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Preface of the Chinese version
of “Geomarketing”

“Geomarketing” is primarily a technical word invented by
practitioners inFrance and used commonly in Europe to define the
use of geographical concepts and methods in marketing. It should
be noticed that this word is almost unknown in North America even
though most of its content is very well known and has been defined
in the United States of America. Why talking about a“technical”
word? The reason is that GIS(Geographical Information Systems)
have been considerably developed during the last decades. GIS
stems from a double sources; geography and computer science.
Many applications have been implemented in order to improve
weather forecast or resource management or. . . internal or external
security and so on. Marketing has also been one of the most inter-
esting and attracting fields of applications. Many international
companies are proposing geomarketing software to help companies
in locating their stores,in knowing better their local markets or the
position of their competitors!

But this book is not a technical book dedicated to GIS and geo-
marketing software. It is a theoretical , conceptual and methodolog-
ical book to help decision makers, and of course academics, to im-
prove their knowledge on spatial marketing before using GIS and
geomarketing software.

Most of readers believe that international marketing is right in
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the target of such a topic. And international marketing is a domain
where geographical considerations are of great interest. But actual-
ly, this book does not even say a word of international marketing.
This book deals exclusively with domestic marketing.

This book has two main ambitions, First of all, he strives to
synthesize knowledge dealing with what is known in the academic
world as spatial marketing in order to improve strategic visions of
markets. The second ambition concerns a difficult managerial chal-
lenge: how to integrate spatial considerations in marketing decision
processes.

An important problem when synthesizing knowledge from ac-
ademic literature consists in presenting logically these pieces of
knowledge. The choice of this book was to respect the traditional
domains of marketing: consumer behavior, strategic marketing,
and marketing management. It is a way for readers to see how much
spatial considerations can change the view we can have on tradi-
tional marketing concepts and methods. Introducing space in mar-
keting decisions means, for instance, talking about spatial consum-
er behavior and spatial strategies. As far as marketing management
is concerned, that may mean“geopricing”, spatial implementation
of direct marketing, or advertising campaigns, and even“geomer-
chandising”. But we can not forget retailing because of the impor-
tance of geographical considerations in store location either for a
single store or in a multiple way for chain expansion. That is the
reason why“place”, the third“P” of the marketing mix, has been
treated in a specific way.

The second ambition deals with the introduction of space in
marketing decision processes. It is certainly quite obvious for store
location decisions in the retail industry even though it is not sure
that the methods used are those which are performing the best es-
pecially when spatial strategies have to be implemented in order for

_instance to minimize cannibalization or to avoid encroachment
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within a chain of stores(or restaurants,or hotels,. .. ) ;looking at
what is happening in the real world and particularly at store clos-
ings can be of great help to persuade anyone that many mistakes are
made in that domain. Concerning other marketing variables, adap-
ting prices, merchandising and communication to local conditions is
a great stake to take over in local marketing. Business successes are
more and more due to both better store location strategies and bet-
ter product adaptation strategies vis-a-vis local needs. Dealing with
localization problems,a good understanding of cultural specificities
is also a key point in spatial marketing. A question remains; to
which extent a company should adapt or standardize its products
(or its stores) ?

This book has been first written in French and then translated
into English. And since then, more knowledge has been produced
and published. But it is strange to see when examining the market-
ing literature that spatial marketing was of a greatest interest in
the 1970s, in the 1980s, and in the 1990s among marketing re-
searchers and then very few articles appeared in the last decade.
Two reasons can be suggested to explain this lack of interest in the
marketing literature. The first reason stems probably from Inter-
net:; many people now believe that distance is no more a key varia-
ble because anybody or any store can be reach through a website.
The second reason may be related to mobile phones and more spe-
cifically smartphones which enable anyone to use websites from
anywhere. However, many studies show that consumers prefer to
deal with websites not too far from their home for obvious reasons
of trust and accessibility when purchasing goods. As far as services
are concerned, trust is of course more pregnant. Hence spatial con-
siderations are still of great interest even though they should be
studied in a different way as we will see later in this preface. We
have chosen to deal with Internet and some of ways consumers can

use it in their purchasing behavior,
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The development of E-commerce and M-commerce plays to-
day a major role in the way transactions are made in the economy
and that changes certainly the way of thinking when dealing with
spatial considerations. Space has long been in competition with
time and both variables are often considered substitutable. But now
one can say they are complementary and especially in consumers’
mind. Through new technologies like smartphones any consumer
can buy any product, pay for it, know how much money s/he has
still in her/his bank account and so on and all these operations can
be done from any place in the world: it is no more science fiction and
it is even a reality for a fast growing number of consumers all over
the world.

This new situation will have considerable influence on geo-
marketing issues. For instance, many traditional:spatial models
like the Huff model, the MCI model ‘of Nakanishi and Cooper or e-
ven the Reilly’ s retail law of gravitation—this book describes
these models very precisely—are now questioned by such an evolu-
tion. New models have to be defined and tested in order to be able
to predict consumer spatial behavior and store performance. This
can also have consequences on location strategies for retailers both
at the individual level (for each store)and at collective level(for the
chain of stores itself).

Today,in several European countries the drive system is im-
plemented: that means that consumers can order by Internet the
day before or even two hours before and then go and pick up their
purchases in the store and that is available for daily operations in-
cluding food. And there are big issues on trade areas which are
sometimes exploding and many stores which do not practice the
drive system or which do not implement it well are really suffering
from a strong patronage decrease from their traditional costumers.

Store attraction, traditionally based on the distance or the time

to go to the store,can be now based on direct contacts between the
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and not only the usual ones—

store and the potential customers
wherever they are and they can come at anytime and no more on a
so regular basis as before. Moreover, once consumers have picked
up at the store their purchases ordered by Internet, they can park
their car and go to the store without a cart,just to look at products
or promotions the store sent on their smartphone. Impulsive pur-
chases are changing and most of stores are not prepared for that.

Ijust tried to show, through some examples, how much spatial
considerations are evolving because of the technology which is
changing the rules of the consumer game,

This book on geomarketing can be considered a good basis for
a first theoretical approach concerning spatial considerations in
marketing. Many research works have to be made in order to cap-
ture the new consumer behaviors and to help practitioners to make
better decisions on store location, store organization at the retail
level, but also on pricing, on advertising and promotions for any

companies,

Dr. Gérard CLIQUET
Professor at the IGR-IAE of theUniversity of Rennes 1
CREM UMR CNRS 6211

e 9 .



F—E ZEEHZE
5 F

E—-H5 HBETINMEREE

moE EBRESEATN - e et e e e

- 21

T
2.1 AT HEWE-- e
2.2 B AHBREE P EEEE

2.5 & #-

3| -—g

%EE ﬂﬂ%%%ﬁﬁﬁ%ﬁﬁ

1.1 B EEHITHE oo
1.2 ZX[A AL BRI woverervereenneeneresnense s s
1.3 H et e e

o L e e

12

21

cvers 22
2.8 ERFEFBEBEE A e

2.4 MAERABHHEE FHFRMA oo
B MBI AEE TR AMILE B v

e riaevanianen, . 52

3.2 T B BB AT v ereeerrenvvenesnesrninneceesiennnans

3.3 mﬁ;ﬂmiﬁg'}?&ﬁ*ﬁ

- 83

34
37

52

54
56
65
74

“ves 87



REEHF

B

4.1 i&}i‘é‘%%wgm cerens cerisanies 88
4.2 —HBER 2 TF-APERWITHEKEEFEL oo 97
4.3 gg S SERCLE LI R T TR PP PPRRE . R 113

gl BT ceeerearanes T LT TR P - ¥4

E_Hs FTHELENSHEER

BHEE TELLESEPOREBER AEBORE o 113
Bl eeeeenenens . N T X
5.1 ﬁﬁg}%g@%% N § 7
5.3 MU . FEBEFBFE e 122

%,\ﬁ ggﬁﬂﬁﬁ N I
2| N . 7
6.2 TEHIMEEHABER oo 40
6.3 SHALARBE HEA coorvrrrmemeeneiieienaes 147
6.4 WUHFAEBEHIFRE covvrerrmrnrrrorerernnnsns 15]
6.5 &% # - N

BEE BEEEREMTERIMR oo 165
Bl F eeeeenenens B P T
7.1 BREEREERERBEBRE coorrrererrracrrineeninninns 166
7.2 RELHMAFTNER - AEILH —AHIF oo 175
7.3 ;E;@Aﬁ;{kﬁsgg N V.

BAE B AURS AL IS AR oo verscrrsre s 159
= R 7
8.1 THEMEAE . O £
8.2 BELEMEITYWBEBME —vocveeremenrnnenneeaeenns 200
8.3 EKBBERDEBMEE «orerreroiereririnrenrinnnsinninens 208

U\\



E=Hs EHEESHEMER

FAE MEAMBEES -

9.3 & # - S
£+E ﬁ&ﬁ%ﬂmﬂﬁé
g

U\\

10.4 % - -

Bt—5 HHSHERER-
gl E sesssssssaerrasiens
111 EHPHEEBHE-

11.2 EHYREpEAEF RN E L -

1.3 & #-

5 &
12,1 HEHFRALELEBRYER -

10.1 HBHEBA SRS EHHA - e
102 &4 MEEHER N TERERH oo
10,3 S EGBHBEE T EWNBAP oo

creeeenas reererveas . 266
- 273
- 273

.- 223
e e e e . 223

9.1 HEEEAMAEE LB -oeveerereemremmeeeremnens

0.2 HIFE R Y THIE oroeevrrrnrereerniranee e iene e

240

223
232

s 243
- 243
v 244

250
262

s 274
- 287

e 204
I8 ERABEEE MERERAL oo

- 299

299

e sev e . .nes 301
12.2 —FHEFRAFRE LAY o
12.3 BB B H o
12.4 H 3 e

309
317
321

326



E—-3 EEEHEC

il

3l

# AR A (Foucault) [FOU 94 12 JF B £ F 2K [BEN 01 ]#8
NN LERMERE XA ME. MEZT X 5EHKHEF
(Moscovic) [MOS 83, p. 2621 ) ¥ s K M 72 BE . 35307 B 4 25 Uy
F20MBZE, “HMBEMNHRBZELER, WX —HEARE
“ZSE R R4 B B ELE N C . SR, A0SR U8 “ 45 18] AY B (8]
T RA AN, EEREARTTHRFRNEENE, B2, “BHE M2
B 4L M5 —FrE R R T E 26 /A BEBEN 017, 3F XF 7 sk # 47
THSN—MTEEEE.

MHRABOFEAN M d . TiENTH
(allacticc;logical@)ﬂﬁ*ﬁ#ﬁ[CLl 9] AERMHRMAEERE.
i RN, R REFLEMN, BEHFAEX S LOERBER
Bish. ZREFENBEEERSREETHOY KMHE. 25
REZEMRE,IBFHIAAFEERSENIR TR EHHE AN
Bk, RELSRBUENSER. FENEZSHNI AT ELBE
BEGYHSBARECLION], REEANRENRLERD
MsbFEzsE . WA, BERMN EAR,, AR ERFHREETF—4
U7 ) 2tb, 38 X 55, 53¢ 2 1R % 51 3kE B9 B SE [ VOL 001,

@® AZEfH Geérard CLIQUET 85,
@ MEBEIL alkaxricws — AT RO AR, HEESRIRNE
.



B EHF

AMI—EHBMEEFTNEEHNEENREZN TEHEREZH
STBR I A AT SBTFE(GRE 831, Bk M m 17 wAt 2. HE,—
FHEMEEARMENANE. 5 — T OEEREEHEREARNRRE,
SEFAROE T RNENEERHBRERE, R HERETE LT
B, THghB¥RETEHORNFAEENRE HbELA N
MERE LG R EEHERIJON9I]:

—FRASEKTTEL, FETURERA KER
B E#RNBESWMERE I RBRER/ITE.

—— R R A R ST P AR A s AR T AL, E R MR
JEBEE TE bR R E L.

— N HFEREERSEN, XRFTERNFERAR
AHNE. TERANTAEIRETEAHRREN . 2EMNTIEH
T3 B R AR B 25 (A1 AT S L IR 0 v s R e B 4Rt 7 % oK B AR BE B
WRHAFHE,

— HBRERWEFEITEFRATE,, ZRANERTER
A, RTETERE, LA 4 BT T o X — R
A DARR AL R ST AR AT B X R R b L BB A O 2 AR 0 B AR
BRI BRE T —H.

ERCHBEFE R MB X AR B —H o, EMABHEE
BRRAN, A BWRES LHEEE . MR R —/) E21E5%
MERH RER ME X RAE LAY IR EYHRER &
Y, REBE N R EHBEEEFAMNR, AR, R EEE
BAERABHEROZL, B 235 FEYEERMSMIT LKL
FNTEHMEEN BENZLEASHZRT.

BB WS P53 AU BR T 8 R 423 8] f )
MBI RN T AR BIE., 20 HE 70 ERR UK EEHESR
RRTHEBHIREPH EHE MG EEAE[BEL 78], WK, X &E
MmEERKER T AN 5 B AR, EEEHHEAE LUEM
FREWEHRBRNEY. XEABEEFARHONERAH
FERFE. ABHHEANES MEENY MAEER 4
VISLAI TS Rl B .

B, —HHE, AT EH S M2 RMERAFE, BIE



