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• Lecturer in Retail Geography

• Consumer Data Research Centre (CDRC)



Demand side Supply Side 



– Electronic Point of Sale (EPOS) transactions/sales

– Loyalty cards

– GPS location data

– Mobile phone data – including apps (e.g. exercise)

– Transport (e.g. Oyster Cards)

– Footfall

– Mobilities

– Social media 

– Utilities





• Increasing recognition among businesses of the value of these 
data for wider reuse – e.g. ‘social good’.

• Awareness that their data covers only part of the market or a 
subset of consumers – skills required to link these data to 
other sources or to model missing data. 

• Big data collected by these organisations is often 
underutilised. 

• Innovation and collaboration. 









• “looks like the man drawer of stuff” 
(David Kemp, HP, Big Data Week Belfast 
2015).
– unstructured and undocumented

– held by various teams

– in various formats

– within various systems

– in numerous locations 

– some may be ‘digital exhaust’ 

– considerable manual input to organise, 
extract and explain



• Data scarce to data rich – many 
social science methods traditionally 
designed for small datasets with 
well known properties. 

• Spreadsheets to large databases

• How will major surveys (e.g. ONS 
LCF) keep pace? 



• Social science has started developing capabilities to store and 
analyse transactional data. 

• Much of these data are geographical in nature so spatial 
analytics increasingly important (Graham and Shelton, 2013).

• Segmentation – how do we reduce unwieldly data sets to 
manageable specific segments to analyse?

• Data mining
– find unexpected relationships

– Summarise data in meaningful ways 

• Time series analysis and near real time insight

• Visualisation – communicating insight





“it is a customer problem, not a 
technological one” 

Mick Yates, formerly Dunnhumby, International Big Data Symposium 2015

• Is our analysis data driven or problem 
driven? 
•How do we exploit the longitudinal nature of 
these data? 
•Do we want to understand at the aggregate 
or individual level? 
•How do we link those observed behaviours 
to known individuals and/or known spatial 
origins? 



• Collaborative research with commercial sector
– Data access

– Timeliness vs. quality 

– Publication potential

• Skills for dealing with the commercial sector – the 
academic way of doing things doesn’t work!

• Commercial awareness – understand the context 

• Huge overlap with marketing – not always the 
traditional the domain of social sciences

• Often requires new interdisciplinary 
collaborations – marketing, computer science
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• CDRC Training and capacity building

• Volunteer with Data Kind at an event near you

http://www.datakind.org/

• Hackathons

• CDRC Masters dissertation scheme 

https://www.cdrc.ac.uk/retail-masters/

• Or simply have a go .... 

http://www.datakind.org/
https://www.cdrc.ac.uk/retail-masters/


https://www.dunnhumby.com/sourcefiles

https://www.dunnhumby.com/sourcefiles


http://geog.leeds.ac.uk/people/a.newing

https://www.cdrc.ac.uk/retail-masters/

http://geog.leeds.ac.uk/people/a.newing
https://www.cdrc.ac.uk/retail-masters/


Big Data skills in the Social Sciences
Transactional and consumer data

Dr Andy Newing

Lecturer in Retail Geography

School of Geography

University of Leeds


