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Problem Statement 

 

XYZ Corporation has contacted this GIS analysis research team in conjunction with 

Invesco Real Estate to understand the real estate acquisition and development 

opportunities available to the company.  

 

Background 

XYZ Corporation is a rapid-delivery transportation services provider. XYZ’s business 

strategy is to subcontract with non-store retailers and other e-commerce companies to 

provide one-hour delivery from the time of order placement to the time the package 

reaches the customer’s address. This one hour timeframe encompasses the three steps 

of the “Pick-Pack-Deliver” process: 

 

● Pick: finding and selecting of the ordered items in the distribution center 

● Pack: package, label, and address the ordered item to prepare it to ship to the 

customer 

● Deliver: take the packaged product from the depot to the customer’s address 

 

XYZ has streamlined and cut down the pick and pack stages of the process to a 

timeframe of 30 to 40 minutes. This leaves 20 to 30 minutes for the delivery timeframe.  

 

The basic issue for this research team to address is XYZ’s need to identify an optimal 

series of locations for distribution centers to create a logistical network able to cover all 

necessary customers and markets. The problem to be solved falls into the category 

known as “Last-Mile Logistics.” XYZ relies on the concept that consumers are willing to 

pay premiums for better and more efficient Last-Mile services. As a business still in the 

process of starting up XYZ neither currently owns any real estate nor is able to readily 



identify specific customers. It needs to develop both its distribution network and 

customer database from the ground up. 

 

XYZ’s focus at this time is the market of the DFW metroplex area. Their goal is to 

develop a series of distribution centers to cover the DFW market. The locations of the 

distribution centers should cover all or as much as possible of the metroplex. For the 

purposes of this report the limits of the DFW area are defined as the four county area of 

Dallas, Tarrant, Denton, and Collin Counties. XYZ Corp. would like to operate no more 

than five, but as few as possible depot locations, to create the logistical network. They 

are willing to lease or own real estate and acquire existing or build new infrastructure 

upon it. They are also willing to repurpose existing infrastructure to their needs. 

 

Target Markets 

While XYZ Corporation wishes to build a logistical network to cover the entirety of the 

DFW metroplex within their half-hour delivery time window, they wish to prioritize certain 

areas and communities which contain higher percentages of households which are 

more likely to make use of its services and represent the most opportune customers for 

its non-traditional or e-commerce retail business partners. XYZ Corp. has reiterated and 

clarified that although targeting will be a necessary part of this process, there is no one 

marker of who will be a customer and there will be multiple overlapping profiles to be 

teased apart and pulled out of data.  

 

Most e-commerce consumers prefer the free option over the fastest option when it 

comes to shipping. Therefore in general, XYZ is looking to target those households with 

above average income and/or spending. The most wealthy of customers may not be the 

most loyal to any particular one of the clients of XYZ, yet they may much more reliably 

choose the 1-hour shipping option. This brings one overarching target profile into 

clearer focus. This would be an older, obviously wealthy segment of the general 



population, yet one that still keeps up with preference for high tech, late model, luxury, 

fast consumer goods. 

 

Not all those with the means and preference for these types of goods are the wealthiest 

segment of the population. Another less wealthy yet still above-average segment could 

be one that skews much further towards youth. This younger target profile would be 

primarily characterized by certain positive life track which would lend itself towards a 

loyalty to XYZ itself and its reliable ultra-fast shipping options. These characteristics 

would be primarily manifested through indicators such as education level, occupational 

category, technology use, and social media use.  

 

Real Estate 

As previously stated, XYZ Corporation is willing to lease or own real estate and acquire 

existing or build new infrastructure upon it as well as repurpose existing real estate or 

infrastructure. The facilities required to become part of the logistical network would have 

a floorspace in the ballpark of 50,000 to 100,000 square feet. The floorspace could be 

located within a much larger multitenant structure. A certain height of interior ceilings is 

going to also be required to efficiently stack and manoeuver products within the facility. 

It will also be necessary when acquiring specific real estate to take zoning into account. 

Industrial or commercial zoning will be a necessary condition especially when looking to 

build new infrastructure or convert an existing structure. Another concern is with 

accessibility. A key part of this is not only accessibility to the facility itself but also 

access to highways and other major thoroughfares. Multiple entrances and exits would 

be required for the property. Docks accessible by 18-wheelers are also required. 

Parking for the workers, delivery trucks, and 18-wheelers would be required.  

 

  



Goals 

 

The primary goal of this research team is to use geographic analysis to yield location 

intelligence insights and leverage them to select the best locations and number for 

facilities to make up a logistical network for XYZ Corporation in the DFW metroplex. The 

analysis we conduct in pursuit of this goal must take into account many things. These 

will include targeted markets, real estate considerations, risks, and realities, costs of the 

project, and especially the unique urban morphology of the DFW area.  

 

 

Methodology and Data Sources 

 

A variety of techniques and methods will be required in a cyclical process to pursue 

these goals. Despite the in depth analyses not having been run at this time, some 

preliminary looks at available data and geographic applications are important to start.  

 

DFW’s Morphology, Infrastructure, and Population 

A good place to start with the process of looking at the available data would be to look 

at what exactly makes the DFW metroplex unique. ESRI’s Living Atlas gives us a ready 

to employ source for data visualization that can be of great use before any analysis is 

even required. Accessibility to major thoroughfares will be a key part of this analysis. 

The following map shows areas within 1, 5, and 10 minute drive times from a highway 

entrance ramp. 



 

 

The focus of our analysis and identification of real estate will be exclusively within the 

shaded areas. Without highway access a facility would be stranded.  

 

The population of DFW is growing at an extraordinary rate. For both real estate and 

consumer considerations, the growth of specific areas within the metroplex must be 

taken into account. Below we see darker blue areas with higher growth rates and lighter 

areas with lower or negative growth rates.  



 

 

When both considering facility location and potential consumer locations there should 

be an extra weight placed on the darker areas of this map as they reveal potential for 

capital gains on the investments of this project. 

 

Target Markets 

While XYZ Corporation wishes to build a logistical network to cover the whole area 

within the delivery window, the target markets previously identified are another place to 

start. Prioritizing these markets will require facilities located much closer to these areas 

than the areas less likely to order from XYZ. Therefore identification of these markets 

will be a key part of the analysis.Using ESRI’s Living Atlas and Business Analyst Online 

we can already make some preliminary mappings of some of the important 

characteristics we will be looking for.  

 

One key indicator will be mobile internet usage. Mobile shopping is growing at an 

extraordinary rate outpacing personal computer e-commerce. PC internet usage is so 



universal that mapping that metric simply identifies levels of households in poverty 

many times. Instead mobile internet usage identifies those connected to cyberspace not 

only on the go but at all times. Those who bank, play, post, and shop not only online but 

on mobile devices will be those who are more likely to be contained in the affluent tech 

savvy segments we are attempting to specifically target. The following map shows 

higher rates of mobile internet usage in darker shades of red. 

 

 

Education level and occupational category will indicate more specifically some of the 

profiles of customers we hope to focus on. Those with college degrees are important in 

multiple cross cutting profiles we hope to specifically target. The following map indicates 



areas with higher percentages of educational levels above a high school diploma in 

darker shades of red.  

 

 

Certain careers indicate the profiles we hope to target. White collar, professional, and 

classes are important indicators. The following map shows the creative (rather than 

working, service, or agricultural) class in various shades of purple. 



 

 

Real Estate 

Using the specific parameters outlined in the problem statement we can scour the 

CoStar databases for specific properties. Road infrastructure and traffic will be 

considered. Every property will have its pros and cons and must be holistically 

reviewed. But through this process we can compile a compendium or master list of 

possible properties. 

 

GIS Techniques 

Using the maps of target areas above we can synthesize something of a map of 

potential customers. Although far from exact this will be an important way to weight the 

areas we hope to serve. Using the Maptitude GIS software we can analyze the spatial 

relations between potential customers and potential real estate. We can employ the 

p-median problem analysis to select the best site locations from the master list of 

properties compiled. The analysis can be repeated for 4 or 5 or possibly even 3 facility 

networks. Once the properties are selected from the master list drive time rings will be 

created to determine coverage levels of the target markets and the DFW area within the 

delivery time window.  


