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November 18 – December 5

Class Schedule

Monday This Week: Geography and Direct Marketing

Wednesday This Week: Wrap up on remaining content from 
Monday’s class; majority of class time this day is for project 
work and consultation with me

November 18, 20, 25: Project Presentations (please bring a 
paper copy of slides on your presentation day)

Wednesday November 20: Final Report and Presentation 
File due (hand in paper copy of report, email electronic report 
and presentation to murray.rice@unt.edu)

December 2 & 4: Take-home final exam discussion, projects 
returned, top project recognized (initial & final report awards)

Monday December 9: Final Exam due via email (12:30pm)

Don’t forget the project evaluation 
resources we have on our website

Time slots 
are up to

15 minutes 
(taking less 
time is fine 

if you 
cover what 
you need)

1 2

3 4

5 6



11/14/2019

2

Today’s Business Case Study: 

Dalworth Clean

Dalworth’s Location: 12750 South Pipeline Road, Euless, TX

Week 12

Geography & Direct 
Marketing

Geography & Direct Marketing

 Theme for this week is how businesses 
can use geographic information in the 
planning of their communications 
efforts

 Direct marketing: communications that 
are directed to specific households and 
individuals

⚫ Different from the mass mailing strategies 
of past years (“junk mail”)

Geography & Direct Marketing

 Direct marketing can take on any of 
several forms

Regular Mail 
(Postcard)

Email Phone Call

Geography & Direct Marketing

 We’ve all received these kinds of 
contacts from businesses trying to get 
us to buy

⚫ Q: How well do you think this strategy 
works? What happens in your house when 
you receive advertising through email or 
mail, or via a promotional phone call?

 Have there been any mail ads that you have 

actually responded to?

 What do you think could work, and what do 
you think definitely won’t work?
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https://www.youtube.com/watch?v=OEVqVHC_4mY
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Geography & Direct Marketing

 Let’s watch a brief news video on data 
collection related to direct marketing –
what are your thoughts on this issue?

CNN: Do you give your zip code 
when a store asks?

Geography & Direct Marketing

 Tracking of individual data is a huge 
part of the modern economy

⚫ Google and Facebook are two of the major 
players you know, but there are many 
others

Let’s look at a simple data 
tracking example from my 

recent conference travels that 
just scratches the surface…

Google Maps Location Tracking

October 22, 2019: Fly from DFW to Charlotte, NC,
Uber from Airport to Downtown Charlotte

CLT

Home
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http://www.cnn.com/video/data/2.0/video/us/2013/06/21/tsr-todd-dnt-zip-codes.cnn.html
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Google Maps Location Tracking

October 23, 2019: Conference in Downtown Charlotte, NC
(local walking only)

Google Maps Location Tracking

October 24, 2019: Conference in Downtown Charlotte, NC
(local walking only)

Google Maps Location Tracking

October 25, 2019: Conference in Charlotte, NC,
then fly back to DFW

DFW

CLT

Geography & Direct Marketing

 For a long but extremely worthwhile 
listen on this subject, you can 
(optionally) view this PBS Frontline
documentary from last week

PBS Frontline: “In the Age of AI”

Today: watch segment from 1:08:30 to 1:11:03

Geography & Direct Marketing

 Targeting is a marketing concept that 
businesses are doing better all the time

⚫ Making the effort to improve their 
efficiency: only communicate with people 
who are extremely likely to be interested in 
what they offer

 Simple example: send golf-related offers to 

active golfers, not seniors in a nursing home

 Another: target only qualified candidates for 
contact about buying into a real estate 

development

Geography & Direct Marketing

 Geographic analysis is an important 
part of many targeting strategies

Target people 
who live in 
very specific 
census or 
postal zones, 
for example
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https://www.pbs.org/wgbh/frontline/film/in-the-age-of-ai/
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Geography & Direct Marketing

 Geographers work with other specialty 
firms to provide targeted marketing 
services

⚫ A common partnership: market analysis 
capabilities together with a mailing house 
(often combined in one shop)

 Mailing houses: traditionally have specialized in 

the physical aspects of mail (printing, stuffing 
envelopes, postage, sorting by postal area, 

taking to the post office)

Geography & Direct Marketing

 More recently, mailing houses are 
taking on a more data-intensive role

⚫ Managing a marketing list in addition to just 
mailing to it

⚫ Customizing the mailed piece to fit the 
person who receives it

⚫ Much more than just inserting the person’s 
name in the right place in a letter: “Dear 
Mr. John Smith, …”

⚫ What about changing the actual message, 
based on what you know about the person?

Geography & Direct Marketing

 Example of the coupling of list analysis
with marketing: RFM applications

⚫ R: recency – how recently has a given 
customer shopped with you?

⚫ F: frequency – how frequently has that 
customer shopped with you over the past 
year?

⚫ M: monetary amount – how much has 
that customer spent with you over the past 
year?

⚫ RFM analysis depends on businesses 
maintaining detailed sales databases

Geography & Direct Marketing

 The best customers a business has are 
the ones who hit on all aspects of RFM

⚫ They have shopped with you recently, they 
shop with you frequently, and they spend 
lots of money when they do come in

 Smart businesses treat these elite 
customers differently than other clients

⚫ They’re your best customers, and if you 
recognize them as such, you can encourage 
them to keep on being your best (and 
maybe help them spend even more)

Geography & Direct Marketing

 Q: what might a business do with its 
elite customers if it can recognize them 
through its database?

⚫ What could happen if the business does not 
bother to do this?

Geography & Direct Marketing

 Doing an RFM analysis is more powerful 
than just identifying your elite 
customers

⚫ What about identifying people who could 
become elite customers, if you just did the 
right things for them?

⚫ What about identifying people who you 
shouldn’t waste any money talking to? 
(they won’t ever be good customers)
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Geography & Direct Marketing

 RFM analysis is just one example of 
how a data-driven approach can make 
your efforts to communicate with your 
market that much more effective

Geography & Direct Marketing

 Geographers have been interested in 
developing more and better tools to 
help them become part of this data-
driven marketing approach

⚫ Simple example: what about mapping a 
business’ best customers? (identified, for 
example, through RFM)

 Or mapping a business’ best prospects for 

upgrading to “elite customer status”?

 Or mapping the customers not worth talking 
to?

“Best Customer” Map

What is it about these 

communities that make 

them such good markets

for my business?

Geography & Direct Marketing

 Doing such mapping can guide a 
business in multiple ways

⚫ Identifying new, good locations (e.g. serve 
better a group of customers who could 
become elite customers if they have one of 
your stores nearby)

⚫ Reorganizing what you do at your existing 
locations (perhaps changing product mix at 
individual stores to drive increased sales)

Geography & Direct Marketing

 Geographers are central in developing 
many marketing tools to cut through 
the complexity of the urban 
marketplace

⚫ Geographically (many different communities 
in a large metro area)

⚫ Temporally (many changes happening over 
time as the city and its neighborhoods 
evolve)

Geography & Direct Marketing

 One such tool: “geodemographic 
segmentation analysis”

⚫ Goal: identify submarket types that exist 
within cities

 Identify the various kinds of neighborhoods

that exist in a city, state, or country

 See where each of these kinds of 

neighborhoods can be found across the city

⚫ For example: if you know your target 
market is “empty nesters”, where do they 
live?
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Geography & Direct Marketing

 One such tool: “geodemographic 
segmentation analysis”

⚫ One example of this kind of analysis is Esri’s
Tapestry market segmentation system (we 
can access this here through BA Web)

 Analytically, Tapestry and similar systems are 
based on a multivariate statistical technique 

called cluster analysis

 Cluster analysis takes in many variables for all 

neighborhoods in a city, and classifies 
neighborhoods based on their similarity across 

all variables

Geography & Direct Marketing

 One such tool: “geodemographic 
segmentation analysis”

⚫ A cluster analysis creates neighborhood 
groupings based on dozens of variables

⚫ A truly reliable way of gaining deep insight 
into local neighborhoods

 Q: what would we gain if we classified every 

neighborhood in D-FW based on one variable

(for example, age)?

 We need multiple variables for this to work

Tapestry 
Map 
Example:
Dallas 
County

Each segment 
represented here 
is a distinctive 
submarket type: 
which one is the 
right one for 
your business?

Geography & Direct Marketing

 Let’s make this even more real by looking up 
market segments by zip code for one of Esri 
Tapestry’s direct competitors, Claritas’ Prizm
system

Claritas Zip Code Lookup

Geography & Direct Marketing

 One other new competitor in this space is 
Caliper’s Maptitude Geodemographic 
Segmentation system

Segments and Subsegments
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https://claritas360.claritas.com/mybestsegments/#zipLookup
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Direct Marketing at

2651 South Polaris Drive
Fort Worth, TX 76137

Buxton’s Clients
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Consumer Segmentation

All U.S. households fall into 1 

of 66 psychographic

segments in the Prizm 

system
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Married couples with few children

Have high incomes and advanced degrees

Owners of small, fashionable homes

City dwellers

Psychographics focus on 
• Customer Lifestyles
• Media Habits

Lifestyles

Segment 7: Money & Brains
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Psychographics focus on 
• Customer Lifestyles
• Media Habits
• Purchasing Behavior

Segment 7: Money & Brains
Item # Lifestyle Characteristics Index

1 Read New York Times, Daily 384

2 Shop at Nordstrom, 3 mo 361

3 Drive a Mercedes 267

4 Buy Men's Business Suit, $250+, 1 yr 221

5 Go Downhill Skiing, 1 yr 212

Over 4500 individual categories available

Purchase Behaviors
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Segment

Percent

Rochester Big & Tall Overall Customers U.S. Profile

14.9%

Customers vs. U.S. Profile
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http://creative.gettyimages.com/source/Search/45','45','1','
http://creative.gettyimages.com/source/Search/365','5','1','
http://creative.gettyimages.com/source/Search/39','39','1','
http://creative.gettyimages.com/source/Search/246','6','1','1574RV011
http://creative.gettyimages.com/source/Search/59','59','1','
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Store# 5028
1801 5th Avenue , 
Seattle, WA

36-Minute Drive Time 
Trade Area

Actual Customer

Takes speed limits, 
road classification, 
length of road, time 
of day, as well as 
other factors, into 
consideration.  

Trade Area Definition
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Segment

Percent

Rochester Big & Tall Overall Customers Trade Area

14.9%

Customers vs. Trade Area

Idea here: compare the 
business’ established customer 
base with the customer base in 
a specific trade area
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