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Introduction to ArcGIS Business Analyst Server workflow
templates

This section shows how a user can utilize a predefined workflow to analyze their
customer base. Each step in the process guides a user through the workflow that
provides links to the standard ArcGIS® Business Analyst Server tools to complete the
analysis.

What is a workflow?

A workflow is a predefined series of steps containing several ArcGIS Business Analyst
Server tools compiled and organized to perform specific business analytics.

Can you create other workflows?

The Workflow Manager provides a Web interface that can be used to generate new
workflow templates, edit or delete existing ones.

ArcGIS 9.3 Business Analyst Servl:r_'

Analysis Center

oarkflo O I v | Business Analyst Server Workflows
| Work ke, |

Create new template

Edit Template...

Delete Template...

@ Create Workflow

Name
Copy Template...

%3&? Customer Analysis Workflow

Each workflow contains embedded editing tools that make customizing existing
workflows quick and easy. These tools can be accessed from within the workflow.
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Who are the primary users of Business Analyst Server workflow
templates?

Two user roles are required in the development and implementation of any workflow:

The Author: A person who develops the workflow by defining a list of key questions
and prepares data using the Business Analyst desktop version or ArcGIS Business
Analyst Server tools.

The User: A user of the workflow application who answers key business questions
and distributes the results.

Business Analyst Server—Analysis Center

ArcGIS 9.3 Business Analyst
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Analysis Center

Welcome to the Analysis Center

[Defaultmap || Please choose a workspace and project from the list to the left then click on the Business Analyst Tools
Workspace i workflows.

[Default workspace ~]

“Prnject | SR ) . X . . = .

[ Colorado Tutorial Project v [}‘i‘ Business Analyst Tools] - Create, view or work with Business Analyst projects using this set of functions.

Business Analyst Server Workflows Guse Workflow Manager to change the list of workflows below)]

Introduction to Business Analyst
Server

Business Analyst Tools Tutorial %ﬁi Customer Analysis Workflow Where are my best customers? Analysis
QOverview of Business Analyst
Workflows

The startup page for ArcGIS Business Analyst Server (i.e., the Analysis Center) contains
links to the tools and utilities that allows a user to run or edit existing tools and workflows
or to generate new workflows.

The Repository contains a list of available workspaces and projects.

Workspaces, set up by administrators, contain collections of projects. In many
cases, Business Analyst Server will have a single workspace that contains a number
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of projects. Administrators can also set up workspaces for individual users or
departments.

Projects contain Business Analyst Server analysis and content. The output
generated when executing a workflow is stored as projects. Projects can be set up
for each user in an organization or contain a collection of work shared by multiple
users. End users can edit existing projects or create new ones.

The Business Analyst Tools link accesses the core Business Analyst Server tools.

The Workflow Manager link accesses the tools for an analyst to create or delete
workflow templates.

The Workflow Name table contains a list of currently available workflows.
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Business Analyst Server workflow interface: Overview

The interface of the Customer Analysis workflow can be customized for each user
and/or task.

(= ArcGIS 9.3 Business Analyst Server - Windows Internet Explorer,

& - &) httpriflocalnostjarcalsfbaserver fnalysisCenter WorlHlowAnalysis(Default aspx ) [#2) [ ] [cive search [[#]-
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The map navigation tools allow a user to easily navigate the map view.
Zoom In

Full Map View
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What is the Customer Analysis workflow?

The Customer Analysis workflow is a series of steps that authors view, analyze, and
report on their customer base. The final result of this workflow is a series of maps and
reports designed to provide information to effectively market to clients.

Analysis Steps Y

1. Identify customers

2. \Where have we penetrated the market
3. How far do my customers travel

4, VWho are my customers

5. Define best | target customers

6. Find more customers

7. Target and market to my customers

Customer Analysis Workflow steps

Data setup: Uploading data from Business Analyst desktop

As part of a setup, it is important to note that steps in a workflow can contain results of
tools run from the desktop version of Business Analyst. These results can be
segmentation profiles, trade areas, analyses, or even stores and customers already
geocoded.

The upload utility can be accessed from Business Analyst Project Explorer or from
Business Analyst data layers from within ArcCatalog.

The capability also exists within the Web applications to upload custom data for
processing. Therefore, it is not necessary to have a complete installation of ArcGIS
Business Analyst desktop.

A separate installation for the Business Analyst desktop version can be run to allow only
the upload or download of projects. If you want results run within Business Analyst
Server and to view or edit them within Business Analyst desktop, these utilities are
accessible from this installation.

In this example, the following files types and Business Analyst results are used to run all
steps for this Customer Analysis workflow.

Uploaded customer database with address or latitude-longitude coordinates
Uploaded Store map layer
Geographic boundary layer (encompassing your existing market)

Once your workflow is started, and all the required data is in place, the steps will take an
analyst through the workflow and require that the analyst perform some basic analyses
of results to proceed to the next step.

It is also important to note that several of the steps in this workflow, including creating
layers or profiles, are required to run the analyses. These are created in the workflow.
You can create them in Business Analyst desktop and upload them to Business Analyst
Server, or generate them using the Business Analyst Tools in advance.

When starting a workflow process, the first step is to select your workspace, project, and
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appropriate workflow. Since you are performing a Customer Analysis workflow on
customer data in Colorado, you will need to make sure the appropriate selections are

made.

1 Click the Workspace drop-down arrow and click Default Workspace.

0 Click the Project drop-down arrow and click Colorado Tutorial Project.

DefaultMap b
Workspace

Default Workspace w
Project

Colorado Tutorial Project w

Introduction to Business Analyst
Server

Business Analyst Tools Tutorial

Overview of Business Analyst
Workflows

1 Click the Customer Analysis Workflow link.

NOTE: The map for your Customer Analysis workflow will be identical to the map
generated from the Business Analyst Tools. The Business Analyst Tools are

linked to the workflow; therefore, any files uploaded or tools run from the

Business Analyst Tools, required for the workflow steps, will be available and
should be prepared in advance for the user. In addition, any tools run from within

a workflow will appear on the Completed Tasks dialog box in the Business

Analyst Tools.

Click step 1 on the Analysis Steps control. When a step is selected, a new window
opens with the workflow steps in tabular format.
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Analysis Steps

E>Actiun5 Map screenshot @ @

Tabbed steps that correspond
ER2 3 4 65 6 7 "] to the workflow steps

Identify customers

fction narme

Add Stores E

fadd Custorners

Custormer Derived Areas

o T R T

There are four primary tools associated with each tab/step:

Actions: Lists all the tools required for a step

Map screenshot: Allows you to save an image of the current map view in
PNG, GIF, BMP, or JPEG format

Attachments: Stores your map screen shots
Reports: Stores any report run in a step

When an action is completed, the Display in map selection list shows your completed
tasks and allows you to turn them on or off if you want to take a map screen shot of your

step.
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Analysis Steps

1 2 3 4 5 ] 7

Identify customers

I:>A||:I:i||:|nn1=. @Hap screenshot ﬁ.-—-.:::—-:-' ments IER-&.‘--:-*:S

= || Display in map (3)
Ef CO Store
B CO Customers
= C0 Customner Derived Areas
[+ Persistentin map
v Display
CJ0-40

M 0-G0
Ml 0-50

Roply
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Step 1: Identify our customers

As with most customer data, you have a name and attribute information associated with
the customer database. Additionally you can have sales or transaction information for
each customer record. This data can be collected at the point of sale, through loyalty
card programs, warranty cards, and so on. From a geographic information system (GIS)
standpoint, the address fields are the key.

With ArcGIS Business Analyst Server, you can enhance the database with additional
information. Using address information, you can append geographic coordinates and
demographic and neighborhood segmentation data to each record. To do this, you need
to identify your customers.

O

(]
(|
(]

In the Analysis Steps dialog box, click Identify customers.
Click Actions and click Add new layer.

In the Add New Map Layer dialog box, click Store Layers.
Click Ok.

Add New Map Layer

Layer Name

[co store |

Project item type

Store Lavers b
Project item
C0O Store b

Your store layer has been added to your Display in map selection list.

The next step is to geocode your customer data and create the map layer.

(]

(|
(]
(]

o O

Click Actions and click Add Customers.
Type "CO Customers" in the Customer Layer Name text box.
Click the Uploaded Table drop-down arrow and click CO Customer data.

In the Address Input Fields, match the Geocode Fields to the associated Table
Fields drop-down list.

Click the Store ID Field drop-down arrow and click STORE_ID.

Click Execute.

ESRI 11 0f 79



Create Customers Using a Table (%]
B T R R =

Customer Layer Name
|CD Customers |

Uploaded Tahle
CO Customer data V|

Upload a table ...

Address Input Fields
Geocode Fields | Table Fields

Address | FULL_ADDRE w
City | CITY w
State | STATE w
Zip | ZIF w
Name Field
| NAME v

Store ID Field
| STORE_ID v

[0 When the processing is complete, a pop-up that appears prompting you to add
the results to the current workflow step. Click OK.

Windows Internet Explorer @

o The output of the task is;
‘-,_,_f/ Layer "CO Customers "

Do wou wank to add the output ko the current workflow step?

[ Ok H Cancel ]

Your customer layer has now been geocoded and added to your Display in map
selection list.

With your Stores and Customers points geocoded and available in the map display, you
can proceed to the final action for this step which is generating customer-derived trade
areas.

0 Click CO Customers in the Display in Map section of the workflow step. This will
cause the map display to zoom to the point where all customer points are visible.

This map is the customer distribution for the Colorado customers which tells you where
your customers are located. You can see that the customers for this store are located
outside Denver as well as concentrations of customers in some areas.
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Now you can create trade areas based on the distribution of your customers. This map
will be a trade area (service area) that represents the closest 40/60/80 percent of your
customers. There are different methods for creating these trade areas in Business

Analyst.

[0  Click Actions and click Customer Derived Areas.

[0 Type "CO Customer Derived Areas" in the Trade Area Name text box.
The Store and Customer layers have already been made available in their
respective select lists.

[0 Click Advanced Options.

I Inthe Choose Hull Type section, click Detailed.

O Click Execute.

Customer Derived Areas @ | Customer Derived Areas - Advanced []

Trade Area Name

[co Customer Derived Areas

| [ Exclude Outlying Customers

Store Layer
Stepl/CO Store -

Customer Layer

R

Percentages Calculated By

{(¥) Number of Customers

O Weighted ¥alue From

Stepl/CO Custormers W
Percentages
| | [ use customers Centroid
40 I:I [ create Donut Trade Areas
gg I:I Choose Hull Type
lr(::}'Simpnlf_-, (Convex)
I:I O Amoeba
Comments ) petailed

) Detailed With Smoothing

Advanced Options...

[0  When the processing is complete, a pop-up appears that prompts you to add the
results to the display. Click Ok.

0 Click CO Customer Derived Areas in the Display in Map section of the workflow
step. This will cause the map display to zoom to the point where just the trade
area is visible.

1 Expand the CO Customer Derived Areas to view the details.

[0 Uncheck Persistent in map to clear the option.
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Some action results don’t need to be visible while working in other analysis steps. By
making this change, the CO Customer Derived Areas will only be visible when the
Identify customers tab is active.

1 Click Apply to save the changes to this Analysis Step.

You have now completed Step 1: Identify customers. You can see the location of your
current store and associated customers in addition to a trade area that depicts the
distribution of your core customers in relation to your store.

NOTE: At the end of each step, it is recommended to take map screen shots of
any trade area generated that would be beneficial when creating a marketing
package for distribution. Click the check boxes for the layers in the Display in
map selection list of which you want to take a screen shot and click Map
screenshot.

Step 2: Where have we penetrated the market?

Performing market penetration provides a method to examine how well you are reaching
your market areas. We will see where your market share is strong and where it can be
improved.

The number of customers in each area is divided by the total number of people or
households giving a percentage of your market penetration. Your market share is also
expressed as a ratio of your sales data to the total sales volume of a market and can be
measured with this tool.

1 Click tab 2 to move to the next step in the workflow.

You have selected the Where have we penetrated the market step as indicated at the
top of the workflow dialog box.

‘Where have we penetrated the market ‘

':>A|:ti|:|ns @Map screenshot & U]

= |¢M| Display in map

o] | ==

O Click Actions and click Market Penetration.
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There is only a single action for this step. If, as an author, you discover that additional
steps should be incorporated, contact your Business Analyst.

(]
(|

Type "CO Market Penetration" in the Trade Area Name text box.

Check Create Report and type "CO Market Penetration" in the Report Name text
box.

Click Advanced Options.

Notice that the calculations will be using BA data. Verify that Standard BA Data
and 2008 Total Households are selected.

Click Execute

When the processing is complete, a pop-up appears that prompts you to add the
results to the display. Click Ok.

The Market Penetration report is displayed.

This report details the count and percentages of customers that are located in the
particular standard geography that was used for the analysis. In this case it is
Census Block Groups. The customer count is compared to the 2008 Total
Households in each area which allows for the penetration percentage to be
calculated.
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¢~ hrcGIS 9.3 Business Analyst Server - Windows Internet Explorer

<[] http:fincalnostjiarcaIs jbaserverfanalysisCenterfitorkflowanalysis/Def ault aspox v [#2][x| [tive searcn ol
ASASS e il
P OFle Edt View Favorkes Tools  Hel Links @ ArcZore - Home & | BA-S Analysis Center
W @ @ ArcGIs 9.3 Business Analyst Server 3 - o~ |k Page ~ G Took - (@- 0 e %

ArcGIS 9.3 Business Analyst Server
Analysis Center

Customer Analysis Workflow|Default Workspace|Colorado Tutorial Project

Analysis Steps ESRI | ESRI Support Center | Help

1 2 3 4 5 6 7

Where have we penetrated the market

actions [6/Map screenshot @ attachments LReports

= || Display in map (1)

=] CO Market Penetration e

+Market+Penet - Windows Internet Explorer

— —
€Iz |E hitkpe flocalhost{rcGIS baserver fAnalysisCenter BASsrver GetReport  asp: O-+Market- rabiondReport Type=PDFERpartIndex=0 MH‘rHX\ ‘LiveSearch

|28

© Fle Edt GoTo Faworites Help i Links
% & [EhttD:iflu:alhustMr:_GIS/baserveriAnaIyslsCEnteriBAS‘H ]7| P 8 - [} Page + (G Todks - @ 5 88 7
DA & w1z OO i i |
Market Penetration Report
CO Market Penetration
.
|_Esar |
Store:
Area ID Customers Total _ Percent Sales Total Sales  Percent Base Value Penetration
Customers Customers Sales
080350139.011 2 4,109 0.05 0 0 0.00 767 026
080350139.012 5 4,109 012 0 0 0.00 549 091
080350139.013 2 4,109 0.05 0 0 0.00 654 031
080350139 014 1 4,109 002 0 0 0.00 615 016
080350139.041 5 4,109 012 0 0 0.00 562 089
080350139.042 7 4,109 017 0 0 0.00 497 141
080350139.043 4 4,109 010 0 0 0.00 570 070
nes 2 £1n0 noe o o noo 2ss nec

[0 Close the report window.

O Click CO Market Penetration in the Display in Map section of the workflow step.
This will cause the map display to zoom to the point where just the trade area is
visible.

[0 Expand the CO Market Penetration to view the details.

[0 Uncheck Persistent in map to clear the option.

Some action results don’t need to be visible while working in other analysis steps. By
making this change, the CO Market Penetration will only be visible when the Identify
customers tab is active.

0 Click Apply to save the changes to this Analysis Step.

ESRI 16 of 79



Step 3: How far do my customers travel?

In this step, you will generate concentric rings at static intervals to determine how far
your customers travel by utilizing the Distance Decay Report tool.

The Distance Decay Report tool provides a way to rate how well you're reaching your
market areas by calculating your market penetration percentage based on ring or drive-
time areas using persons or households. This tool shows where the largest
concentrations of your customers are coming from and how far they travel.

0 Click tab 3.

You have selected the How far do my customers travel step as is indicated at the top of
the workflow dialog box.

[0 Click Actions and click Distance Decay Report.
0 Type "CO Distance Decay Report" in the Report Name text box.

[0 Click Simple Ring Areas.

You might have the impression that your customers travel different distances than the
default 1, 2, 3, 4, 5 Radii. Adjust the values for the rings.

O  Click the value 1.

Click Delete to remove the value.

Repeat the previous two steps to remove the value for 3 and 5.
Type "6" in the Radii text box.

Click Add.

Repeat the previous two steps to add the value for 8 and 10.

O O 0O O 0o O

Verify that Standard BA Data and 2008 Total Households are selected.

[0 Click Advanced Options.

Several items on the Advanced Options dialog box allow you to adjust the distance units
or select a volumetric attribute on which to calculate the market penetration instead of
the number of customer points.

1 On the Distance Decay Report — Advanced dialog box, check Create Analysis.

[0 Change the Analysis name to CO Decay Area
This will create a visual representation of the Radii rings you have defined.
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Distance Decay Report - Advanced
Report Name Customer Weight Field (optional)
i |CD Distance Decay Report | | «-.MONE... b
GCas  Store Layer Distance Units
f";'“’!‘m| | Stepl/CO Store v [Miles v e
Decay Areas Type
S i Create Analysis
Simple Ring Areas Rnalysis Naric
) Drive Time Areas i |cC Decay Area
Radii
| | View Report
by = Select the Document Format
" ) || [eor )
B .
g { Report Comments (optional)
i
f\. L
L Customer Layer 1 4
|Step/Co Customers %
Total Market Count T T + PO il
’ C R TEEE,
() In the layer's attribute table . .  ses -
;'e;:-'-;? >0 : zg
i - it -
(& calculate using BA data i e i
3 |Stan|:|ar|:| BA Data V| b * ..\.; — e, :% s
3 b g d &
[2008 Total Households | * ?ﬁ . + .
o - & ; i S
Report Title (optional) Yt i $on
| | o o 1 % 2
- -
i SRl e »
Advanced Options...
2 &
11 t % Elbart Counly
i & o
5 g & £
L80! & el
Black Forest il i
o
-
i o)
] Payton 3
B Al
s
\}l'n’

O Click Execute.

0  When the processing is complete, a pop-up appears that prompts you to add the

results to the display. Click Ok.

The PDF report automatically launches to show that 41% of your customers are within

four miles of your site.
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Distance Decay Report

co DECJ}' Area

|_ESAI

Store: 1

Area ID Customers Total Percent Sales Total Sales Percent Base Value Penstration

Customers Customers Sales

0 - 2 Miles 886 4.108 16.70 0 a 0.00 1,231 55.72
2 -4 Miles 1.015 4.108 24.70 0 a 0.0 1,128 24.83
4 - 8 Miles 557 4.108 13.58 0 a 0.0 1.851 30.08
g - 2 Miles B85 4,108 A7 0 a 0.00 1,832 2013
2 - 10 Miles 340 4,108 B.27 0 o 0.00 5,508 g8.18

The two- to four-mile ring contains 25 percent of your customers as shown in the bar

graph.
Customer Distribution
0 T =3 0- 2 Miles
3 2-4 Miles
| C— 4-6 Miles
B G-8 Miles
E_ W E- 10 Miles
0 |
=]
E
=]
®
's
w Wt B e
=]
=
@
-
1]
o
T ® 2008 ESRY
Area lds

You can continue to add rings to this report until you notice a significant drop in the

graph and you will be able run demographic donut ring reports on those concentrations

to further analyze your customers.

O

(]
(|
(]

Close the report window.

Expand CO Decay Area to view the details.

Uncheck Persistent in map to clear the option.

Click Apply to save the changes for this

step.
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Distance decay is useful for determining not only where your highest clusters of
customers are but also aids in determining how much influence distance has on your
customers and how likely they are to reach your store.

Step 4: Who are my customers?

Now that you have located your customers and have seen how they are distributed in
your market, as well as where they are likely to come from, you can gain a better
understanding of them.

The first step in any segmentation analysis is creating a profile. A profile is a summary of
geographic, customer, or survey data across all segments that make up the
segmentation system you will use. Community Tapestry™ is ESRI’s market
segmentation system. More information can be found at the following Web site:
http://www.esri.com/data/esri_data/tapestry.htmi

In this step, you can generate a segmentation report using the same set of customer
points. This report allows you to benchmark your customers against a base area. You
will be comparing these customers to the Denver-Aurora CBSA Households. You could
use another base, the entire United States for example, or even the 80 percent
customer extent primary trade area. What you use depends on how you analyze your
market. In this case, you will focus on how to reach more customers in this market.

To run this report, create a profile for your customers and the market to compare. A
profile is a distribution of the households assigned to each Tapestry segment based on
your customer point locations or the Denver-Aurora market. The report will tell you what
segments are indicators of your customers allowing you to determine the thresholds of
these segments for use later.

0 Click tab 4.

You have selected the Who are my customers step as indicated at the top of the
workflow dialog box.

You will need a Boundary Map layer for this analysis step.

[0 Click Actions and click Add new layer.
Click Trade Areas in the Project item type list box.
Click Denver Aurora CBSA in the Project item list box.
Click Ok.
Expand Denver Aurora CBSA to view the details.

Check Display to clear the option.

O O 0O O 0o O

Uncheck Persistent in map to clear the option.
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Analysis Steps

1 2 3 4 5 B 7

Who are my customers

I:>.lf|.r|:tir|:|nns Map screenshot @ I'|-|_|

= [l Display in map (1)
= Cenver Aurora CBSA (=]
[ [ Display
[~ Persistentin map

oy

[0 Click Actions and click Create Geographic Profile.

A geographic profile provides a summary of all the households or adults in a specific
geographic area by Community Tapestry segments. In most cases, you will create a
geographic profile to use as the base when analyzing your customer profile. The
geographic profile is commonly referred to as the base profile because it represents
base household segmentation counts against which the target profile is measured.

When using a geographic profile as a base, it's important to understand the scope of
your analysis. For example, if you are analyzing an existing market for potential growth,
you might limit the base to the geographic extent of your market.

In this action, you will analyze the Denver market for potential growth, so you will limit
your base to the Denver Aurora CBSA boundary.

0 Type "CO CBSA Base profile" in the Profile Name text box.

0 Click the Boundary Layer drop-down arrow and click Step4/Denver Aurora
CBSA.

0 Verify the Segmentation Base shows Total Households.

NOTE: When generating profiles, it is essential that you use the same
segmentation base for both profiles or your results will be inaccurate.

O Verify the Mapping Layer shows BlockGroups.

[0 Check Create Report to select the option.

[0 Type "CO CBSA Base profile" in the Report Name text box.
O

Click Execute.
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Create Geographic Profile (]

Profile Name
|cO CBSA Base profile |

Boundary Layer
Stepd/Denver Aurora CBSA b

Segmentation Base
Total Households w

Mapping Layer
BlockGroups w

Profile Comments (optional)

Create Report
Report Name
|co CBSA Base profile |
Report Title (optional)

| |
Advanced Options...

L1 When the processing is complete, a pop-up appears that prompts you to add the
results to the display. Click Ok.

The PDF report displays the tapestry distributions and the household counts for each
segment for the base profile.

[0 Close the report window.

[0 Click Actions and click Create Profile with Address Data.

You will generate a customer profile which provides a summarization of all your
customers across all segments. Using this option, you will create a customer profile
based on a table with customer address information that has been uploaded to the
Business Analyst Tools.

The customer profile, or target profile, represents the target of the analysis.
0 Type "CO Customer Target profile" in the Profile Name text box.
0 Verify the Uploaded Table select list shows CO Customer data.

1 From the Address Input Fields area, match the Geocode Fields parameters to
the associated Table Fields drop-down list.

O Verify the Segmentation Base select list shows Total Households.
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Verify the Mapping Layer select list shows BlockGroups.

Check Create Report to select the option.

O O 0O

Type "CO Customer Target profile" in the Report Name text box.
0 Click Execute.

Create Profile with Address Data (%]

Profile Name
|co Customer Target profile |

Uploaded Table
CO Customer data w

Address Input Fields
Geocode Fields | Table Fields

Address | FULL_ADDRE
City | CITY
State | STATE
Zip | ZIP

LlL]€ | %

[luse Volume Information Field

Segmentation Base
Total Households w

Mapping Layer
BlockGroups w

Profile Comments (optional)

Create Report
Report Name
|cO Customer Target profile |
Report Title (optional)

| |
Advanced Options...

1  When the processing is complete, a pop-up appears that prompts you to add the
results to the display. Click Ok.

The PDF report displays the tapestry distributions and the household counts for
segment for the target profile. You will see some differences between the two profile
reports.
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[0 Close the report window.

With the profiles generated, you can start analyzing your market. The first step in this
process is to generate a Customer Tapestry Profile report.

The Customer Tapestry Profile report shows the Community Tapestry segments and
summary groups that most accurately reflect your customer records and compares your
target profile to a base profile. This report helps you identify your customers and your
target (best) customers.

You will use this report to display your customers summarized by Community Tapestry
segment and by LifeMode and Urbanization groups. The report is sorted by customer
composition percentage from highest to lowest so you can see which segments make
up the largest percentage of your current customers.

The Customer Tapestry Profile report is one of the most important reports in the
Segmentation module because analysis defines how you run subsequent segmentation
reports, maps, and charts. After a detailed analysis, you will be able to identify the top
segments that define who your customers are and use these targets to further refine
your subsequent analyses.

1 Click Actions and click Customer Tapestry Profile Report.

Type "CO Customer Tapestry Report" in the Profile Name text box.

Verify the Base Profile select list shows CO CBSA Base profile.

Click the Target Profile drop-down arrow and click CO Customer Target profile.
Verify that View Report is checked.

Click Execute.

O 0o o o o od

When the processing is complete, a pop-up appears that prompts you to add the
results to the display. Click Ok.

Your report will be organized by Tapestry groups and by segments.

The first page is a summary of the contents including how some of the calculations are
performed in Business Analyst. The second page shows a breakdown of your
customers and your base by LifeMode and Urbanization groupings. The third page
displays your customers and your base broken down across all 66 Community Tapestry
segments.

There are annotation callouts that highlight how each value is calculated.
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Customer Tapestry Profile
CO Customer Tapestry Report
|_ESRI |
Customer Tapestry Profile by Summary Group
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Business Analyst calculates the percentage of penetration by dividing the target total for
each segment by the base total and then multiplying by 100. In this example, there are
2,288 customers in segment 6. Sophisticated Squires and 60,499 households in the
base; therefore, the percentage of penetration is 3.80 percent.

The index estimates the propensity of customers to be in a specific segment. A value of
100 is average. If a segment has an index value of 100, your percentage of customers
for that segment is the same as the base. Therefore, a value less than 100 indicates
that the target profile consumes less than average (compared to the base), and a value
greater than 100 indicates that the target profile consumes at a rate higher than the
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base. For example, in the report above, 6. Sophisticated Squires has an index of 833,
which means that households in this segment are 8.33 times as likely to be your
customer than the average household in the base profile. An index is calculated by
dividing the target composition percentage (column B) by the base composition
percentage (column D) and multiplying by 100.

When examining your Customer Tapestry report, there are several factors to identify
your top segments. The report is sorted by percentage of your customers. When looking
at this field, it's easy to determine your target segments. You will need to take into
consideration the other columns in this report to accurately identify your target
segments.

When analyzing the Customer Tapestry Profile report, look for a line in the sand that
separates segments that have a lot of customers from those that don't. For example, in
your report, you can see the first through fifth segments range from 55.7 percent to 5.7
percent of customers, but the next five highest segments are between 0.5 percent and
2.4 percent. Since there is a reasonable drop between the fifth and sixth segments, the
line in the sand threshold is 5 percent.

It's generally good practice to round down to the nearest whole number.

In the next step of the analysis, identify the threshold of the index for your customer
profile. If you analyze the segments by looking at index values, the reasonable drop
would be after 120; therefore, this would be your line in the sand.

1 Close the report window.
[0 Click Apply to save the changes for this step.
Step 5: Define your best/target customers

Now that you have analyzed the segments based on your customers, you will create a
target group of only those segments that are indicators of your customers. In the
previous step, you determined that the thresholds that defined the key segments for
your customers were more than 5 percent of your customers and indexed 120 or higher.

You have now set the stage for defining your core and developmental customers.

Core segments typically include all the segments that have an index greater than
100 and a composition percentage greater than 4 percent. You can conclude that
you are dominating in these segments because these segments are indexing well
and make up a large portion of your customers. You should target your marketing
efforts toward these customers.

Developmental segments include the segments that have an index lower than 100
and a composition percentage greater than 4 percent. You can conclude that
segments in this quadrant require some investment. Although there are a substantial
number of consumers in the segments contained in this quadrant, they are actually
indexing lower than the base. You are not reaching these segments effectively
compared to the base profile, so you should consider creating a marketing campaign
that will reach these segments more effectively.

In this step, you will edit these thresholds based on the analysis of your customers. Your
core customers will have an index of 120 or more and will represent 5 percent or more
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of your customer counts, while your developmental customers will have an index below
120 but will represent 5 percent or more of your customer counts.

0 Click tab 5.
You have selected the Define best/target customers step as is indicated at the top of the
workflow dialog box.

[0 Click Actions and click Target Group from Chart.

O Click Game Plan Chart and click Next.

Target Group from Chart (]

Create Target Group from

(¥) Game Plan Chart
) Profile Comparison Chart
(O Trend Lines Chart

| Help | | Mext |

1 Verify the Base Profile select list shows CO CBSA Base profile.

[0 Click the Target Profile drop-down arrow and click CO Customers Target Profile.
0 Type "5" in the Percent Composition Threshold text box.

00 Type "120" in the Index Threshold text box.

0 Click Next.

Target Group from Game Plan Chart (]

Base Profile
| CO CBSA Base profile v|

Target Profile
b | CO Customers Target Profile V|

Target Group (Optional)
...none... V|

Percent Composition Threshold

Index Threshold

You will see that your segments are arranged into four quadrants each representing a
different classification of your customer segments. The two quadrants you are interested
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in are Core and Developmental.

Target Group from Game Plan Chart (]

Target Group Name C ts
|Denver Aurora Target Groups | | |

Source Items Target Name
|New Target 01 || Create |
Targets Tree View

=l Core

O0Es]

6:Sophisticated Squires
17:Green Acres
26:Midland Crowd

= Developmental
2:Suburban Splendor
4:Boomburbs

'z

12
o
=
=

0095 |

oofe

[ [] [¥]

111 1525
% Composition

0oz

£l

L6

oong

a7

1 5
wlz i
DEVELOPMENTAL

[0 Type "Denver Aurora Target Groups" in the Target Group Name text box.
0 Type "Core" in the Target Name text box and click Create.

0 Type "Developmental" in the Target Name text box and click Create.

The Game Plan Chart is interactive allowing you to select certain segments and drag
them into the appropriate target group.

O Select the Core folder.

0 Click and hold the mouse button then drag a box around the segment dots that
are contained in your Core quadrant.

0 Click the right single arrow button to add these selected segments to the Core
folder.

This will add these segments to your Core folder and identify them.

[0 Repeat these steps to add the Developmental segments to the Developmental
folder.

O Click Execute.

You have created a new target group to do precision analysis of your market based on
the segments that best define your customers. You will now generate a report of these
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segments to better understand them.

[0 Click Actions and click Core and Developmental Segments Report.

O

Type "CO Core and Developmental Segments Report" in the Report Name text
box.

Verify the Base Profile select list shows CO CBSA Base Profile.

Click the Target drop-down arrow and click CO Customer Target Profile.
Click Use Existing Target Group.

Verify the Target Group select list shows Denver Aurora Target Groups.
Verify the Core Group select list shows Core.

Click the Developmental Group drop-down arrow and click Developmental.

Click Execute.

O O o0 oo o o od

When the processing is complete, a pop-up appears that prompts you to add the
results to the display. Click Ok.
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You now have a detailed report of your Core and Developmental segments and how
they compare to your market.

Core and Development Segments Report

CO Core and Developmental Segments Report
|_ESRI_|

Who are your target customers?

By using the Tapesfry Profile from the previous section, we are able to identify your Target customers using a comiination
of two factors: Index and Percent of Customers. These two factors, in different combinations can defing your Core and
Developmental target groups.

Core Segments

Segments with a high percentage of your customer base are indicators of your Core Segments.Core Ssgments are the
segments that not only make up a large percentage of your customer bage, but also have an above average indexto be a
customer. Customers in thizs segment make up a larger percentage of your customer basge than the percentage that they
make up of the market area. These segments represent loyalty and good cpportunity. In Figure 1 below we have identified

the Core Segments in your study area. These segments contain at least -1.000000 percent of the customer baze and
alzo have an index greater than -1.000000.

Figure 1: Tapestry Profile -
Core Customer Segments

Tapestry Description Customer Customer Market Area Market Area Index
Count Percent Count Percent

E. Sophisticated Squires 2,295 55.9% 62,564 B.4% 872

17. Green Acres 248 13.4% 18,198 1.5% 717

26. Midland Crowd 259 7.3% 2270 0.2% 3,131

Developmental Segments

Cevelopmental segments are the segments that make up a significant percent of customers and of the market area but do
not have an above average index. Developmental segments are important because they represent a significant portion of
cusfomers but also represent areas with houzeholds that have not yet been reached. They represent potential for loyal
cusiomers.

Figure 2: Tapestry Profile -
Developmental Customer Segments

Tapestry Description Customer Customer Market Area Market Area Index
Count Percent Count Percent

4. Boomburbs 303 T.4% 80,562 5.2% 84

2. Suburban Splendor 207 5.0% 56,650 5.8% &7

0 Close the report window.

0 Click Apply to save the changes for this step.
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Step 6: Find more customers

Now that you have determined your top segments and have created a custom target list
of these segments, you will use this new target data to create a target penetration map
that shows which ZIP Codes would be ideal for marketing campaigns.

This map shades the penetration percentage of selected segments and helps you
determine the concentration of your target segments at a given level of geography.

0 Click tab 6.

You have selected the Find more customers step as is indicated at the top of the
workflow dialog box.

[0 Click Actions and click Target Penetration Map.

Type "CO Target Penetration Map" in the Analysis Name text box.
Verify the Target group select list shows Denver Aurora Target Groups.
Check Core and Developmental.

Verify the Segmentation Base select list shows Total Households.
Verify the Mapping Layer select list shows ZIP5.

Click Advanced Options

Click Create Report

Type "CO Target Penetration Map" in the Report Name text box.

O 0O o0oooo o d

Click Execute.
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L

: Target Penetration Map

Analysis Name
|CD Target Penetration Map |

Target Group
| Denwver Aurcra Target Groups V|

Segment to Map

= [«]Core
6:Sophisticated Squires
17:Green Acres
[#] 26:Midland Crowd

= [«] Developmental
2:Suburban Splendor
[#] 4:Boomburbs

Segmentation Base

|Tu:uta| Households V|
Mapping Layer

| ZIPS v
Comments

Advanced Options...

-

P . i

Create Report
Report Name

Target Penetration Map - Advanced &

|CD Target Penetration Map

Report Title {optional)

View Report
Select the Document Format

| PDF

vl

Save

e

Elbarl C

L

L

B

ot

[0 When the processing is complete, a pop-up appears that prompts you to add the

results to the display. Click Ok.

The target penetration Report shows blah, blah, blah.
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Target Penetration Map Report
CO Target Penetration Map

Area D Area Name Penetration
o Monument 0.83
1 Falmer Lake 0.45
2 Sedalia 0.28
3 U S AF Academy 0.00
4 Woodland Park 044
5 Colorado Springs 047
3 Colorado Springs 0.1
T Aurora 0.57
g Aurora 0.81
9 Castle Rock 013
10 Castle Rock 0.84
11 Castle Rock 0.81
12 Englewood 041
13 Englewood 0.33
14 Franktown 0.51
15 Larkspur 0.63

Target Penetration Map Report
CO Target Penetration Map

This Target Penetration Map layer is thematically shaded to show areas of low-to-high
penetration based on ZIP Codes. This allows you to see which areas have a greater
likelihood of attracting customers and shows potential for a marketing campaign.
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Analysis Steps

1. ldentify customers
2. \Where have we penetrated the market
3. How far do my customers travel

4. \Who are my customers

5. Define best / target customers

6. Find more customers

7. Target and market to my customers

Find more customers

B actions [FMap screenshot @ Attachments Elreports

= [ Display in map (1)
= @ CO Target Penetration Map -]
I~ Persistentin map
[ Display
[ = 0.129926
[ 0.129926 - 0.330329
M 0.330329- 0.636970
0636970 - 0.860289

0 Click Apply to save the changes for this step.
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Step 7: Target and market to my customers

Now that you have determined which ZIP Codes have the highest potential for
customers, the next step is to market to these areas. Before you can do that, you must
understand who your customers are, what they like to do, and the best way to advertise.

In this next step, you will determine who your customers are by discovering which
activities they are likely to participate in.

0 Click tab 7.

You have selected the Target and market to my customers step as is indicated at the
top of the workflow dialog box.

[0 Click Actions and click Understanding your target customers.

0 Type "CO Understanding Your Target Customers Report" in the Report Name
text box.

Verify the Base Profile select list shows CO Base Profile.

Click the Target Profile drop-down arrow and click CO Customers Target Profile.
Click Use Existing Target Group.

Verify the Target Group select list shows Denver Aurora Target Groups.

Verify the Core Group select list shows Core.

Click the Developmental Group drop-down arrow and click Developmental.

O 0O o o o oo™

Click the MRI Groups drop-down arrow, then click Leisure Activities/Lifestyle and
click Add.

O

Repeat this step adding Travel and Financial.

O

Click Execute.
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Understanding Your Target Customers 3]

Report Name
I:Iing Your Target Customers Report

Base Profile
C0 CBESA Base profile w

Target Profile
C0 Customer Target profile w

) Use Thresholds to Define Groups
Percent Composition Threshold

Index Threshold

'@' Use Existing Target Group
Target Group
Cenver Aurcra Target Groups %

Core Group
Core »

Developmental Group

Developmental "
MRI Groups
Furniture & HH Goods w Add
Leisure Activities/Lifestyle
Travel
Financial

Advanced Options...

L1 When the processing is complete, a pop-up appears that prompts you to add the
results to the display. Click Ok.

The first page is a summary of the report and includes the first of the three Mediamark
Research Inc. (MRI) groups selected for this report. The second page contains the other
two MRI groups.

Now that you have identified your target customers, you need to understand them. You
have identified two groups of segments and need to understand more about the
similarities and differences between each group’s lifestyles. As you know, an insightful
tool for analyzing your customers is the Index. Using Community Tapestry profile, you
can calculate a weighted index that accounts for the composition percentage for each
segment of your customer profile compared to the index for that segment for any
specific product, services, or lifestyle characteristic.
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Using this method, you can compare the Tapestry profile of your customers to the
Tapestry profile based on a syndicated customer survey. MRI conducts surveys to show
how individuals use various products and services. If the index is above 100, then your
customers are more likely to use this product or service or have this lifestyle
characteristic than the average U.S. household.

Because your focus is on the differences of the target segment groups (i.e., Core,
Developmental, All Segments in customer Profile), you have calculated weighted
indexes for each group separately.

The report provides indexes for the top 20 lifestyle characteristics that your Core and
Developmental customers, as well as your overall customer profile, are expected to
participate in at the highest rates sorted from high to low based on the index for your
Core customers.

[0 Click OK to save the changes and close the Analysis Steps dialog box.

ESRI 370f 79



Document Package

When your analysis is complete, the Document Package organizes your outputs and
analyses created in the previous seven workflow steps. This provides you with easy
access to these outputs which can be further analyzed or distributed to your end user.

[0  Click the toolbar icon to open the Document Package dialog box.

The generated reports are accessible from this central location. This allows you to
review the results of the analyses. Any reports or map screen shots will be available via
links on this dialog box.

Document Package

General Documents ~
= |dentify customers

D Mapimage Step1
= Where have we penetrated the market
[ Maplmage Step?
[[Z] CO Market Penetration
= How far do my customers travel
@ Maplmage Step3
[[Z] CO Distance Decay Report
= Wha are my customers
[5] CO CBSA Base profile
@ CO Customer Target profile
@ CO Customer Tapestry Report
= Define hest/target customers
@ CO Core and Developmental Segments Report
= Find more customers
§E Maplmage Step6
@ CO Target Penetration Map
= Target and market to my customers
@ CO Understanding Your Target Customers Report

Close

<
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Site Evaluation Workflow

This section describes the steps required to setup and use the default Site Evaluation
workflow that comes standard with ArcGIS Business Analyst Server. The first section
shows you how to execute one of these workflows and the second section shows you
how to create, edit and configure a new workflow. In addition, the second section will
illustrate the setup of this San Francisco tutorial. This example is one of many possible
ways to perform site evaluation. Every organization will have their own strategies for site
analysis and the tools included within ArcGIS Business Analyst Server can create
completely new workflows or customize the default workflows to meet your needs.

What is a Site Evaluation workflow?

A Site Evaluation workflow is a site screening process that is used to determine the sites
that are the best candidates for growth and expansion. Current market conditions in the
form of existing stores, competitive locations, and demographic characteristics of the
surrounding population are used to determine the best site candidates for growth.

An example Site Evaluation workflow is installed as a sample with Business Analyst
Server. There are many tools available to an author to customize the configuration and
workflow steps. Typically an author modifies these steps to personalize the workflow to
accommodate the business model for their organization. For example, an author could
add new tools to a workflow step, delete a step that is not applicable to their
organization, or even add new steps to the workflow.

The two primary workflow sections in this example template are the Evaluation Steps
and the Configuration Steps.

The Evaluation Steps are implemented by the user in the Site Evaluation workflow
once the Configuration Steps have been successfully run.

The Configuration Steps are performed by the author in advance so that the user will
have the data and files needed to perform the Site Evaluation.

What is the difference between a workflow template and a workflow
type?

In ArcGIS Business Analyst Server, the workflow template and the workflow type are
two frequently used terms.

Workflow template: This template uses predefined metadata that describes the type
of data and actions permitted while solving a defined business question. Each
workflow represents the data associated with the business question (based on the
template) and what services to provide to the user. It is possible to add any number
of the business questions, based on a chosen template, and assign values (such as
external files, layers, names, numbers) to parameters of the template. Any edits
performed in a template are available to any user.

Workflow type: The two types of workflows available in this release are Site
Evaluation and Customer Analysis. The Site Evaluation method uses scorecards,
while the Customer Analysis method uses no scorecards. Any edits performed in a
workflow are only available in the current project.
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What is scoring in a workflow?

The Site Evaluation workflow allows you to score potential sites based on multiple
criteria. The scores are combined for an overall score to determine the best new
locations.

The scoring can be done in two ways:

Manual Scoring: Entails a visual and/or personal analysis of the sites to determine
the viability of the potential sites. The analysis includes the outputs of the site
evaluation workflow including trade areas, demographic reports, aerial imagery
and/or knowledge of the potential sites. At each step in the workflow, you assign
subjective scores for each facility being examined. For example, you can use local
knowledge to score one site higher than another or you can use a demographic
summary report to view the characteristics of the surrounding population. You could
use this demographic information to subjectively score potential sites.

Automatic Scoring: Uses output from certain Business Analyst Server capabilities to
automatically generate scores. For example, output from a Business Analyst Server
tool could generate demographics summaries around each site. These demographic
summaries are compared to a preconfigured scorecard to determine the score for
each site. This approach still requires you to input parameters and evaluate outputs
of the tools of the automatic scores to be sure they correspond with your knowledge
of the sites. The parameters of the automatic scoring are setup for the user when
configuring the workflow.

NOTE: In this Site Evaluation example, steps 1-3 utilize subjective scoring and
step 4 will perform automatic scoring. You will notice that there is an auto scoring
check box next to items in steps 1-3 but in this workflow they are unavailable.
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How does a user start an existing workflow?

To start a workflow, select your workspace, your project and your appropriate workflow.
Because you are performing a Site Evaluation workflow on site data in San Francisco,
you will need to make sure the appropriate selections are made.

0 Click the Workspace drop-down arrow and click Default Workspace.

[0 Click the Project drop-down arrow and click San Francisco Tutorial Project.

DefaultMap w
Workspace

930_100 "
Project

Bas_Dallas_test w

Introduction to Business Analyst
Server

Business Analyst Tools Tutorial

Cverview of Business Analyst
Workflows

[0 Click the Site Evaluation link.

NOTE: The map for your Site Evaluation workflow will be identical to the map
generated from the Business Analyst Tools. The Business Analyst Tools are
linked to the workflow; therefore, any files uploaded or tools run from the
Business Analyst Tools, that are requirements to run the steps of the workflow,
will be available and should be prepared in advanced for the analyst. In addition,
any tools run from within a workflow will appear in the Completed Tasks dialog
box in the Business Analyst Tools.

When the Site Evaluation workflow is launched for the first time, or if the configuration
steps have not been run, this dialog appears. The dialog indicates that the data needed
prior to running the Evaluation Steps hasn’t been completed and must be finished in
order for the user to finish the workflow.

Evaluation Status

Workflow has not been configured. Please click here to start the
configuration process.

[0 Click the here link, to launch the Configuration Steps.
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Configuration Steps

When the Configuration Steps dialog opens, you will have three tabs to work through. In
the Identify potential sites tab, you select your potential sites, generate your drive time
polygons around each site, and upload attachments to be used in scoring the potential
sites. The potential sites, the existing sites, and the competitor sites have already been
preloaded into the San Francisco Tutorial Project and don’t need to be added through
the Actions tool.

Step 1: Identify potential sites
[0 Click on Tab 1 Identify potential sites.

[0 Click the Potential Sites drop-down arrow and click Potential Sites.

The ID Field, Name Field and Address Fields will be automatically filled in as these are
assigned during the Workflow Setup phase described later in this document. Additionally
the Potential Sites will be automatically loaded into the map.

1 Expand the Site list then expand the Potential Site 1 list and click Add new
attachment.
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ldentify potential sites
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Potential Sites Display
Potential Sites - [
ID Field

STORE_ID -

Hame Field
MAME -

Address Field
ADDRESS -
= [ Site List

= Potential Site 1

% Add new attachment |

= Potential Site 2
@ Add new attachment

= Potential Site 3
@ Add new attachment

Potential Primary Trade Areas Display
..none... - |7
[ Aeey | [ Cancel ]

Here a user can add in the attachments to be used during the Evaluation Step 2 Define
and examine characteristics of potential sites. Any type of attachment can be uploaded
including Floor Plan images and Marketing plan Excel spreadsheets. Once uploaded the
attachments can be viewed and analyzed from within the Site Evaluation steps.

0 Click Actions and view the optional tools that can be run.

Simple Rings

Drive Time Polygons

For this step the drive time polygons that will be used in Cannibalization Statistics, in
Step 4 of the Evaluation Steps, need to be generated.

[0 Click the link for Actions and click Drive Time Polygons.

[0 Change the Trade Area Name field to Potential Drive Time Polygons.
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0 Click the Store Layer drop-down arrow and click ConfigStep1/Potential Sites.
1 Delete the default drive time radii of 5, 10 and 15 from the Radii dialog box.
0 From the Radii dialog box add in 3 as the only radii.
O Click Execute.
Drive Time Polygons
. Trade Area Name
|P|:|tential Drive Time Polygons
Store Layer
ConfigStepl/Potential Sites -
Radii
| |
3 [ Add |
[todify |
[D=lete |
Comments
Advanced Options...

For this Action let's assume that part of your criteria for ranking your potential sites is
their proximity to each other. Based on current studies of your organization, 80 percent
of your customers don’t travel farther than three miles so you have predetermined that
this is the cutoff for a store’s effective market.

0 Click the Potential Primary Trade Areas drop-down arrow and click Potential
Drive Time Polygons.

1 Click Apply.

Step 2: Identify existing stores
[0 Click on Tab 2 Identify existing stores.

0 Click the Existing Stores drop-down arrow and click Existing Stores.
The associated ID, Name and Address fields will be automatically selected.

Again, for this step, the drive time polygons that will be used in Cannibalization Statistics
in Step 4 of the Evaluation Steps need to be generated.
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o s
Identify existing stores

E>Actiun5
Existing Stores Display
Existing Stores -~ M
ID Field
STORE_ID -
Name Field
MNAME -
Address Field
ADDRESS -
Existing Primary Trade Areas Display
..none... » [
Aoy | | Cancel |

Click Actions and click Drive Time Polygons.
Change the Trade Area Name field to “Existing Drive Time Polygons”.

Click the Store Layer drop-down arrow and click ConfigStep2/Existing Sites.

From the Radii dialog box add in 3 as the only radii.

O
U
d
[0 Delete the default drive time radii of 5, 10 and 15 from the Radii dialog box.
U
0  Click Execute.

O

Click the Existing Primary Trade Areas drop-down arrow and click Existing Drive
Time Polygons.

0 Click Apply.

Once you click Apply, the scores will appear at evaluation step number 4 for each
potential site. This number is based on the configured cannibalization statistics
processing of the 3 minute trade areas that were created.
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Step 3: Identify competitors

(]
(|
(|
(]

Click Tab 3 Identify competitors.
Click the Competitors drop-down arrow and click Competition Sites.
Click Apply.

Click Ok to close the Configuration Steps dialog.

Now that the Configuration Steps have been successfully run, the Evaluation Steps can
be performed.

Evaluation Steps

O

. Evaluation Steps

Click 1. Examine trade areas in the Evaluation Steps.

1. Examine trade areas

2. Define and examine characteristics of potential sites

3. Examine market favorability

4. ldentify how new locations will cannibalize my existing stores

When a step is selected, a new dialog appears with the workflow steps in tabular format.

Evaluation Steps

U

Examine trade areas

E;>Acti0n5 @Hap screenshot ﬁ.ﬂ".h‘s('h.‘“ﬁeﬂ?i— I'[Eﬂepurts
= E Evaluation Scorecard

Display in map (0)

Name Score Auto
Potential Site 1 2-Minimal Potential v [~
Potential Site 2 E—Average Potential ~ [
Potential Site 3 Unscored »| [
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NOTE: Any necessary data will be preloaded during the Configuration steps by
the author.

When an action is completed, the Display in map drop-down will show your completed
tasks and allow you turn them on or off if you want to take a Map screen shot of your
step.

Step 1. Examine trade areas

In any site evaluation, the first step is to identify the sites to be analyzed. Once these
sites have been identified and input into the workflow, they can be analyzed by running
demographic reports and generating trade areas around the potential sites. In this step
you will examine the data input, run a report and then assign scores to each of the sites.
You will note that not all of the Actions will be used during this workflow example. Some
Actions, such as simple rings, are examples of other types of trade area tools that can
be used as subjective scoring during this step. Other Actions may be added in as
needed by the author during the Configuration Phase. Tools, such as Spatial Overlay,
can be used as inputs to an automatic scoring approach for this step and would have
the key variables used in the scoring set up in advanced by the author during the
Configuration Phase.

From the outputs of the Configuration Steps, you can visually analyze your potential
sites. This includes viewing uploaded site plans or visually analyzing existing drive times
versus potential drive times. You may want to examine key demographic variables that
are indicators of your best customers. These variables result from internal metrics or
outputs and analyses of the Customer Analytic workflow. To see how these variables
exist around your existing sites and how they compare against your potential sites, you
can run demographic reports in Business Analyst Server based on the drive times in the
previous step.

[0 Click Actions and click Summary Reports.
0 Type “Existing Drive Time Reports” in the Report Name text box.

0 Click the Boundary Layer drop-down arrow and click ConfigStep 2/Existing Drive
Time Polygons.

0 Inthe Selected Reports dialog box, check Demographic and Income Report.

O Click Execute.
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_Summary Reports

Report Name
|Exi5tir|g Drive Time Report

Boundary Layer
ConfigStep2/Existing Primary T1 -

Selected Reports
= [ Summary Reports =
[]Age Report
[] Age by Sex Report
D Comprehensive Report iE
[ Ccomprehensive Trend Repori
[7] Demographic and Income Pril.
[ General Report
[[|Household Report

[ Market Profile Report LN

4 | m | 3

Report Title (optional)

Report Comments (optional)

Advanced Options...

Follow the same steps and run another Demographic and Income report on the

Potential Drive Time Polygons.

After these reports have run successfully, you can analyze the reports to compare your
key variables. For example, assume that one of your key variables is the Households by
Income $50,000 -$74,999. By looking at this value on your Existing Site report and
comparing that to your three Potential Sites, you can gauge which site has the highest
percent. Continue this analysis for all of your key demographic variables to come up
with a subjective score for each site. In this example, all the income percents are very
close so you will need to further investigate the demographics to narrow down your

scoring these sites.
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Existing Site

Households by Income 2000 2008 2013

Number Percent Number Percent Number Percent
<$15,000 16,679 207% 13,539 22.1% 11,778 18.8%
$15,000 - $24,999 7,706 13.7% 7,686 12.5% 7,026 11.2%
$25,000 - $34,999 6,660 11.8% 5,921 97% 4 605 74%
$35 000 - $49 999 7,997 14 2% 8410 13.7% 6,615 10.6%
$50,000 - $74,999 7,259 12.9% 9,020 14.7% 10,684 17.1%
$75,000 - $99,999 3,731 6.6% 5,291 8.6% 7.136 11.4%
$100,000 - $149,999 3,342 5.9% 5,762 94% 6,639 10.6%
$150,000 - $199,999 1,303 2.3% 2204 3.6% 3,057 4.9%
$200,000+ 1,560 2.8% 3418 56% 5,020 8.0%
Potential Site 1
Households by Income 2000 2008 2013

Number Percent Number Percent Number Percent
<$15,000 6,809 12.4% 4251 7.8% 3,319 6.1%
$15,000 - $24 999 4175 7.6% 3,204 59% 2,661 4.9%
$25.000 - $34,999 4 509 8.2% 2,905 53% 1,989 37%
$35.000 - $49 999 7,334 13.4% 4 662 8.6% 3,224 6.0%
$50,000 - $74,999 10,621 19.4% 8,862 16.3% 7,050 13.0%
§75,000 - $99 999 7,333 13.4% 7,342 13.5% 7,089 13.1%
$100,000 - $149,999 7,365 13.4% 10,685 19.7% 10,031 18.6%
$150,000 - $199,999 3,218 59% 4,838 8.9% 6,728 12.4%
$200,000+ 3,420 6.2% 7,623 14.0% 11,980 22.2%
Potential Site 2
Households by Income 2000 2008 2013

Number Percent Number Percent Number Percent
<$15,000 4245 10.8% 2788 72% 2180 56%
$15,000 - $24,999 3,056 7.8% 1,959 50% 1,610 42%
$25.000 - $34,999 3,359 8.6% 2,180 56% 1,480 38%
$35.000 - $49 999 5467 13.9% 3,511 9.0% 2433 6.3%
$50,000 - $74,999 7,939 20.2% 6,715 17.3% 5,521 14 3%
$75,000 - $99,999 5,246 134% 5,562 14 3% 5414 14 0%
$100,000 - $149,999 5424 13.8% 7,676 19.7% 7,283 18.8%
$150,000 - $199,999 2355 6.0% 3,529 9.1% 4813 12.4%
$200,000+ 2,146 55% 5,002 129% 7,958 20.6%
Potential Site 3
Households by Income 2000 2008 2013

Number Percent Number Percent Number Percent
<$15,000 7,878 15.3% 5,016 97% 3,989 77%
$15,000 - $24,999 4,049 7.9% 3,740 72% 3,133 6.1%
$25.000 - $34,999 4631 9.0% 2,893 56% 2,151 42%
$35.000 - $49 999 6,935 13.5% 5,051 97% 3,409 6.6%
$50,000 - $74,999 9,206 17 9% 8,366 16.1% 7,084 13.7%
$75.,000 - $99,999 6,095 11.8% 6,279 12.1% 6,621 12.8%
$100,000 - $149,999 6,633 12.9% 9,270 17 9% 9,007 17 4%
$150,000 - $199,999 2 645 51% 4313 8.3% 5,788 11.2%
$200,000+ 3,461 6.7% 6,922 134% 10,587 20.5%

At the end of each step, assign a score to each potential site. To the right of each site is
a drop-down menu of scores from which to choose. Select an appropriate score based

on your analysis. In this example the value of the scores selected show how the

workflow process works. These scores will be the result of the analyses performed
during the step and the results of each step will be combined to create a final score at

the end of the site evaluation.

Hame
# Potential Site 1

# Potential Site 2
# Potential Site 3

Score
4-Good Potential

2-Minimal Potential
3-Average Potential

-

-

-

Auto
-

~
-
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0 Click Apply to save the evaluations that have been made.

Step 2: Define and examine characteristics of potential sites

In Step 1 you determined the viability of your potential sites through careful analyses of
trade areas and demographics. In Step 2 you will analyze the key site characteristics.
The characteristics can include, but are not limited to, building frontage, gross leasable
area, monthly rent, age of the facility, number of parking spaces, accessibility, and so
on. These variables are just as important as the demographic characteristics of a market
but cannot be as easily measured in reports and trade areas. These Attachments will be
uploaded by the author during the initial configuration of the workflow. The screen shot
below shows some examples of attachments that may be valuable in analyzing potential
sites. You may use any files that you wish during the tutorial.

Evaluation Steps

= EE Evaluation Scorecard
Name
@ @ Potential Site 1

@ EE floorplan2
&, .
2] Marketingplan

g storefront2

I

Define and examine characteristics of potential sites

E>Actinns Map screenshot @

Score

[

Auto

Lnscored

nscared

.

Inscaored

[ ok |

[ pply |

Cancel

From the drop-down menu to the right of each potential site, select the following scores.
Again, keep in mind these values are for demonstration purposes and don’t represent

any true analysis.

Name Score Auto
# Potential Site 1 1-Lowest -
# Potential Site 2 3-Medium - [
# Potential Site 3 A-Highest -
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Step 3: Examine Market Favorability

When understanding your potential position in a new or existing market, you need to
take several factors into consideration such as location or proximity of competitors and
how well you are penetrating a market.

(]

O O O

O O O O

Click Actions and click Locator Report.
Type “Competition Locator Report” in the Report Name text box.
Click the Store Layer drop-down arrow and click ConfigStep1/Potential Sites.

Click the Business Points Layer drop-down arrow and click
ConfigStep3/Competitors

Click Limit to Nearest Locations and type “5” in the value field.
Verify that the header and footers fields match the screen shot below.
Type “Competition Locator Report” in the Report Title (optional) text box.

Click Execute.
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Locator Report

Report Name
ECumpetitmn Locator Report ]

Store Layer
ConfigStepl/Potential Sites -

Business Points Layer
Stepl/Competition Sites -

Selection Method
@ Limit to Nearest Locations
5 ]
J Limit Within Distance

Output Fields Options
Report Orientation

@ Portrait

! Landscape
Headers and Fields to appear in the report

[Name | NAME -
E-ﬁdd ress | ADDRESS -
[city | crry -
STATE -

| EST_SALES
Report Title (optional)
|Curnpetit-un Locator Report ]

Advanced Options...

Examining the Locator Report below allows you to understand where your competitors
are and how they might influence your market share. Some organizations locate new
sites within a certain distance to a competitor, who provides similar goods or services,
hoping that clients will travel the shorter distance to their site rather than the greater
distance to another of the competitor’s sites.
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@ Locator Report
| s | Competition Locator Report
1

Potential Site 1

HAME ADDRESS CImy STATE DIRECTION NSTANCE
Compelitor 7 200 Downiy 51 San Francisco CA Y 066
Competitor 2 25925 2181 5t San Francisco CA SE 127
Competitor 10 50 Rockwond C1 San Francisco CA SW 1.76
Compatitor & 2150 Dhvisadero 5t San Francisco CA N 184
Competitor 3 3850 Folsom St San Francisco Ca 5E 200

Total nember of business points: 5
2
Potential Site 2

HAME ADDRESS cmy STATE DIRECTION HSTANCE
Compeatitor 2 2925 2181 3t San Francisco Ca NE LR
Competitor 3 3850 Folsom St San Francisco CA SE 147
Competitor 7 200 Downiy 5t San Francisco Ca Y 143
Competitor 5 50 Maynard St San Francisco CA sw 1.55
Competitor 10 50 Rockwood C1 San Francisco CA W 1.77

Total number of business pomts: 5
3

Potential Site 3

HAME ADDRESS CImY STATE DIRECTION DISTANCE
Competitor 7 200 Downey 51 San Francisco CA 2w 0.80
Competitor § 2150 Divisadero St San Francisco CA W 1.04
Competitor 1 550 Leavenworth St San Frandisco CA NE 1.50
Competitor 2 2025 215t 5t San Francisco CA 2E 1.80
Competitor 8 1650 Balboa St San Frandsco Ca N 213

Total number of business ponts: 5
Sodrce: ESRL 2007 Eatimates and Progctons
© 2007 ESRI Phone: B25-377-4575 - WANW.EEMLCOM 442008

The Market Penetration tool provides a method to examine how well you are reaching
your market areas. The number of customers in each area is divided by the total number
of people in each area to give you a percentage of your market penetration or
alternatively described as market share.

The Market Penetration tool calculates the percentage of customers for each feature in
the Geography Level. The denominator in the percent penetration of customers can be
any Business Analyst variable. In most cases, this variable will be total households or
total population, but you can also use the Consumer Expenditure data provided with
Business Analyst Server to determine market share.

This tool can be used to examine the percentage of customers for each Block Group in
your study area. The map layer that is generated with this action will highlight areas of
good penetration and highlight other areas where you are not capturing much market
share.

The first step is to geocode your customer data.
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0 Click Actions and click Add Customers.

0 Type “SF Customers” in the Customer Layer Name text box.

[0 Click the Uploaded Table drop-down arrow and click sf_custs

0 From the Address Input Fields match the Geocode Fields to the associated Table
Fields drop-down list.

1 Click the Store ID Field drop-down arrow and click STORE_ID.

O Click Execute.

Create Customers Using a Table

B % & B
Customer Layer Name
|SF Customers

Uploaded Table
Competition Sites -
Upload a table ...

Address Input Fields

Geocode Fields | Table Fields A
Address | ADDRESS -
City | CITY P
State | STATE -

ZIP | ZIF |-

Mame Field
MNAME -

Store ID Field

STORE 1D -

Your customer layer has now been geocoded and added to your Display in map drop-
down menu.

The next step is to calculate your market penetration. In this example you will calculate
how well your customer points penetrate the Total Households of the market.

[0 Click the SF Customers layer name that is available in the Display in map
section. This will cause the map view to zoom in around the customers.

0 Click Actions and click Market Penetration.

O Type “Market Penetration” in the Trade Area Name text box.
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Click the Base Layer drop-down arrow and click Zip Codes.
Verify the Customer Layer select list shows Step3/SF Customers.
Click Create Report

Type “Market Penetration Report” in the Report Name text box

O 0O 0o o O

Click Execute.

Market Penetration (]

Trade Area Name
[Market Penetration |

Base Layer
ZIP Codes v

[ Show only BDS layers

Customer Layer
Step3/SF Customersl w

Create Report
Report Name
|Marlcet Penetration Report |
Report Title (optional)

Comments

Advanced Options...

The results of this analysis will be a thematic map shaded green to represent Block
Groups and how well you penetrate them. The darker the green of the results, the
higher the penetration. In order to see the penetration rates you can select Create
Report during the setup of the tool. This provides you with a list of all the Zip Codes by
Ids and their penetration rate.

After examining all of the outputs of this step, you will again manually assign a score to
each of the potential sites. This assignment will be based on competitor proximity, how
well your existing customers are penetrating the market, and how that affects your
selection of a new site.

Hame Score Auto
# Potential Site 1 2-Poar - [
 Potential Site 2 4-Good - [
* Potential Site 3 A-Excellent * [
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Step 4: Identify how new locations will cannibalize existing stores

In this step, scores will be generated automatically by determining how potential new
store locations cannibalize existing facilities.

NOTE: This step is only necessary if the author has set the Cannibalization
Statistics tool to run manually during setup.

[0 Click Actions and click Cannibalization Statistics.

O Type “Cannibalization Statistics” in the Analysis Name text box.

[0 Click the Potential Sites drop-down arrow and click ConfigStep1/Potential Sites.
O

Click the Potential Sites TA drop-down arrow and click Step1/Potential Drive
Time Polygons.

O

Click the Existing Sites drop-down arrow and click Step1/Existing Drive Time
Polygons.

O Click Execute.

Cannibalization Statistics

Analysis Name
[Cannibalization Statistics |

Potential Sites
ConfigStepl/Potential Sites -

Potential Sites TA
Stepl/Potential Drive Time Poly

Existing Stores TA
Stepl/Existing Drive Time Polyg -
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Evaluation Steps

T . G
Identify how new locations will cannibalize my
existing stores

I:>ﬁu|:l:i||:m1=. @Hap screenshot @ IE
= B Evaluation Scorecard S
Name Score Auto
@ = Potential Site 1 v
Column Value Scored Value
A 21.03 3
@ = Potential Site 2 v
Column Value Scored Value
A 4923 2
= Potential Site 3 [+
Column Value Scored Value
I A 22.28 3 i
w0 28 mienlavin man (1% Z
ooy |

The scoring is done for you based on the outputs from previous steps. In this example,
the amount of overlap (cannibalization) between trade areas automatically triggers
scores for each potential site. The mechanics of how the amount of overlap translates to
specific scores is described in the configuration and setup of the workflow section.

Once all steps are finalized, a summary of the scoring of each step can be viewed by
expanding the Evaluation Status dialog. This summary displays the scores of each step
for each site.

Evaluation Status
v Name Status Score
= [ Potential Site 1 In progress - 250
1. Examine trade areas 4
2. Define and examine characteristics of potential sites 1
3. Examine market favarability 2
4. Identify how new locations will cannibalize my existing stores 3
B [T Potential Site 2 Rejected b 275
1. Examine trade areas 2
Z. Define-and examine characteristics of potential sites 3
3. Examine market favorability 4
4_ldentify how new locations will cannibalize my existing stores Z2
= ™ Potential Site 3 Approved - 4,00
1. Examine trade areas 3
2. Define and examine characteristics of potential sites 5
3. Examine market favorability 5
4_|dentify how new locations will cannibalize my existing stores 3
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The Status drop-down menu allows you to define the viability of each site. You can
choose from In Progress, Rejected and Accepted.

In Progress: The site has not been fully evaluated at this time or the user is
undecided but the site will remain in the documents package.

Rejected: The site is below the required standards for a new site and will be
removed from the documents package.

Accepted: The site meets the standards for a new site and will be added to the
documents package for distribution.

Change Potential Site 1 to In Progress, Potential Site 2 to Rejected and Potential Site 3
to Approved.

Final Step: Documents Package

Now that the each workflow step is complete, the output can be reviewed for final
approval. The documents package will produce a scoring evaluation card for each site
based on the results of each workflow step.

To access the Documents Package, click the Documents Package icon from the task
bar at the top of the Site Evaluation Workflow.

Documents
Package

This displays the list of potential sites and a link for each Evaluation Scorecard.
Additionally any documents you uploaded will be available under the General
Documents link. Your outputs will vary so this document package may appear differently
based on your selections and results during the site evaluation.
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Document Package

General Documents ~
= Examine trade areas
[5] Existing Drive Time Reports
[5] Potential Drive Time Reports
= Examine market favorability

@ Competition Locator Report
(5] Market Penetration Report
[5] Market Penetration Report1
(5] Market Penetration-zip
Potential Sites Specific Documents
= Potential Site 1
& Evaluation Scorecard
= Attachments

g floorplant
storefront1

= Potential Site 3
& Evaluation Scorecard

The Evaluation Scorcard for each site provides a summary of the scores and an overall
score of each site.

E4
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@ Document Package

Evaluation Scorecard
|_ESA |

Site Name: Potential Site 3
Address: 550 Divisadero Street
Overall Score: 4

Evaluation S.fep Score

1. Examine trade areas

Score Legend:

1-Mo Potential

2-Minimal Pctential 3
3-Average Potential

4-Good Potential

5-Excellent Potential

2. Define and examine characteristics of potential sites
Score Legend:

1-Lowest

2-Medium-Low

2-Medium

Lh

4-Medium-High
B-Highest

3. Examine market favorability
Score Legend:

1-Unfavorable

2-Poor

3-Satisfactory

4-Good

5-Excellent

Ln

4. Identify how new locations will cannibalize my existing stores

Score Legend:

1-70-100%3%

2-20-70%3% 3
3-20-40%%

4Up to 20%

5-Mone

Source: ESRI, 2007 Estimates and Projections
© 2007 ESRI Phone: 800-292-2224 - www.esri.com 4/29/2008

How do you edit and configure an existing Site Evaluation
workflow?

This section provides guidelines on editing an ArcGIS Business Analyst Server
workflow. Workflows provide a structured process for solving common business
problems. This section shows how the default Site Evaluation workflow was created and
explains how to edit the steps in the workflow.

You can edit a workflow from the Edit Workflow dialog and the Workflow Manager.
Editing from the Workflow Manager tool is recommended.

The Edit Workflow dialog can be accessed from within the Site Evaluation workflow.
This dialog only allows edits to the Evaluation Steps and not the Configuration
Steps. Edits to the Configuration Steps must be performed within the Workflow
Manager. This is also the recommended way to edit a workflow type and save the
edits to the project.

The Workflow Manager tool allows global changes to the template being edited
meaning all aspects of the workflow can be edited here. This is the recommended
way to edit a workflow template and allows edits to be available independent of the
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project.

It is important to note that each of these editing dialogs have different tools available.
The Edit Workflow dialog has the tools to edit and configure the basic components of
the Evaluation Steps and the Workflow Manager contains all the editing tools for
workflows in ArcGIS Business Analyst Server.

How do you edit and configure an existing workflow type?

If you want to edit an existing workflow type within a project, you can do so by opening
the workflow. This approach only edits this workflow and the results will be saved in the
currently active project.

0 Open the Analysis Center.

[0 Click the Workspace drop-down arrow and click Default Workspace.

[0 Click the Project drop-down arrow and click San Francisco Tutorial Project.
O

Click Site Evaluation.

Welcome to Analysis Center

Workspace Please choose a workspace and project from the list to the left then click on the Business Analyst Tools
Default Warkspace = or one of the named workflows.
Project
San Francisco Tutorial Project ’ .3
"‘{_\'\w Business Analyst Tools - Create, view or work with Business Analyst projects using this set of functions.
&%

Introduction to Business Analyst Business Analyst Server Workflows (use Workflow Manager to change the list of workflows below)
Server

Business Analyst Tools Tutorial

. - %
Overview of Business Analyst |8i-@ Site Evaluation T Where should 1 locate my sites? Evaluation
Workflows "

0 Click the Show/Hide Advanced Tools icon.

Click the
Show/Hide
Advanced Tools

A series of advanced tools appears to the right of the standard tools. These tools can be
used by an author to configure and edit an existing workflow.

0 Click Edit Workflow and the Edit Workflow dialog appears.
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3 Add new workflow step

@ [ 1. Examine Trade Areas 7 =]
2. Define and examine characteristics of potential

[+ l 7 @
cites v

= 3. Examine marketfavorability F 4 =]

- 4. |dentify how new locations will cann balize my 7 e

2 existing stores

This dialog allows modifications to the Evaluation Steps and saves these modifications
to the currently selected project. In this example, any edits will be saved to the San
Francisco Tutorial Project.

Each step in a workflow has several options for editing. You can remove entire steps or
modify individual steps to better suit a business model.

[0 Toremove a step and the associated tasks completely, click the dash in the red

circle next to the step.

For example, if you want to remove 3. Examine market favorability from the example
above, click on the remove icon associated with this step.

0 Click Add new workflow to add a completely new workflow step.
For example, if you want to add a 5" workflow step for Forecast sales and market share,
click Add new workflow step.

[0 To edit the name of a step, click the pencil icon next to the step.

To edit the items contained within a step, expand the tree underneath the step. There
are many editing options.

The Add new section allows a user to add section types to the workflow step. You can
choose from Map Layers, Attachments, Actions, and Reports.

& Add new workflow step
= [E 1. Examine Trade Areas 7 =]
e 4 T
= [ Evaluation Scorecard 7 f — —
® > Adions 7 2 Section Name
= [ Display in map 7 (=) [Map Layers |
@ [F Reports 7 =] Section type
# [-=| Scoring Legend Map Layers
@ | gits:ﬁne and examine characteristics of potential y e Attachments
: 3 = L—lActions
# [ 3. Examine market favorability 7 @ |REDD¢5
@ 4. ldentify how new locations will cannibalize my 7 ®
- existing stores ’

e Map Layers allows you to turn on and off map layers generated during the step. In
addition new map services can be added as background maps for the workflow.

e Attachments can only be added from within the workflow editor or from the
configuration steps. Once added, they can be viewed by the user from within the
workflow. You can attach most document and image formats such as an aerial
photograph of a site, a picture of a proposed store, a marketing plan, and a PDF of a
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rental agreement.

e Actions provide quick links to any tool from with ArcGIS Business Analyst Server and
can be added from this section to be used in the workflow. For example, if a
workflow has been completed and it was decided that Customer Derived Trade
Areas would be beneficial in a particular step, adding an Action section provides the
link to the Customer Derived Trade Areas tool to be accessible from within the
workflow.

= 2> Actions 4
I Addnew action | -
=2 Drive Time Polygons
£ Spatial Overlay
E> Simple Rings
E» Summary Reports

- N Add New Action "

Action Name
|Cu5t0mer Derived Areas |

]

| Ok | | Cancel |

0000 | ©

Task Name

¢ Reports allow a user to access existing reports run from within the workflow or
create shortcuts to run new reports.

The Evaluation Scorecard provides tools for the author to modify the automatic scoring
for a workflow step although it does not contain tools for configuring an automatic
scorecard from the ground up. In the Site Evaluation workflow, this is only done in Step
4. To setup or edit automatic scoring, the two components that contain the parameters
of the automatic scoring are Native Columns and Join Tables tools.

NOTE: A user can choose to manually score the items in Step 4.

A Native Column is a column of the attribute table of the potential sites feature layer (the
layer from which the evaluated items originated). Values of this column are used to
score potential sites.

The first step in defining an automatic scoring is deciding the variables to be used in the
scoring process and how they will be scored.
0 Click Add new column from the Native columns menu.
[J Select the variable to be used in the scoring from the Table field drop-down
menu.

If this value will be used in the final scoring, determine how it will be weighted and
scored. This value is always read from the attribute table of the potential sites feature
layer (numeric fields only).
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@ Add new workflow step
# 7] 1. Examine Trade Areas

. . 2. Define and examine characteristics of potential
= sites
& [ 3 Examine market favorability
» 4. ldentify how new locations will cannibalize my
' existing stores
Add new section

fH Evaluation Scorecard

-

@ [ Site List
= [ Mative columns

@ Add new column
= 7 Joined tables

@ Add new joined table

= Cannibalization Statistics

@ Add new column
MAK

_—

0 0O 0

Add New Column

Column attributes

Display name

[sales

Table

Table field
@Sales

Scoring System

Use to calculate score

@ Yes ' No

Scoring method

Column Weight

O Click Yes or No under Use to calculate score to indicate if the user will use the

added field in the automatic score calculation.

If No is chosen, the column will be shown in the scorecard for information purposes only

and will not be used for calculation.

The Scoring method defines how values from the attribute table will be mapped to the

scoring scale. The Scoring Method dialog allows the user access to the custom

intervals, equal intervals and natural breaks.

The Custom Intervals method uses two approaches to map values onto the scoring

legend:

Using percentage ratio of column values to max-min range interval.
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Select scoring method
Custom Irtervals -

Specify upper boundary of range (in
% to (max - min) length interval or
in original units), which will be used
to map column walues to the
corresponding class.

Upper boundary Class
[n % to (max - min = &C -

b

=1 oflo
=1
1] 1]
v v
o
3
o
0

k

For example, let’s say there are 10 values in the column (10 rows in the attribute table):
2,4,5,6,7,8,9,10, 11, and 12. The value 5 will be mapped (according to the mapping
described on the screenshot above) to 3, because 5/(12-2) * 100%=50% which falls to
the third class, the value 8 will be mapped to 4 score (upper boundary is included), and
SO on.

Using upper boundary in original units.

Scoring Method

Select scoring method
Cuszom Intervals -

Specify upper boundary of range (in
% to (max - min) length interval or
in original units), which will be used
to map column wvalues to the
corresponding class.

Upper boundary Class

In onginal units -

1] 1]

W W
g 0000
8 <

For example, this approach can be useful if the original values in a column are in
percent units. Let’s say there are 5 values in the column: 20%, 30%, 60%, 70%, 80% (it
can be, for instance, the values of maximum overlap of trade areas around 5 potential
sites with trade areas around existing stores). Then the mapping given above will map
the value 20% to score 4, 30% => 3, 60% => 2, 80% => 1.
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The two other scoring methods, Equal Intervals and Natural Breaks, use standard ESRI
functions to map values from column to the corresponding classes.

The Equal Interval classification scheme divides the range of attribute values into
equal-sized subranges, allowing you to specify the number of intervals while ArcMap
determines where the breaks should be.

For example, if features have attribute values ranging from 0 to 300 and you have three
classes, each class represents a range of 100 with class ranges of 0—100, 101-200,
and 201-300. This method emphasizes the amount of an attribute value relative to other
values, for example, to show that a store is part of the group of stores that made up the
top one-third of all sales. It is best applied to familiar data ranges such as percentages
and temperature.

Natural Breaks are classes based on natural groupings inherent in the data. These
break points are identified by picking the class breaks that group similar values and
maximize the differences between classes. The features are divided into classes
with boundaries set where there are large jumps in the data values.

After selecting the scoring method, click OK. The new column will be added to the
scorecard.

A Joined Table is a repository item joined to the attribute table of the potential sites
feature layer (it is an attribute table of an underlying feature layer belonging to the
selected repository item) by an ID field, usually the Store ID, which is common for both
feature layers. A column of this joined table can be used the same way as the native
column and is called a joined column.

Joined Tables is a more sophisticated approach to automatic scoring.

1 Tojoin a new table, click Add new joined table.

Evaluation Steps
b Add new workflow step
1. Examing Trade Areas -]
2 Dafne and examing characterisBcs of a
polential sites
3. Examing markef favorability F =]
G 4. Identity how new locations will @
cannibalize my existing stores
iy DE iy Ateton Joined table name
= [ Evaluation Scorecard & |Canr-|ba||zu'..:r Statistics |
Mative columns
Jotned tables Pr:::ﬁ_tsl::m Lygs =
[ Add neWw Jained table N
= Cannbalization Sabshcs = Project item
mew Colmn ECannibahzation Statishcs -
) hAX @ Table field to join by
& G ACONS F 4 [=] el -
| Display in map F 4 =]
# | =| Scoring Legend

1 Inthe Add New Joined Table dialog, select the repository item you are joining to
the main attribute table (more specifically you are joining the attribute table of an
underlying feature layer belonging to the selected repository item) and a field
used to join the table by.
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0 Click OK and the new attribute table will be joined to the main attribute table.

This new joined attribute table is empty until you add the appropriate columns to the
table.

0 Click Add new column to add a new column to this joined attribute table.

= [ Evaluation Steps
& Add new workflow step ﬂd.f?.."‘..‘??"..!:'?.“ﬂ““..
# [ 1. Examine Trade A.reas N F 4 (=] - PR - N
_ p= 2.Define and examine characteristics of e
- 7 potential sites s Display name
F [ 3. Examine market favorability rd @ [Max |
_ .~ 4 |dentify how new locations will
= Tabl
- cannibalize my existing stores 4 e |a. ___E |
3 Addnew section —
= ﬁ Evaluation Sccrecard 7 Table field
& ] Mative columns @MAX .
= [ Joinedtables Scoring System
3 Add new joined table Al o i
= Cannibalization Statistics F 2 - L T
| @ add new column | @ Yes &
7
_MM - e Scoring method
 Ep» Actions Vi (=] ST ag i -]
[ Display in map F 4 @
] Scoring Legend Column Weight

The Table field drop-down menu allows you to place the calculated statistics into MAX,
MIN, and AVG. Choose the appropriate field depending on how you want the statistics
presented in the scorecard.

[0 Click OK and the joined column will be added to the joined table.

In the final step, select how you want the Cannibalization Statistics run. You can choose
from Run manually, Run once on step opening, and Run as soon as valid.
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= § Evaluation Scorecard
+ Mative columns
= Joined tables
3 Add new joined table
= Cannibalization Statistics
4 Add new column
AKX
= > Aclions
= Add new aclion
> Cannibalization Statislics
Run as soon as valid

|| Run manually
H = Run once on step opening

-

Qg Run as soonasvalid |

O ©0 00 O

Run manually: A user should open the corresponding step then go to the Actions
menu and click on the corresponding action. The task will open with the
preconfigured values which are taken from layer aliases configured via the workflow

configuration steps.

NOTE: If a user has not assigned actual layers to the layer aliases used in the task
then the values of the parameters will not be set.

Run once on step opening: The action will be automatically run once when a user
opens the corresponding step if all aliases used in the action were assigned (in

configuration steps) to actual data.

Run as soon as valid: The action will be automatically run once when a user clicks
OK or Apply in the configuration popup, if all the aliases used as parameters of the
action are assigned to actual layers, and are valid.

In the Edit Workflow dialog, the Scoring Legend displays a list the possible scores to be
assigned to a site during the Site Evaluation workflow. These scores can be manually
edited by clicking the edit section icon. Scores cannot be added or removed; however,
the names of the scores can be edited. In the default Site Evaluation workflow, steps 1-3
are setup to be manually scored so advanced scoring (or the Evaluation Scorecard) is
not necessary during these steps unless the author incorporates it.

= |:=| Scoring Legend
Unscored
1-Mo Potential
2-Minimal Potential
J-Average Potential
4-Good Potential
S-Excellent Potential

N N B W %
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How do you edit a workflow template?

The Workflow Manager, having the same tools as the Evaluation Steps, also allows
edits to the Configuration Steps. Any edits within the Workflow Manager are global edits
and are not linked to a specific project. Any edits made with the Workflow Manager will
be available to anyone using the workflow template.

Welcome to Analysis Center

Workspace Fease choose a workspace and project from the list to the left then dick on the Business Analyst Tools
o T —— = ar one of the named warkflows.

4 o Business Analyst Tools - Create, view o work with Business Analyst propects using thes sat of fundcticns.

it Business Analyst Server Workflows (use [larkniow Managerko changs the st of workflows belw)

of Bussness Anatyst "y 2 2 21
serte s e wd Site Evaluation whiere should 1 locate my sitos? Evaluation

The Workflow Manager can be accessed directly from the Analysis Center and can also
be accessed from within the workflow from the upper right of the working project.

1 Click Workflow Manager.

Create new template...
Edit Template...

Delete Template...
Copy Template...

The Edit Template gives the author complete access to the all aspects of the default
Site Evaluation workflow.

The Delete Template permanently removes the template from the repository. Be careful
when deleting a template as they cannot be recovered.

The Copy Template copies the selected template into the repository.

Note: Verify that the Workspace drop-down menu has the Default workspace
selected and the Project drop-down menu has the San Francisco Tutorial Project
selected.

In order to view and edit the default Site Evaluation workflow click Edit Template.

1 Click the Workflow Type drop-down arrow and click Evaluation.

The Workflow type displays a list of the available default workflow scenarios loaded into
ArcGIS Business Analyst Server. Additional workflow types can be generated outside of
the Workflow Manager and also appear here.
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0 Click the TemplateName drop-down arrow and click Default Site Evaluation.

In this example, once selected the Edit Template dialog changes to reflect the default
settings of the Site Evaluation workflow and provides editing tools to customize the
template selected.

| Edit Template...

Workflow Type
Ewvaluation -

Adjust the number
of and values of
each score

TemplateName:
Default Site Evaluation

= [:=| Base Scoring Legend
& Add new base score

Click to

Unscored 7 remove item
1-Unfavorable 4
2-Poaor Click to edit 7
3-Satisfactory item 7
4-Good &
TN R . 4 Add or remove steps
= [ Configuration Steps and/or edit Actions of
@ Add new configuration step Configuration steps
# || 1. |dentify potential sites —
# [ 2. ldentify existing stores 7 (=]
= | 3. |dentify competitors 7 (=1
= [ Evaluation Steps
@ Add new workflow step
=[] 1. Define primary trade area of new sites 7 (=]
. 2 Define and examine characteristics of
- potential sites 4 e
# [ ] 3. Examine market favarability
5 g 4 dentify how new locations will Add or remove steps
~ ' cannibalize my existing stores and/or edit Actions of
Evaluation steps

Unlike the Scoring Legend from within the Workflow Editor, the Base Scoring Legend
can be edited to remove a score, edit the name of a score, or add additional scores.
These scores are used in each workflow step to evaluate how each site compares to the
other. For example, site A may have good visibility while site B may have poor visibility.

O Click Add new base score.
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= |:=| Base Scoring Legend

[ Add new base score |
Unscored

1-Unfavorable

2-Poor

3-Satisfactory

4-Good

5-Excellent

LR B R E N
00000

- Add New Base Scors

Base Score Name

This action allows a user to add a new scoring value to the workflow.

[0 Type in the name or value of the score and it will be added to the Base Scoring
Legend.

[0 A user can remove an existing score by clicking the dash in the red circle.

[0 To edit an existing score, click the pencil icon.

The Configuration Steps of the Site Evaluation workflow example requires that the
Existing, Potential and Competitor sites be identified and loaded during the
Configuration Steps before the user can start an analysis. In addition any attachments
required for visual analysis, such as marketing reports or floor plans, need to be
uploaded in advance.

[0 To add additional steps to the workflow, click Add new configuration

Layer Aliases provides the author with the ability to configure the parameters needed to
run the Automatic scoring of the Cannibalization Statistics tool.
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= £ Configuration Steps
3 Add new configuration step :
® E» Actions F 4 Name
= I Layer Aliases [Layert |
& Add new layer alias e Project Rem Bype
= EA @ Polential Sites F 4 Analyses
¥ Field Aliases
Add'new field alias | Customer Layers
1] 7 L EEtn;e L:yers |
@ Name rade Areas |
@ Address
@ Sales 7 =]
¥ Visible
_ (@ Potential Primary Trade \‘ T,
» Areas » e [ID I
Field type
ID_FIELD -
Cancel

Step 4 of the Evaluation Steps of this default Site Evaluation workflow consists of the
Cannibalization tool. Aliases must be defined in the Configuration Steps in accordance

to requirements of the tool. To run properly, it requires an ID, Name, and an Address
field from the Potential and Existing site layers.

3 contenion aape
O Add new configuration step
# [ ABons F
= I Layer Miases Identity potential sites
2 Add new laver allas B
= g @ Polential Sites 7’ Actions
7 Fiield Alizzes
£ Add new Seld alias p:;:::;lm D:W
Wy I >
il D Feeld
: STORE_ID -
2 =3 1+ {» Hame Fieid
B Sie List HAME v
W Visioie -"'"-'--..___‘
{6 Potantial Primary Trace [[atness Flad
+ A Rreas o [~ ] "--...____‘_“‘“ ADDRESS =
P sakes Fiesd
Seore -
= 0 Site List
@ Potentisd Sae 1
+ Polantiad Site 2
= Pobantiad 54 3
Potential Primary Trade Areas Display
Poteniial Difve Teme Polypons = o
! I r | | Cancel |

The Cannibalization Statistics tool also requires the layers that represent the
cannibalization. In the case of the Site Evaluation workflow the Potential Sites, the
Potential Sites trade area and the Existing Sites trade area are required. These trade
areas can be simple rings or drive times while the configuration steps can be modified to
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include any trade area generation tool by using the Add new action tool from within the
workflow manager.

= = Configuration Steps

3 Add new configuration step Cannibalization Statist
= [ 1. ldentify potential sites F 4 — — =
# [ Actions ¥ Analysis Name
: i |cannibalization Statistics |
= Layer Aliases
W Add new layer alias Potential Sites

= 2. |denfify existing stores

+ |Em @ Potential Sites ™ B ConfigStepl/Potential Sites -
. " i i 7 @ Potential Sites TA
S Tm—— P configstepl/Potential Brimary 1 -
#
F

Existing Stores TA

B 2 Aclions : : .

S B Layer Alissés -..'_'__rﬁ- ConfigStep2/Existing Primary Ti =
3 Add new layer alias P [ Help | [ Execute
¥ [E@ @ Existing Stores r 4 ’___,afﬁ

@ Existing Primary Trade —
n Areas = @

NOTE: The Evaluation steps accessed from the Workflow Manager are not
addressed in this section because they are identical to the ones described under

the Edit Workflow dialog.

How are Site Evaluation workflows saved in order to be accessed
by all users?

Site Evaluation workflow global edits will only be reflected if a user creates a new
workflow or resets an existing Site Evaluation workflow. Edits created in the Edit
Template dialog will only be saved to the Default Site Evaluation workflow template.
Additionally, any outputs saved to an existing Site Evaluation workflow will be cleared
from that workflow, will be stored in the projects contents, and can be recovered and
reloaded into the workflow from within the Site Evaluation.

To create a new Site Evaluation workflow based on recent edits:
0 Click Create Workflow from the Workflow Manager.
Click the Workflow Type drop-down arrow and click Evaluation.
Click the Workflow Template drop-down arrow and click Default Site Evaluation.

Change the Workflow Name and Description fields to reflect your project.

O O O O

Click Ok.
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Business Analyst Server Workflows

|® Create workdiow |

s

Create New Workilow

Warkflow Type
Ewvaluaticn -

Waorkflow Template

Dafault Site Evaluation -

Workflow Name
|[Evaluationworkdflowd |

Description
[Evaluatian Warkflaw |

To reset an existing Site Evaluation template based on recent edits:

0 Click on the pencil icon next to the Site Evaluation template you want to edit.

Mams Discriplion Typs

;-r-‘ SR @ valgation Whstre shoald | locate my Sles? Evabiption B [-]

1 Click the Workflow Template drop-down arrow and click Empty.

We recommend selecting Empty (selecting any other workflow template would also
work) to make sure we cleaned up the old workflow from all dependencies.

O Click the Workflow Template drop-down arrow and click Default Site Evaluation.

workflow Type

Workflow Template
Default Site Evaluation -

[Default Site Evaluation

(EvaluationTemplatel

Description
[whers should 1 locate my sites? |

How do you create a new Site Evaluation workflow template?

Creating a new Site evaluation workflow can be done from within the Workflow
Manager. You can start with the basic framework of the workflow and customize as
needed. This sample Site Evaluation workflow consists of adding potential sites, running
drive time trade areas around them, and then running demographic reports.
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[0 From the Analysis Center, click Workflow Manager.

Welcome to the Analysis Center

DefaultMap ~| Please choose a workspace and project from the list to the left then click on the Business Analyst Tools
Workspace or one of the named workflows.

Default \-\'orkspace w

Project Yy ¥

San Frandisos Tatoral Pioies:. I 5.< " Business Analyst Tools - Create, view or work with Business Analyst projects using this set of functions.

Business Analyst Server Workflows (use|Workflow Managerfo change the list of workflows below)

Introduction to Business Analyst
Server

Business Analyst Tools Tutorial %Ml Site Evaluation Where should I locate my sites? Evaluation
Overview of Business Analyst
Workflows

O From within the Workflow Manager, click Create New Template.

I;‘reate new template... |
Edit Template...

Delete Template...

Copy Template...

NOTE: Creating a new template will make this workflow template in any Project.

LI Type “Sample Site Evaluation Template” in the New Template Name text box.

You will see all the basic template information that is saved to the Empty template.
These items can be removed or modified.

[0 Leave the Base Scoring Legend unchanged.
[0 Expand Configuration Steps.
0 Remove Step 1 Identify existing stores.

[0 Remove Step 2 Identify competitors.

In this example you will analyze the potential sites based on drive times leaving the
settings in the default mode for the Identify potential sites.
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L Create new template...

Workflow Type
Ewvaluation -

New Template Name
|Sample Site Evaluation Template|

= Base Scoring Legend
@ Add new base score

Unscored o

1-Unfavorable & @
2-Poar & =]
3-Satisfactory 7 =]
4-Good 4 =1
5-Excellent Vd (=]

= | Configuration Steps
2 Add new configuration step

& [ 1. ldentify potential sites 7
@ [ 2. |dentify existing stores 7 (=]
= [ 2. ldentify competitors 7
= [ | Evaluation Steps
3 Add new workflow step

0 From the Evaluation Steps, click Add new workflow step.

0 Type “Identify and examine drive time cannibalization” in the Workflow Step
Name text box.

0 Click Ok.

Once a step is added, you must decide how this step is going to be implemented. In this
example you will run drive times only around the potential sites and visually inspect the
sites for cannibalization while manually scoring each site based on the information
provided. Because automatic scoring is not needed, and only an action is required, you
will be adding in an action for calculating drive time polygons.

0 Expand Identify drive time cannibalization.

0 Click Add New Section.

0 Click the Section type drop-down arrow and click Actions.
O Click Ok.
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Add New Section

Section Name
|A|:.'ti ons

Section type
Actions -

[0 Expand Actions from the Identify drive time cannibalization step.
0 Click Add new action.

0 Click browse from the Task Name menu.

0 Expand the Reports and click Summary Reports.

O Click Ok.

The new action for summary reports will be added to this step.

Add New Action Choose Action

Action Name Customer/Store Setup
| | [+ Trade Areas
Task Name Analyses
|.-.none [l - | = Reports
g
=i Locator Report
Customer Geographic Summary Repaort

Distance Decay Report
Market Ranking Repaort

[+ Segmentation Profiles
Segmentation Target Groups
[+ Segmentation Analyses

[+ Custom Data

You need to add a final step in the site evaluation for running demographic reports
based on the drive time polygons.

[0 From the Evaluation Steps, click Add new workflow step.
Type “Analyze drive time demographics” in the Workflow Step Name text box.
Click Ok.

Expand Analyze drive time demographics.

O O O O

Click Add New Section.
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Click Ok.

Click Add new action.

O 0O o0 o o O

Time Polygons.

0 Click Ok.

Click the Section type drop-down arrow and click Actions.

Expand Actions from the Identify drive time cannibalization step.

Click browse from the Task Name menu.

Expand Trade Areas then expand No customer data required and click Drive

[0 Click Ok in the Create New Template dialog.

The new template doesn’t appear automatically in your list of available workflows in the
Workflow Manager. This is because you created a new template that will be available in
any project. You will need to add this new workflow template to this project.

O Click Create Workflow.

1 Click the Workflow Type drop-down arrow and click Evaluation.

1 Click the Workflow Template drop-down arrow and click Sample Site Evaluation

Workflow.

O Type “Sample Site Evaluation” in the Workflow Name text box.

O  Click Ok.

Create New Workflow

Workflow Type
Ewvaluation -

Workflow Template
Sample Site Evaluation Temp -

Workflow Name
[Sample Site Evaluation |

Description
[Evaluation Workflow |

The new template you created in the Workflow Manager appears and is available from

within the Analysis Center for use.

[0 Click Sample Site Evaluation to launch the new workflow.
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Create new template...

Workflow Type
Ewvaluation -

New Template Name
[sample Site Evaluation Template]

= [Z] Base Scoring Legend
@ Add new base score

Unscored 7

1-Unfavorable rd (=]
2-Poor 7 @
3-Satisfactory rs (=]
4-Good rd a
5-Excellent 7 @

= [ Configuration Steps
@ Add new configuration step
[ 1. Identify potential sites
= [ Evaluation Steps
@ Add new workflow step
o B 5 Ide_ntifyl ang Examine Drive Time Y ) . . . _ e
~ Cannibalization 1. ldentify and Examine Drive Time Cannibalization
@ Add new section 2. Analyze drive time demographics
B Evaluation Scorecard rd :

Evaluation Status e

S

Workflow has not been configured. Please click here to start the
configuration process.

Evaluation Steps

= Scoring Legend

= E» Actions 7 @
@ Addnew action
E» Summary Reports

= [ 2. Analyze drive time demographics Vs

@ Add new section

# Evaluation Scorecard 7

] Scoring Legend

= Ep Actions Fd @
@ Add new action
£ Drive Time Polygons =]
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