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Location Analytics:  
Putting the Evolution of BI on the Map 

BI (business intelligence) first emerged from the primordial ooze as static 
reports, before sprouting legs in the form of increasingly sophisticated 
charts and dashboards. Location Analytics represents the latest stage in the 
evolution of data visualisation. Integrating static and geo-spatial data into a 
dynamic map establishes a viewpoint for analysis and incites further curiosity 
in end users. Complex information drawn from multiple sources can be 
incorporated into an easy to understand view that drives better decision 
making. This report will examine the benefits of data visualisation and trace 
the evolution of visualisation tools to include maps and location data. It will 
also explore the value of enriching visualisations with additional internal and 
external data sources.  

Survival of the Fittest 
Each incremental evolution of BI enhances the ability of decision makers to 
find the right information at the right time (Figure1). Data-driven insights 
are often needed within a window of time when a decision must be made. 
Organisations with data visualisation tools are able to access timely 
information 86% of the time, compared to 67% of the time for those 
without visualisation tools. This means that BI users without data 
visualisation have to make more than twice as many decisions either based 
on gut instinct or incomplete, outdated information. By engaging complex 
data sets in an intuitive visual format, users find what they need when they 
need it. Aberdeen's reports, Visualisation: Set Your Analytics Users Free and 
Seeing the Big Picture: Visualisation for Big Data, examined numerous other 
benefits derived from data visualisation (see sidebar).  

Figure I: Visualisation Delivers Timely Information 

 

Source: Aberdeen Group, January 2014 
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Analyst Insight 

Aberdeen’s Insights provide the 
analyst’s perspective on the 
research as drawn from an 
aggregated view of research 
surveys, interviews, and  
data analysis. 

Additional Visualisation Benefits 

Aberdeen’s May 2013 report, 
Seeing the Big Picture: 
Visualisation for Big Data 
explored several performance 
improvements achieved by 
organisations using visualisation 
tools. 

√ Time-to-information: 21% 
improvement 

√ Accuracy of business 
decisions: 22% improvement 

√ Time-to-decision: 20% 
improvement 

√ Visibility / searchability of 
business data: 27% 
improvement 

√ Quality of analysis: 22% 
improvement 
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Business managers gain new perspectives that are simply not attainable from 
views of static data that cannot be manipulated. Visual data discovery also 
enables end users to be more self-sufficient with analytical tools, 
encouraging proliferation throughout the organisation and reducing IT's 
supportive workload. Visualisation tools' interactivity and ease of navigation 
open up a world of insights.  Users can drill down and peel away layers of 
data to quickly address problems and enhance their understanding of 
emerging patterns. Such exploration can drive tangible benefits such as cost-
savings and improved operational performance.  

The Next Step in Data Visualisation 
Visualisations are an excellent way to interrogate and engage data plotted 
over time. But what about those who need to analyse data across time and 
space (Figure 2)? Location Analytics offers the ability to take data that is 
already available in BI systems, such as customer addresses, facility locations, 
and sales territories, and map that information to leverage the decision-
making benefits of visualisation. Sixty-one percent (61%) of surveyed 
organisations can include maps in their visualisations with an additional 26% 
planning to adopt the capability within12 months. Seeing information plotted 
on a map can be a catalyst for insight (see Appendix A). The vast majority of 
organisations recognise how this next phase in the evolution of BI can reveal 
overlooked patterns and opportunities. Findings that were previously 
obscured become obvious and spur advanced decisions or further 
investigation. 

Figure 2: Adoption of Maps and Location Data for Visualisation 

Source: Aberdeen Group, January 2014 

While the data suggests that maps will soon be widely prevalent in 
visualisation tools, the use of location data is a dimension of analytics that 
has yet to be fully explored. A third of all organisations currently use 
location data as a source for BI. However, the potential of location data for 
revealing valuable new insights is gaining recognition, as 37% of organisations 
plan to incorporate this data into BI within 12 months. Companies are 
shifting their thinking from the 2D world of traditional visualisation to the 
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3D world of mapped data. Location Analytics can take what was a run-of-
the-mill visualisation and make it immediately impactful. Map visualisations, 
powered by addresses and GPS data integrated into the BI system, become 
a natural addition to the current analytical toolkit. Highly interactive maps 
can help decision makers recognise customer hot spots at the same time 
they identify weak links in the supply chain. Correlation and regression 
analysis extended into the spatial domain converts inferences drawn from 
mapped data into hard statistical findings. 

 

Industry Use Case - Retail 

Uses abound for Location Analytics in the retail industry. Retailers are 
taking internal and external data and creating maps that offer far more 
value than anything learned in geography class. Spatial analytics can 
determine at what proximity two store locations would cannibalise each 
other's sales. The same technology can analyse the impact of nearby 
competitor locations. For profitability analysis, users can drill down on a 
map from the regional level to look at the performance of individual 
stores in relation to one another. Business analysts can also recognise any 
location-based patterns in customer purchases. 

Mapped data sparks further analysis and action. When current and 
prospective customer demographics are tied to location data, decision 
makers can identify new, untapped markets.  Business strategists can look 
for areas full of potential customers that are similar to existing, profitable 
customers. That same analysis helps mould the ideal sales and marketing 
strategy for new regions. Marketers can see what messaging and which 
channels resonate in different areas and even run multiple "what if" 
scenarios to test strategies before rolling them out. 

Location Analytics will reveal intermingled patterns and relationships 
within a retail organisation (see Appendix A). Understanding these 
relationships and using tools such as sensitivity analysis allows decision 
makers to address budding issues before they become serious. For 
example, a store or region demonstrating declining sales may also have 
had a high occurrence of customer service problems. Business analysts 
can uncover why customers in a specific region are buying large quantities 
of a particular product, and whether it is possible to get customers in 
other regions to do the same. Location Analytics is also a valuable tool 
for asset management and asset tracking. 

The retail applications for the latest and greatest stage in the evolution of 
BI are myriad. And even more uses remain to be discovered by savvy 
analysts with rich geo-spatial datasets.  
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Data Enrichment from Internal and External Sources 
Successful Location Analytics involves more than recording where events 
take place. In the past 12 months, organisations have increased the number 
of data sources used for analytics by 56%. This increase reflects the 
widening range of data that companies want to tap into. Top performing 
organisations (see sidebar) feed richer, more complex data into analytics to 
build a deeper understanding of their customers (Figure 3). These 
organisations draw data from both internal and external sources, often in 
real-time (see sidebar).  

Leaders are over twice as likely as Followers to feed customer sentiment 
into their BI systems and 128% more likely to enrich analytics with social 
media data. When this information is combined with location data, 
marketers can see how their respective organisations and products are 
perceived in different places. They can determine where their messaging is 
getting through and where they need to redouble their efforts (and perhaps 
resources). Real-time data feeds from social media and analysis of 
unstructured information allow business analysts to stay informed and 
predict imminent outcomes. 

Figure 3: Data Sources for Spatial Analytical Enrichment 

 
Source: Aberdeen Group, January 2014 

Many of these data sources are rich with potential for incorporating 
location data into analytics. Transactional records often contain the address 
of the buyer. External customer information can be used to enrich existing 
customer data with demographic information, including location. Data from 
outside the organisation can be compared to internal data to either support 
or call into question previous findings. All of these additional sources create 
new layers of data within visualisation to bolster new insights. 

Mobile devices are also emerging both as a valuable source of location data 
and as an engagement method (see sidebar). While mobile BI is still in its 
infancy, its potential to deliver competitive advantage is the top pressure 
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Location Data and Mobile  

Location Analytics for and 
drawn from mobile devices is 
still an emerging trend, but 
significant percentages of 
organisations are planning to 
implement mobile location-
based capabilities in the next 12 
months. 

Location-based services on 
mobile devices: 

√ Currently use: 32% 

√ Within 12 months 38% 

Location data on mobile 
devices: 

√ Currently use: 12% 

√ Within 12 months: 24% 

 

Leaders & Followers 

Aberdeen divides organisations 
into two maturity classes based 
on overall performance.  

√ Leaders: Top 35% of 
performers 

√ Followers: Bottom 65% of 
performers 

 

External Data 

Examples of external data that 
location analytics can draw 
from include:  

√ Weather patterns 

√ Traffic flows 

√ Census data 
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driving adoption. Mobile devices can be a valuable source of data for 
Location Analytics. They can also deliver valuable geo-spatial data to field 
workers in real-time.  

Key Takeaways 
Location, location, location. The age-old mantra of real estate has found a 
new home in the world of analytics. Location Analytics can take run-of-the-
mill static data and charts and make them impactful visuals. These interactive 
maps are easily shared across the organisation and provide fresh insights 
that drive intelligent, collaborative decisions (see Appendix A). 
Organisations weighing the business value of mapping their data should keep 
the following in mind: 

• Visual tools help deliver timely information to decision 
makers. Managers with visualisation tools gain access to timely 
information 86% of the time. Decision makers with the right 
information at the right time drive more intelligent actions with 
clear justifications behind them. Data visualisation also promotes 
self-sufficient engagement with BI, driving greater employee usage 
and reducing IT workload. 

• Location data is a catalyst for visual discovery. Sixty-one 
percent (61%) of organisations currently can include maps in 
visualisations, with an additional 26% planning to adopt the capability 
within 12 months. Location Analytics helps business users go from 
raw data to insight-fuelled decisions.  Managers can see where their 
attention is needed and where different actions will have the 
greatest impact. 

• Top performers enrich their datasets from internal and 
external sources. Leaders are more likely than Followers to 
integrate data from sources such as internal transactions, customer 
sentiment analysis, and social media.  This data enriches Location 
Analytics to create new layers laden with valuable insights. Mobile 
devices are also trending upward as a conduit for location data. 

• Use cases abound in all industries. Location Analytics is driving 
fresh insights and performance improvements in a number of 
industries. In the retail sector, visualisations with maps and location 
data can show analysts interconnected factors that impact 
performance at the regional level and for individual store location. 
This information can include the effectiveness of marketing across 
multiple channels, customer profitability, competitor locations, and 
asset tracking. 

Adopters of Location Analytics will find themselves walking tall, while less 
evolved organisations will slouch their way to disappointing results.  

For more information on this or other research topics, please visit 
www.aberdeen.com 

http://www.aberdeen.com/
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Appendix A:  
Location Analytics Dashboard 

The dashboard below shows Location Analytics at work. Organisations are able to model 
the financial implications of location decisions (in this case a multi-channel scenario).  
The map on the left shows possible sites for new stores along with gravity projections of 
the effect of competitor sites. The dashboard on the right illustrates modeled financial  
and market outcomes. 
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