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Problem Statement 

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

timeframe of 30 minutes. This leaves 30 minutes for the delivery. 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.  

 

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 the unique urban morphology of the 

DFW area.  

 

Methodology 

Market Identification 
While XYZ Corporation wishes to build a logistical network to cover the whole Metroplex within the 

delivery window, identifying and prioritizing target consumers and market segments will be a key 

foundational step in the analysis. As the Phase 1 report established, two target consumer profiles 

have been identified. The first is 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, 

and the second is a younger profile, primarily characterized by certain positive life track, 

manifested through indicators such as education level, occupational category, and technology and 

social media use.  

 

 



 

ESRI’s Business Analyst Online provides us with multiple tools to help us put a spatial component 

to these profiles. The “Smart Map Search” tool allows us to choose multiple variables and set their 

ranges to find, helping us locate census tracts containing our potential customers. ESRI’s 

“Tapestry Segmentation” and psychographics packages are key in these searches. Profile 1 can 

be found in tracts containing high proportions of  mobile internet users in the last 30 days, 

individuals in Tapestry’s Lifemode 1 (Affluent Estates (L1)), individuals with high total retail goods 

spending, individuals who prefer brand names over price, and individuals between 45 and 54 

years old. Profile 2 can be found in tracts containing high proportions of mobile internet users in 

the last 30 days, individuals who accessed a social media network in the last 30 days, individuals 

with a bachelor’s degree, individuals whose household is better of financially this year than it was 

in the last year, and individuals between 35 and 44 years old.  
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Real Estate Identification 
Based upon the parameters outlined in the Phase 1 report, a compendium of 59 properties was 

compiled (see Figure 5). The properties were identified for this list not necessarily based on 

currently meeting the parameters but their potential to someday meet the parameters. 

Renovations, expansions, zoning petitions, or real estate availability changes may be required to 

make the properties feasible for the purposes of XYZ Corporation.  

 

 

1 Profile 1 search results- ESRI Business Analyst Online, created by John Pippen 
2 Profile 2 search results- ESRI Business Analyst Online, created by John Pippen 

 



 

Facility Location Analysis 
For the actual analysis we will be using Caliper’s Maptitude GIS software package. Data from from 

the previous steps was moved into Maptitude to prepare for analysis. A layer was created for the 

59 candidate locations. The census tract layer with accompanying census data was divided into 

selection sets (see Figure 6) to represent the tracts returned from the searches representing the 

consumer profiles. A selection set also had to be created of all the census tracts in the 4-county 

DFW metro area. Finally a selection set will be necessary which specifically includes those tracts 

inside the metro area but not in either profile (see Figure 7).  

 

Before analysis can begin, another level of data preparation is required. Based on a couple 

assumptions about the census tract selection sets we created, we will manipulate the population 

data of each set in a way which converts those figures from total population to an estimated 

number of prospective XYZ customers. The numbers of estimated customers will allow us to at 

the very least place the weight we hope to place on the targeted markets. To do this we use the 

formula field operation to replace population with an estimate of number of customers. The first 

assumption we make is that each populated census tract in the area has at least one XYZ 

customer. Based on this, we divide the population of each tract by the population of the least 

populated tract, 84. This means that the least populated tract now has an estimated number of 

XYZ customers of one. But because of the second assumption, we exclude tracts identified as 

containing either or both of the profiles from this operation.  

 

The second assumption is that no tract matching a profile will have less customers than any tract 

which does not match a profile. Based on this we divide the population of each tract matching a 

profile by a number which will give the least populated of the matching tracts a higher number of 

estimated customers than the non-matching tract with the highest number of customers. In other 

words the most customers a non-matching tract is estimated to have is 300. The populations of 

each profile-matching tract are divided by the number which makes the least populated one have 

an estimated number of customers of 301. This number is just over 6. For these calculations the 

estimated number of customers is rounded so that only integers are represented.  

 

Importantly, these new figures in the population columns do not necessarily accurately represent 

the numbers of customers XYZ will be serving on a daily basis or even over its existence. What 

they do represent is the weight that XYZ should be placing on each area. With the census tract 

 



 

layer’s population figures now representing an estimated number of customers to be served, we 

are ready to run Maptitude’s facility location analysis. The client layer is the census tract selection 

set of all metro area census tracts and the candidate location layer is the facility layer. The 

analysis is run for best overall service weighted by population with a manual facility number of 5. 

The analysis will be repeated for an automatic facility number. We will then run a drive time ring 

analysis on the chosen depot network to determine coverage levels. 

 

Results, Conclusion, and Recommendations 
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The automatic facility number number analysis returned a recommended facility number of 6. The 

5 facility network failed to provide full coverage within the delivery window of either the entire 

metro area or the profile matching tracts which were prioritized. Further analysis which finds a way 

to include population growth in its client layer would be helpful. Despite this, the analysis 

balancing the targeted customers with the population of the entire metroplex area has yielded a 

depot network which should meet XYZ Corp.’s needs. 

 

3 Facility location analysis results- Caliper Maptitude, created by John Pippen 
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The network covers all target market census tracts except three in Mansfield and along Joe Pool 

Lake. The failure to cover these tracts or the entirety of the 4 counties does not make this analysis 

and its recommended network a failure. We have accomplished XYZ’s goal of including all 

prospective customers in the DFW area while still placing special weight on certain very probable 

customers. The work on this network is by no means over. The properties will require acquisition 

and in some cases extensive conversion. Nonetheless the manipulation of the populations by 

census tract should provide a very solid basis for the analysis which yielded the 5 facilities.  

 

 

 

  

4 Depot network drive time rings- Caliper Maptitude, created by John Pippen 

 



 

Appendix 
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5 All candidate locations- Caliper Maptitude, created by John Pippen 
6 Census tract layer selection sets- Caliper Maptitude, created by John Pippen 
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7 Metro area minus Profile 1 or Profile 2 selection set- Caliper Maptitude, created by John Pippen 
8 Population manipulation non-profile selection set dataview example- Caliper Maptitude, created by John 
Pippen 
9 Population manipulation profile selection set dataview example- Caliper Maptitude, created by John 
Pippen 

 



 

Facility Status 
● 10601 Clarence Dr 

○ 169,540 sq. ft. total  

○ 68,939 sq. ft. available 

○ Correct zoning and building format 

○ Sufficient access and parking 

● 415 Century Pky 

○ 65,850 sq. ft. total 

○ 65,850 sq. ft. available 

○ Correct zoning and building format 

○ Sufficient access and parking 

● 1120 Texas St 

○ 99,476 sq. ft. total 

○ 75,228 sq. ft. available 

○ Correct zoning 

○ Building in questionable condition- built 1969, may require renovations 

○ Major parking concerns- will require parking lot construction, paving of driveways 

● 5351 Samuel Blvd 

○ 237,473 sq. ft. total 

○ 237,473 sq. ft. available 

○ Correct zoning 

○ Building under construction- estimated completion: 2019 

○ Extensive parking w/ industrial trailer spaces 

● 8251 Bedford Euless Rd (Richland Commons) 

○ Currently a strip mall- will require most extensive use conversion 

○ 85,043 sq. ft. total 

○ 43,461 sq. ft available on vacant first floor 

○ Tenants occupy some spaces on second floor 

○ Zoned for retail commercial 

○ First floor format conducive to conversion- not separated into suites like second 

○ Extensive parking and access 

 


