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Set Context

Examples of Real Impacts

Thoughts on Future Challenges
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Drones
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Compounding Value over Time: Local Government
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Case Studies: 

Real Impacts on Decision Making
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Social Care Integration
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Integrating Care Services
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 Spatial data held by social services, health and emergency services on 

vulnerable people is starting to be shared in protected environments to inform 

decision making.

 In one of the UK’s major cities, such data has been used to define communities 

and spending priorities more precisely than is possible from census data - down 

to a few streets.

 Whilst intuitively professionals have long known their “patch”, now they have a 

more complete and geo-referenced evidence base. 

 Further, spatial analytics is being used to inform more joined up decision 

making: case reviews are shorter, less contentious 

 However, issues of cyber-security and what constitutes personal data are in 

some cases still to be resolved.



Troubled Families
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• Programme in UK of targeted intervention for families with multiple problems, 

including crime, anti-social behaviour, truancy, unemployment, mental health 

problems and domestic abuse.

• Designed, in part, as a way to make for efficient public spending on families who 

require support from multiple parts of the state.

• £448m (AUD 0.9Bn) was allocated to the first phase of the programme which 

ran from 2012 to 2015. A second phase is now in progress.

• Allocation of funds was based on individual submissions with rewards for 

schemes that presented strong analysis and monitoring methodologies. 

• Those using spatial information approaches did particularly well. 

• Local authorities in England worked with around 120,000 families, and ‘turned 

around’ 99%. 

• Asserting direct linkage between actions and outcomes is still difficult.



Financial Spatial Analysis
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Retail Analysis
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Daily retail traffic analytics, derived from satellite 

imagery analysis persistently monitoring over 

260,000 US parking lots.

Used as a proxy to same-store sales and revenue 

ahead of earnings calls sources and traditional sell-

side research.

Monitor and track global oil inventories by 

measuring volumes from satellite imagery

Recently able to “call out” major producer for 

under-estimating their own reserves in a bid to 

increase market price.

Can beat spot market pricing by 2-3 days

World Energy Futures



Revolution in Property Valuation
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Spatial in the Assessment Process

• “Something is rotten in the state of Denmark”

• Lack of Trust in Tax system in general and Valuation in particular.

• Ministry of Finance has earmarked €100m to address the issue

• Innovative approach to use spatial data to make the system more 

objective:

• High resolution aerial oblique and vertical imagery (5cm GSM)

• Analysis of over 100 mostly spatial criteria

• Employment of 200 new “spatial analysts”

• Reduction in number of professional valuers needed
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Oblique images



Registration

Sales price: 1.850.000 DKK 

Sales date: 01.09.2012

Cadastre (‘streetlight’ indicating the quality)

Size

Shape

Slope

First row to coast or lake

Soil polution
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The new valuation system - data

Building information - georeferenced

Size

Age

Rebuilding? when

Roof material

Outer material

Toilets

Baths

Source of heating

…

Address

Owner(s)
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Direct distance to amenities

Coast

Lake

Forest

Rivers

Infrastructure (roads)

Railways (tracks)

Railway stations

Windmills

Power lines

Line of sight
Sea
Lake
Total view

‘Geodata’
Orthophoto
Oblique images
Streetview
Background map
Basedata
……
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Total line of sight



3D City Model (Digital Twin) 



Smart Cities
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Smart Cities – What do we mean?
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Would any city leader admit her or his City isn’t smart?

More sensible approach is to define the principal domains:

 Smart Urban Planning

 Smart Infrastructure (IoT)

 Smart Transportation

 Smart with Pollution – air quality, noise

The problem is we need to do all of the above simultaneously and at a faster pace 

than ever before.



World Bank: Open Transport Initiative
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 In Manila, the economic cost of 

congestion is estimated at $60 million a 

day.

 Transport agencies have little access to 

basic data, such as traffic speeds and 

patterns.

 The World Bank partnered with major 

rideshare and navigation services 

companies to combine and make public 

their traffic data. 

 Producing better informed infrastructure 

and traffic management decisions and 

improved relationship between 

companies and city leaders.



Thoughts on the Future

Better Communication with Decision Makers
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UK National Information Infrastructure (NII)



Economic Impact of Geospatial Services
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Source: 

https://www.alphabeta.com/wp-

content/uploads/2017/09/GeoSpati

al-Report_Sept-2017.pdf



The elevator pitch

Two key elements:
1. Pain statement – what problem are you 

trying to solve
2. Value proposition – how will your venture 

solve the problem
Four tests:
1. Succinct
2. Easy to understand
3. Greed inducing
4. Irrefutable
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Source: http://www.youtube.com/watch?v=Tq0tan49rmc
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