
trade areas of existing stores, as well as other areas 
which are not currently being served.

• On this basis, our recommendation was to relocate 
one of the existing stores rather than add a new 
store.



MapInfo’s CDATA Market Research – the Findings

• Users need better ways to manipulate data, select 
geographic regions and perform more functions, like 
geocoding

• Users need to be able to use more information along with 
the Census data to round out analysis

• Beyond CDATA there is almost an equal weighting in 
interest for a web offering and a desktop offering.  

• Product user friendliness came up as a high priority 
(installation, interaction, report output etc.)

• Greater output options are needed to use the analysis 
performed in CDATA.

• In summary, users need more analytical power and more 
data that what CDATA offered.  At the same time users 
need a product that is easier to install, use, and create 
output.



What Does the Future Hold?

• MapInfo will be introducing a demographic analysis product 
for CDATA users to move to for the next Census.

• Development is well under way and is in alignment with 
feedback and survey findings obtained from CDATA users

• The product will be positioned alongside the Dimasi 
analytical services division of MapInfo to offer our customers 
more choice and better service



What Does the Future Hold?

• …. MapInfo’s product will deliver on the needs identified in 
the market research, and more.

• It will be, initially desktop based with a view to working in 
concert with the ABS’ Census on the web initiative

• It will be a cost effective offering that has been packaged to 
be all-encompassing for most demographic analysis and site 
selection requirements

• We will begin to engage specific clients over the next couple 
of months with our new offering, based on ABS 2001 Census 
data.  We would welcome the opportunity to work with other 
organisations that are interested.



We invite you to Be Location Intelligent.
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