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Abstract 

Geospatial analysis is the study of how a population affects an area and how an area 

affects the settlement and attraction of a population. Many businesses must consider the factors 

and variables that can lead to the business’ success or failure. The research discusses the various 

ways the population demographics (or population characteristics), physical characteristics of an 

area, the accessibility of an area by people, and other factors that may affect the survival of a small 
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retail business planning to locate in the Downtown Binghamton area. Firstly, the paper will focus 

on small businesses because their success drives the economy of a city. Next will be an 

explanation of what geospatial market analysis is and why and how businesses use it. Along with 

maps that were created using the Geographic Information System (GIS) program to study the 

Downtown Binghamton Area, highlighting the factors that affect businesses will further 

demonstrate the need for geospatial marketing analysis. Best practices and recommendations will 

be discussed and conclude the paper.

Key Words: Geospatial Analysis/Location Analysis/Spatial Analysis, Geographic Information 

System (GIS), Demographic Characteristics, Site and Situation, Target Area, and Target 

population. 

Introduction 

The country is constantly going through technological and economic changes as well as 

going through cycles of slow to rapid changes. Along with this progression, cities are 

transforming all around the country as well (Economic Geography). The City of Binghamton in 

New York has a long and rich industrial economic history, however, in the past few decades, 

many of Binghamton's largest firms have outsourced jobs, moved to low wage countries or areas, 

have downsized or closed down completely. Subsequently, many small businesses in Binghamton 
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suffered. The ongoing economic decline left many people jobless; some people left the area to 

pursue a search for a job elsewhere. Many downtown businesses started to fail due to a drop in 

the number of customers; buildings around the Binghamton area became vacant. Rehabilitation 

and urban planning projects to foster business shape the cities in which they are located, but 

unfortunately, it is very difficult to plan and reconstruct successful neighborhoods.         

Binghamton's local government and Binghamton's Economic Development Office's 

(BEDO) mission is to build a desirable city, which includes a safe city where people can live, 

work, learn, practice religion, and enjoy activities Binghamton has to offer. BEDO works to 

improve its diverse community to generate economic activity, sustainable growth, civic 

engagement, and connection within the community (Cityofbinghamton.com). BEDO offers 

government services that maintain and improve the success, measured by consumer attraction, 

activity, and profit of the Downtown and neighborhood business districts which will further 

encourage other small business practices. BEDO assists business start ups, expansion, and 

relocation to the City. Incentives are created by the Binghamton Economic Development Office 

to attract entrepreneurs to set up shop in Binghamton (Cityofbinghamton.com).

Focus on Small Businesses 

Small and medium sized firms are highly vulnerable to market conditions and must study 

the feasibility in terms of location, profit, and customer base of their business in order to survive.  

One of the services the BEDO provides is siting assistance; the office offers up-to-date detailed 
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information and data of available properties to help potential developers and entrepreneurs settle 

in the area. Siting data and programs include many maps of locations, neighboring businesses, 

distance to major roadways, and any essential information a business requires to determine a 

location and to become successful (cityofbinghamton.com ).   

Successful cities focus on the service based economy. Service based economies are 

consumer necessities or entities such as restaurants, thrift stores, barber shops, or repair shops. 

Consumer outlets are more likely to be successful even during times of economic hardship. The 

focus on service industries proved to be a way for cities to reinvent themselves economically 

(Bronstein, 27). New York City has undergone this transformation and has experienced strong 

economic development based mostly on the growth of their financial service sectors, after a 

period of long decline (Bronstein, 27). 

Geospatial Market Analysis 

Urban geography involves the study of cities and metropolitan areas by studying 

relationships among a system or group of cities at the regional, national, or international/global 

level. Planners look at spatial interaction, the internal locational arrangements of people, 

activities, and institutions within metropolitan areas. Geographies of retail and consumption 

became some of the main topics of the 21st century (“Economic Geography”). 

Geographic Information Science (GIS) is a program that utilizes geographic data to map 

information such as population distribution, age distribution, levels of income, educational 
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attainment, distribution of stores and businesses, and many other variables that help businesses 

become familiar with an area. Businesses in urban areas use GIS to integrate data from a variety 

of sources to plan for market area change, to analyze sales performance, and to select locations for 

new businesses or identify existing locations where performance is unsatisfactory (ESRI). Data is 

retrieved from census and government sources and also from consulting firms and company 

records. Based on census tracts, local planning districts, traffic activity zones, retail market areas, 

or individual household characteristics, GIS analyzes various business growth scenarios through 

locational and spatial analysis.  Locational analysis is the mappable patterns or the geometry of 

the objects geographers study. Variables include distance, direction, and position of a business; its 

accessibility or proximity and connectivity from a network such as a highway or from the target 

customer and from other businesses, and its site and situation (Ghosh, 17). The situation is the 

relative location the retail business is considering, which is the target area. The situation is 

directly responsible for its economic success and population growth and the target customer 

should be found in that area. Spatial analysis helps businesses evaluate a site (the actual store 

location) by its attractiveness to consumers (Richards, 109). For example, if the location is visible 

from a busy street or highway, someone is more likely to drive in and shop. Also because it’s ease 

of accessibility, clusters of shopping areas of similar or complimentary businesses is beneficial 

because customers are more inclined to stop and enter the store if they are already shopping at a 

large discount store such as Target, or an anchor store such as a department store like Macy's in 

the shopping complex, thus increasing profit for the new and developing business (Ghosh, 20). 
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Other accessibility factors such as proximity to bus stops are highly desirable for the population 

who rely on public transportation to shop. The closer a retail entity is to a bus stop, the more 

traffic the business receives and the more familiar people in the area become with the business 

(Jones and Simmons). Ingress and egress are the easiness of entering the store or shopping area 

from the street and leaving the parking lot by car. Competing stores who sell the same or very 

similar quality products are mapped to find the trade area. The trade area is the customer base 

potential of existing and/or developing business. Competition may be beneficial by locating in an 

area where the same target customer shops, but it may be detrimental to the new business if the 

competition's consumer population is loyal to that retail entity (Richards, 96).  

Examples of Demographic Study in Downtown Binghamton, NY 

I have created maps using the GIS program and data I downloaded from ESRI, CUGIR, 

and census.gov which are geographic information websites. These maps are examples of 

population demographics which include population characteristics. I have included other 

variables such as the urban area, occupied housing, student population, bus routes, and the 

Binghamton flood plain. 

The Binghamton MSA is the Greater Binghamton region, the area surrounding Binghamton and 

is comprised of all of Broome county and Tigoa County (Binghamton, NY-Community Profile). 

The Downtown area is the most urbanized area of Broome County and is attractive and suitable 
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for many businesses. As the image demonstrates, urban areas have a higher population density 

and traffic. As a result, there is more commerce and a higher concentration of businesses within 

the urban area than in a rural area. Boundaries of Downtown Binghamton's urban area are 

surrounded by the orange line in the figure below. The light blue line is Main Street and Court 

Street, the major roadway that runs through the urban area where businesses are typically and 

currently located. 

> 

Figure 1: Urban Area of Binghamton, NY

Age population maps are necessary if a business wants to target a specific age market 

group. For example, if a children's clothing store plans to open its business on Main Street, it 
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should look up the population of children in the area and families to determine whether or not 

the appropriate population exists in the area in order for the store's feasibility. These maps 

indicate what age groups dominate the urban area. The age group ranging from 21-29 years old is 

highly concentrated within the above area. 

> 

Figure 2: Population Less Than Age 5 
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   Figure 3: 

Population Ages 5 to 20 
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> Figure 4: 
Population Age 21 to 29 
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> Figure 5: 

Population Age 30 to 49 
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> Figure 6: 
Population Age Greater Than 50

In addition, gender is an important variable within a population to determine if a business 

geared towards males or females locate specifically in an area that is concentrated with that 

gender. For example, a Women's Accessory store may be more appealing to females, so it is 

logical to locate in an area where many females reside. 
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> 

Figure 7: Gender Population in Downtown Binghamton

If a business targets a certain ethnic group, racial mapping may be significant to 

determine where these ethnic groups reside and if they are clustered in one area or are distributed 

throughout the area. The Caucasian population dominates the area, but downtown Binghamton 

is diverse enough to attract businesses that cater to a specific group such as the Black, Asian, and 

Hispanic/Latino populations. 

Dow Page 13


