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SPECIAL ISSUE ON ‘SPATIAL STATISTICS FOR BUSINESS
AND SERVICES’

Editorial

This special issue was inspired by the papers presented at the conference The Value
of Statistics for Business and Society hosted at the Catholic University of Sacred
Hearth of Milan, Italy, on the 14th and 15th of February 2013.

To explore the issue, we invited researchers to submit manuscripts through a
call for papers and held round-table and informal discussions at the conference. We
could not publish all the articles received; nevertheless, we hope that all the
conversations and suggestions that emerged during the preparation of this special
issue have stimulated debate on the topic.

Research on spatial statistics has been conducted in many fields, including
economics, climatology, ecology, epidemiology, environmental science, and image
analysis. Geostatistical, areal, and point pattern data are types of spatial data that
inform a number of statistical methods and applications. Recent research focuses
primarily on autocorrelation analysis, maximum likelihood and pseudo-likelihood
estimation, asymptotic properties of estimates, Monte Carlo simulations, and
Bayesian hierarchical models.

Despite this variety of techniques, the use of spatial statistics for business and
services has not yet been fully addressed. In this special issue, the papers discuss
diverse topics, including the territorial dimension of the productive system, spatial
market potentials and the optimization of retail networks, georeferenced IRT
models, models for identifying spatially contiguous areas, and the use of
geomarketing for strategic decision-making. The approaches are original and
innovative for both the worlds of business and services.

We hope these papers play a role in establishing a new foundation for research
to improve the management of enterprises in a globalized world, where the
territorial component is strategic and essential.

The first paper, titled ‘The impact of the economic crisis for Italian exporting
sectors: A spatial-statistics analysis’, by Boselli et al., explores the stress and
resilience of the Italian productive system during the current economic crisis. The
authors discuss the possible causes of the economic stress due, in particular, to the
fall of the internal and external demand of goods and services. They show that the
lack of competitiveness diminishes trades and weakens the manufacturing system
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differently with respect to economic sectors and geographical areas and aim to
pinpoint sectors and areas hidden by and resilient to crisis. To this end, a system of
scores that concentrate the available information was created and subsequently
modelled by making use of geostatistical methods.

‘A comparison between the geostatistical potential model and the discrete
choice logit models in the estimation of spatial market potentials’ by F. Finazzi
compares two approaches for the estimation of the spatial market potential of a
retail product over a retail trade area. One is the discrete choice logit models and the
other is based on the geostatistical potential model. In both cases, the spatial market
potential is evaluated by considering the sales data of spatially distributed stores,
the features of the stores and some other measures of the competition between
nearby stores. The author shows that geostatistical potential models outdo discrete
choice models. The methodological aspects are complemented by an application to
estimate the spatial market potential of a daily newspaper and the related optimization
of the network of news stands.

In ‘Public geomarketing: Georeferencing IRT models to support public
decision’, S. Di Zio and L. Fontanella discuss the collection of data on input and
feedback from citizens for local marketing purposes. The authors propose to
highlight citizens’ needs through an innovative instrument called a spatial
questionnaire. Then they use the potentiality of the item response theory (IRT)
models to measure the latent variables of the spatially distributed needs of a
community. Both the data collected with the spatial questionnaire and the resulting
estimates of the georeferenced IRT models represent valuable information to guide
public geomarketing. The methodology is applied to locate the fish markets
appropriate for the ship owners of the Pescara harbour. The authors propose a
procedure to identify homogeneous and spatially contiguous areas between the
municipal and regional levels in Tuscany, Italy. Demographic indicators based on
resident populations and some spatial attributes of municipalities are used as input
of a spatial clustering and a regionalization model in order to obtain a number of
areas that minimize the inner heterogeneity of the demographic structure under the
constraint of spatial contiguity. The approach is useful to identify local super-areas
around metropolitan areas.

In ‘How the science of geomarketing helps strategic decision-making in a
context of information redundancy’, Di Nisio et al. examine how the science of
geomarketing can help decision makers’ choices. The work analyses the metropolitan
area of Chieti and Pescara, which is characterized by a large number of malls
located in a limited territory. Here the redundancy problem is associated to the
overlapping isochrones of shopping centres that require a dynamic management of
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catchment areas. The hypothesis is that, in a context of shopping centres which are
close to each other, attractiveness does not depend only on travelling time, but also
on the ability of the managers to make quick and appropriate offers. The statistical
methodology proposed by the authors is a combined approach of negative binomial
and conjoint analysis in order to find the most successful combinations of products.

‘Churn prediction in telecommunications industry: A study based on bagging
classifiers’, by A. Canale and N. Lunardon deals with the propensity of customers
to cease doing business with a company in a given time period. In the
telecommunications industry, customer retention can be more important than
customer acquisition because it is far less expensive. Therefore, the prediction of
churn is both a marketing and a statistical issue. The authors propose a new
approach based on bagging, a technique for generating multiple versions of a
classifier to get an aggregated one. By applying the technique to a dataset from a
European telecommunications company, it is shown that the bagging classifiers
lead to a substantial reduction of the classification error rate.

In the end, we wish to extend our thanks to Luigi Fabbris for making this
special issue happen and to the reviewers who lent their time and expertise with their
generous reviews.
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