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Geospatial Hype Cycle
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Agenda

Three big ideas:

e The cloud as an agent for wider collaboration

e Everything happens somewhere - geography as the
ultimate integration tool

e Story Maps - The power of simple visualisations to
convey complex information
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Projects are about People:

The cloud facilitates collaboration
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Key attributes of the cloud

e No longer necessary to even know physically where or
how data is stored

e More and more data readily discoverable on the web or
searchable through data aggregators e.g. Google, ESRI’s
Community Map and Government data portals

e This leads to:
- Lowering the “barriers to entry” - cost and personnel
- Non-invasive approach
- Reduced need for central planning
- Encourages new collaborations
- Serendipitous results
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Geography: the ultimate integration tool



Geographical Informa
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tegration: everything happens somewhere

The volume and diversity of pervasive data sources is
increasing dramatically - its a “big data” challenge

To “mine” knowledge from these Petabytes® of real
time/3D data requires new approaches to database
management

Grid computing and noSQL (not only SQL) advances are
enabling discovery of new information “patterns” only
possible using location attributes.

Key Applications
- Insurance catastrophe modelling and climate change
- Retail consumer behaviour
- Transport modelling

onsultingWhere - *1 Petabyte = 1 million Gb



Culture and Place in Auckland, New Zealand
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Story Maps

Telling complex stories simply



American Presidential election

Superstorm Sandy Election Impact Map

How will Superstom Sandy affect voter turnout in the 2012 US presidential election? Explore precinct-level data from the 2008 More maps *
election overlaid on FEMA impact zones for the disaster. Darker shaded counties indicate areas that were most damaged by
the storm.

Visit our disaster response page to request assistance from Esri. For media inquiries, contact us at newsmaps@esri.com.
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Crime and Deprivation in UK

[Key © offence (O Accused address Deprivation Poorer ll Hl M W Richer,

Guardian data blog, Simon Rogers:
http://www.guardian.co.uk/news/datablog/2011/aug/16/riots-poverty-
map-suspects
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Call to Action

The reasonable man adapts himself to the world:
the unreasonable one persists in trying to adapt
the world to himself.

Therefore all progress depends on the
unreasonable man

George Bernard Shaw
from Man and Superman
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Take Away Points

Let’s make our messages simple:

e The geo cloud facilitates wider collaboration
e Integration - data mining new knowledge using location
o Story maps to present complex data simply

A final thought:

e In an increasingly resource constrained world,

geospatial is an undervalued agent of efficiency and
reduced costs

- Why? because we don’t speak economics (Rol, GDP ... )
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Thank You

Email: andrew.coote®@consultingwhere.com
Twitter: @acoote
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Back Story: Additional Slides



Value Created by Personal Location Data

The value of the major levers increases to more than $800 billion by 2020

5 billion per annum

End
user Lever

GPS navigation (including smart routing based on
real-time traffic)

* People tracking (social networking and safety)

= Location sharing on social community applications

= City/regional guide, neighborhood service search

= Entertainment such as mobile gaming based cn
location

Remate personal car safety/monitoring
(e.g.. OnStar)

Geo-targeted mobile advertising’

Automatic toll collection based on mobile phone
location

Optimized urban transport infrastructure planning

Organizations

Retail business intelligence based on location-
related customer behavior (e.g., optimizing store
layouts based on a shopper's movement pattem)?

Total
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Revenue accrued to
service providers

39

I
27

510

n/a
i
100-120

Quantifiable monetary value
to end customers

500
|

44-57

gg 600700

Value shift of

$8 billion—15 billion

Source: McKinsey Big data:

The next frontier for innovation, competition, and productivity



Entertainment: Games and Film

HOME GAMES COMPANY JOBS CONTACT

Available on the

P .
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E-Commerce: bits and atoms

Commerce 3.0

Milo* ebY
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Augmented Reality

O vodafone
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