
 



Preparing for Location Economics -- An Executive Insights Roundtable 

We recently had the pleasure of facilitating an executive roundtable discussion focused on location 

intelligence. Hosted by DMT I Spatial on November 14th, 2012, the roundtable enabled senior 

executives, primarily from the financial sector, to explore ways in which location intelligence could 

uncover new business opportunities and contribute significantly to managing risk. 

Location intelligence extends traditional BI applications by adding the dimension of location and 

combining it with other business data to gain new insights based on geographic relationships. So, for 

example, thinking about the devastating storm damage to the US East Coast, location intelligence could, 

through mapping and visualization, enable insurers to recognize how many homes and other insured 

assets lay within the vulnerable areas.  

Roundtable participants included senior executives from Canada Guaranty, Carson Dunlop, Centract, 

Equifax and FNF Canada. There was high level of interest in the topic and it was clear from their 

comments and questions throughout the session that each was knowledgeable about location 

intelligence in the context of their respective businesses.  
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Host introduction 

John Fisher, CEO of DMTI Spatial and host of the roundtable, kicked off the session and shared a video 

introduction to the topic with some compelling statistics... 

• The majority of all business decisions are based on location. (70-80%) 

• Your business decisions don’t hinge on a single location.  (Proximity to other geographical 

factors makes a big impact.) 

• And information is changing constantly. (3.3 million addresses in Canada change every year.)  

Introduced the concept of Location Economics as a leading-edge business model for industries that: 

• Manage massive amounts of data; 

• Have a critical need for speed and accuracy; 

• Communicate constantly with many partners and vendors; and, 

• Require immediate analytics and insights to respond quickly & remain competitive. 

And made the case that applying Location Economics to your business enables you to: 

• Access deep and accurate geographical intelligence; 

• Apply business analytics in real-time; and,  

• Integrate across all your business platforms and & vendor ecosystem. 

With location economics, your data becomes a powerful operational and marketing tool that allows you 

to gain knowledge and insight immediately and apply it to your business – uncovering new 

opportunities, while mitigating business risks. 
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Guest speaker 

Location Intelligence industry expert and consultant Asif Khan, founder of the Location Based Marketing 

Association (LBMA) was a guest speaker. He shared findings from research undertaken by the LBMA and 

from his recent travels in Asia and Europe where he visited several major banks.  

Mr. Khan introduced the concept of location-based marketing as an ecosystem; the intersection of 

people, places and media. He said, “Regardless of where people are – their home, their office, a retail 

store, on the street — they can be location-targeted based on data that we collect from mobile devices 

that allows us to know who is in front of that billboard or other media right now.” 

 “Location intelligence is really about the visualization of data; taking it out of columns in a database and 

putting it into a format in which we can really see it,” he said. 

Quoting an article in Forbes magazine, Mr. Khan said, "Data is the new oil." 

He shared some statistics that point to the growing importance of location in decision-making. For 

example, it is estimated that some 85% of data has a location element. And according to Google, 90% of 

search is location in intent. In other words, when we are searching for things on Google, typically we are 

searching for things that are close to us in terms of proximity. 

Location intelligence is evolving into something DMT I spatial refers to as location economics; the ability 

to discover and deliver business value from location intelligence.  

Mr. Khan identified three factors driving the interest in location economics: 

• The growing awareness of location enabled services among businesses and consumers;  

• The availability of current and complete data; 

• The rise in Web services as a better, cheaper, faster deployment model. 

He pointed to the growing use of location-enabled services by consumers and business, but cautioned 

that for business decision-making, current and accurate data is critical. 
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Participants’ motivation for attending 

• Carson Dunlop: is using Google Maps but finding it of limited value for business decision-

making. Is interested in more robust solutions to: 

1. Evaluate properties faster and more accurately;. 

2. Undertake marketing activities leveraging social campaigns. 

3. Mitigate risk by using location intelligence to make inspections more proactive. 

• Equifax: Wants to explore ways in which location intelligence can help the business and the 

clients they serve to make better business decisions. 

• Canada Guaranty: Chief Risk Officer, Curtis Gergley, stated “Location Economics is everything.” 

He’s interested in applying location economics to insurance risk management and loss 

mitigation, and is particularly keen to understand the maturity and reliability of the discipline. 

• Centract: Is hoping to use location intelligence to inform real estate evaluations and to predict 

where the markets are headed. 



• FNF Canada: Is exploring ways in which it can improve appraisal accuracy and, “break away from 

traditional, often ineffective ways of doing things.” FNF hopes to leverage leading data solutions 

to shorten the turnaround time of valuation. Also hopes to collaborate with peers in the 

industry to design a valuation model. 
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Key concerns 

• Security issues related to cloud services. 

• Lack of knowledge and slow response from IT. 

• Time, resources and how to deal with policies and processes were broadly cited as challenges to 

adoption.  

• Combining internal data with data from external sources. (In reference to DMTI’s partner eco-

system established with many commercial and government organizations.) 

• How current is the data as location-related data demands evolve toward real time? 

• Who ‘owns’ the data, particularly sales data? 

• The privacy implications and responsibilities as data mashups provide ever more detailed 

knowledge of individuals and companies. (Do not locate lists along the lines of do not call lists 

for telephones?) 

Practical Guidance 

In summary, Mr. Fisher outlined three things: 

• Look at your address data, and ask, "How good is it? What issues do you have with it? And do 

you think there is something that could be improved? 

• Ask yourself and your organization, "how am I using location to improve my access to market; 

my sales and marketing? And is there something I could be doing to make better use of this 

tool? 

• Then asked the same question, but about risk. "How am I using location to better assess and 

manage risk, and is there something I could be doing differently to take advantage of that tool? 
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Location is the new currency 

 


