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Abstract : Getting the consumer marketing strategy right is a crucial and complex task for firms with a large customer base
such as mobile operators in a competitive mobile market. While empirical studies have made efforts to identify key constructs,
no geospatial model has been developed to comprehensively assess the viability and interdependency of ground realities
regarding the customer, competition, channel and the network quality of mobile operators. With this research, a geo-analytic
framework is proposed for strategy formulation and allocation for mobile operators. Firstly, a fuzzy analytic network using a
self-organizing  feature  map  clustering  technique  based  on  inputs  from  managers  and  literature,  which  depicts  the
interrelationships amongst ground realities is developed. The model is tested with a mobile operator in the Nigeria mobile
market. As a result, a customer-centric geospatial and visualization solution is developed. This provides a consolidated and
integrated insight that serves as a transparent, logical and practical guide for strategic, tactical and operational decision
making.
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