Contents

P BT A C B e

INErOdUCTION oo

Chapter 1. Spatial Marketing and Geomarketing..........ccc.co......

1.1 DefiniNg SPACE.....cccuiiiiiieiierierie et

1.2. From geomarketing to spatial marketing...........cc.ccoceveenenienenne.
1.2.1. Spatial marketing: between economics and geography......
1.2.2. Definition of spatial marketing and geomarketing..........c.cc.ceeu...

1.2.3. Content of spatial marketing and geomarketing................

1.3. Spatial marketing and geomarketing applications...................

1.3.1. Applications in retail and mass distribution............ccccccvevernennee.

1.3.2. Applications IN SEIVICES......ccciiiiiieiiieriesie e

1.3.3. Applications in marketing and utility management........................
1.3.4. Other appliCatioNS......ccciiiiiccic e
1.4. Geomarketing, techniques and software............cccceeveviervennnn.

1.4.1. Uses of geomarketing software..........c.cccccvvveriveveiiinrnnnnns
1.4.2. Geomarketing teChNiqQUes.........cccoeviiiiiniiiicee

1.4.3. Software and WebDSIteS.....ovveieeeeee e

15, CONCIUSTON ..ot e e e e e

Chapter 2. The Consumer’s Spatial Behavior......cccccoveiiieiiiiiicinenn,

2.1. The main concepts of out-of-store spatial behavior.........c......c..........
2.1.1. Attraction, gravitation and spatial interaction...........c.cccecevvriiennns
2.1.2. DISTANCE .o
2.1.3. The notion of ShoppING triPsS...cccciveiiieiiiie e

2.1.4. The notion of MObility......c.ccceve e

2. 1.5, UDTQUITY .ot

2.1.6. Other concepts related to the consumer’s spatial behavior

Xi

rONOPW R

1

16
16
17
17
17
23
26

29

29
30
33
37
41

44



vi  Location-based Marketing

2.2. Models and theories of spatial consumer behavior outside the store . . 43

2.2.1. Gravity modeling or customer stock management...........cccceevnee. 49
2.3. The consumer’s in-store spatial behavior........ccceiiiiincicee, 59
2.3.1. Research on the spatial behavior of consumers in stores................ 61
2.3.2. The importance of an indoor spatial information system................ 64
2.3.3. The CNILS VISTON cuiiiiiie ettt 67
A S O oY ¢ o3 [V [0 4 TR 67
Chapter 3. The Spatial Marketing M iX .....ccooooeiiiiiiiiiiiiicnns 69
3.1. Spatial marketing and the marketing m iX .......ccccecvevuvrenee. 69
3.1.1. Strategic marketing and SPaCe......cccccevvvevevivieiieerieiienns 69
3.1.2. Marketing mix and SPacCe .....cccocererirenieieeeseese s 1
3.2. Spatial approach to product management............c.cccceveenen. 73
3.2.1. Spatial diffusion of productsS.....cccccevvvevieiiiiviiiiieinn, 74
3.2.2. GeomerchandiSing.......cccocvveiieiie i &
3.3. Spatial approach to the price........cccovvviiiiiiiiiieee 84
3.3.1.Space aNd PriCES ciuiiiiieiieiie e 84
3.3.2. The influence of geography on pricing.......ccccccevvennnn. 85
3.3.3. Spatialized pricing policy or geopricing.......ccceeeueeneen. 90
3.4. Spatial approach to sales force promotion and management 94
3.4.1. GeO0-aUdVErtiSING....ccceiieie e 95
3.4.2. “Geopromotion of sales” .......cccccceviiiii i 101
3.4.3. Spatial management of salesforces..........cccceeevvvviivennnnns 102
3.5, CONCIUSTON .ot 105
Chapter 4. Store Location and Georetailing.........ccccccceeviniiininnnnnnnns 107
] (o] (=T o Yo3=1 1 o] o 1 108
4.1.1. The location deCiSION PrOCESS......cocvrerieririeeieeieeieie e 108
4.1.2. Store 10Cation STUIES......ccoviieieieieieie s 112
4.2. Location models and the use of geographic information systems . . . . 130
4.2.1. The law of retail gravitation or Reilly’s 1aW ........cocovvervveveererrerenenns 131
4.2.2. HUFFS MOEL. ... 135
4.2.3. Competitive interaction models (MCI and subjective MCI model) 137
4.2.4. Multiple location and allocation-location models.........cc.ccccouue.n.. 145

4.2.5. The contribution of geomarketing to the location of points of sale. 147
4.2.6. The influence of the Internet on the location of points ofsale. . . . 147

4.3. Spatial strategies for locating points ofsale..........cccevveviiiiiiiie e, 148
4.3.1. The fundamental concepts of spatial strategies........cccccevvvvvernrnee. 149
4.3.2. Between territorial coverage and the location
speed 0f @ POiNt OF SAIE NEWOIK........ov..oevereeeeeeeeeeeeeeeeeeeeeeeeeeeseee e eseeens 150
4.3.3. Expansion strategies for point of sale chains...........cccccccevieeiieenn, 154

4.3.4. Merger and acquisition (M&A) strategies 156



Contents
4.3.5. Expansion strategies and the role ofthe Internet......cc.cccoevvenene.
4.3.6. Space, commercial urban planning and public policy.......ccoce.....
O O oY Yo [ Yo o SRR
Chapter 5. Spatial Marketing, Geolocation and Mobile Marketing. .
5.1. From e-commerce to mobile marketing.........ccoccvvveiieeveninninne e
5.1.1. E-commerce and diStanCe.......ccccceeiiiiieiiie s
5.1.2. The first approaches to mobile marketing......ccccoceveveieienenineninnn
5.1.3. M0Dbile Marketing.......ccooiiiiiieseee e s
5.2. Mobile spatial marketing........ccccceeveiieiicieseece e
oI B o 10D {11111 325U STUSORRN
5.2.2. Mobility and geolocation......cccceeiiiiiiiiic e
5.2.3. OMNIChANNEL. ..o
5.2.4. Spatialized BigData databases and their riskS.........cccceevvevevivevvcnene.
5.3. Mobile space marketing and space management by organizations ...
5.3.1. Space marketing and logistics: the “last mile” issue........cccc..........
5.3.2. Click and COHECt OF ATiVe ...ocoveieeiciecree e
5.3.3. Cannibalization and overlappingofsales areas.......ccccecevvveviviiieennn.
5.4, CONCIUSTON et et sre e
CONCIUSTON e
LY =T o= 1 P
Index

vii

158
159
15

163

16:
16
16
17
17
17.
I7:
17¢
17
178
178
I7¢
181
134

135

137

231



