
      

24 

Volume 3, Issue 3, Autumn 2023, Pages 24 to 40 

Journal of  
Value Creating in Business Management 

https://www.jvcbm.ir 

Mohammad Mahdi Rezvani, meisam Keshavarz, Mohammad Hadi Asgari: Geomarketing, the superiority of the place 
element from the marketing mix, case study: the expansion plan of the garment stores in districts of Tehran. 

 

Original Article (Mixed)  eISSN: 2980-8359 
 

Geomarketing, the superiority of the place element from 
the marketing mix, case study: the expansion plan of the 
garment stores in districts of Tehran. 
 
Mohammad Mahdi Rezvani1  , meisam Keshavarz2  , Mohammad Hadi Asgari3,4   
 
1- PhD of Remote Sensing and Geopatial Information System, Chairman of GeoMarketing Committee of Iran 
Business Management Association. 
2- Graduated from the comprehensive business management doctoral course, Chairman of Writers and 
Translators Committee of Iran Business Management Association, The head of the committee of writers and 
3- Assistant Professor, Department of Business Management, Tonekabon Branch, Islamic Azad University, 
Tonekabon, Iran. 
4- President of Iran Business Management Association. 
 

Abstract 
Geomarketing is a new interdisciplinary knowledge that has been increasingly used 
with the development of technology and tools for collecting location data, especially in 
organizations developed in the geographical area. In fact, GeoMarketing should be 
considered as a kind of engineering of the neglected element of location in minimizing 
the uncertainties of marketing policies, so that it has the ability to challenge the 
traditional models of developing marketing strategies. GeoMarketing should be 
considered as a scientific and operational strategy in measuring the spatial 
acceptability of policy feedback before adopting them on the basis of smart maps. The 
purpose of this article is to examine more closely the capabilities of the development 
of the Place element on the basis of the GeoMarketing strategy in relation to each 
elements of marketing mix (price, product and promotion). which by providing a new 
definition of this topic along with the basic explanation, Implementation steps of 
Tehran's standard geomarketing project to guide the policies of a business.. 
In this article, by collecting information and processing them in 7 business 
components, in relation to the extraction of neglected potentials in the development of 
the branches of a clothing brand, by implementing multi-criteria decision analysis and 
the weighted average result of collecting the opinions of 11 experts in the field of 
clothing on the software platform ArcGIS was implemented. In the end, the three areas 
of Artesh Boulevard, Abshenasan and Shohada Square were identified as areas of 
potential with pedestrians and left for interpretation. It is obvious that this new topic is 
in the early stages of its maturity and it is suggested to discover its practical 
capabilities in other business topics. 
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Extended Abstract 
Introduction 
Geomarketing was first proposed as a new marketing method in 1990, and research-oriented 
articles mention the advantages of including geographic information in marketing methods 
(Shweta & Rohit, 2023). This method was used over time with the development of 
technologies related to location calculation, such as the Global Positioning System (GPS), 
even for the banking industry and the development of urban tourism (Sabet et al., 2021). In 
general, geomarketing is the set of activities in which location information is used to improve 
the accuracy and efficiency of marketing programs. It is worth noting that this information are 
extracted from various sources such as GPS; field observations; aerial and satellite images; 
digital maps; local data; etc. (Shweta & Rohit, 2023). 
Choosing optimal locations in a store development program is one of the main conditions for 
the success rate of a store. The problem that was tried to be answered in this research with a 
scientific and operational solution by the basic implementation of the geomarketing strategy 
in the branch development program of one of the clothing brands in Tehran. In line with the 
basic explanation of geomarketing services, the superiority of the element of place for each 
and every elements of the marketing mix has been elaborated; and then the implementation 
steps of a geomarketing project were presented in order to find the most productive locations 
in a store branch development program in Tehran's clothing field. For this purpose, by 
considering 6 main components in the optimal location selection of store locations in the 
clothing field, in relation to the collection of spatial data and their processing, a multi-criteria 
decision-making model was implemented. Then, the processed components were weighted 
based on the opinion of active experts in this field, and the most potential locations were 
extracted in the developed model. 
 
Research literature 
The main goal in the new geomarketing strategy is to scientifically consider the neglected 
element of location in business decisions. Philip Kotler, the father of modern marketing 
science, was the first to codify the marketing mix concept as it is today under the title of 4P 
(Perreault & McCarthy 2002); and 7P, 15P, and 44P models were also developed later. 
Meanwhile, the combination of four elements including location, promotion, price, and 
product is the main reference of researchers in this field such as Singh (2012). 
Understanding that every customer is located in a geographical point of the earth having the 
nature of location is the main key in defining and explaining geomarketing services in each 
and every elements of marketing mix. In fact, geomarketing should be called the engineering 
science of location, the result of the intersection of marketing science and geographic 
information science (GIS). It is obvious that explaining the concept of geomarketing requires 
examining the services and capabilities that can be provided in each and every marketing mix 
elements (García et al., 2022). In the following, considering the research articles of Ramadan 
et al., (2017); Farmanesh et al., (2017); Cliquet & Baray (2020); and Baray & Pelé (2020) to 
derive a standard mechanism in how to define, collect and process business indicators in a 
geomarketing project was discussed with a case study on the optimal location of new 
branches of a clothing brand in Tehran, considering 6 components including household 
density; financial ability; foot traffic; away from competitors; micro business density; and the 
accesses were investigated. 
 
Research methodology 
The present research was carried out by implementing the practical steps of geomarketing 
with the sample of Tehran. After defining the project and assessing the need, determining the 
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information layers determined in the previous stage and taking action to collect and update of 
the available data was performed by using different tools from different sources. In the 
preparation phase, the spatial data that was collected from different sources in the previous 
phase; sometimes in different formats, was integrated; and after cleaning, necessary measures 
were taken to prepare them in order to implement advanced spatial analysis, which is known 
as data cleaning and GeoData preparing. GIS Ready, GeoData Referencing, and GeoDatabase 
Implementation can be mentioned among the measures taken in this stage. In the processing 
phase, the raw data collected and prepared with the processes required by a project and 
explained and defined in the analysis phase of the need and definition of the project are 
upgraded to the maturity level of information. Thermal maps or heatmaps are among the most 
widely used outputs at this level, which are referred to under the Spatial Analyst analysis 
collection in the user space of spatial data science software (DANIELE, 2019). In the 
conducted research, a number of outputs derived from the above analysis on the data collected 
in Tehran city were mentioned. The household density component taken from the latest 
census of the Statistics Center, Financial ability component derived from the average rental 
price of the neighborhoods of Tehran, foot traffic component derived from the 
implementation of proximity analysis on the data of commercial centers and shopping centers 
in Tehran, and the distance component from competitors through the collection of the location 
of more than 1000 store locations of garment area in Tehran city from Google Map data, 
micro business density component based on more than 36,000 micro businesses registered in 
Google Map and accesses including the integration of parameters of main roads with 
maximum impact, secondary roads at the second level of importance, taxi stations, buses, 
subway and parking lots at the third level of importance, were collected with weights of 40, 
35 and 25, respectively. In order to process the six data mentioned in the extraction of high-
yield points in the aforementioned store development planning, a specific placement model 
based on the multi-criteria decision-making algorithm or MCDM was developed based on the 
Raster Calculator analysis of the Spatial Analyst analysis package in the ArcGIS software 
space with the obtained weights. In the special integrated model developed in the processing 
of components in order to implement multi-criteria decision analysis, the blue circles 
represent the variables (six components and their subsets), and the yellow rectangles represent 
the processing steps in the data processing, which is implemented in the last part of the 
decision analysis . 
 
Research findings 
The results of the weights assigned to each of the 6 components acquired from the average 
expert opinion of 11 people active in the field of clothing were presented in a table. Also, the 
results of the output in the integrated model indicate the existence of three areas full of 
neglected potential in the field of clothing in Tehran, including the first area (Artesh Blvd.) 
between Sohanak and Oshan Boulevard; the second area (Abshenasan highway) between 
Ashrafi Esfahani and Bakeri highways; and the third area (Shohada Square to Imam Hossein 
Square). All the above three cases were located in the commercial centers of Tehran city, 
while in the field surveys, the accumulation of the presence of medium and large shopping 
centers including Parnian Center, Mahtab, Nakhl, Morvarid and Shemiran Center was only 
within the determined potential range of the first range. The occurrence of the same issue in 
the second area, including Qaim, Maryam, Ghadir shopping centers, as well as Goldis, Bahar 
and Zomorrod shopping centers in the third area shows the high potentials of the clothing 
field in the proposed areas. 
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Conclusion 
Managers of any business always make strategic decisions to determine the survival and 
success of that business. Ignoring each of the different success parameters makes decisions' 
success faced with challenge. Decision-making algorithms and analyzes in GIS not only 
consider all the influential parameters in the form of information layers, but also determine 
and define the impact of each one by the ability to weight each one (Tu Le et al., 2023). In 
practice, at this level, the intra-organizational, peripheral, and extra-organizational 
information layers that were prepared and processed in the previous stages were modeled in 
different scenarios and weight combinations using advanced spatial data science analyzes so 
that the feedback measurement and spatial acceptability measurement of decisions and 
policies makes it possible on the basis of the map. In this strategy, it is important to minimize 
uncertainties by optimally allocating resources to the most productive points in the geography 
of the market. The uniqueness of geomarketing evolves by integrating functions and spatial 
analysis in order to solve problems related to the development of local, regional and extra-
regional markets with different social, economic and political approaches as the driving force 
of modern marketing knowledge (Tkhorikov et al., 2020). 
Marketing mix elements are one of the main topics that are always cited and evaluated in the 
formulation of marketing strategies (Thabit & Manaf 2018). Location is one of these pillars 
that, due to the development of information infrastructure and software based on GIS 
knowledge, is able to provide unique capabilities along with the development of businesses 
and brands in global markets (Matheus et al., 2020). 
The authors of the article believe that the absence or lack of standard location data has made it 
difficult to refer to the achievements and outputs of geomarketing in practice. In this article, 
by explaining a comprehensive definition, it was tried to investigate the geomarketing 
solutions that can be presented in each of the elements of the marketing mix, and its 
applications were introduced by determining the implementation steps with reference to 
Tehran's business data. 
It is suggested that case studies on the implementation of the services of this strategy to be 
implemented in other business areas such as restaurants, banking industry and broadcasting 
industry by the researchers of this field, and geomarketing services investigated specifically 
for each of the elements of the marketing mix based on real business data. 
 


