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Trade Fairs
Visit us from November 7-8, 2007 
at the CRM-expo in the Nürn-
bergMesse and from November 
6-8 at the Interop in Berlin. More 
details on page 18.

Free Poster Inside
In this issue’s center spread, 
you’ll find a two-digit postal 
code map of Europe as well as 
a map detailing the distribu-
tion of building loan contracts 
throughout Germany.

A New Age Has Arrived: 
GfK Purchasing Power Europe 2007/2008
This latest GfK study is one of the most important updates in the history of calculating 
the purchasing power. With new data sources and a new, enhanced methodology, these 
newly configured data set new standards in terms of detail and accuracy.
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Dear Reader,

Although only on the market for six months, RegioGraph 10 and DISTRICT 10 have already 
secured a major landmark: an official Microsoft Windows Vista certification.

The good news keeps getting better: since mid-October, English-language versions of RegioGraph 10 and DISTRICT 
10 are available! Numerous pre-ordered copies have already been shipped to destinations around the world, helping 
international businesses to analyze and plan their sales territories across national boundaries. This edition’s user report 
by GfK GeoMarketing staff member, Marisa Klumpp, sheds light on the power of these applications. The report details 
how RegioGraph can be used along with GfK GeoMarketing digital maps and market data to investigate the market 
potential for Western textile companies in China.  

A further highlight of this issue is the announcement of the publication of GfK Europe Edition 2007/2008, a study 
whose launch marks the end of a very eventful and successful year for GfK GeoMarketing – and hopefully for you as 
well. The purchasing power data and maps have been updated for all of Europe. Given the ongoing evolution of the 
European Union and the European market, this has required an enormous amount of research along with new, more 
complex calculations. The resulting data and maps comprise a powerful, reliable and up-to-the-minute foundation for 
assessing your Europe-wide market potential. 

That Europe continues to grow and prosper is partly due to your contribution as one of our internationally minded 
clients. From all of us at GfK GeoMarketing, I’d like to wish you a successful year’s end and a smooth transition into an 
exciting and promising 2008! 

Wolfram Scholz
Management Board GfK GeoMarketing
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New Developments at GfK GeoMarketing 

English-language versions of  RegioGraph �0 and 
DISTRICT �0 for the international user

GfK GeoMarketing has now developed an English-language version 10 of the 
GeoMarketing applications RegioGraph and DISTRICT. These powerful appli-
cations offer the latest cutting-edge tools for regional market analysis and 
territory planning, as well as up-to-date digital maps and market data. 

The new English-language version 10 of RegioGraph and DISTRICT offers in-
ternational customers a user-friendly interface for working with the digital 
maps and market data, as well as multifaceted tools for performing market 
analyses, controlling and expansions into new territories.

Read more about the international applications for RegioGraph and DISTRICT 
on page 6 ff.

Europe Edition 2007
GfK GeoMarketing is now offering 
the latest GfK purchasing power data 
in addition to digital administrative 
and postal code maps for all Euro-
pean countries. The Europe Edition 
2007 gives you the basis for planning 
an expansion into all European mar-
kets.

The Europe-wide digital maps reflect 
all 2007 changes for all countries 
– for example, the 2007 postal code 
reformation in Italy. With an even 
more precise digitalization and new, eye-catching layers, the maps provide 
the ideal foundation for working toward your company’s goals.

The newly calculated data for GfK Purchasing Power Europe 2007 allow you 
to identify the amount of funds each country’s population has at its disposal, 
giving you the benefit of being able to compare figures Europe-wide. The GfK 
purchasing power data are seamlessly integrated into the digital maps.

Turn to the lead article on page 4 for more details.

An expert on regional planning: Wilfried Weisenberger, judge 
of the “Off to the Center of Hesse” competition 
GfK GeoMarketing conducts more than 400 studies in the area of location and 
retail research every year. Frequently, the focus of these studies is the devel-
opment of inner-city regions. GfK GeoMarketing’s regional planning expert 
Wilfried Weisenberger is one of the judges of the “Off to the center” com-
petition in Germany´s federal state of Hesse. This year, numerous innovative 
and exciting initiatives for revitalizing the urban centers of this region were 
submitted.

Read about this year’s competition and the winning proposals on page 15.

GfK Sociodemographics 
for 2007
The new GfK Sociodemographics will 
be available through GfK GeoMarket-
ing from the end of November. These 
figures will allow you to analyze the 
composition of a given region’s pop-
ulation according to age, household 
size, building structure and income. 

“The chief application for the GfK 
Sociodemographics data is to iden-
tify and localize specific groups for 
the purpose of targeting potential 
customers,” explains Doris Hardt-
Beischl, GfK GeoMarketing’s director 
of sales.

These data allow you, for example, 
to preselect areas with many families 
with children for the distribution of 
flyers and marketing collateral that 
advertise products tailored to this 
specific demographic. Another ex-
ample would be the marketing of 
something like gardening-related 
products, where it makes more sense 
to target regions with a high per-
centage of large family-size houses 
rather than regions with high-rise 
apartments. 

The newly updated GfK Sociodemo-
graphics figures give companies an 
ideal basis for performing more pre-
cise media planning, sales campaigns 
and controlling.

Do you have questions about the con-
tent of the data and how they can be 
effectively utilized by your company? 
Contact Nicole Lahr at 
+49 (0)7251/ 9295 - 160 or 
n.lahr@gfk-geomarketing.com.

In-house  news:  Vacancies  at 
GfK GeoMarketing
GfK GeoMarketing continues to 
grow and flourish. We are currently 
seeking to fill positions in the areas 
of sales, market data & research, ad-
ministration and software develop-
ment. Interested applicants can find 
the job descriptions at 
www.gfk-geomarketing.com/carreer.

The Latest



Ready for the Future: 
GfK Purchasing Power® Europe 2007/2008
This  latest  GfK  study  is  one  of  the  most  important  updates  in  the  history  of  calculating  the 

purchasing power. With new data sources and a new, enhanced methodology, these newly 

configured data set new standards in terms of detail and accuracy.

Take the guess work out of your marketing and territory-planning activities 
through the use of precise purchasing power data now on offer from GfK 
GeoMarketing. The new data set is the product of numerous rigorously con-
ducted studies and facilitates a never-before realized level of planning and 
analysis. The data compiled for each included country have been thoroughly 
researched and validated to ensure the highest level of precision and reli-
ability. In addition to offering this improved level of quality, a key goal was 
to compile the data in a way that facilities Europe-wide comparisons and an 
unprecedented standard of accuracy. 

In looking over the GfK purchasing 
power data, the markedly higher level 
of the absolute purchasing power 
figures in many eastern European 
countries is immediately apparent. 
This is a result of GfK GeoMarketing’s 
intensive research efforts, which has 
included accessing new data sources 
and validation methods as part of a 
combined effort to stay abreast of 
the dynamic economic recovery and 
growth of eastern and southeastern 
European countries. 

Simone Baecker-Neuchl, director of the Market Data & Research Department 
and the Europe Purchasing Power 2007/2008 project, explains the new 
compilation method:

“Intensive research into new data sources as well as discussions with special-
ists from our own real estate consulting team and from GfK‘s partner institu-
tions across Europe have revealed that in certain areas, the reported figures 
on household earnings, which are a basis of our calculation of purchasing 
power levels, are not sufficient. Therefore, we decided to take our calcula-
tion method to the next level, e.g. by taking into account turnover rates for 
the points of sale, or consumer expenditure figures in order to adjust for 
the discrepancy between official income levels and actual spending power. 
The reasons for these discrepancies are multifaceted and have to do, for 
example, with money transfers made by citizens employed as guest workers 
in foreign countries. These figures are of course not reflected in the income 
statistics.“

“Our statisticians spent a long time discussing on how best to convert to the 
new calculation method, despite the obvious advantages provided by the in-
crease in realism. Any advancement in the data calculation process inevitably 
also leads to an interruption to the continuity with previously assembled 
data. In any case, it was in particular the experience of our location research 
experts – together with that of GfK colleagues in other European countries 
– that led to the conviction that a comprehensive reevaluation of the Eu-
ropean purchasing power figures was due. The advantages to be had from 
the new calculation are so significant that customers will undoubtedly em-

Reproduced below for the benefit of 
our GfK GeoMarketing News read-
ers are some selected findings from 
these studies: 

As in previous years, Switzerland and 
Liechtenstein top the list of Europe’s 
highest income-grossing households.

Latvia is the biggest climber for this 
year, moving up four places to a 
ranking of 25. Latvia’s Baltic neigh-
bors – Estonia and Lithuania – also 
ascended the rankings. Once again 
doing justice to its nickname of 
“Celtic tiger,” Ireland climbed from 
sixth to fourth place. Sweden just 
misses the top 10 with a ranking of 
11, while Serbia climbed two places 
from last year’s results. 

brace this advancement. The new 
data reveal, in particular, markedly 
higher purchasing power values in 
the eastern European countries.” 

“We now have combined all our 
methodological and technical ex-
pertise and experience, and have 
come up with unified criteria and 
standards that can be applied Eu-
rope-wide to calculate even more 
precise and realistic purchasing 
power data for each country.” 

“The result is the establishment of a 
new benchmark in calculating pur-
chasing power. This we were able to 
achieve due to GfK GeoMarketing’s 
strong man-power and unparal-
leled market experience. The newly 
calculated figures for this year have 
an even broader and thoroughly 
proofed basis, thus marking the 
arrival of a new era for Purchasing 
Power Europe.” 

Market Data



While the lower half of the rankings maintain the same sequence, the pur-
chasing power values per inhabitant in those countries traditionally consid-
ered “poor” show a marked improvement. For example, the Ukraine boasts 
a purchasing power growth of around 300 euros per inhabitant since 2006. 
The growth rates in other southeastern European countries are also impres-
sive, even if the absolute values are still significantly below those of Western 
Europe. Nevertheless, the difference between the purchasing power levels per 
inhabitant of Portugal (ranking 19) and Slovenia (ranking 20) – the most af-
fluent among the 2004 cohort of countries joining the EU – is less than 1,000 
euros.  

The average for the 40 countries included in the study lies at around 11,998 
euros per inhabitant, although the range goes from a mere 700 euros per 
inhabitant in Moldova to almost 40 times as much in Switzerland (around 
27,500 euros per inhabitant). Even starker contrasts are apparent when one 

compares specific regions within 
these countries. GfK purchasing 
power data provide comprehensive 
coverage for all of Europe’s regions 
and postal code districts. These de-
tailed figures allow one to discover 
that, for example, the inhabitants of 
the 23 boroughs of the city of Buda-
pest in Hungary have more spending 
money than the inhabitants of the 
boroughs of Freienbessingen in the 
German state of Thuringia.

These kinds of contrasts make it clear 
why companies with an eye to ex-
panding into international markets 
need precise data that can be easily 
compared. GfK Purchasing Power 
Europe 2007/2008 is the key to plan-
ning a successful business operation 
and expansion, providing its users 
with the ability to cross-reference 
extremely precise and accurate data 
for all administrative and postal code 
districts Europe-wide.

The full results of the study will be 
available by the end of November. 
Examples for the implementation of 
GfK Purchasing Power Europe as well 
as an interview with a user of the 
product can be found here:
www.gfk-geomarketing.com/
purchasing_power_europe
 
If you have any questions, please 
contact Friedlind Dürr at 
+49 (0)7251/ 9295 -230 or 
f.duerr@gfk-geomarketing.com.

Facts about GfK Purchasing Power 
Europe:
 Support for strategic decisions 
 Expansion planning
 Branch network optimization
 Controlling
 Reporting
 Presentations
 Thirty-nine European countries  
 plus Turkey
 Comprehensive coverage of all  
 administrative and postal code  
 districts
 Intensely researched and valida- 
 ted data: THE market standard
 Updated yearly
 Compare values of different  
 countries
 Superb value-for-money

GfK purchasing power per capita 2007

Country Rank in 2006 Rank in 2007
Purchasing Power 2007

 per capita in EUR
Switzerland and Liechtenstein 1  1 27,521

Luxembourg 2  2 27,395

Norway 3  3 24,993

Ireland 6  4 22,207

Denmark 4  5 21,521

Iceland 5  6 20,511

UK 7  7 19,863

Austria 8  8 18,960

France 9  9 18,873

Germany 10  10 18,055

Sweden 13  11 17,217

Belgium 11  12 17,143

Finland 12  13 16,882

Italy 14  14 16,617

Netherlands 15  15 15,814

Spain 16  16 13,431

Cyprus 17  17 12,344

Greece 18  18 12,203

Portugal 19  19 9,674

Slovenia 20  20 8,851

Malta 21  21 8,308

Czech Republic 22  22 5,625

Estonia 24  23 5,611

Hungary 23  24 5,462

Latvia 29  25 4,978

Lithuania 28  26 4,896

Slovakia 25  27 4,889

Poland 26  28 4,808

Croatia 27  29 4,565

Serbia and Montenegro 
(from 2007 only Serbia)

32  30 3,227

Turkey 31  31 3,182

Romania 30  32 3,036

Bulgaria 33  33 2,453

Montenegro (from 2007) 34  34 2,338

Macedonia 35  35 2,069

Bosnia-Herzegovina 36  36 2,033

Belarus 37  37 1,764

Albania 38  38 1,599

Ukraine 39  39 1,487

Moldova 40  40 685

EUROPEAN AVERAGE 11,998

 Up since last year  Down since last year  Same as since last year

Market Data



Translate a software application from German into English – no problem, 
right? Simply convert the menu options into their English equivalents, and 
that’s it... Well, not quite! A thorough translation requires producing new 
copy for every submenu and dialog box. Instruction manuals, online help 
resources and assistants can’t just be translated verbatim – rather, the cor-
rect English terminology and illustrative examples must be carefully chosen. 
A good software translation must also be as accessible as possible. English-
language software is not only used by the Americans and British, but also by 
users of other nationalities whose native language is not English.

Brand-new and Microsoft-Vista certified

The task is now complete: Six months after the sensationally 
 successfully release of the German version, the brand-new, Vista-
certified geomarketing software applications RegioGraph 10 and 
DISTRICT 10 are now available in English versions.

The patience of all those who pre-ordered these applications has been re-
warded: RegioGraph 10 and DISTRICT 10 now offer full English-language sup-
port, allowing international users to engage with the applications seamlessly 
and effortlessly across country borders and boundaries.

The tried-and-true package for all of Europe now available

In many of our neighboring coun-
tries, geomarketing and software-
facilitated sales territory planning 
are still in their infancy. Numerous 
companies – particularly those in the 
Benelux region, France and Italy – 
have consequently turned to us with 
requests to introduce geomarket-
ing software to their home markets. 
Those who have been working with 
version 8 will be in for a treat when 
they discover the technological leap 
we’ve achieved with the Vista-certi-
fied version 10. Also, the precision 
and fluidity of the English-language 
version rivals that of American- and 
British-produced software; in fact, 
by avoiding convoluted terminology, 
our English-language version has 
inspired raving reviews from users 
– both of the native English-speak-
ing variety and otherwise. In terms 

World-class Applications for a 
World-wide Clientele
RegioGraph �0 and DISTRICT �0 are now available in English-language versions. This is good news, 

and not just for users in other countries. German companies can also profit significantly from this 

development.

of user-friendliness and functional-
ity, RegioGraph 10 and DISTRICT 10 
are quite simply in a league of their 
own. 

The English-language versions of Re-
gioGraph 10 and DISTRICT 10 can also 
be ordered as a bundled package 
that includes a comprehensive map 
set for a country of your choice. The 
map sets contain both the English 
and native-language place names, 
including special letter and charac-
ters, for the country in question.

Seamless  data  coverage  for 
Europe-wide planning

Naturally, the new version continues 
to offer users the ability to integrate 
new map sets into the software – to 
the point of a comprehensive and 
seamless representation of admin-
istrative districts and postal code 



RegioGraph & DISTRICT  

More information at www.gfk-geomarketing.com/regiograph or call +49 (0) 72 5� / 92 95 - 200

     DISTRICT �0
Unbounded Possibilities

DISTRICT �0 – The No.� for sales territory planning!

  Software for regional market analyses and sales territory planning

  World-wide maps available

  Newly updated European purchasing power figures now available

DISTRICT 10 is available in both German- and English-language versions. It includes all 
postal code and administrative maps for a European country of your choosing; maps of 
Germany, Austria and Switzerland include GfK purchasing power data for all postal code 
and administrative districts.

English-language 
version now available!

Visualize your customers’ locations
Recognize market potential 

Locate your target groups 
Evaluate your sales territories

Deliver dynamic reports 
and presentations



regions Europe-wide. For those who want a broad overview of the entire Eu-
ropean market, GfK GeoMarketing offers comprehensive market data of the 
highest quality, including population and purchasing power figures down to 
finest regional level such as postal code area or municipalities.

Our German customers – who, like us, have expanded within the European 
market over recent years – also profit from the multilingual qualities and su-
perior functionality of the new English-language versions. Whatever the case 
may be – the opening of a test market in Poland, a boundary-crossing appor-
tioning of business operating areas in the Benelux region, or simply a repre-
sentation of the various operating locations of a production partner in France 
– the English-language versions offer new possibilities due to their linguistic 
accessibility.

It’s a cinch to present results and 
maps in other languages using Regi-
oGraph 10 and DISTRICT 10: All map 
text features – such as captions and 
legends – can be easily edited. The 
English-language versions allow co-
workers in all branches of an interna-
tional company to easily undertake 
their own analyses: The universality 
of the English language and the user-
friendly menus are welcome features 
to an international company at-
tempting to undertake synchronized 
geomarketing analyses. Of course, 
information-rich and eye-catching 
maps transcend the language barrier 
altogether, allowing viewers to iden-
tify markets through clever regional 
comparisons and visual analyses. Any 
results that emerge in this process 
are easily communicated: Maps or 
regional reports are easily exported 
to all graphics and presentations 

German-speaking users also profit

Our many German-speaking users also profit from the English-language 
versions of RegioGraph and DISTRICT. Over the 17-year evolution of these 
applications, we’ve made the following observations:

1. Internationally active companies – including those based in Germany 
– often choose to implement English as the language of usage for their 
entire IT divisions and consequently require English-language software.

2. Many Germany-based subsidiaries of foreign companies have imple-
mented the use of RegioGraph and DISTRICT with great success. English-
language versions of these softwares are indispensible for the purposes 
of producing presentations illustrating company accomplishments to cli-
ents – or even to the parent company located abroad. RegioGraph has 
also been adopted by other foreign-based branches of a company.

3. The most common occurrence at present is for German parent com-
panies  to  implement  usage  of  RegioGraph  and  DISTRICT  in  their  fo-
reign-based subsidiaries –  for example,  for  the purposes of expansion 
planning.

Area of 
application RegioGraph �0 DISTRICT �0 (comparable to Regio-

Graph with additional features)

Sales:

 Mapping of sales territories
 Mapping of locations and customer  
 distribution 
 Briefing of colleagues
 Monitoring of competition
 Ascertaining of realistic turn-over  
 targets

 Territory planning: 
 sales areas,
 service areas, 
 catchment areas, etc.
 Sales territory optimization
 Location planning
 Optimization of subsidiary network
 Expansion planning

Marketing:

 Target group location 
 Direct marketing
 Response assessment
 Media planning
 Company websites
 Presentations

 Establishing of areas of 
 dissemination

Controlling:
 External sales assessment
 Monitoring of success
 Defining of benchmarks

	Territory and statistical reports

998,- €* 1.998,- €*

Objective and visually 
striking map analyses 
also provide support 
for management in 
all location-related 
strategic decisions

Includes postal code and administrative district maps for a European country of 
your choosing as well as a market data package at the level of federal states. 
The German-language version includes all maps for Germany, Austria and Swit-
zerland in addition to comprehensive 2007 GfK purchasing power, population 
and household figures for all postal code and adminstrative districts. The world-
wide maps and Europe-wide market data are fully tailored to one another. 
Comprehensive user’s manual and access to a service hotline are included with 
purchase.

*Excludes value added tax and shipping charges

programs, uploaded onto websites 
or attached to emails. Uniform, ob-
jective data and map analyses are 
particularly important in the case of 
discussions with local business part-
ners, in which the demonstration of 
verifiable results is central to build-
ing confidence and trust. 

The new English-language versions 
of RegioGraph and DISTRICT are 
springboards for your company‘s ex-
pansion into Europe. The possibilities 
are truly limitless!

Examples of the international imple-
mentation of RegioGraph and DIS-
TRICT can be found at the website 
given below. The many areas of ap-
plication and software functions are 
demonstrated through numerous 
examples and a presentation. Visit 
www.gfk-geomarketing.com/inter-
national.

Alexandra Deutsch would be happy 
to discuss the international imple-
mentation of GeoMarketing solu-
tions for your company! 
Call  +49 (0)7251/ 9295 -170 or e-mail 
a.deutsch@gfk-geomarketing.com. 



For more information on GfK GeoMarketing consulting services,
please call +49 (0) 72  51  /  92 95 - 140

Your partner for 
Territory planning

Balanced sales territories are an important prerequisite of your 
company’s success!
 
GfK GeoMarketing has optimized the sales and service territories 
for over 2,000 companies, in Germany and internationally. Use the 
knowledge of GfK GeoMarketing’s experienced consultants to make 
your sales territories a complete success! 

•  We will visualize and analyze your sales data.

•  We will develop alternative territorial structures and sales scenarios.

•  We will support you throughout the implementation of your new sales strategy.

“Territory planning ensures the optimal supply of 

your market with sales and services.“
Michael Büttcher, Senior Consultant at GfK GeoMarketing



The restructuring of Italy’s postal code districts was announced years ago and 
fully implemented last year. As a result, the boundaries of the existing postal 
code districts were redrawn within the administrative district borders. Now, 
only the 27 largest Italian cities have more postal codes and are subdivided 
into various postal code areas.

GfK GeoMarketing’s cartographic 
products reflect these changes in 
newly digitized maps for Italy that 
have been updated for 2007. The 
postal codes of the large cities have 
been digitized down to the street 
level, illustrating, with tremendous 
accuracy and precision, the borders 
between postal code districts. In ad-
dition, the Italy map set includes 
administrative maps that reflect the 
newly redrawn boundaries of the 
8,103 administrative districts. The 
2007 edition also shows the Vatican 
as a separate administrative district. 

The Italy Edition 2007 also includes more accurately drawn coastlines at a scale 
of 1:15,000, compiled and digitized with the help of satellite imagery. The 
country’s topographical features – from streets, bodies of water and railway 
lines to locations in the Alps in the north to Sicily in the south – appear on the 
maps with an hitherto unachieved clarity and precision. A further highlight 
of the new edition is the city point layer, which includes more than 40,000 
Italian cities and towns from Milan to Palermo. As in all digital maps provided 
by GfK GeoMarketing, the local names of features such as rivers and cities are 
included, allowing this information to be taken in with a quick glance.

Digital maps have many applications, particularly in so-called geomarketing 
software solutions such as GfK GeoMarketing’s RegioGraph 10 and DISTRICT 
10. With the help of these software packages, companies visually display their 
customer-, market- and company-data and use the software’s many inte-
grated, analytical features to evaluate the data. This allows them, for exam-
ple, to identify the distribution of their customers, pinpoint market strengths 
and weaknesses, and plan new sales territories. 

The use of digital postal code maps is also a very common practice. This is pri-
marily due to the fact that postal codes are almost always a component of a 
customer address stored in the company´s database, thus making it very easy to 
locate customers’ locations on a map. GfK GeoMarketing assigns geographic 
coordinates to this data, which are then displayed visually on the digital maps. 
Naturally, geomarketing software can only assign the correct location to cus-

New Postal Code Districts in Italy – 
GfK GeoMarketing Has the Maps Updates
As a result of the postal code reformation in 2006, Italy now has 4,4�� five-digit postal code 

districts. GfK GeoMarketing’s Italy Edition 2007 includes the new digital postal code maps as well 

as numerous up-to-date administrative and topographical maps.

tomer addresses if the maps’ postal 
code districts are correctly drawn. 
Thus, precise and accurate postal 
code maps are an essential feature of 
successful geomarketing. 

GfK GeoMarketing offers the Italy 
Edition 2007 in the standard GIS for-
mats Shape (ESRI), .tab (MapInfo) and 
RegioGraph (the RegioGraph format 
includes Tele Atlas street maps).

If you have any questions or are inter-
ested in seamlessly fitting purchasing 
power data, please contact Friedlind 
Dürr at +49 (0)7251/ 92 95 - 230 or 
f.duerr@gfk-geomarketing.com.

In addition to the new Italy Edition 
2007, GfK GeoMarketing also of-
fers the Europe Edition 2007/2008, 
which includes maps of all Euro-
pean countries for the purpose of 
enabling pan-European market 
analyses and territory planning. 
The vector format of all digital 
maps allows for variable zooming; 
the maps can also be printed at 
sizes of the user’s choosing, and 
they fit together seamlessly. 

The new maps of Italy are one of the highlights of the new 

Europe Edition 2007.

Digital Maps







You can use this enhancement tool in a variety of ways – for example, in pre-
sentations in which you want to begin with an overview map and then zoom 
in to a precise location. Or, “fly” from a point in southern Germany to a previ-
ously defined location on the North Sea coast. You can download this multi-
faceted tool free-of-cost from GfK GeoMarketing’s homepage. Importing the 
tool into version 10 requires neither reinstallation nor reconfiguration. We’ll 
show you all of the necessary steps.

Step � – Install 
Visit the download area of our homepage or enter the following address in 
your browser: www.gfk-geomarketing.com/flug. 

Download the “Fly-over add-on” and save the file “GfK.GeoMarketing.Over-
flight.dll” in the subfolder “plugins“ in the application directory. For example: 
C:\Programme\GfK GeoMarketing\RegioGraph 10\plugins 

That’s it – you’re done! Just launch RegioGraph / DISTRICT (if already open, 
restart the program).

Step 2 – Start the Plug-in
Open the worksheet in which you’d like to use the fly-over feature. In the 
Extras menu, access the submenu Add-in. From here you can select Create Fly-
over, which will launch a new dialog box.

Step � – Create the Fly-over Route
Select the fly-over route that you’d like to use for your animation. By pressing 
the “-“ button you can define the starting point. Each additional pressing of 
this key adds the point in question to the fly-over itinerary.

Begin by locating the desired starting point on the map displayed in your 
worksheet. After selecting your starting point, zoom/pan until your next itin-
erary point is visible. Make these adjustments using the usual navigation tools 

Tutorial: Fly-over Add-on – 
Animating Your Maps
The “Fly-over add-on” is available for all users of RegioGraph �0 and DISTRICT �0. This new 

feature allows you to create animated film sequences (in AVI format) that depict a flight 

between two user-defined points in the maps. 

– or, use presaved bookmarks to 
move to the next location. Once the 
location is visible in the worksheet, 
use the “-“ button to add it to your 
fly-over itinerary. Only two points are 
actually necessary (start and finish) 
to complete the fly-over itinerary, 
but it’s possible to select numerous 
transitional points.

Step 4 – Configure the Video
Before you create your AVI video, 
you should specify some parameters: 

Length – Enter the desired length (in 
seconds) of your film from start to 
finish. The shorter the specified du-
ration, the greater the speed of the 
animation.

Image number – Enter the number of 
individual images that should com-
prise a second of video. The higher 
this number, the more fluid the ani-
mation – but also the more demand-
ing on your system resources.

Image  size – Specify the size of the 
image in terms of pixels. The larger 
the image, the greater the size of the 
resulting file.

Tutorial



In most cases, we recommend that 
you create the video as a compressed 
file. We only recommend creating an 
uncompressed file when you would 
like to subsequently edit the video 
using external applications.

Step 5 – Save and Play
Create the animation by clicking on 
Create Video.

You’ll be prompted for a file name 
and path, after which the file will 
be created. Please note that the cre-
ation of the video is a system-inten-
sive process that may take some time 
to complete. Once created, you can 
open and play the AVI video file with 
all standard media players.

You can find additional tutorials for RegioGraph 10 and DISTRICT 10 at 
www.gfk-geomarketing.com/tutorials.

Need a boost?

Our software training gives you 
• many exercises from practice for all kinds of   
 geomarketing sales tasks 
• complementary hand-outs including a CD-ROM   
 with all exercises 
• good learning environment in small groups   
 (max. 7 participants)

Are you a user of an older RegioGraph or DISTRICT version? Do you feel 
you could do with some brushing up? Get to know the new functions 
of RegioGraph and DISTRICT in only one day in one of our trainings for 
advanced users!

Software-Training
New Features of       RegioGraph and       DISTRICT

Online booking at www.gfk-geomarketing.com/training 
or call +49 (0) 72 5� / 92 95-�40

Tutorial



Continual advancements in retail have strengthened the resolve of companies 
to develop and pursue a strategy for expanding into international markets. 
In addition to Europe, Asia’s markets have formed a point of particular focus. 
With 1.3 billion inhabitants, China is the most populated country in the world. 
Combine this with the country’s rising purchasing power, and it’s clear that 
China is one of the most important markets of the future. It is predicted that 
China’s retail turnover will surpass that of Germany’s by 2015, and, if these 
estimates hold, China is set to become the third largest consumer market in 
the world by 2025. 

However, as a result of the tremendous cultural differences between China 
and the home countries of European companies, many Western businesses 
have had great difficulty gaining traction in the Chinese market. These chal-
lenges are due not just to differing consumer behaviors, preferences, pat-
terns, and varying business practices and customs, but also to the difficulties 
of selecting suitable trade areas. In order to evaluate possible business loca-
tions properly – particularly in the case of determining market potential –, 
detailed socio-economic and demographic data are needed. However, in con-
trast to Germany and other industrialized nations, this kind of information is 
typically not yet available for Asia’s growing markets, a consequence of the 
relative infancy of market research in these areas. Also, the information that 
is available often lacks the required detail and accuracy. Finally, the language 
barrier poses a challenge in the analysis of existing data sources.

For the Peking location analysis, the 
first step involved calculating this 
region’s potential purchasing power. 
Next, using GfK GeoMarketing’s 
 RegioGraph, population figures for 
small-scaled areas with between 
10,000-100,000 inhabitants were pro-
duced. Data was generated for one 
square kilometer units. A raster grid 
was then created with the help of sat-
ellite imagery that revealed popula-
tion density for the square kilometer 
in question by showing the precise 
density of the region’s architectural 
structures. The initial population fig-
ures for the square kilometer in ques-
tion were then cross-referenced with 
the topographical analysis in order to 
adjust them for accuracy. The result-
ing information served as the basis for 
calculating catchment areas, and thus 
the market potential of the location.

Location Analysis of the 
Apparel Sector in Peking
“Conquering the Asian market” is frequently an important goal of today’s internationally 

minded companies. But how does one achieve this? Marisa Klumpp examines how Western 

companies can penetrate into the Chinese market with the help of geomarketing solutions. 

Need a boost?

User‘s Report



For suburbs and outlying areas, fac-
tors such as accessibility, level of 
competition, layout and the existing 
business infrastructure were taken 
into account and weighted accord-
ing to their perceived importance. 
The resulting analysis revealed the 
locations most suitable (and unsuit-
able) for international companies 
wishing to establish themselves in 
this market.

In China, fashion items made by Eu-
ropean and American manufactures 
are offered primarily according to 
the shop-in-the-shop concept – i.e., 
in department stores, boutiques and 
specialty stores located within shop-
ping centers. These shopping centers 
are, however, a comparatively new 
form of retail trade in China. They 
profit mostly from the fact that they 
offer an air condition setting – with 
eating and entertainment options – 
in a country with a very high level of 
air pollution. However, there is tre-
mendous competition among shop-
ping centers. Many have been built in 
recent years, with many others now 
under construction or in some phase 
of planning. Despite this, Chinese 
customers continue to show a luke-
warm attitude to these centers. Tra-
ditional shops represent, for many, 
continuity and an awareness of past 
customs – two factors in which many 
Chinese place great value.

It stands to reason that the newer lo-
cations – such as the emergent Cen-
tral Business Districts – will attract 
 significant growth in the coming 
years. As the shopping centers in-
crease in number and establish a firmer foothold in the market, consumer 
skepticism will lessen; also predicted is a rise in the available purchasing power. 
As a result, the target groups for products of international companies – with 
their corresponding high prices – will become ever larger.

In summary, the locations of Peking’s vendors of international clothing brands 
are very diverse. They are distributed widely throughout the city. The indi-
vidual locations – particularly shopping centers and traditional shops – are 
structured according to very different sales concepts that enjoy varying levels 
of customer acceptance. Also, despite rapidly growing purchasing power, only 
a small percentage of the population can afford to regularly purchase foreign 
brands. For this reason, it is particularly important to know where potential 
customers are located when considering suitable business sites. Geomarket-
ing is a very helpful and well-established tool for making this assessment. 
Location selection and sales territory planning can be optimized through the 
implementation of socio-demographic data into Geographic Information Sys-
tems (GIS).

Author: Marisa Klumpp
GfK GeoMarketing
Division of Market Data & Research

Contact: 
Call +49 (0)9 11 / 395 - 2680 or e-mail 
m.klumpp@gfk-geomarketing.com.

If you have questions about inter-
national location research and plan-
ning, please contact Manuel Jahn at 
+49 ( 0)40 / 227 112 - 23 or 
m.jahn@gfk-geomarketing.com.

User‘s Report



In September 2007, the selection committee for the inner-city initiative “Off 
to the Center of Hesse” visited some of the winners of the 2007 competition 
in the Federal State of Hesse, Germany. GfK GeoMarketing GmbH has been a 
member of this committee for years. In 2007, Wilfried Weisenberger, director 
of the GfK GeoMarketing location- and regional-consultancy division in Nu-
remberg, began representing GfK on the committee – a function he took over 
from Raimund Ellrott, a member of GfK GeoMarketing’s board of manage-
ment –, and was therefore part of the travelling contingency of committee 
members who visited the prize-winning communities.

Flashback to February 2007: Excitement reigns in 11 Hessian cities and towns 
as well as in the region “Rotkäppchenland,” a multicommunal district compri-
sing 16 additional municipalities. All of these locations were designated as the 
winners of the “Off to the Center of Hesse” competition by the jury. A total 
of 37 communities applied for this distinction. The winners were: Altenstadt, 
Bad Nauheim, Baunatal, Bebra, Darmstadt, Florstadt, Gießen, Kassel, Nidda-
tal, Rödermark, and Spangenberg.

“It is very impressive to see how the competition proposals submitted to us 
in writing have been actualized,” said Weisenberger after touring the prize-
winning locations. “The inner-city initiative is a great way to accord the inner-
city and associated commercial districts their proper historical weight.”

The story continues: The submission period for the 2008 “Off to the Cen-
ter of Hesse” competition has now 
begun. “The communities have until 
November 20 to submit their project 
proposals along with funds totaling 
160,000 euros,” said Alois Rhiel, 
Wiesbaden’s minister of economics.

The “Off to the Center of Hesse” 
inner-city initiative has taken place 
annually since 2003. Since its in-
ception, Hessian communities have 
submitted 166 proposals for the revi-
talization of their inner-city regions. 
Of these, 67 proposals have received 
distinctions and were subsequently 
implemented.

The inner-city initiative is the result 
of a collaboration between the Hes-
sian Administrative Council, Associ-
ation of Hessian Cities and Towns, 
Consortium of Hessian Industries 

Successful  Implementation  of  the  Inner-
City Initiatives in Hesse 
What makes an inner-city “successful”? An attractive selection of retail stores and a lively city 

image. With knowledge of both retail principles and municipal concerns, GfK GeoMarketing 

served as a member of the selection committee in the “Off to the Center of Hesse” competition.

and Chamber of Commerce, Hessian 
Chamber of Trade, BAG Hessian Trade 
Association, Association of Hessian 
Retail Trade e. V., HA Hessian Agency 
GmbH and the DEHOGA Hessian e.V., 
department stores Kaufhof and Kar-
stadt, Stroer German Cities-Media 
GmbH, Binding Brewery, Frankfurter 
Rundschau and Hessian Rundfunk.

You can find more information on lo-
cation research at: www.gfk-geomar-
keting.com/research or by contacting 
Wilfried Weisenberger, director of 
the GfK GeoMarketing location- and 
regional-consultancy division in Nu-
remberg, at w.weisenberger@gfk-
geomarketing.com.

Selection committee member Wilfried Weisenberger of GfK GeoMarketing (front right) at the presentation of 

the initiative in Altenstadt.

Location Research



Information on RegioGraph �0 & DISTRICT �0 now online!
Inform yourself about the new English-language versions of RegioGraph 10 
and DISTRICT 10 by visiting www.gfk-geomarketing.com/international. Read 
more about these new versions’ functions, enhancements and maps. Find out 
about the software’s numerous potential applications for your company by 
taking a tour designed to show you how this software can help jump-start 
your company’s international operations. 

Keep following the links to find out more about the software‘s more than 
100 analytical tools, software wizards, sales territory planning functions and 
many other innovations. You’ll also find a PDF document for direct ordering 
of the software. 

Alexandra Deutsch will be happy to answer any questions you have about 
RegioGraph 10 and DISTRICT 10. Call  +49 (0)7251/ 9295-170 or e-mail 
a.deutsch@gfk-geomarketing.com

Animated maps for RegioGraph �0 / DISTRICT �0: 
Fly-over add-on

The fly-over add-on mentioned in 
the previous issue is now available 
for downloading. Install the add-on 
using the tutorial contained in this 
issue and create eye-catching fly-
overs in RegioGraph and DISTRICT! 
Make use of this enhancing feature 
in your presentations!
www.gfk-geomarketing.com/fly_over 

An example of the animations that the fly-over add-on is capable of producing 
can be viewed at www.gfk-geomarketing.de/flug_sample. A tutorial with tips 
for the optimal configuration of the add-on tool can be found on page 11.

Software training for RegioGraph and DISTRICT
In just two days, you can learn to quickly and efficiently access the many func-
tions of RegioGraph and DISTRICT! Our experienced course instructors will 
show you all of the tricks of the trade using practical examples and exercises. 
This will quickly bring you up-to-speed, allowing you to save time and make 
the most of the software’s features. Visit www.gfk-geomarketing.com/training 
to check the availability of places on the course and to find further informa-
tion about the course contents.

Questions about the tutorial courses? Doris Steffen will be happy to help you. 
Call +49 (0)7251/ 9295-180 or e-mail d.steffen@gfk-geomarketing.com

News at www.gfk-geomarketing.com 
Free  market  data  –  samples 
available for downloading
Visit the market data page on our 
website to find out more about the 
range of market data offered by  
GfK GeoMarketing – for example, the 
new purchasing power figures for 
Europe, turn-over figures, product 
line purchasing power figures as well 
as industry and trade data. Check out 
the high-quality data for yourself by 
downloading free samples for many 
European countries! For each coun-
try and data set, you’ll find detailed 
descriptions regarding the contents 
as well as the potential areas of ap-
plication. You’ll also find information 
regarding the availability of each 
country’s data set as well as a PDF 
document for placing an order.
www.gfk-geomarketing.come/mar-
ketdata

Nicole Lahr will be happy to answer 
any questions you may have about 
market data. 
Call +49 (0)7251/ 9295-160 or e-mail  
n.lahr@gfk-geomarketing.com

GeoMarketing  News  and 
Information via E-Mail: 
GfK GeoMarketing e-News

With GfK GeoMarketing’s e-News, 
you‘ll remain up-to-date regarding 
the latest developments. Add your-
self to the mailing list and you’ll re-
ceive hot-off-the-press information 
and exclusive tips every month via 
e-mail.

You’ll get all the latest news about 
maps, market data, location research 
as well as RegioGraph and DISTRICT 
delivered directly to your PC. Also, 
mailing list subscribers receive a com-
plimentary map for downloading in 
each month’s mailing.

Register at 
www.gfk-geomarketing.com/newsletter

And where do you 
want to go?

Web News



 ▪ Vector maps of municipal areas, postal code areas and city points

 ▪ Covering more than 240 countries, without gaps or overlaps

 ▪ Maps and market data fitting perfectly

 ▪ Updated regularly 

 ▪ Ready to use in all common GIS and CRM systems

Worldwide maps and market data for your analyses:

 
GfK GeoMarketing provides the world’s largest digital collection of administrative 
and postal code maps. Our GfK Purchasing Power and other GfK market data are a 
perfect supplement to this for your analyses. Discover the high quality for yourself 
and download free maps and purchasing power samples.

For more information please call +49(0)72 5� / 9295-2�0 
or visit www.gfk-geomarketing.com/digitalmaps

And where do you 
want to go?



The CRM-Expo at the NürnbergMesse from Novem-
ber 7-8 is regarded as Germany’s leading trade fair 
for customer relations management. GfK GeoMar-
keting will be located at stand C50.

At the Interop from November 6-8, you’ll meet 
leading IT decision-makers from all industries at 
the Messe Berlin. You’ll find GfK GeoMarketing at 
the Microsoft stand in hall 2.2, stand E100.

At the “Existenz 2007” – taking place on November 
10 at the IHK Munich – GfK GeoMarketing will give 
young companies advice for a successful start. 

The Cannes-based MAPIC from November 14-16 is 
one of the most important meeting points for retail 
trade companies and project developers. Naturally, 
GfK GeoMarketing will be present. 
You can arrange an appointment by contacting 
Ms. Kräusel at +49 (0)911/ 395 - 2509 or 
h.kraeusel@gfk-geomarketing.com.

 
Would you like to know which geomarketing soft-
ware application is leading the pack? At the Geo-
marketing Benchmark from November 27-28 in St. 
Augustin bei Bonn, you’ll have the chance to test 
and compare DISTRICT 10 with other applications.

Meet GfK GeoMarketing
You see GfK GeoMarketing’s solutions live at the following trade fairs:

Das Standortforschungsteam von GfK GeoMarketing auf der Expo Real im Oktober 2007.

We’ll  demonstrate  our  products 
and services to you while answer-
ing  any  questions  you  may  have 
about the potential applications of 
geomarketing in your company. 

  Get to know 
 GfK GeoMarketing’s new 
 RegioGraph 10 and DISTRICT 10! 
 Discover the potential applica- 
 tions of GfK’s Europe-wide 
 purchasing power data! 
 Check out our world-wide maps  
 and up-to-date market data!
 Learn more about our 
 consultancy services for location  
 and sales territory planning! 
 
Make an appointment today! 
Register online at 
www.gfk-geomarketing.com/fairs 
or call Nicole Lahr at 
+49 (0) 72 51 / 92 95 -160.

Trade Fairs
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Results of the RegioGraph �0 Competition 
Do you know the capabilities of the new RegioGraph �0? If you do, with a little luck you 

could have won a free copy of the software by participating in the contest advertized in our 

last issue!

The winner is Nicole Buchholz from ING DiBa. Many congratulations!
RegioGraph 10 allows you to easily solve all of the checked tasks indicated below! 

Sales Marketing Controlling

 Territory planning

 Employee briefing

 Expansion planning

 Location planning

 Monitoring the competition 

 Store-network optimization 

 Determining realistic sales targets 

 Media planning

 Company websites

 Defining distribution territories  

 Presentations

 Reports / brochures

 Target group localization 

 Direct marketing

 Company reports 

 Portfolio analysis

 Defining benchmarks

 Monitoring success 

 Evaluating external sales staff

Competition

Shared GeoMarketing Knowledge is 
Doubled GeoMarketing Knowledge!

If your colleague is always borrowing your edition of GfK Geomarketing News, 
then why not send him a copy of his own! 

+49 (0) 72 51/ 92 95-290
or complete the form online at www.gfk-geomarketing.com/form . 

My address has changed. Please post future editions of GfK GeoMarketing News to the address below. 
Please send an additional copy of GfK GeoMarketing News to the address below. 
Please discontinue sending GfK GeoMarketing News to the address below.

Simply photocopy this page and fax the completed form to

Company

Surname	 First	name	 Department

Adress	 Postcode	/City	 Country

Tel	 Fax	 E-Mail



GfK Purchasing Power Europe 
2007/2008

For more information, call  +49 (0) 72 51 / 92 95 - 200 or 
visit www.gfk-geomarketing.de/purchasing_power_europe.

		40 countries  (incl. Turkey)

		Data for all European postal code and administrative districts

		Rigorously researched and validated

The ideal basis for making Europe-wide 
strategic decisions!

  Location and regional planning

  Expansion planning

  Controlling

Now with newly compiled data!


