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currently in that tend to have higher sales
volumes? What do people in those neighbor-
hoods buy? How can I reach them? and
Where can I find more like them? Using ESRI
spatial analysis tools, Culver‘s is able to
segment the demographics of a restaurant
location and find new areas that have similar
attributes.

Whether considered by existing franchise
partners or new franchise candidates, new
sites are always being scrutinized for potential.
“Working with franchisees requires a lot of
time; we‘re either on the phone discussing
locations or viewing prospective sites in
person,“ explains O‘Brien. He  adds that GIS
helps everyone focus on trade areas that are
more appealing before going out to visit
prospective new restaurant locations, decreas-
ing the time it takes to narrow down choices.

Benefits Abound
For FOCUS Brands, using GIS saves the
company valuable time; previously, the task of
requesting a report on a specific site for a
franchise candidate could take several days.
By allowing the real estate directors easier
access to reports and output of the GIS,
customer service has vastly improved. In
addition, the GIS usability director has more
time to perform other important tasks such as
strategic planning analysis. “Before using
SIMMS, a strategic plan would take months to
complete and would require days and weeks
in a specific market to learn the potential
trade areas. This was very costly from a travel

expense standpoint and required almost 100
percent focus for the real estate field team for
weeks,“ says Whittle.

SIMMS offers another benefit to FOCUS
Brands: the ability to accurately predict sales
for newly opened locations. “If the site model
predicts $700,000 in sales for a location, we
can feel comfortable that the restaurant will
be within a certain range, plus or minus, of
that prediction,“ Whittle adds. This helps
FOCUS Brands further optimize its stores‘
openings.  Not only can the number of restau-
rants a new market can carry be modeled, but
the opening of those restaurants can be
prioritized.

Culver‘s sees GIS as a strategic solution
that helps its franchise business grow. “GIS is a
tool to help us make even better decisions as
we continue to expand,“ says O‘Brien. “GIS
doesn‘t replace anything we have now includ-
ing people. Instead, the software has become
a necessary tool that complements our
existing business process.“

Working Hard for Franchisees
While GIS is used in the back office for analysis
and planning, Culver‘s also uses the software
to quickly and intuitively share information
with corporate managers and new
franchisees. The company‘s analysts use
Business Analyst Online, a Web-based solution
that applies GIS technology to demographic,
consumer-spending, and business data in
order to deliver on-demand analysis and
presentation-ready reports and maps to board

members and potential franchisees.  “We want
to give our franchise partners the support
they deserve,“ says O‘Brien. “We are a family
company, and this is apparent in all our daily
efforts. Without franchisees—the local owners
and operators in their own communities and
hometowns—we would not exist. GIS gives
them the ability to maximize their potential at
Culver‘s.“

Along with sales predictability and
optimization, the ability to find sites quicker
with GIS has given FOCUS Brands a strong
resource in aiding its franchisees. “GIS has
become an enabler in optimization,“ states
Sills. “Without GIS, there is no way a business
owner can efficiently sift through hundreds of
ZIP Codes and associated demographics and
accurately forecast sales of specific areas.
Using GIS, we allow FOCUS Brands to visualize
the correct spatial configuration for the
maximum revenue.“

FOCUS Brands sees GIS as a strong
resource in aiding franchisees in their site
procurement process and decisions and a
necessary tool for site selection and optimiza-
tion. Whittle strongly believes in the value of
GIS: “You really owe it to your franchise
system.“

Article by Karen Richardson, who writes
about commercial business applications of GIS
for ESRI. Karen also edits ESRI’s Business GeoInfo
Newsletter. Email: krichardson@esri.com
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