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Blockchain
Autonomous Vehicles

Digital Transformation
Drones

Augmented Reality

Big Data

Artificial Intelligence

Smart Cities
IoT

Smart Grid

Retail 2.0

Deep Learning



Location is Everywhere
Every twenty-first century dataset contains location

Location is Everywhere and Everything



The World is Increasingly Instrumented
Everything can now be measured, analyzed, quantified

Discover Your
Digital Twin



The World is Increasingly Instrumented
Everything can now be measured, analyzed, quantified

Forecasting 
Futures

Redefining
Possibilities

Explaining
Relationships



The 
fundamental 
purpose of a 
business is to 
create value 

for the 
customer and 

society.  
--Peter 

Drucker

How does the business 
measure value?

What is the value proposition?



Decisions

Location 
Analytics

Data

Value

Spatial 
Thinking

The elements of 
spatial decision 

making



John Deere

https://www.esri.com/about/newsroom/p

ublications/wherenext/john-deere-

market-development-with-location-

intelligence/

https://www.esri.com/about/newsroom/publications/wherenext/john-deere-market-development-with-location-intelligence/


The John Deere 
Strategy

Outpace industry 
growth

Best in-class integrated 
solutions

Distinctive product 
quality

2 asset turns at mid-
cycle

Win in after market

Civic and environmental 
stewardship

Global Agricultural Equipment 
Preeminence

Deliver Measurable 
Customer Value

Exceptional Operating 
Performance

A global leader in construction 
equipment solutions

Technology and 
analytics leadership

Manufacturing and 
supply excellence



The Nespresso 
Strategy

Implementation

FARMS to analyze farm activities, 
performance, and impact

Sustainability dashboard to 
manage sustainability practices 

and KPIs

Tech support to farmers and 
partners

Increase efficiencies in coffee 
production

Progress toward achieving 11 
identified UN SDGs

Priorities

Positive Cup Framework

Long term sustainable 
coffee supplies

Analytics support for 
farmers

Strategy

Transparent communication 
to customers

Responsible practices in 
communities



The Lens of Location Analytics
Interconnecting people, place, purpose, time, activity

Hard
“What nearby restaurant, 

open now, serves wings”

Very Hard
“Where’s the best place to open 

a buffalo wings restaurant”

Simple
“What restaurants 

are nearby”



“Esri’s data-rich maps are the 

secret weapon behind many of 

today's most successful brands“

Fast Company



Location + Time = Context
What people are doing, who they are, what’s on their mind



Detect the Signal in the Noise
Patterns of the past, prescriptions for the future



Detect the Signal in the Noise
Patterns of the past, prescriptions for the future



http://coolmaps.esri.com/#1


file:///C:/Users/hele4930/Documents/Camtasia%20Studio/NYCMobileEye/NYCMobileEye.html


http://coolmaps.esri.com/#15


Executive

Review
Application supporting real 

estate decisions and pipeline 

review

Sales 

Performance

Performance of stores, 

trade areas and markets

Market Explorer

Market strategy

Information 
Site Analysis
Applications for Site Selection 

and Market planning 

workflows

• Executives

• Market Dev Mgrs

• Marketing

• Research

Stakeholders

Dashboards

Portfolio Viewer

Mobile Users

Business Insights

Market Development | Accelerate Business Growth



Planning and 

Analysis

Event Planning

Post-event Analysis

Field Assessment

Executive 

Briefing
Incident Briefs

Mitigation 

Global 

Situational 

Awareness

Field 

Enablement

Safety & Security 

Emergency Management

• Executives

• Security Managers

• Analysts

• Employees

Stakeholders

Dashboards

Planning and 

Analysis 

Incident Awareness

Incident Briefing

Field Assessment 

Corporate Security | Minimize Business Risk and Disruption



Supply Network 

Assessment
Historic and Potential Risk 

Analytics

Supply Chain 

Visualization 
Information Sharing and 

Supply Chain Tracing

Supply Chain 

Awareness

Real-time Operational 

Awareness

Supplier 

Performance
Performance Scoring & 

Monitoring

Desktop Analysis

• Executives

• Managers

• Analysts

• Supplier Relations

Stakeholders

Real-time Global Awareness

Dashboards

Tracing

Digital Supply Network Initiative | Fulfill Market Demand Fast

Tracking & Alerting



Advanced 

Analytics

Risk 

Management

Market 

Development

Digital Supply 

Network

Starts with a Department or Business Need

Geospatial Strategy and Vision for Businesses



Advanced 

Analytics

Risk 

Management

Market 

Development

Digital Supply 

Network

Expands across the Organization into an Enterprise Platform

Geospatial Strategy and Vision for Businesses

Geospatially

Integrating 

the Enterprise 



Commercial Real Estate

https://www.esri.com/about/newsroom/publications/where

next/the-world-leader-in-commercial-real-estate-tells-a-

new-story/

https://www.esri.com/about/newsroom/publications/wherenext/the-world-leader-in-commercial-real-estate-tells-a-new-story/
https://www.esri.com/about/newsroom/publications/wherenext/the-world-leader-in-commercial-real-estate-tells-a-new-story/


Forbes:  

What you need to know about Location Intelligence in 2020 

Esri:

Location Intelligence

Esri Case study:

Fruit of the Loom

https://www-forbes-com.cdn.ampproject.org/c/s/www.forbes.com/sites/louiscolumbus/2020/02/16/what-you-need-to-know-about-location-intelligence-in-2020/
https://www.esri.com/en-us/location-intelligence
https://www.esri.com/about/newsroom/publications/wherenext/a-lifelong-learner-brings-a-data-science-edge-to-fruit-of-the-loom/


Dominant Chicken Chain



Lifestyle, Lifestage and Location
The fabric of American neighborhoods



0 10 20 30 40 50 60 70 80 90

IT - Staff Technoloy Solution

Operator Selection

Mall Restaurant Assets

Field Development

Licensee

International

Field Operations

Supply Chain

Operations

Local Marketing

Reinvestment

Operator Selection - Recruitment

Operator Selection - Sourcing

New Restaurant Marketing

Strategic Reinvestment

Operator Selection - Selection

Sales & Brand Growth

BTR

EC

Asset Management

Strategy & Analytics

New Restaurant Growth

Field Ops - Services

Design & Construction

Field Ops - Region

Pinpoint Users by Functional Groups

40+ functional groups

300+ power users

80% active user base





Mitigating Risk
“What factors impact my 

strategy and where”

Fulfilling Promises
“How do I exceed 

customer expectations”

Driving Growth
“Where is the best 

growth opportunity”



Making Sense of Data
Turning anonymous data into insight



Customer Travel

5 & 10 Mile Amoeba

Customers are concentrated 

into 4 ZIP Codes within 5 miles 

of Las Vegas Outlets





Q2: April 1 - June 30, 2017

Sample Tenants

Old Navy

G By Guess

Wilsons Leather

Food Court

Sample Tenants

Gap

Adidas

Converse

Sample Tenants

Nike

H&M

Oakley

Location Estimated

Citadel Outlets 492,102

Nike Citadel 39,315

• Area near Nike is hottest at Citadel 

Outlets in Q2.

Visually, the Old Navy area looks to have 

grown in heat from Q3. The area east of 

Old Navy, where Toys R Us is located, 

has also grown in heat this I spacer text to 

make boxes the same size

UBERMEDIA

Citadel Outlets
2017 Q2



Sample Tenants

Old Navy

G By Guess

Wilsons Leather

Food Court

Sample Tenants

Gap

Adidas

Converse

Sample Tenants

Nike

H&M

Oakley

Q3: July 1 - September 30, 2017

Location Estimated
% Diff from

last quarter

Citadel Outlets 507,692 3.2%

Nike Citadel 40,084 2.0%

• Heat at Nike grows even more, which is 

supported by foot traffic numbers.

• Citadel Outlet’s growth from last quarter 

looks to be attributed to the Nike area 

and food court. Toys R Us is located, 

has also grown in heat this I spacer text 

to make boxes the same size

UBERMEDIA

Citadel Outlets
2017 Q3



Sample Tenants

Old Navy

G By Guess

Wilsons Leather

Food Court

Sample Tenants

Gap

Adidas

Converse

Sample Tenants

Nike

H&M

Oakley

• Holiday shopping expectedly increased 

foot traffic for both Nike and Citadel 

Outlets.

• Visually, the Old Navy area looks to 

have grown in heat from Q3. The area 

east of Old Navy, where Toys R Us is 

located, has also grown in heat.

Q4: October 1 - December 31, 2017

Location Estimated
% Diff from

last quarter

Citadel Outlets 624,898 23.1%

Nike Citadel 51,961 29.6%

UBERMEDIA

Citadel Outlets
2017 Q4



Location Estimated
% Diff from

last quarter

Citadel Outlets 478,779 -23.4%

Nike Citadel 48,107 -7.4%

Sample Tenants

Old Navy

G By Guess

Wilsons Leather

Food Court

Sample Tenants

Gap

Adidas

Converse

Sample Tenants

Nike

H&M

Oakley

Q1: January 1 - March 31, 2018

• As expected, both Citadel and Nike 

saw their post holiday foot traffic drop. 

• Nike’s drop is much smaller than 

Citadel Outlets as a whole.

• Nike area remains the most attractive 

or concentrated area within the center.

UBERMEDIA

Citadel Outlets
2018 Q1



Amongst the other tenants, Nike has the 

highest foot traffic numbers.

Citadel Outlets
Winners and Losers

UBERMEDIA



Citadel Outlets
Winners and Losers

UBERMEDIA

R Store Change over 3 years

1 Adidas Outlet Store 126%

2 Nike Factory Store 105%

3 Guess 52%

4 H&M 43%

5 Gap 43%

6 AEO Factory 17%

7 Cosmetics Company Store 7%

8 Converse 5%

9 Papaya 4%

Winners (9 of 91)

R Store Change over 3 years

1 Calvin Klein -91%

2 Fossil -86%

3 Michael Kors -81%

4 Lascoste -81%

5 U.S. Polo Assn -71%

Losers (Top 5)



“Without data, you’re just another 
person with an opinion.”

W. Edwards Deming
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