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Abstract 

Retail marketing geography has traditionally employed static gravity models for location 
analytics based on probabilistic consumer demand. Such models however, provide little 
insight into the dynamic space-time diffusionary processes and events within a store level 
trade area (SLTA) that lead up to the end state of market structure equilibrium condition 
which these models predict. In addition, attempts to display dynamic space-time events 
in GIS have produced visualizations that are perceptually complex and difficult to easily 
understand. Further those attempts fail to take advantage of transdisciplinary literature 
from psychology and brain science that suggest image simplicity and visual familiarity are 
the key elements to faster perception and better visuospatial understanding of objects, 
images and visualizations. We address these issues with our visualization model called 
Avatar. Avatar uses Bayesian inferences to  link the Bass model to a spatial allocation 
methodology which is designed to provide faster and better visuospatial understanding of 
complex “geo-big-data”. We then introduce the steps necessary to create our Avatar, 3-D 
semaphoric space-time visualization diffusion object.  

Avatar was originally designed to visualize an ensemble model consisting of the 
integration of Bass, Huff and Berry concepts with a Bayesian inference framework for 
visualization of determinant attributes and demographics. In this way we can map the 
timed hierarchical diffusions of new innovative products throughout the SLTA as well as 
any evolving store network.  Our approach is empirically supported by 5 years of panel 
data from the Southern California market. In addition, we provide priors linked to 
statistical demographic units (i.e. Census Blocks) for spatially allocating and distributing 
the Bass model forecasts through the SLTA. We conclude that our validated space-time 
diffusion visualization will potentially strengthen local “location analytics” and extend 
such analysis methodology across many spatial temporal domains.  

Keywords: Location Analytics, Location Intelligence, GIS, 3D, Visualization, Bayes 
Theorem, Bayesian Inference, Huff Model, Bass Model, Berry Model, Avatar, Space-Time, 
Trade Area Analysis, Trade Area Structure and Shape, Hierarchical Innovation Diffusion, 
Polar Azimuthal Equidistant Projection, Discrete Choice Models  
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Introduction  

“As the mass of data generated to understand business problems increases both in terms of variety as 
well as complexity, better methods are needed to display, communicate and analyze such information” 
(Huff, 1981).  

When Huff published this statement in the fall of 1981, the first fledging IBM-PC had just been introduced 
and yet Huff’s statement today is as timely as it was over 34 years ago. Today increasing quantities of 
digital information, in various forms and complexity, are accumulating at increasing orders of magnitude, 
over shorter and shorter periods of time. If this information can be presented in familiar and recognizable 
visual formats, the literature of psychology and brain science tell us we can leverage the brains powerful 
cognitive recognition abilities through visualization design, of the “geo-big-data” order of magnitude, 
resulting in faster perceptual transfers of both meaning and understanding.  

In retail marketing geography, going past 2D visualizations, may hold potential for greater understanding 
of the complex “geo-big-data” of consumption behavior at the micro-analytic (Mason, 1975) urban store 
level trade area. Understanding the  “big picture” of diffusion of adoption (Rogers, 1976) for a trade area 
as well as the adoption effects of space and time on product life cycles (Bass, 1969), may potentially 
strengthen a retailer’s ability to focus both on store level trade area shapes and structures (Mason, 1975) 
and also the store level sales processes that drive the adoption of new product innovations across entire, 
evolving store networks (Berry, 1971).  

To this end our study presents a novel approach for visualizing and exploring the space and time 
dimensions of panel geo-big-data. Such visualizations may offer new insights into the use of Euclidean 
distance to identify interesting correlations (Bunge, 1962) from a mathematical geography perspective 
(Goodchild, 2008). Polar azimuthal equidistant projections in geography are not new and date back, over 
1000 years, to the Muslim scholar al Biruni (King, 1996) but there are current and familiar examples such 
as the United Nations (Figure 1). 
   

 

Figure 1.  Example of a familiar polar azimuthal 
equidistant projection  

 
But few, if any examples in the literature, replace the meridians or longitudinal frames of reference with 
temporal frames of reference. We refer to such an approach as the Avatar concept (see Figure 2). 
 
The Avatar was developed jointly as a novel and innovative visualization for a robust ensemble model we 
also developed to link Bass, Huff and Berry hierarchical innovation diffusion concepts. The ensemble 
model “introduces a Bayesian framework for inference, visualization and hypothesis testing of…” (Lemey, 
2009)  innovative product life cycles (e.g. Bass Model) throughout and across store level trade areas (i.e. 
modified Huff/Bayes), as well as across and throughout evolving networks (i.e. Berry Model).  

We begin with a brief review of the history of store trade area analysis and visualization, to provide 
context to what follows. We then outline the steps needed to build an ensemble space-time trade area 



 Location Analytics: Space-Time Diffusion Visualization 
  

 Pre-ICIS Workshop on Locational Analytics and Big Data, Fort Worth, 2015  3 

visualization model, proceed sequentially through these steps and end with the product, a 3-D printed 
Avatar model.  

 

 

Figure 2.  The Avatar Concept – a time-modified polar 
azimuthal equidistant projection 

 

Discussion 

Visualizations of gravity models have been popular in geographic information system (GIS) applications 
and still dominate retail trade area analysis, location analytics and location intelligence activities. Gravity 
models are a class of spatial interaction models (Haynes, 1984) that calculate non-subjective, empirically 
based, probability estimates of static retail trade area demand limits (Huff, 1963).  

Their long history and development is depicted in the flow chart found in Figure 3.  

“When a new phenomenon (bus stop, emergency center, retail store or even advertising campaign) is 
introduced into an existing spatial market, DISCRETE CHOICE models estimate the eventual market 
structure equilibrium rather than the PROCESS of attaining it.” (Allaway, Black, Richard, Mason, 1994) 

A typical example of a trade area analysis visualization can be seen in Figure 4, but it provides little if any 
information about the spatial and temporal differences of neither standard product sales nor innovative 
new product sales, or any information about the intervening spatial temporal states of hierarchical 
innovation diffusion evolving throughout the trade area. In other words there is no dynamic, high-
resolution, temporal component in Figure 4, much less any visualization of a space-time scenario.  

Space-time visualizations in GIS have been attempted (Kwan, 2004) with varying degrees of 
comprehensibility from the perspective of an educated observer. Figure 5 shows the effect of joining a 
functional map with the dimension of time. But it is difficult to sense any temporal context of beginning 
or end, and once the added explanation of an increase in elevation representing an increase in time is 
added, the sensory visual perception overloads and the comprehensibility factor for the model reduces 
significantly for the non-expert, educated observer. In gestalt theory this is because the literal objects 
presented in the visualization  do not in and of themselves relate to any familiar representations of time – 
for example like a clock face might. The mind’s perceptual system, once set for the expectation of 
geographic objects like maps, cannot easily incorporate other dimensions. Connecting spatial and 
temporal dimensions in this way fails to take advantage of the extensive body of brain science and 
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psychological literature that clearly indicates that the key to improving object recognition and 
understanding, associated with human perceptual processes, is simplicity and familiarity.   

Other attempts at space-time visualizations have included “clock images” being placed on maps with 
interpretive “roses” added to facilitate interpretation of the space-time dimensions (see Figure 6). It 
continues to remain remains difficult to envisage.  

Is there a perceptual-neutral space-time visualization that is easy for anyone to comprehend, regardless of 
analytic skill and still be able to amplify meaning,  while reducing the volumes of very large data sets into 
simple objects that can easily be understood? 

Therefore in this study our key strategy is to reduce wherever possible what we consider noise or 
confusing unnecessary details; thus we look at only the necessary and sufficient dimensions, space, time, 
and attributes.  

Visualization Research Question 

How can dynamic consumer and/or customer areal unit distribution patterns best be visualized in space 
and time; as “consumers” convert to new “CUSTOMERS” and customers repeat purchasing behavior 
through the process of adoption during the product life cycles of new innovative products diffusing across 
Store Level Trade Areas (SLTA) and evolving hierarchical networks of store?  

This is the essence of the visualization problem we are addressing.  
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Figure 3.  Spatial Model Genealogy  

 

 

Figure 4. Trade Area Analysis (Huff, 2008) 

SOURCE:	Spanish	trade	AREA_viena98.pdf	

Spa al	Interac on	Models	applied	to	the	Design	of	Retail	Trade	Areas	
Coro	Chasco	Yrigoyen,	Jose	Vicens	Otero.	L.R.	Klein	Ins tute,	Autonoma	University	of	Madrid,	Spain	
1998	–	coro.chasco@uam.es;	jose.vicens@uam.es	
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Figure 5.  Space-time aquarium showing the space-time paths of African and Asian 
Americans in the sample (Kwan, 2004). 

 

 

Figure 6.  Map Clocks (Longley et.al. 2011, p.316)  
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Methodology 

It all began with a very simple, hand drawn (Figure 7) , visual hypothesis.  

 

Figure 7.  First Conceptualization 

 

However “complexities” soon became apparent. There was a major incompatibility between the Huff 
(space) and Bass (time) models. Early attempts to resolve these differences are visualized in Figure 8.  

 

Figure 8.  First Huff-Bass Conceptualization 

 

Ultimately we formed an approach that included a transdisciplinary collaboration with computer science, 
natural science and mathematics, arts & humanities as well as many serendipitous inputs from various 
colleagues along the way and many conversational “gedankenexperiments”1 before operationalizing the 
final Avatar.  

Excel was used as a test bench to exercise ideas and concepts, after validating with brain science 
literature. For orientation in Figure 9,  the x-axis from position (0, 0) represents the central cylinder or 
store  in the final Avatar object. 

 

                                                   
1 Thought experiments  
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Figure 9.  Early Excel 3D Surface Test bench for Prototyping the Space-Time Visualization  

 

Building an Ensemble Space-Time Visualization Model 

To this end we employ a Bayesian methodology to combine a spatial allocation approach inspired by the 
Huff gravity model with the Bass temporal product innovation model.  The Huff model is spatial only, 
implicitly based on a future end-state or time “tn”.  

In other words, it offers a snap shot of some future point in time where market penetration and market 
share reach equilibrium within a store level trade area (SLTA).  

The Bass model on the other hand, forecasts the number of innovators and imitators over each time step 
in the product life cycle of new innovative products.  

By combining the Huff inspired Bayesian methodology and the Bass model we create a basis for our 
space-time visualization model which potentially enhances understanding of the temporal and spatial 
interactions of sales event location, market penetration effects and trade area market share for new 
product introductions.  

The steps through which we built the model follow.  
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Step One  

The first step is to create a geospatial SLTA domain (Figure 10). We begin with a simple example of five 
(5) customers arrayed in a polar coordinate system with various bearings and Euclidean distances from 
the store located at the center.  

 

 

Figure 10.  Begin with Geocoded Data 

 

Step Two  

Next we perform a rotational transformation of the vectors to one angle, 90 degrees in the horizontal 
(Figure 11). This new radius or summing vector has all of the unique customer Euclidean distances 
indicated on its line. Thus the radius becomes the x horizontal axis in the Avatar.  

 

 

Figure 11.  Rotate all distances to the X-axis 



 Location Analytics: Space-Time Diffusion Visualization 
  

 Pre-ICIS Workshop on Locational Analytics and Big Data, Fort Worth, 2015  11 

 

Step Three  

Next we transpose from a compass rose to a clock face. Figure 12 may assist the reader in visualizing this 
transformation and confirm the equivalent compass and time transpositions.  

 

 

Figure 12.  Compass Headings & 24 Hour Watch2 

 

The final step is to add a multi-attribute vertical y-axis (Figure 13). We utilize a proportional 
measurement scale for the horizontal axis and vertical axis. The circumferential axis is in whatever time 
denominations deemed appropriate (e.g. years, months, days, hours and so on). 

Finally, we are able to create two versions of our Avatar. The first is a physical 3-D printed object (Figure 
14) and the second (Figure 15) is a virtual 3-D software object operating in EXCEL as a test bench.  (The 
top transparent smaller disk is for a future use).  

 

 

                                                   
2 Source: Public Domain https://commons.wikimedia.org/wiki/File:Direction_Watch.jpg 
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Figure 13. Core Space-Time Model  

 

 

 

Figure 14.  3D Printed Avatar Model 

Space distance (3,6,9 miles) + Time (12 mths) + 
Attribute (# of Customers) 
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Figure 15.  Spatial (x) + Temporal (z) + Attribute (y) 

 

Findings  

Informal presentations and focus groups with friends, colleagues and educated non-experts, at this stage 
of the research, phenomenalogically show the Avatar 3D printed model to be enthusiastically received as a 
visual-kinetic tool or object, with comments such as:  

“After a brief explanation the Avatar is very easy to extract information from. It allows the visual learner 
to understand complicated data quickly.”3 

“It materializes data to be analyzed or perceived with more than just the visual sense.” 4 

Focus group testing has been informal to date, but after only moments of viewing and handling the Avatar 
semaphore 3-D printed object device, respondents are eager to test their understanding by role playing as 
the store manager and developing scenarios that explain the likely reasons for the temporal  and spatial 
variances and dispositions  occurring as a result of hierarchical innovation  diffusion.  

This suggests that the approach of developing and generating, haptic visual and intuitively easy to 
understand, attribute data objects, across space-time continuums is plausible, feasible and of potential 
benefit to a wide audience of variously skilled practitioners and scholars.  

With the advent of Very Large Data Repositories of unbounded and/or “countably infinite”5 sized geo-big-
data (referred throughout as ‘geo-big-data’); having the ability to compare scales of magnitude with ease 
as in “planets to atoms”, side-by-side, may provide additional important initial insights when beginning 
an investigation or study, as the burgeoning information age of the late 20th century roars past midlife and 
beyond. 

Additionally, a “normalizing constant” effect, across different scales of “big data” is easily visualized and 
inspected as to shape and structure (Mason, 1975). There are potentially many important implications for 
associated with developing new and meaningful visualization methodologies and models. 

The normalizing constant feature of proportionality allows easy comparison of different scaled Avatars 
“side-by-side”, or through co-mingling of data in the same object, similar to the technique used in 
geoscience and referred to as “stratigraphy” (see the mocked-up visual of this below in Figure 16).  

                                                   
3 Christyna Marguerite  

4 Jose Manuel   

5 Definition - http://mathworld.wolfram.com/CountablyInfinite.html 
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Figure 16.  Mock-up example of “Stratigraphy” co-
mingled in the Avatar 

 

Summary  

Moving location analytics past 2D/3D GIS symbolized maps, and toward space-time diffusion 
visualizations, using Bayesian inference, may hold potential for both increasing the quantity of “geo-big-
data” that can be addressed while also increasing the degree of insight and understanding gained, through 
the simultaneous visuospatial harnessing of micro-analytic (Mason, 1975) and macro-analytic (Lusser’s 
Law) retail trade area dynamics.  

The complexity and volume of “geo big data” exposes one of geography’s relative weaknesses,  heavy 
reliance on map visualizations for all “geo-big-data”. This may signal the need for ancillary and 
complimentary visualization methodologies, such as Avatar, to enable federated searches of  “geo-big-
data” events in space, time, as an exploratory technique, before engaging more detailed and traditional 
location analytic techniques. 

 

 

Figure 17.  Future Avatar Semaphore Object 
(Time+Space+Attribute) modeled in Game Engine 

Software (UDK, 3DMAX, Unity etc.)  
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Finally, the 3-D printed version of the Avatar is also interesting for its “archeologic” or physical presence 
in terms of human perception (i.e. Tactile and Haptic Perception). By examining the Avatar physically, 
while viewing, discussing and hypothesizing, the brain collects a plethora of information about the object, 
much more than a 2D map, similar to the process an archaeologist goes through when finding a skull in 
the field. It is also common knowledge that Archaeologist even use tongue tests to determine the origin of 
certain objects.  

Conclusion 

The paper purposefully moves away from traditional geography visualizations of maps in a 
transdisciplinary fashion; and investigates the potential solutions for the display of “geo-big-data” events 
across space-time continuums while leveraging multidisciplinary knowledge of human perception. In so 
doing, we momentarily break the bonds of maps and compasses.  

Adapting to visualizations of geo-big-data, as 3-D semaphoric objects will not initially be comfortable for 
some. However quantitative methods of the 1950’s and 1960’s faced the same challenges – initially.  

By seeking the development of a novel visualization like Avatar, potential new insights may be achieved, 
thus strengthening the tools (both traditional and contemporary) available to support new directions of 
inquiry in support of improving location intelligence.   

Human perception has a rich history in the psychological literature and the perception of objects is well 
documented. Transdisciplinary theories will and should play an important validating role in any 
innovative and potentially novel data visualization system. The Avatar, grounded in transdisciplinary 
visual-kinetic concepts, promises the potential of a standardized space-time modeling approach to meet 
new big data geovisualization needs.  

The Avatar will identify spatial temporal consumer buying strength, leverage socio-demographic geo-
segmentation targeting and facilitate fast and easy dynamic trade area analysis especially as an 
exploratory process to guide further GIS map based investigation.   

Finally, the Avatar 3-D objects maintain a link to the GIS data structures (i.e. attribute table and 
geodatabase files) to enhance synergy.  

Developing innovative “geo-big-data” visualizations could open knowledge pathways to ever-widening 
and expanding non-GIS audiences, from children to adults, from neophytes to experts (from many walks 
of life), all eager to easily consume and quickly understand growing volumes of attribute data of interest. 
The analogy comes to mind of those born in the mid to late 1800’s, who eventually could speak with their 
grandchildren, after the invention of the telephone, without any knowledge of engineering, electricity or 
Morse code. 

Limits and Delimits   

The Avatar is limited to analysis of transactions where the customer geocoded residence addresses are 
available and Euclidean distance can be calculated from the residence to the store.  

Avatar is purposefully limited to only the necessary and sufficient dimensional components sufficient and 
necessary for discovery of the spatial temporal skeletal framework of shape and structure (i.e. Time, Space 
and Attribute data)  

Avatar visualizations depicted here are limited to our Alpha versions of 3D printed objects and software 
running in the Excel engine and game software engines UDK and 3DMAX, all of which are currently 
under further development.  

The attribute data visualized is delimited to only those Census Blocks at each time step where the number 
of customers is greater then zero.  

The Census Block population priors delimited to non-children (18+) 

Visualizations are currently limited to inelastic demand.  

Visualizations are limited to monopolistic competition   
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Space is delimited (ceteris paribus) to Euclidean distance only.  
 
We specifically delimit distance to be defined as Euclidean (straight line) distance. There is an important 
rationale here for using Euclidean as opposed to shortest path or drive time. Unlike shortest path or drive 
time measurements, Euclidean distance measurements remain unchanged in growing urban landscapes 
and environments (e.g. changing road networks). Future work may  be extended to include the addition of 
drive time and shortest path for possible additional perspective.  

Future Visualization Development 

The Avatar visualizations are being developed further, with game software quality imagery, environments 
and interactions, to strengthen the dynamic modeling depictions for Location Analytics and to improve 
high level Location Intelligence.  

The game software quality of the Avatar visualization below in Figure 18 was rendered in 3D-MAX, Unity 
and UDK rendering engines. 

 

 

 

Figure 18.  Game Software rendering of Stores in Orange County, CA 

  



 Location Analytics: Space-Time Diffusion Visualization 
  

 Pre-ICIS Workshop on Locational Analytics and Big Data, Fort Worth, 2015  17 

References  

Anselin, Luc, 1999. “Spatial Econometrics”, Bruton Center School of Social Sciences, University of Texas 
at Dallas, Richardson, TX 

Applebaum, William, 1954." “Marketing Geography,” American Geography: Inventory and Prospect 
published for the Association of American Geographers by Syracuse Univ.," pp. 245-51. 

Assuncao, Renato M., Ilka A. Reis, Claudia Di Lorenzo Oliveira, 2001. “Diffusion and prediction of 
Leishmaniasis in a large metropolitan area in Brazil with a Bayesian space-time model”, Statistics in 
Medicine, August, Vol. 20, 15, pp. 2319-2335 * 

Assuncao, Renato M., Joseph E. Potter, Suzana M. Cavenaghi, 2002. “A Bayesian space varying parameter 
model applied to estimating fertility schedules”, Statistics in Medicine, July, Vol. 21, Issues 14, pp. 
2057-2075 * 

Bass, Frank, 1969. " “A new product growth model for consumer durables,” Management Science, 15 (5), 
p215-227.  

Berry, Brian J.L.  et al. 1963. Geographical Review 53, p.403. 
Berry, Brian J.L., 1967."Geography of Market Centers and Retail Distribution,” Marketing Geography, 

Prentice Hall, p. 126. 
Berry, Brian J.L., 1971."Hierarchical Diffusion: The Basis of Developmental Filtering and Spread in a 

System of Growth Centers”, Growth Centers and Regional Economic Development, In Niles M. 
Hansen, (ed.)", New York, Free Press. 

Berry, Brian J.L., Parr, John B., 1988. "Market Centers and Retail Location: Theory and Applications", 
NJ, Prentice Hall, ISBN 0-13-556184-1,‬ 

Boeree, C. George, 2013. “Gestalt Psychology”, Shippensburg U., PA, and Retrieved Oct 28,2015: 
http://webspace.ship.edu/cgboer/gestalt.html 

Bruce, V., Green, P. & Georgeson, M. 1996."Visual Perception: Physiology, Psychology and Ecology”, LEA 
3rd Edition, 110. 

Bunge, W. (1961) Theoretical Geography (second edition) Lund Studies in Geography Series C: General 
and Mathematical Geography, No. 1 Lund, Sweden: Gleerup.  

Carlson, Neil R. and Heth, C. Donald, 2010. "Psychology the Science of Behavior," Ontario, CA, Pearson 
Education Canada, pp. 20–22 

Christaller, Walter.,1 966."Central Places in Southern Germany", Englewood Cliffs, NJ, Prentice Hall 
Coghlan, David and Mary Brydon-Miller, 2014."The Sage Encyclopedia of Action Research," Thousand 

Oaks, CA, Sage. 
Davis, G. Thomas., 1999."Total Least-squares Spiral Curve Fitting", Journal of Surveying Engineering, 

November, Vol. 125, No. 4. 
Feller, William (1968). An Introduction to Probability Theory and its Applications (volume I). John 

Wiley & Sons. ISBN 0-471-25708-7. 
Foot, David K., 1996. “Boom, Bust & Echo: How to Profit from the Coming Demographic Shift” with D. 

Stoffman, Toronto, Macfarlane, Walter & Ross. 
Freund, John E., 2004. "Mathematical Statistics with Applications”, Irwin Miller, Upper Saddle River, NJ, 

Pearson Prentice Hall, 7th Edition, p 206, ISBN 0-13-142706-7 
Gaile, G.L., and C.J. Willmott, 2003. "Geography in America; At the Dawn of the 21st Century,“ Chapter 9, 

Economic Geography, James W. Harrington, Trevor J. Barnes, Amy K. Glasmeier, Dean M. Hanink 
and David L. Rigby, Oxford, pp.113-125. 

Goodchild, Michael F. "Theoretical geography (1962): William Bunge." Key Texts in Human Geography 
(2008): 9-16. 

Goodchild, M.F. and Janelle, D.G, 2004. “Thinking spatially in the social sciences”, In M.F. Goodchild and 
D.G. Janelle, editors, Spatially Integrated Social Science. New York: Oxford University Press, pp. 3-
22. 

Goldstein, E. Bruce, 2009. “Perceiving Objects and Scenes & The Gestalt Approach to Object Perception, 
Sensation and Perception”, Cengage Learning. ,8th ed.), ISBN 978-0-495-60149-4. 

Greene, Richard P., and James B. Pick, 2012. "Exploring the Urban Community”, Information Resources 
Management Journal. Pearson Prentice Hall, p. 13,77,89,93,109-17,123-24,181-82,223*, 256-62,273-
306,368-71 ", ISBM -13:978-0-321-75159-1,‬ 

Gregory, R., 1970. "The Intelligent Eye. “London, Weidenfeld and Nicolson. 

https://en.wikipedia.org/wiki/International_Standard_Book_Number
https://en.wikipedia.org/wiki/Special:BookSources/0-471-25708-7


 Location Analytics: Space-Time Diffusion Visualization 
  

 Pre-ICIS Workshop on Locational Analytics and Big Data, Fort Worth, 2015  18 

Griffith, D. A., 1982. “A Generalized Huff Model,”"," Geographical Analysis,",Ohio State University Press, 
April," Vol. 14, No. 2  

Grunwald, M. & John, M. (2008). German pioneers of research into human haptic perception. In M. 
Grunwald (Ed.), Human Haptic Perception (pp. 15-39). Basel, Boston, Berlin: Birkhäuser. 

Hägerstrand, T., 1952. “The Propagation of Innovation Waves", Lund Studies in Geography", Lun: 
Gleerup, Series B, No. 4. 

Hartford, Tim, 2014. "Big data: are we making a big mistake?", Royal Statistical Society International 
Conference, Significance Lecture", Financial Times Ltd., December. 

Haynes, Kingsley E., Fotheringham, A. Stewart, 1984. "Gravity and Spatial Interaction Models,", Beverly 
Hills, CA,Sage,13-Sep. 

Haynes, Kingsley E., Mahajan, Vijay, White, Gerald M., 1977. "Innovation Diffusion: A Deterministic 
Model of Space-Time Integration with Physical Analog," Socio-Economic Planning Science, Great 
Britain, Pergamon Press, 11, pp. 25-29. 

Helmholtz, H., 1866. "Handbuch der physiologischen Optik [Handbook of physiological optics]”, 
Hamburg, L. Voss. III 3. 

Hofstede, Geert, 1984. "Culture's Consequences: International Differences in Work-Related Values,” 
Beverly Hills CA, SAGE Publications, (2nd ed.), ISBN 0-8039-1444-X. 

Hooten, Mevin B., Wikle, Christopher K., 2008. “A hierarchical Bayesian non-linear spatio-temporal 
model for the spread of invasive species with application to the Eurasian Collared-Dove “, 
Environmental and Ecological Statistics, March, Vol. 15, Issue 1, pp. 59-70 * 

Hotelling, Harold., 1929. "Stability in Competition", Economic Journal, 39 (153),pp. 41–
57,doi:10.2307/2224214. 

Hudson, John C., 1972. "Geographical Diffusion Theory", Studies in Geography, Evanston, IL, 
Northwestern University  

Huff, David L., McCallum, Bradley M., 2008. "Calibrating the Huff Model Using ArcGIS Business 
Analyst", Redlands, CA, ESRI White Paper, September, J-9716. 

Huff, David L., 1962. "A Probabilistic Analysis of Consumer Spatial Behavior”, Emerging Concepts in 
Marketing, Proceedings of the Winter Conference of the American Marketing Association, Pittsburgh, 
PA. 

Huff, David L., 1963. "Determination of Intra-Urban Retail Trade Areas”, Real Estate Research Program, 
Graduate School of Business ", Los Angeles, CA", UCLA. 

Huff, David L., Mahajan, Vijay, Black, William C.  1981. "Facial Representation of Multivariate Data”, 
Journal of Marketing, American Marketing Association, Autumn, Vol. 45, No. 4", pp. 53-59, Stable 
URL: http://www.jstor.org/stable/1251471‬ 

Huff, David L., 1963. “A Probabilistic Analysis of Shopping Center Trade Areas,” Land Economics, 39, 
p.81-90, 

Huff, David L., 1964. “Defining and Estimating a Trading Area”, Journal of Marketing, Vol.28, pp. 34-38. 
Humphrey, G., 1924. "The Psychology of the Gestalt," Journal of Educational Psychology, October, Vol 

15(7), 401-412. ,,http://dx.doi.org/10.1037/h0070207‬ 
Jones, Ken; Simmons, Jim., 1990. "The Retail Environment" London, Routeledge, ISBN 0-415-04984-9,‬ 
Kemmis, Stephen and Robin McTaggart, 2000. “Participatory Action Research,” In Handbook of 

Qualitative Research. Norman Denzin and Yvonna S. Lincoln, eds., Thousand Oaks, CA, SAGE,2nd 
Edition, pp. 567-605. 

King, David A., 1996. "Astronomy and Islamic society: Qibla, gnomics and timekeeping", in Roshdi 
Rashed, ed., Encyclopedia of the History of Arabic Science, Vol. 1, p. 128–184 [153]. Routledge, 
London and New York. 

Klatzky RL, Lederman SJ, & Metzger VA (1985). "Identifying objects by touch: An ‘expert system’ “. 
Perception & Psychophysics 37 (37): 299–302. doi:10.3758/BF03211351 

Kwan, Mei-Po, Guoxiang, Ding, 2004. “Geovisualization of Human Activity Patterns Using 3D GIS: A 
Time-Geographic Approach”, In Spatially Integrated Social Science. Michael Goodchild and Donald 
Janelle, Eds. Oxford, Oxford University Press.  

Kwan, Mei-Po, Lee, Jiyeong, 2008. “Geo-Narrative: Extending geographic information systems for 
narrative analysis in qualitative and mixed-method research”, The Professional Geographer, 60(4): 
pp. 443-465 

Lederman SJ, & Klatzky RL (1987). "Hand movements: A window into haptic object recognition". 
Cognitive Psychology 19 (3): 342–368. doi:10.1016/0010-0285(87)90008-9. PMID 3608405. 

https://en.wikipedia.org/wiki/Encyclopedia_of_the_History_of_Arabic_Science
https://en.wikipedia.org/wiki/Routledge
https://en.wikipedia.org/wiki/Digital_object_identifier
https://dx.doi.org/10.3758%2FBF03211351
https://en.wikipedia.org/wiki/Digital_object_identifier
https://dx.doi.org/10.1016%2F0010-0285%2887%2990008-9
https://en.wikipedia.org/wiki/PubMed_Identifier
https://www.ncbi.nlm.nih.gov/pubmed/3608405


 Location Analytics: Space-Time Diffusion Visualization 
  

 Pre-ICIS Workshop on Locational Analytics and Big Data, Fort Worth, 2015  19 

Lemey, Phillipe, Andrew Rambaut, Alexei J. Drummond, MarcA. Suchard, 2009. “Bayesian 
Phylogeography Finds Its Roots”, PLOS Computational Biology, September. * 

Longley, Paul A., Goodchild, Michael F., Maguire, David J., Rhind, David W., 2011. "Geographic 
Information Systems & Science" Hoboken, NJ, John Wiley & Sons Inc., ISBN 978-0-470-72144-5,‬ 

Lösch, August, 1954. "The Economics of Location" New Haven, CT, Yale University Press. 
MacKay, David J.C., 1992. “Bayesian Interpolation”, Neural Computation, MIT, May, Vol.4, No., 3. Pp 

415-447 * 
Mahajan, Vijay; Muller, Eitan and Bass, Frank, 1995. “Diffusion of new products: Empirical 

generalizations and managerial issues,” Marketing Science,14 (3),G79-G88., Doi:1287/mksc.14.3.G79‬ 
Mamassian, Pascal; Landy, Michael; Maloney, Laurence T., 2002. "Bayesian Modeling of Visual 

Perception", In Rao, Rajesh P. N.; Olshausen, Bruno A.; Lewicki, Michael S. Probabilistic Models of 
the Brain: Perception and Neural Function. Neural Information Processing. MIT Press. pp. 13–36. 
ISBN 978-0-262-26432-7. 

Mason, Joseph Barry, 1975. “Retail Market Area Shape and Structure: Problems and Prospects,” in 
Advances in Consumer Research Volume, eds. Mary Jane Schlinger, Ann Abor, MI; Association for 
Consumer Research, University of Alabama, Vol 02, Pages:173-186 

Montagu, A. (1971). Touching: The human significance of the skin. Oxford, England: Columbia U. Press. 
Palmer, Stephen E., 2003. "Visual Perception of Objects Handbook of Psychology: Experimental 

Psychology 4.," In Healy, Alice F.; Proctor, Robert W.; Weiner, Irving B. John Wiley and Sons. ISBN 
978-0-471-39262-0. 

Pick, James B., 2008. "Geo-Business: GIS in the digital organization" John Wiley & Sons 
Pick, James B., and Avijit Sarkar., 2015. "The Global Digital Divide: Explaining Change." Springer Berlin 

Heidelberg, pp. 58-62, ISBN 978-3-662-46601-8 
Purves, Dale, and R. Beau Lotto., 2003. "A Framework for Vision’s Bag of Tricks.”, Neuroscience, May, 

Vol 300, www.sciencemag.org 
Reilly, William, J., 1929. “Methods for the Study of Retail Relationships”, Austin, Texas, Bureau of 

Business Research Studies in Marketing, No. 4 
Rogers, E. M.,  1962, "Diffusion of Innovations," New York, Free Press 
Rogers, E. M., 1976. "New product adoption and diffusion," Journal of Consumer Research, 2,pp. 290-301 
Sack, Robert David, 1973. "Comment in reply.", Annals of the Association of American Geographers 63 

(4): 568-569. 
Schmitt, Bernd H., 1999. “Experiental Marketing: How to get Customers to SENSE, FEEL, THINK, ACT 

and RELATE to your Company and Brands", New York, Free Press, ISBN 0-684-85423-6,‬ 
Schmitt, Bernd H., 2003. “Customer Experience Management: A revolutionary approach to connecting 

with your customers", NJ, John Wiley, ISBN 0-471-23774-4 
Shinohara, Kazunori, 2012. "Space-Time Innovation Diffusion Based on Physical Analogy", Japanese 

Aerospace Exploration Agency, Applied Mathematical Sciences, Vol. 6, No. 51,pp. 2527-2558 
Smitht, E., 1975. "An Axiomatic Theory of Spatial Discounting", Papers of the Regional Science 

Association, 37,pp. 31-44 
Smitht, E., 1975. "A Choice Theory of Spatial Interaction", Regional Science and Urban Economics, 5, 

pp.137-76‬ 
Stone, James V., 2013. "Bayes' Rule: A tutorial introduction to Bayesian Analysis," UK, Sebtel Press, ISBN 

978-0956372840,http://jim-stone.staff.shef.ac.uk/BookBayes2012/BayesRuleBookMain.html‬ 
Stone, J.V., 2011. "Footprints sticking out of the sand. Part 2: children's Bayesian priors for shape and 

lighting direction", Perception, 40 (2), pp. 175–190., doi:10.1068/p6776. PMID 21650091 
Sweitzer, Robert W., 1975. “Determinant Attribute Segmentation”, Journal of the Academy of Marketing 

Science, December, Vol. 3, Issue 1, pp 85-98 
Tegmark, Max., 1997.  "On the dimensionality of space-time," Institute for Advanced Study, Olden Lane, 

Princeton, NJ, IOP Publishing Ltd.,10-Feb,14,L69-L75 
Tobler, W. R., 1969. "Geographical Filters and their Inverses”, Geographical Analysis,1,pp. 234-253 
Webber, M. J., Joseph, A.E., 1977. "On the Separation of Market Size and Information Availability in 

Empirical Studies Diffusion Processes", Geographical Analysis, pp. 403-409 
Wrigley, Neil; Lowe, Michelle", 1996. "Retailing, Consumption and Capital: Towards the New Retail 

Geography", Longman, ISBN 0-582-22824-7,‬ 
Yang, Zhiyong, and Dale Purves., 2003. "A statistical explanation of visual space.", Nature neuroscience, 

6.6,pp. 632-640 



 Location Analytics: Space-Time Diffusion Visualization 
  

 Pre-ICIS Workshop on Locational Analytics and Big Data, Fort Worth, 2015  20 

Yrigoyen, Coro Chasco, and Jose Vicens Otero, 1998. “Spatial Interaction Models applied to the Design of 
Retail Trade Areas”, L.R. Klein Institute, Autonoma University of Madrid, Spain, [Spanish trade 
AREA_viena98.pdf – Source Chasco (1997) coro.chasco@uam.es; jose.vicens@uam.es] 

Zammit-Mangion, Andrew, 2012. “Point process modeling of the Afghan War Diary”, July, Proceedings of 
the National Academy of Sciences, Vol. 109, No. 31 * 

 
 

mailto:jose.vicens@uam.es

