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Harman Sandhu 

and 
Barclays Plc 



Harman Sandhu 
 

Academic Background:  
MSc Economics  

 
Work Experience:  

Summer Intern within Global Markets division (Interest Rates desk) at 
Deutsche Bank (Summer of 2011) 

 



Worked in collaboration with Barclays Bank, and 
we investigated: 

“How changes in consumer behaviour are 
impacting the banking provision?” 



Data and Methodology 
• The study used cross-sectional data.  
 
• There are two main methods being used in the 

project was the nested logit model, OLS and the IV 
model to show how consumers respond to an 
array of factors which would help explain the 
drivers affect Market Share of Barclays Bank 
Branches.  
 

 



Analyse the effects of 
potential mergers 

Analyse the effects of various 
changes in the environment 

on consumer welfare 

Consumers benefit from 
nationwide branching 

Insight into how Retail 
Centres affect Market Share 
for Barclays Bank Branches 

Why the Research is useful to Barclays? 



Shahzar Anwar  

and 
Boots Plc 



Research Summary 
 

This project will need to investigate thoughts and 
opinions of current available online ordering 
propositions (both Boots and competitor), and how 
this needs to develop to provide a more attractive 
service to customers 
 
We would also like to view how opinion of our current 
offer compares to competitors, and what elements 
of their proposition make them best in class 

 



Research Summary 
 

Delivery Options 
Collection Options 
Regional Demographics 
Demographics 
Category (Health vs. fragrance) 

 



Research Summary 
 

Augmented by qualitative research 
Insights in terms of loyalty 
Customer complaints  
 
Best Practice 

 



Matthew Pratt 

and 
Boots Plc 



An Innovative Approach to Defining 
Retail Conurbations through the Adaption 

of the Travel- To- Work- Area Algorithm 
 

A Collaborative Project with Boots UK Limited 
 

Matthew David Pratt 
University of Southampton 

A dissertation submitted in partial fulfilment of the degree of 
MSc (AGISRS) by taught course  



Aim of Project: 

 Apply a rules-based zone design method to Boots customer flow data 
in producing retail conurbations. 

Definition of Retail Conurbations: 

 Zone of one/multiple stores which act as discrete shopping entities 
(Coombes and Bond 2007). 

Benefits of Retail Conurbations: 

 Can aid most location decisions i.e. evaluating overall performance as a 
store network, competitor presence, opening/closure of stores etc. 

Current Method of Delineation: 

 Gravity Modelling i.e. ‘zones of dominance’. 

 Most rely on CACI for retail conurbations (CACI 2012). 

 This is primarily due to a lack of customer data i.e. CACI use banking 
data. 

. 



TTWA Algorithm Operation: 

 Rules-based algorithm to design zones from flows (Coombes 1986). 

 Optimises zones to self-containment and size thresholds. 

 High self-containment means few flows cross zone boundaries. 

Current Use: 

 Designing travel-to-work-areas from commuting flows in many 
countries. 

 Used to evaluate employment (governmental use). 

 Recognised as a robust method for flows (Eurostat 1992). 

TTWA Algorithm Application to Retail Conurbations: 

 Based on customer transactions (Boots loyalty card data). 

 Implemented in MS-Access in VBA. 

 Applied to Newcastle, Northern Ireland and Wales. 



Results for Northern Ireland: 

  Data Gaps have been filled. 

  Higher containment of zones has been achieved. 

  Some fragmentation i.e. non-contiguity (problem?). 

Current (Left) and TTWA- Derived (Right) Conurbations for Northern Ireland  



Conclusion: 

 Retail Conurbations widely used. 

 Increasing their accuracy is essential. 

 Retailers currently use simplistic methods for conurbation design or 
rely on CACI (Reynolds and Wood 2010). 

 Results show TTWA-derived conurbations tessellate perfectly, with full-
scene coverage and higher self-containment of flows. 

 Conurbations show strong agreement with Boots retail hierarchy 
conveyed in spider diagrams. 

 Retailers can improve their retail conurbations by using their own data 
and implement a more sophisticated rules-based approach. 

Final Words: 

 Boots have invested in data quality. This enabled a more sophisticated 
method to be used. Most other retailers will be limited by their data to 
implement the TTWA algorithm. 



Alistair Leak 

and 
the Camelot Group 



Wealth and Deprivation: Developing a Consistent 
Indicator Across the United Kingdom  

Alistair Leak 
UCL Centre for Advanced Spatial Analysis 
M.Res Advanced Spatial Analysis and Visualisation 



The Challenge 
 

The Solution 

• Lack of UK-wide deprivation measure due to devolution of government 
• Lack of cross-border or national analytical capability 
• Inconsistent methodology over extended period 

 

• Hybrid indicator providing a uniform measure across the entire UK 
• FOSS Software Stack where possible 

• Quantum GIS, Calc and R 
•  Simple, transparent and customisable methodology 



The Method 
 

The Result 
• High Significance between traditional IMD,SIMD,NIMDM and WIMD measures r 

> 0.9 
• New Indicator created using FOSS tools and data 
• Open methodology 
• Reduced dependence on census-dependent variables. 
• Reduced number of indicators due to incompatibility issues 

• Identification of shared domains and indicators 
• Recalculation of domain and indicator weightings 
• Construction and testing against existing multiple 

deprivation measures  



 

With Thanks To 
 
Dr James Cheshire of UCL CASA 

The ESRC 

Gordon Farquharson of Camelot Group 
 

a.leak.11@ucl.ac.uk 

Alistair_Leak 



Remi Martins-Tonks 

and 
the Co-Operative Group 



Competitor Evaluation by Remi Martins-Tonks 

• Research questions 
– How much does competitor entry reduce an 

incumbent stores’ sales? 
– How does this impact vary according to different 

competitors? 
– How does this effect vary among different 

demographics and for different product categories? 

Competitor Evaluation 24 



• Methodology 
– Used sample of 194 impacted Co-op food stores 
– Specified statistical model 
– Estimated model using three econometric methods 

 

• Overall results 
– The effect varied between retailers from a predicted 

loss of -4% to -41% in sales 
 

 
Competitor Evaluation 25 



Benjamin Bond 

and 
the Demographics User Group 

(featuring M&S and Sainsbury’s) 



Ben Bond 
BSc Geography 

MSc GIS 

What are the best sources of store location data? 
A project in partnership with the DUG -   

Main Partners Sainsbury's and M&S 



Aim – to identify and  assess the strengths and 
weaknesses  of many different store location data 
sources. 
 
Data – Store location data sets for Sainsbury's and 
M&S stores 
 
Methodology  - Searching online for data sets, 
contacting GIS professionals and academic store data 
users, investigate other potential sources.  
 
 
 
 
 
 
 



Project highlights  
 
Applying Academic knowledge in a practical setting. 
 
Experience in collecting, assessing and creating data 
sets. 
 
Speaking to many people with different ideas on data 
usage. 
 
Completing a project with useful applications  which 
could be expanded on in the future. 
 
 
 
 



Applications of the project 
 
Allows retailers to asses their own data needs and 
determine if they can be better met from a different 
source. 
 
Identifies data sets which are currently out of reach which 
could have great benefits to retailers. 
 
Looks at future potential  data sources  and explores how 
a fusion of data sets may be the way forward. 
 
 



Samuel Jones 

and 
Dixons Retail Group 



MSc Research Project: 
Internet Killed The Video Store 

Samuel Jones, MSc Applied GIS 
Kingston University 
 



Aims & Objectives 
 Gain an understanding of the public perception of e-retail 
 
 To analyse customer sales data comparing online and in-store 

spend 
 
 To explore the relationship between spending patterns and 

demographics, distance to store 
 
 To analyse store performance over the past 5 years exploring the 

most successful and least successful 
 
 Compare store performance to online spend data 

 



Results 
 Measure by proportion of online 

spend to pick out areas which 
spend more relatively 
 
 Rural areas appear to spend 

higher proportion online – linked to 
distance to store 
 

 Further analysis by Mosaic group identified Rural Solitude group 



Results 
 The best performing stores on average bigger in size, 2-in-1 superstores, 

recently refitted/refurbished with latest products  
 

  A very small significant 
negative linear relationship 

between store sales and 
online spend in catchment 

 
Most noticeable differences 

were demographical 
 



Key Findings & Conclusions 
 
 Ultimately, areas which spend more in store are likely to spend more online 
 Squeeze in household incomes has naturally led to more prudent spending 

with direct impact on store sales and the high street 
 Online shopping has become synonymous with finding best deals 
 Increase in online sales – market still expanding 
 Statistically weak significance between rates of high online spend and poor 

store performance 
 
 Limited data 
 Over-ambitious in geographical scale 

 



Guy Lansley 

and 
Dixons Retail Group 



Guy Lansley 
What happens when a competitor enters or 

exits the market? 



Estimating store performance by using aspatial multivariate 
modelling and catchment analysis ignores the spatial 
relationships between customers and the entire retail 
environment.  
 

The spatial distributions of actors within the catchment exert a 
huge influence on individual store performances and their 
impacts on their competitors 

The limitations associated with using aspatial methods to 
model retail environments  

Simulated geography 

• Different variables may influence the 
impacts of competitors in varying 
and contradicting ways 
 

• This reduces the explanatory value 
of variables when analysed 
independently 
 

• It also means multivariate modelling 
of variables will be insignificant 



Can a spatial interaction approach be accurately applied to 
the consumer electronics market? 

• 3 distinct electronic goods market categories, each 
with distinct demand and different retailers 
 

• Regression analysis of the entire Dixons retail 
network to identify what contextual factors “pull” 
more customers in, and to what extent. 
 

• Demand data at an aggregate level was calculated 
from geocoded sales from 2011 
 

• Distance value which controls the impact distance 
has on the choice of outlet, it was based on 
geocoded sales data from local stores for each 
model 
 

• What about unavailable 
variables and datasets? 



Thomas Murphy 

and 
the John Lewis Partnership 



Transport Trends and Retail Centres 
• Thomas Murphy 
• School of Geography, University of Leeds 

• BA (Hons) Economics and Geography (2011) 
• MSc Geographical Information Systems (2012) 
• PhD Geography (2015) 

• Retail Partner: 
Investigation: 

• How, and to what extent, will transport and travel patterns in 
Britain change in the near future? 

• If transport and travel patterns in Britain change, what impact 
are they likely to have on John Lewis’ stores and customer 
base? 

Thomas Murphy, University of Leeds, MSc GIS, Professor John Stillwell, John Lewis 



Data 
• John Lewis commercial attribute data. 

• 4 files: Cardholder data, store names and classifications, store 
location data and Sheffield store commercial data. 

• UK Borders geographical boundary data. 
• 4 files: English, Scottish and Welsh Administrative areas and 

English Postal Sectors. 
Software 
• Three software packages were used to produce the 

statistics, graphs and maps; they were Microsoft Excel 
2007, IBM SPSS Statistics 19 and ArcMap10. 

Methods 
• Graphing and GIS mapping of data. 
• Regression Analysis. 



Academic Highlights 
• Working with real-world commercial data. 
• Contact with John Lewis Partnership. 
• Balancing the demands and requirements of both  

academic and commercial institutions. 
Commercial Relevance 
• With greater competition, better customer targeting is 

necessary. 
• Plans for expansion need to be based around the habits 

and preferences of current and potential customers. 
• Researching and adapting to the current and future 

transport and travel habits of customer ultimately leads to 
greater efficiency and higher revenue and profits. 



Benjamin Clark 

and 
Marks and Spencer Plc 



The Classification of Retail Centres in 
Yorkshire and the Humber 

Ben Clark 

Which factors best identify  
high street success/failure? How do the retail centres 

of Yorkshire and the Humber fare? 

Model 
1 

2 

3 

https://mnscorp.sharepoint.com/�
http://www.esrc.ac.uk/�
http://www.meadowhall.co.uk/home.aspx�


Which factors? 1 2 Model 

Floorspace 

Number of car parks 

Number of Stores 

Vacancy Rate 

Footfall 

Number of Vacant Stores 

Number & Proportion of multiples 

Retail Mix 
Number and Proportion of independents 

Number of shoplifting incidents 

Positive/Negative Occupancy Types 
Number of Supermarkets 

Catchment Population 
Catchment population by Cameo group 

Immediate population 

Number of Hotels 

Variety of offer 

Accessibility 

Ease of shop 

Tourism 
Size of offer 

‘Attractiveness’ 

Crosstab with  
M&S information 

https://mnscorp.sharepoint.com/�


Results How do the retail centres 
of Yorkshire and the Humber fare? 3 

Model 

Next Steps.... 

Investigate other factors? 

https://mnscorp.sharepoint.com/�


Helen Parker 

and 
tesco.com 



The possible impacts and secondary 
effects of large scale events on 
Tesco.com business. 

 

Helen Parker 
MSc Geographical Information Systems 
University of Leeds 



Parking Fines: 
• Spatial 
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Parking Fines: 
• Temporal 
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Wembley Arena and 
Stadium 

Olympics: 
• Venue locations 
• Duration of disruption 
• Road networks 



 Use this study as a basis for the impacts of 
mega events on Tesco.com deliveries including 
the Olympics and Paralympics. 

 Illustrates both the spatial and temporal 
hotspots for parking fines. 

 Able to assess the sectors which will need a 
strategy plan implemented. 
 
 
 



Yasmin Dogan 

and 
Whitbread Plc 



Background 
 
Yasmin Dogan 
Bsc Geography – University of Sheffield 
Msc Geographical Information Systems – University of Leeds 
 
Project 
Retail Partner - Whitbread 
Weather and the Hospitality Industry – Does the weather affect 
hotel occupancy and restaurant sales, and how can this be 
investigated using GIS and quantitative techniques? 



Data and Methodology 
 
• Weather data - Met Office (free) 
 
• Three scales; 

• National coverage: Simple GIS mapping of monthly averaged weather 
(temperature, rain, sunshine) at weather station level (approx. 35) and 
Premier Inn occupancy/restaurant sales. 

• Regional:  – Regression analysis of daily weather data (temperature, 
rain, sunshine, wind) from Bradford for 6 months with occupancy and 
sales from 21 Premier Inns and attached restaurants. 

• Local: Regression analysis of daily local forecasts for Newquay post Nov 
2011 with observed occupancy and sales. 



Conclusions & Highlights 
• Very limited by data quality (temporally and spatially). 
• Poor academic understanding due to data cost. Evidence mostly 

anecdotal. 
• Difficulties with off-the-shelf GIS packages and data integration. 
 
Use for Whitbread 
• Identify which hotels and/or restaurants are the most sensitive to 

the weather. 
• Use weather forecasts to be better prepared: stock control, pricing, 

offers. 











• datasets (2) 
• “felt like my project actually 

aided the company” 
• hearing different opinions on 

best practice for data usage 
• insightful experience in an 

established company 
• particularly beneficial if not 

sure of employment direction 
• software not used in 

university sector 
• real retail industry problems 

for application of academic 
techniques (2) 

• very supportive retail team to 
resolve queries 
 



• datasets (2) 
• “felt like my project actually 

aided the company” 
• hearing different opinions on 

best practice for data usage 
• insightful experience in an 

established company 
• particularly beneficial if not 

sure of employment direction 
• software not used in 

university sector 
• real retail industry problems 

for application of academic 
techniques (2) 

• very supportive retail team to 
resolve queries 
 

• balancing practical outputs 
with academic content 

• contact arrangements 
• control e.g. spatial focus? 

choice of model? 
• matching expectations with 

data provided 
• long distance travel 
• not very forthcoming in 

providing access to useful 
data 

• precise research hypotheses? 
And associated data? 

• some data are difficult to 
understand 

• time scheduling 



• “I enjoyed the project and would definitely 
recommend it to other students.” 

• “I have a real sense of accomplishment” 
• “they offered me a job” 
• Valuable experience when applying for a 

consultancy job. 
• I must encourage any of the parties involved 

to shout immediately if all's not well. 
 



 
 

& now for the Posters…. 
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