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Retail data
Branch network optimization, expansion planning, 
target group localization and more: Geomarketing 
is indispensable for retail success
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Dear readers,

As in football, economic success depends upon a top-
quality line-up. Geomarketing can help you achieve this 
by providing support for all tactical decisions and the 
implementation of the associated steps in sales, marketing, 
controlling and expansion for companies of all branches, 
worldwide. In short, geomarketing can help you achieve 
goal after goal without having to trust to blind luck. 

An ideal first step is to recruit the geomarketing software 
RegioGraph as your star player. The recently released 2010 
version of our geomarketing solution (English version 
available in May) offers expanded geomarketing options 
for all of Europe as well as new maps and data.

We presented winning retail solutions at our fully booked 
"Point of Sale 2010" conferences in Nuremberg and Co-
logne, which focused on geomarketing in the retail sector. 
Presentations demonstrated how to successfully imple-
ment software, market data and geomarketing know-how 
into company operations. You can access these and other 
articles at  >  www.gfk-geomarketing.com/knowledge.
Incidentally, GfK GeoMarketing recently released updated 
2010 digital maps for South America, a continent with a 
long and successful football tradition. 

Take your best shot at becoming a geomarketing cham-
pion – we'd be happy to coach you!

Sincerely, 

Dr. Eberhard Stegner 
Management Board, GfK GeoMarketing
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Welcome to  
GfK GeoMarketing Magazine!

Briefly noted:
News & dates 
RegioGraph 2010:  
English version available in May
The new version of the geomarketing 

software RegioGraph is now available in 

an English-language edition. Highlights 

of the new RegioGraph 2010 include 

up-to-date maps and market data as 

well as the ability to perform analyses 

and calculations at the level of street 

segments for almost all European coun-

tries. RegioGraph is currently the only 

geomarketing solution on the market 

that features a geocoder for street-level 

placement of customer addresses and 

turnover that does not entail additional 

costs or restrict the volume of data that 

users can import. More information at 

>	 www.gfk-regiograph.com 

 

Resounding success: 
Conference on geomarketing 
in the retail sector 
Geomarketing is simply indispensable 

when it comes to optimizing a retail 

company's distribution, marketing 

and sales. Participants in our "Point of 

Sale" conferences in April in Cologne 

and Nuremberg laid the groundwork 

for more informed business decisions 

by learning how to extract concrete 

results from market and turnover data. 

Both events were completely booked. 

We're considering additional events in 

response to this tremendous demand! 

Newly updated:  
Turnover potential for the  
office supply sector  
The GfK Office Supplies Potential dataset 

has been updated and now reflects 

2010 values for all of Germany's admin-

istrative and postcode levels. The dataset 

reveals the regional market potential for 

office-related supplies. In addition to 

reporting the total potential per region, 

the dataset indicates the potential for 

the following 10 product groups: tele-/

mobile communications, internet service 

providers, PCs, multifunctional devices 

(fax, copiers, printers, scanners), pro-

jectors, software, office furniture and 

security systems. The dataset is calcu-

lated based on information from trade 

and professional associations as well as 

official and commercial statistics. The 

GfK Office Supplies Potential dataset 

offers a reliable foundation for manag-

ing external sales forces in companies 

that produce, service or deliver prod-

ucts for the office supply sector. More  

information at

>	 www.gfk-geomarketing.com

	 /office_supplies
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	 salesServices 2010: May 19-20, Mainz, Germany

	 Trade fair for sales and sales management

	 mailingtage 2010: June 16-17, Nuremberg, Germany

	 Trade fair for traditional and digital customer dialog

A full list of dates can be found at  >  www.gfk-geomarketing.com/fairs.

Meet us in person!  

http://www.gfk-geomarketing.com/office_supplies
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06 Market data

the location of the target group, we 
were able to see the extent to which 
its members were represented in the 
various catchment areas. This along 
with the other identified success fac-
tors allowed us to pinpoint regions 
that offer high turnover potential for 
new business locations."

Wanted: New, successful locations
The quality of a location is deter-
mined by a specific mix of factors, 
including proximity to residential 
areas, drawing power, geographic and 
strategic accessibility, competitive 
environment and socio-demographic 
customer profile. GfK GeoMarketing 
evaluated macro-locations across all 
of Germany and then performed a 
detailed analysis of micro-locations 
that took into account the specific 
needs of the company. "GfK Geo-
Marketing supports clients through 
all stages of an expansion. In addi-
tion to our expertise in calculating 
data on potential and gauging mar-
ket exploitation, we're also location 

then evaluated the available space 
at selected locations. "Our client is 
now well on his way to exploiting his 
full turnover potential," says Gieh-
sel. "He's already taken initial steps 
toward opening new branches at the 
sites we recommended. We're looking 
forward to following the company's 
development and assisting with the 
optimization of its branch network in 
the coming years."

Contact: Oliver Giehsel

o.giehsel@gfk-geomarketing.com 

+49 (0)7251 9295165

GfK GeoMarketing

Superb quality & precision for the best results

			 End-customer, retail and industry data for Germany and all of Europe

			 Microgeographic data at the street segment level for precise market management

			 All data offer a gapless, seamless fit with our digital maps at every regional level

Additional information at www.gfk-geomarketing.com/data or +49 (0)7275 9295200.

Make more informed 
business decisions with 
GfK market data

branch 
locations

Competitor density
linkage effects

Target group distri-
bution per location
Percentage among 
all households:

slightly above average

above average

well above average

experts," says Giehsel. "We can can 
precisely evaluate whether a given 
location and the associated real estate 
- whether in a city center, shopping 
center or on the city outskirts – are 
worthwhile investments." GfK Geo-
Marketing location experts examine 
concrete objects via on-site studies.
In addition to the current and pro-
spective location- and competition-
related factors, the relevant structural 
and performance data for the real 
estate objects in question play a role. 
"We always give our clients a precise,  
thoroughly researched recommenda-
tion for or against the various loca-
tions that we review."

GfK also identified potential new 
macro-locations for the clothing 
company on the basis of the previ-
ously calculated success factors and 
the individualized target group pro-
file. "Our client received a detailed 
assessment of the turnover potential 
for a new store for every postcode 
in Germany." GfK GeoMarketing 

Analysis of a 

potential location in 

Mannheim city center 

(shaded red): Next to 

the relevant com-

petitor locations are 

street segments with 

an above-average 

percentage and abso-

lute number of target 

group members. 
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> 50

> 100

high low
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