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ABSTRACT

Shopping centres have dominated retailing in North America since the 1950's. But
today, many shopping centres are facing serious problems. The future, which once
looked unlimited and bright, now seems problematic. It is this transformation on which this
thesis will focus.
This thesis examines the historical trends behind the regional shopping centre
industry. It also deals with the significance of regional shopping centres in the larger body
of academic work. Regional shopping centres can be seen as products of modern
society's mass production and consumption system. Their design and geographical
location in the urban landscape is a product of both architects' and urban planners'
efforts to control and regulate the modern landscape. Being a product of modernism,
regional shopping centres must now meet the challenge of surviving in the post-modern
era.
This thesis continues with examining the development of the regional shopping
centre industry in Canada. The first part of this development (1960-1980) was
characterized by growth then stability. However, in the 1990's, significant numbers of
centres have experienced considerable turbulence. The number of tenants, the
concentration and combination of different retail businesses, as well as the annual
vacancy rate are all parameters used to illustrate this. The external and internal conditions
that are affecting these contemporary changes are also described, along with the
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strategies that are being used by the owners of regional shopping centres to meet the
changes. For example, the movement away from having only goods tenants, to centres
with tenants that also provide services, such as health care and libraries. The downgrading of centres to community-oriented centres, and the increase of non-retail activities
are other strategies currently being used to adapt to the new conditions.
This thesis includes case studies of six different regional shopping centres in the
Greater Vancouver Regional District. The six centres provide the study with valuable
information about the industry's history and current condition in the general retail sector.
Information was collected through shopping centre surveys, together with various retail
studies and trade articles from magazines, newspapers and periodicals. The study was
enhanced with interviews of private sector mall managers, owners and developers, as well
as the retailers in and architects of various shopping centres.
The study shows that the regional shopping centre industry, to a large extent,
continues to use the same development and management strategies as in the past
(1960's and 1970's). The use of a universal strategy has tended to produce similar results
in a centre's tenant mix, geographical location and architectural design. The result is that
regional shopping centres today suffer from being undifferentiated and too similar with
other competitive regional shopping centres. They also struggle with the same problems
in terms of new retail competition and changing consumer demand.
Regional shopping centres are facing a variety of new challenges, including new
retailing concepts, cross border shopping and declining consumer spending. There are
several strategies that are being used to deal with these changes. The main goal for
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regional shopping centres is to find a strategy that distinguishes each from the
homogenous image that prevails today.

The future of the regional shopping centre industry depends on its ability to adapt
to changing consumer spending patterns in a number of ways. First, there is likely to be
a return of regional shopping centres which cater to the local community. This will be
achieved by changing the centre's tenant mix. The level and quality of service will also be
adjusted to meet specific community requirements. Secondly, regional shopping centres
will incorporate more non-retail facilities. Non-competitive tenants are being acquired to
fill in space and give the centres a more diverse character. Finally, regional shopping
centres will include leisure and recreational activities, including amusement and
entertainment facilities. Ultimately, only those centres that are able to find a specific
market niche will survive in the long term. This is in sharp contrast to the old practice of
being everything for everyone.
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CHAPTER 1

INTRODUCTION

The first Canadian shopping centre was built in 1959 in West Vancouver--The Park
Royal Shopping Centre. To a degree, the introduction of the shopping centre as a retail
type epitomized some of the changes in society that occurred in the first two decades
after the Second World War. The Post Second World War period brought to society some
significant changes. There was a dramatic increase in population and with it a growth in
spending power. At the same time people experienced a rapid increase in car ownership.
Planned shopping centres started to enter the retail market during this period. They were
a fundamental part of the change in industrialized society. In a world of mass production
and consumption, shopping centres became the new tool for reaching consumers and
convincing them to part with their money. They served the growing family-oriented,
suburban population, and offered easy access to the automobile-consumer. Since then,
the shopping centre industry has grown tremendously in terms of number of centres and
also in terms of influence on society in general.
In the nineteen sixties and seventies, the industry went through a major expansion.
There were large numbers of new suburban communities to serve. At times, shopping
centre developers could not build fast enough for the growing suburban population. In
this time period the industry became dominated by national shopping centre developers,
financial bankers and national mall tenants. It was the cooperation among these three
participants and their experience that created the "universal recipe" for developing regional
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shopping centres. As a result, most regional shopping centres have become very much
the same regardless of where they are located on the North American continent.
In the eighties, the development of the shopping centre industry continued,
although there were signs in the retail industry that significant changes in retailing were
coming. In the late seventies and beginning of the eighties the mass production (and
consumption) system which had also characterized previous development started to
decline. The relationship between producers and distributors as well as between
distributors and consumers met new challenges. This caused fundamental changes to the
shopping centre industry. The result is an increased number of new, strong retailers such
as factory outlets or specialty stores which have entered the market. These retailers
specialize in different segments of the retail market and do not locate in shopping centres.
However, the new retailers have increased the competition for the consumer dollar.
Regional shopping centres, with their basic marketing strategy for being all things to all
people, are therefore forced to meet a new competitor in every sector of their operation.
The cities and the people living in them have also changed during this period. An
increased number of cities began to realize the limits of their growth in the late eighties.
This is a problem that has become even more evident in the nineties. There are numerous
issues that will have to be reconsidered in the process of adjusting to the future. For
example, there is a need for increased participation and control by cities in the
management of urban change. Cities must move away from suburban growth patterns
towards a denser style of urban areas. A new understanding of how transportation
problems should be solved will also be required in the process of adjusting to the
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changes to the urban areas. These are but few of the current issues that characterize the
current urban debate, which in turn will influence the location and form of regional
shopping centres in the future.
Regional shopping centres in the 1990's therefore face a radically different
environment in the 1990s than was the case when the were first conceived and
developed. Although signs were present in the eighties, a booming economy made it
possible for consumers and retailers to ignore them and continue along as before. But
developers eventually came to realize that things had irrevocably changed in the present
decade. Presently, few new centres are planned for development in Canada and B.C. The
shopping centre industry today is more concerned about readjusting and remodelling
their existing centres to meet the new market conditions.
Although much has been written about the development of the shopping centre
industry, little has been written about the changes underway in the contemporary period
and the future conditions that will affect them. It is this part of the shopping centre
industry's story that I will address in this study. But in order to forecast the future, one
must look at the past. Accordingly, in the first part of this study I will look at the historical
development of the shopping centre industry. I will review how architects, urban planners
and geographers have treated regional shopping centres in an academic sense. Six case
studies from the Vancouver Census Metropolitan Area (CMA) 1 will be examined to
document changes. Them I will examine the various reasons for contemporary changes

1 Vancouver CMA refers to Vancouver Census Metropolitan Area, which includes all
of the GVRD municipalities and the municipalities of Pitt Medows (water, sewers) and
Maple Ridge (parks, water and sewers). (See Table 3 for details.)
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in the regional shopping centre industry. They include both internal and external forces.
The final part of the study will examine the different strategies that are now being
employed in the adjustment process.

ti DATA SOURCES AND METHOD.

The illustration of the shopping centre industry's historical development in terms
of numbers and sales, is based on data from Statistics Canada. However, Statistics
Canada has been inconsistent in the publication of this kind of data. The first issue of
Shopping Centres in Canada was published in 1961. However, in 1973, Statistics Canada
stopped issuing this publication. Since 1973, only two publications present data on the
Canadian shopping centre industry (Statistics Canada 1976; 1989a). 2 The study therefore
relies on only these data, and as a result some periods have not been documented as
fully as others. In addition, use was made of literature about geographical, architectural
and urban planning issues to illustrate that regional shopping centres are products of a
modernist society.
Classification of shopping centres was selected from information from The Urban
Land Institute (1987 & 1990), Statistics Canada (1976 & 1989a) and Monday Report on
Retailers (1990a). The Urban Land Institute defined three different categories of shopping
centre operations as early as 1973. The leading tenants, or anchors of the centre, are

A telephone call by the author to Statistics Canada in Ottawa ascertained that it was
not possible to special order a set of more consistent data.
2
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used as the basis for the classification. The categories are, the neighbourhood centre, the
community centre, and the regional centre. Recently the ULI has expanded the number
of categories by one, namely the super regional centre. 3

Neighbourhood Shopping Centre. A neighbourhood centre provides for the sale of

convenience goods (foods and drugs) and personal services (laundry and dry cleaning,
barbering, shoe repairing, etc.) for the day-to-day living needs of the immediate
neighbourhood. It is built around a supermarket as the principal tenant, the GLA (Gross
Leasable Area) ranges from 30,000 to 100,000 square feet.

Community Shopping Centre. A community centre provides in addition to the convenience

goods and personal services, a wider range of facilities for the sale of soft lines (wearing
apparel for men, women, and children) and hard lines (hardware and appliances). The
community centre is built around a junior department store, variety store, or discount
department stores as the major tenant, in addition to a super-market. Its GLA ranges from
100,000 to 300,000 square feet.

Regional Shopping Centre. The regional centre provides for general merchandise,

apparel, furniture, and home furnishing in depth and variety, as well as a range of
services and recreational facilities. It is built around one or two full-line department stores

3

The following four definitions are adapted from ULI (1970 & 1990).
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which are generally not less than 100,000 square feet. Its GLA ranges from 300,000 to
850,000 square feet.

Super Regional Centre. A super regional centre provides for an extensive variety in
general merchandise, apparel, furniture, and home furnishing, as well as a variety of
services and recreational facilities. It is built around three or more full-line department
stores, which are generally not less than 100,000 square feet each. Its GLA ranges from
600,000 to 1,500,000 square feet.

Statistics Canada (1976 & 1989a) uses the same categories as the Urban Land
Institute. However, indicators used to distinguish the different levels of operation are rather
limited. In Statistics Canada's publications the only indicators mentioned are the number
of retail outlets and/or restaurants. 4 It should be noted that later issues of statistics add
one more category, the "indoor shopping mall". 5

Neighbourhood Shopping Centre. The neighbourhood shopping centre has a minimum
of five or a maximum of fifteen retail outlets and/or restaurants.

A phone call to Ottawa, by the author, confirmed that these were the only indicators
considered by Statistics Canada.
4

5

The following four definitions are adapted from Statistics Canada (1989).
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Community Shopping Centre. The community shopping centre has a minimum of sixteen
and a maximum of thirty retail outlets and/or restaurants.

Regional Shopping Centre. The regional shopping centre has a minimum of thirty outlets
or more.

Indoor Shopping Mall. A group of at least ten retail and service outlets, of which four
outlets must be retail and one a restaurant or of which five outlets must be retail, and the
rest of the tenants must be offices, apartments, hotels or carrier stations.

Monday Report on Retailers, the publisher of the Canadian Directory of Shopping
Centres (1990a), employs four shopping centre categories, the neighbourhood centre,
the community centre, the regional centre and the downtown centre. The criteria for
membership in each category is not explained by the publication. It became clear after
a conversation with the publisher of the Canadian Directory of Shopping Centres that the
categories are used without having any clear definition of the criteria. The company simply
sends out questionnaires to all listed shopping centres in Canada, and it is up to the
individual shopping centre to define its own particular category.
I have used the Monday Report on Retailers' directory of Canadian shopping
centres to identify six regional shopping centres in the Vancouver area that would serve
as case studies in this study. I then compared the six case studies to the two definitions
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set up by ULI (1987 & 1990) and Statistics Canada (1976 & 1989a). The six case studies
that were chosen were therefore in accordance with all three publications.
Greater Vancouver Regional District's (GVRD) 6 (1986 & 1989 & 1990a & 1991)
various statistical publications, together with this author's own observations are used to
determine the relative location of the six regional shopping centres. A special check-list
designed by the author was used in the study of the centres' layouts and designs.
(Appendix A).
Vancouver City Directory (1959-1991) and Vancouver Suburban Directory (19661991) list the shopping centres' leasable units and the tenants located in the centres. The
directories also list vacant units in the centres and was therefore used to determine the
vacancies in the malls for each year of the study.
Statistics Canada (1990b & 1992a) was used to describe the number and sales of
chain stores in the Canadian retail industry. Statistics Canada (1990b) and Directory of
Retail Chains in Canada (Monday Report on Retailers, 1990b) was used to find the chain
stores within the six shopping centre in this study. On this basis I have counted the
number of chain stores in each shopping centre for each year of study period (1961,
1966, 1971, 1976 & 1981-1991). I then calculated the percentage of the chain stores from
the total number of tenants. However, my study does not differentiate between the chain

6

Greater Vancouver Regional District (GVRD) is a partnership of 18 municipalities and
3 electoral areas that makes up the metropolitan area of Greater Vancouver. It serves as
a instance that provides essential services that are regional in nature so that inter
municipality matters can be dealt with in a optimal way, without reducing the municipalises
autonomy. (This information is adapted from GVRD 1990a).
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store organization operating on a local, regional and national level. There is, to my
knowledge, no source of information that categorizes chain stores according to the level
of operation.
Statistics Canada's publication Standard Industrial Classification (1988), was used
to design a tenant category system (Appendix C). In order to make the research
manageable, twenty-eight different categories were used, some containing several subcategories. The six regional shopping centres' tenant mix was determined on the basis
of the names that were listed in Vancouver City Directory (1959-1991) and Vancouver
Suburban Directory (1966-1991). When the formal sources could not provide necessary
information, the author's own survey and the results of an examination of telephone
books for the various years provided the information necessary to categorize tenants.
Although I differentiated between tenants selling women's, men's, children's and unisex
clothes in the early stage of my study, I have chosen not to separate these tenants from
the rest of the tenants in this category in my presentation of the findings. If this were not
done there would be too many details in this study that would tend to confuse, rather
than clarify the findings. However, it should be kept in mind that tenants offering women's
clothing dominated in the clothing category. In addition, tenants were classified as goods
or service tenants.
The causes behind the changes that regional shopping centres are currently
experiencing was documented in a variety of literature, including periodicals, newspapers
and magazine articles. The extensive interviews of shopping centre officials made by the
author, were a valuable addition to this aspect of the study.
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CHAPTER 2

EMERGENCE OF SHOPPING CENTRES

In the following chapter, I will describe how the shopping centre industry developed
into an important part of general retailing industry. This will be followed by a presentation
of historical data for the Canadian shopping centre industry. Then, I will describe how the
regional shopping centres are products of modern society's mass production and
consumption system. I will also show how regional shopping centres' design and
geographical location in the urban landscape is a product of both architects' and urban
planners' efforts to control and regulate the modern landscape.

2.1 THE SHOPPING CENTRE INDUSTRYS HISTORY.

The idea of gathering different merchants together in one location and under the
same roof can be traced back to ancient Greece. The North American version of this kind
of retailing, namely the shopping centre, uses some of the same ideas found in the
ancient Greek market-place (Gruen & Smith, 1960, p.17-). In the modern period, the
beginning of the "shopping centre idea" occurred in Paris, France around 1800. At this
time the city's streets were unsafe and generally unsuitable for people to walk and shop
in. Some merchants, therefore, built passage-ways through larger buildings, and set up
displays of their goods and services along the sides. People quickly found this to be a

11
convenient and safe environment for their shopping needs (Frieden & Sagalyn, 1989,
p.9,10).
However, there is a significant difference between the Greek and French "grouped"
retailing concept, and today's shopping centre. The former two conceptions existed in
areas accessible by foot; while modern shopping centres are accessible by car. In fact,
the modern shopping centre is designed for and around the automobile. This has had a
enormous impact on suburban as well as inner city development.
The first planned shopping centre complex in North America was the Country Club
Plaza, built in 1923 in Kansas City, Missouri. (Gruen & Smith, 1960, p.12-; Vance, 1990,
p.490). This mall, however, did not start a trend. The Depression of the 1930's put a halt
to further development of planned shopping centres, and it was not until the decade
following the Second World War that shopping centre development in the United States
began in earnest (Frieden & Sagalyn, 1989; Vance, 1990).
The growth of this innovative form of merchandising in Canada occurred somewhat
later than in the United States. Walter Hardwick explains,
[T] he severity of the depression in Canada, the longer war
period as compared with the United States, and the extended
seller's market in Canada after World War II each contributed
to holding down investment in suburban facilities until a
decade or more after they had become the dominant
characteristic of urban change in the Unites States (Hardwick,
1981).
It was not until the 1950's that shopping centre development in Canada began to emerge.
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The first shopping mall in Canada was built in 1950 in West Vancouver; Park Royal Centre
(Hardwick & North, 1992; Tant, 1992, p.206-).
Although the history of shopping centre development is different in the U.S. as
compared to Canada, and similarly from city to city within each country, the forces behind
the development are generally similar, as are the results (Hardwick, 1981). In North
America, therefore, the shopping centre industry may be viewed as having passed
through three different phases (Frieden & Sagalyn, 1989; Bernardo, 1989). The first phase
from 1950 to 1960 was characterized by explosive growth, while in the 1970's the industry
had to make some adjustment to more competitive market conditions. In the 1980's the
competition was tight and new marketing strategies were costly. What will happen in the
1990's is open to conjecture, but past developments may give us some clues about what
lies ahead.
To understand the complexity of retailing that emerged in North America during the
early 50's, one has to take a closer look at the very nature of the retail structure and how
socio-economic changes influenced the changes in the retail environment at this time. The
1950's represented a period of significant social and economic change throughout North
America (Vance, 1990). For example, there was a rapid growth in population, due both
to natural factors and from immigration. This was the time when the first children of the
baby boom generation were born. Later, their dominance in terms of numbers and
cultural influence would have a profound impact in many aspects of life. At the same time
as the population grew, so did its wealth. A larger part of the working population became
involved with various labour organizations, which improved their rights at the workplace
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as well as their right to fair wages. At the same time, urban growth required increased
governmental control, which again increased the governmental service sector. In addition,
more and more women entered the workforce. This improved families' spending power.
A tremendous increase in the size of the middle class resulted. Many worked in industries
that turned out goods for consumption by people working in other industries. These
people were the ones who had the purchasing power to change the American retail
structure and consequently, economy. Not only was there an increase in per-capita
income, there was at the same time an increase in automobile ownership. It therefore
became necessary to build more highways as well as improve their capacity (Statistics
Canada, 1976, p.7). Suburban development away from public transit lines proliferated.
The increase in people's mobility saw changes in the approaches of planners,
developers and retailers. These groups realized that there would be a tremendous change
in urban-rural settlements and consequently a change in consumption patterns (Jones,
1969). These new trends were the impetus behind the development of the suburban
shopping centre.
The growth in population in the inner city increased the pressure for affordable
housing there. The quality of life declined and the cost of living rose compared to life in
the suburbs. In the suburbs, a protected, family-oriented lifestyle developed. The middle
class had the money to purchase and the cars in which to move, and suburban life
quickly became the dream for thousands of Americans:
A home in the country-side, a fence surrounding the lawn, a
car in the garage and a family waiting at the gate for Daddy
to come home at the end of the day's work (Sussman, 1981,
p.64).
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Retail business's response to this explosion in the suburban expansion was the
planned shopping centre--accessible by automobile. It truly was the place for the
celebration of suburban life. Designed especially around the automobile, shopping
centres, made the best of cheap land prices.
In order for a shopping centre developer to obtain financial support for a
development project, the developer had to provide prospective lenders, such as banks,
with some degree of security. That security took the form of pre-leased space in a
proposed development. The securing of "anchor tenants" of well known department
stores or supermarket chains created a "magnet" for prospective shoppers, and so would
benefit the rest of the smaller tenants in the project (Ircha, 1982, p.10). In the U.S., Sears
Department store decided to favour suburban locations since the 1920's. In Vancouver,
Woodwards department store took the lead by locating at the Park Royal and Oakridge
Centre in the 1950's. However, in the beginning, many of the well established department
stores were reluctant to make such a drastic move to a new suburban shopping centre.
Many still believed that department stores needed traditional sidewalk frontage to draw
pedestrian customers into the stores. Moving away from the busy downtown to the
distant suburbs, and replacing sidewalks with large parking lots was considered novel and
too risky. In addition, it was felt that department stores located in the suburbs would
jeopardize the store's major downtown business. Moreover, in some cases, the
development of the shopping centre was to be finished before the residential part of the
development was concluded. This made the investment even more risky. But eventually,
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rising costs and increased numbers of smaller competitors forced the department stores
into the shopping centres (Statistics Canada, 1973).
The first shopping centres were truly pioneer projects. The suburban market
seemed unlimited to developers. At the same time, competition among the centres
themselves, as well as among other retailers in the area, was insignificant. It was under
these conditions that the shopping centre industries's basic guidelines and knowledge
were developed; be everything for everyone, because that is what the market demanded.
In the mid to late 1970's the concept of the shopping centre had to be rethought.
The oil crisis in 1973 increased transportation costs. At the same time, inflation and a
widespread recession reduced consumer spending power. Nevertheless, the shopping
centre industry continued a rapid expansion. Competition began to enter a more intensive
stage following 1970. In addition, many Canadian cities went through revitalization
programs (For example Vancouver, Ley, 1980). This had a tendency of strengthening the
downtown position in the retail market. These events forced the shopping centre industry
to realize that there was a limit to its growth. New strategies were therefore conceived.
Rather than build more centres, many shopping centre development companies decided
after 1970's to concentrate on expanding or renovating existing centres. More attention
was given to common areas and design. A greater effort was made to transform
suburban centres into community centres. Some shopping centres changed their tenant
mix in an effort to update their supply of merchandise. During these years it became
popular to enclose shopping centres by covering the open centres built in the 1960's with
a roof. Smaller towns, which before the 70's were overlooked, became a new target
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market for shopping centre developers. Other developers found it profitable to invest in
other countries (Frieden & Sagalyn, 1989).
The keyword for the 1980's was diversity. This decade was characterized by
increasing competition from other retail operations. The same guidelines and development
strategies had been used in a large number of shopping centres spread throughout North
America. But in the 1980's customers tired of the sameness and lack of diversity (Brown,
1992b, Kowinski, 1985). This forced the shopping centre industry to rethink and change
its marketing strategy again. Specialized shopping centres such as warehouse centres
(Milian, 1992; Mitchell, 1992) with several "category killers" (Chain Store Executive, 1992;
Miller, 1992; Forbes, 1992a) located within, emerged. Category killers specialize in a
single type of merchandise, killing the category in the old department-type store. These
new centres provide consumers with both specialization and diverse tenant mix.
Another change in the 80's was the major rebuilding and redesign of existing malls.
Some malls created shopping "streets" which were decorated according to a particular
theme, for example, a European marketplace or a tropical village. Typically, the sense of
place was taken out of context and used simply as a marketing tool. Some centres
introduced customers to a shopping environment built as much to entertain and amuse
people as to house retail tenants. The famous West Edmonton Mall (WEM) is such an
example (Simmons, 1991; Jones, 1991; Hopkins, 1991; Jackson, 1991; Smith, 1991).
There, the shopping centre became a popular tourist attraction with the dual function of
providing entertainment as well as consumer outlets.
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2.2 SHOPPING CENTRE DEVELOPMENT IN CANADA.

Statistics Canada (1976 & 1989a & 1992a) shows that there were only four
shopping centres in Canada in 1951. Five years later, however, there were fifteen times
that number. By 1961, similar statistics indicate that there were 281 shopping centres, and
by 1972 the number had grown to 599. Fourteen years later the number of shopping
centres had grown by 88% to 1128. In terms of the share in the total national nonautomotive retail trade', shopping centres represented 1.8% of the total ($ 233,800,000) retail sales in 1956, 6.2% by 1961 and 17.6% by 1973 (Table 1). The most recent statistics
available for Canada indicate that in 1988 there were 1,224 shopping centres.

2.3 REGIONAL SHOPPING CENTRES AND THEIR RELATION TO THE MODERN
POST-MODERN MOVEMENT.

2.3.1 INTRODUCTION

In order to understand the numbers, design, layout and location of shopping
centres, one must have an understanding of a variety of historical movements starting
with the Industrial Revolution. This period marked humans' effort to profoundly and
significantly control the environment, an effort that became ingrained in Western economic
activities and indeed in Western people's very existence.

7

Non-automotive retail trade is defined by Statistics Canada as: "total retail trade
excluding trades rarely found in shopping centres, e.g., general stores, motor vehicle
dealers, fuel dealers, lumber and building material trades (and used car dealers, in 1972
and 1973 only)" (Statistics Canada, 1976).
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TABLE 1^THE CANADIAN SHOPPING CENTRE INDUSTRY.
YEAR

1951
1956
1961
1966
1972
1973
1986

NO.OF SHOPPING
CENTRES

4
64
281
420
599
664
1128

RETAIL SALES IN
SHOPPING CENTRES
$ '000,000
-233.8
975.9
2,100.0
5,466.7
6,736.5
--

RETAIL SALES IN SH.
CENTRES AS % OF
TOTAL RETAIL TRADE
-1.8
6.2
9.5
16.0
17.6
--

NOTE:
TRADES RARELY FOUND IN SHOPPING CENTRES ARE REMOVED FROM THE
TOTAL RETAIL TRADE NUMBERS. E.G. GENERAL STORES, MOTOR VEHICLE,
FUEL DEALERS, LUMBER AND BUILDING MATERIAL TRADES (AND USED CAR
DEALERS, IN 1972 AND 1943 ONLY.)
SOURCE:
STATISTICS CANADA.^1976. SHOPPING CENTRES IN CANADA 1951-1973.
CATALOGUE NO.^63-527.
STATISTICS CANADA.^1989. SHOPPING CENTRES IN CANADA 1986.
CATALOGUE NO.63-527.
STATISTICS CANADA.^1992. MARKET RESEARCH HANDBOOK.
CATALOGUE NO. 63-224.

In the following section I will look at how the Industrial Revolution and modernism
influenced human perception and interaction with the environment. I will start out by briefly
illustrating some of the significant changes that occurred in society during the industrial
revolution, and in particular note its effect later on modern society. I will illustrate the
influence this change in perception had on such areas as art, architecture, urban planning
as well as urban geography. I will examine how the development of large shopping centre
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complexes applied modern architectural, planning and geographical methods to their
buildings. I will also describe how shopping centres were perceived in the context of
urban planning. Lastly, I will examine regional shopping centres present position in the
post-modern era from a planning, architectural and urban geographic perspective.
Vancouver will be used as an illustration.

2.3.2 INDUSTRIAL REVOLUTION

The turn of the 19th century saw a dramatic change in technology, which in turn
profoundly changed the economy. F.W Taylor introduced scientific management theory
into production methods in order to make it more efficient. His idea was picked up by
Henry Ford in 1913 and applied to his assembly line production methods of the Model
T (Relph, 1987, p.93-). An increasing number of people became employed in massproducing industries, which again expanded and created new markets for other
industries.
Mass production and mass consumption went hand in hand. The concept of mass
consumption influenced human's perception and participation in the modern landscape
(Relph, 1981, p. 63) The need for new stores, new residential areas and new roads
changed the landscape. At the same time, the development of the modern landscape
required control and regulation. Landscape became a commodity which could be bought
and sold as well as designed and regulated, like any other mass produced product. The
landscape became the media in which architects, urban planners and geographers could
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visually and theoretically demonstrate their conception of a modern landscape (Relph,
1987, p.49-).

2.3.3 ARCHITECTURE, ART AND REGIONAL SHOPPING CENTRES
In the post-industrial age the Bauhaus School was one of the forerunners in
expressing modernism through art and design. The school was established in Weimar,
Germany in 1919 (Banham, 1967). However, it was not until the 30's and the 40's that the
school became dominant in international architecture. Walter Gropius was one of the
founders and the first leader of the school and expressed his view on modern architecture
as:
Architecture during the last few generations has become
weakly sentimental, aesthetic and decorative...this kind of
architecture we disown. We aim to create a clear, organic
architecture whose inner logic will be radiant and naked,
unencumbered by lying facings and trickery; we want an
architecture adapted to our world of machines, radios and fast
cars...with the increasing strength and solidity of the new
materials--steel, concrete, glass--and with the new audacity of
engineering, the ponderousness of the old methods of
building is giving away to a new lightness and airiness
(Banham, 1967, p.282).

Frank Lloyd Wright was an American architect whose philosophy of form and
design was of the same character as the one developed by the Bauhaus School. Lloyd
Wright designed buildings and cities specifically around the automobile. The theoretical
city he created in the early 1920's was named the Broad Acre City. The Broad Acre City
was a low density, decentralized city with low-rise development (Relph, 1987, p.98-).
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The first generation of shopping centres were built in the 1930's. They were one
storey shopping plazas with parking along the store fronts. The architectural design of
these centres was truly influenced by the modern architectural approach to design. The
building material that was used was explored in its natural character. The building's form
was honest in the sense that it signified it's function. The larger plazas that provided
pedestrian area were sometimes decorated with steel sculptures also inspired by modern
society. The first shopping centres built by Victor Gruen, a major shopping centre
architect of the 1950's, exemplify this approach.
It was not until after the Second World War that the number of shopping centres
increased significantly. In the early 1970's airconditioning and lighting technology made
it possible to turn the shopping centres inwards, thereby producing shopping malls. At
the same time modern architectural style had established itself and had developed
numerous directions. Some late modern architectural styles became even simpler and
more functionalistic than before, while other architects developed a more complex style.
The many regional malls that developed at this time adapted one particular version
of the late modern functionalistic architectural design. Re1ph calls it the "blank box" style.
According to Relph..."a perfect blank box consist of a flat roof on four walls punctuated
only by doorways." (Relph, 1987).
This extreme functionalistic architecture was picked up by leading shopping centre
developers at the time. It quickly became the universal recipe applied to the majority of
the new malls developed in North American. This building structure offered several
beneficial elements to the retail industry. The design made economical sense because of
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its relatively cheap construction costs. The blank walls provided retailers with shelf place
and avoided problems with window displays. Even more importantly, it gave the shopping
centre developer a unique chance to internalize the mall, and enhance corporate control
of the retail environment. It was commonly believed that the sealed boxes were necessary
to separate the retail environment from the world outside. Without the blank walls the
artificial retail environment would have been contaminated by the external environment
(Whyte, 1988, p.222-). The blank walls also gave the building a universal, homogenous
look. They do not change character depending on where they are located. The "Blank
Box" style gave the malls a clean and non-biased character which allowed them to be
placed in any and every North American suburban community. The building structure and
design serves it's function as a place for protected mass consumption (Procter, 1987).

2.3.4 URBAN PLANNING AND REGIONAL SHOPPING CENTRES

The first modernized urban planning practise in Europe and North America came
at around turn of the 19th century, and was developed from various design professions
like architecture, landscape design and civil engineering (Ernest, 1986). The City Beautiful
movement developed at this time. Daniel Burnham's work was influential to the early part
of the City Beautiful movement. The very idea behind the City Beautiful philosophy was
to create a functional North American city inspired by the beauty of old European cities
(Relph, 1987).
While the City Beautiful movement influenced North American cities, the Garden
City theory was an important influence in European planning practice. Ebenezer Howard
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in England, developed the Garden City idea in the late 1890's. His Garden City was an
alternative city, a solution to the 19th century city's problems rather than a method to
revitalize the city itself. According to Howard, the Garden City should be located outside
the existing city. It should also be isolated from the original city by making it a selfsufficient unit. The city should provide it's inhabitants with residential, recreational, and
commercial components (Jacobs, 1961). The Garden City's principles left a lasting
influence on subsequent urban planners. The theory was viewed as the appropriate
planning tool that could control and direct the urbanization process (Knox, 1982, p.50-).
Several approaches to city design and planning emerged as an alternative or follow
up of the City Beautiful and Garden City movement. For example, the idea of master plans
developed from the off-shoots of these two planning approaches. Wright's Broadacre City
and Le Corbusier's Radiant city are other examples (Relph, 1987).
After the Second World War only modified and simplified versions of these theories
were applied to North American planning practise. Cities had been reworked and
transformed significantly. They had also become more complex than ever before. The
increased need for good quality housing, efficient road networks and convenient shopping
facilities are some of but a few new pressures with which planners of the time were
confronted. Rational and efficient planning techniques that could control the development
of the modern landscape were therefore required. General zoning by-laws and building
control was developed according to the scientific management methods. For example,
health studies were used to determine building density and the amount of light that should
be permitted in a residential development (Relph, 1981, p.84). In order to keep planning
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practice simple and efficient, urban planners, developers and government were therefore
forced to apply only limited parts of the theories referred to above. The modern urban
landscape had to be as efficient as the factory machines at the time, and that meant that
the planning tools had to be as efficient as Henry Ford's assembly line (Relph, 1987).
According to Edward Relph, shopping centres are the result of peoples need to
control and manage the modern landscape (Relph, 1981, p.101-). Their relative location
in the modern landscape is arrived at through zoning by-laws which are justified
according to scientific urban economic theories (Re1ph, 1981, p.63-; Mckeever, 1973).
Urban planners took these ideas to heart and used them extensively in the regulation and
control of the modern landscape. These models provided urban planners with valuable
guidelines and objectives which inspired them in their work:
It has been an almost universal custom among metropolitan
planning authorities to spatially analyze existing retailing
structures and to organise the future pattern of domestic
shopping activities within the framework of Central Place
theory and a regular hierarchical spacing of centres
(Edgington, 1980, p.36).
It is from this planning practise that the regional shopping centre concept found it's place
in the modern landscape.
As modern society became more complex and diverse, the need for urban
planning and control increased. In order to handle this task, urban planners developed
several planning tools which would help them in their work. Zoning-bylaws, formal land
use regulations and public development projects were some of these implementation
tools. What was useful with these tools was the planners ability to single out areas for

25
particular land uses. The result of this planning practise can be seen today in the
segregated land use landscape. Single land use regulations encouraged residential,
commercial, industrial, as well as educational developments to be located in areas zoned
for this particular type of land use. Naturally this planning practice affected the
development of regional shopping centres. Designated commercial areas were singled
out in the modern landscape (Ircha, 1982). Through applications for building permits,
planners were able, to some degree, to regulate the type and extent of the commercial
activity intended for each area. However, at the same time, this planning practise was
encouraged by large regional shopping centre developments. Because of the significant
amount of capital that went into such projects, plans that could help developers minimize
the risk and uncertainty of the project were welcomed. Through zoning bylaws and land
use regulations, developers were able to predict the potential competitive commercial
market in an area. They were also able to estimate the current market potential as well
as make some predictions for the future. The shopping centre's economic success
depended on this monopolistic and controlled market situation.
However, single use planning regulations separated land users that could not
function alone. In some instances different land use areas were located close to each
other. However, when the urbanization process started to move out from the city, the
distances also became greater. For example, commercial areas in the suburbs became
heavily dependant on imported traffic from neighbouring residential areas. Single land use
regulations created a traffic flow, thus making traffic regulation another important factor
in modern planning practice.
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A great number of automobiles became available and more affordable to a large
part of the population after the Second World War. This had a tremendous impact on
urban planning practice. Planners were forced to include the car in every aspect of the
urban landscape. The road network improved in quality and in its capacity. But even more
importantly, it expanded to new areas where the suburban communities were developing.
Regional shopping centres benefited from the modern approach to urban planning
in three different ways. First, the extensive road network that developed at the time made
it possible for the shopping centres to draw large numbers of people to their locations.
Secondly, the new road network not only improved the market potential, it also offered
optimal location opportunities. Regional shopping centres made use of busy intersections
and major highway locations in order to benefit from passing traffic. Thirdly, the extensive
road network accommodated the suburban communities' growth. This created new
markets from which new or existing shopping centres could benefit.

2.3.5 URBAN GEOGRAPHY AND REGIONAL SHOPPING CENTRES
The geographical approach to modern landscape was based upon two major
theories which were developed at around the turn of century. Neo-classical, economic
urban land use models as well as the influence of urban ecology both had a significant
impact on modern urban geography.
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Already in 1826 Johann Heinrich von Thunen from Germany had created the
foundation for what later became know as the neo-classical economic land use theory.

8

In 1964 William Alonso picked up Von Thunen's ideas and applied it to the study of urban
geography. 9 The German geographer Walter Christaller had a slightly different theory
involving a hexagonal urban land use model. Through this model he was able to order
the landscape into a hierarchical system. His Central Place Theory (Zentrale Orte Modell)
has since been used as a major influential source for further urban geographic work in
North America (Hagget, 1983, p.463-). The neo-classical economic land use models are
based on some primary assumptions, like uniform transportation costs and rational,
economic human behaviour. The latter assumption was also applied in urban ecology,
which was the second influential source on urban geography.
The urban ecology theories had their origin in the sociology department at the
University of Chicago. The theories borrowed ideas from social Darwinism and applied
them to political, social and economic aspects of human society (Knox, 1982). E.W
Burgess' theoretical approach in applying a concentric zone model to Chicago is but one
example of the theories that developed from this school. Burgess divided the city into five

8

Johann Heinrich von Thunen (1783-1850) wrote "Der Isolierte Staat" in 1826. By
observing the activities on his own estate he was able to develop a scientific
understanding of rural land use. He structured his observations into concentric land use
circles where transport-intensive production was located closer to the centre than the
production of cheaper transportation products. (Source: Haggett, 1983, p. 526-).
William Alonso, a American regional scientist developed an urban land use model
based on the ideas behind Von Thunen's work. The model is based upon the bid-rent
curve which shows the rent people are willing to pay for increased distance form the city
centre. According to the bid-rent curve, residential, industrial and retail activities are
ordered in the urban space. (Alonso, 1964).
9
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zones. The location of different groups in the zones was a reflection of their economic
competitive power.
The increased use of neo-classical economic land use models and human ecology
in human geography signified a break with earlier idiographic oriented geography.
Geographers claimed that geography, as an academic discipline, had its philosophical
approach founded in logical positivism. Geographers should therefore deal with
nomothetic scientific method that operates with either empirical verified data or logic and
mathematical data proven by definitions. In order to make spatial organization laws, it
became important to look for generalities and quantitative data that would fit the models.
At the same time, improved and accessible computer systems allowed for manoeuvrable
quantitative data. Although these models were later modified in order to provide a more
flexible land use model, the basic principles of the bid rent curve did not change (Knox,
1982).
The geographical land use and location theories that emerged in the 60's and 70's
were a reflection of academics' views on the modern landscape. They involved efficiency
and suggested economic optimality. Modern society's commercial activities, and in this
case retailing, found its foundation in Christaller's Central Place theory. The metropolitan
retail system that developed after the Second World War was in many cities regulated and
controlled according to The Central Place Theory.
Traditional economic practices created the foundation for the central place theory.
According to the theory it was the land value that would influence the location pattern of
various activities. The bid-rent curve was therefore a convenient tool to use in order to
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find the optimal location for retail activity. Through studies of retailers bid-rent-curves retail
activities could be organized into a hierarchical system. Depending on the goods and
services that a retailer was selling, the retailer's threshold could be estimated. If the
retailer was highly specialized, its threshold would be high. On the basis of this
information retailers could be placed into the hierarchal retail system. The same method
was used to place shopping centres into a hierarchical retail system. According to the
centre's tenant make-up and its general threshold, it could be categorized as either a
neighbourhood, community or regional shopping centre. This could be done by
measuring the centres floor space and studying the goods and services that the centres'
tenants offer. Regional shopping centres were, according to the hierarchical retail system,
considered a high order retail facility. These centres offered goods and services that
required a relatively large market, and were therefore located in a central location
(Edgington, 1980).
By using the bid-rent curve and the hierarchial retail categorizing system, it was
relatively easy for geographers to organize shopping centres in the landscape. Through
the theoretical models geographers were able to situate shopping centres in an optimal
location where supply and demand would be equal (Bernardo, 1989, p.22-).

2.3.6 THE POST-MODERN PERIOD

What characterizes the post modern period, in this context, is its complexity.
Geographers, urban planners and architects have created a post-modern landscape on
the basis of new theories and models. Feelings, beauty and traditional symbols as well
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as attention to the specific area's unique qualities and historical value are now considered
in current planning practise (Ley, 1980). Order was once considered necessary for plans
to flow smoothly through the various bureaucratic systems. The process has become
increasingly politicized as interest groups advance their cause.
Geographers no longer accept this positivistic approach to the urban space. The
very assumptions of location theories are now being questioned. The systematic
hierarchical retailing system is now in the state of chaos with new retailers and new
products entering the market. Today, a larger proportion of non-physical products, that
is services, knowledge and ideas, have entered the market. Advanced technology like
telefaxes, satellite communication and telecommunication have made the production
process more flexible in terms of time and space.
A large proportion of retailers offer new merchandise combinations. At the same
time, shopping centres are hosting new institutions and activities. As well, the production
and distribution system, on which the location theories were based, is changing. In some
instances the traditional linkage between producers and distributors is eliminated by the
introduction of factory outlets in the retail sector (Bates, 1989).
The retail sector is still regulated and controlled through modern planning practices.
However, there are few sectors of the economy that are experiencing a more rapid and
fundamental change than the retail industry. This has forced planners to change. It is no
longer acceptable to base major plans only on scientific explanations or economic land
use models. Although, they still play an important role, more attention is given to public
participation. Universal plans are no longer applied to the environment. Planners are now
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aware that an area's special characteristics and needs must also be accounted for in the
planning process. Single use developments are still grounded in the existing zoning
bylaws. However, multi-use developments are now being given more attention. From an
architectural point of view, the post-modern period is characterized by the increased need
for an urban design which signifies individualism more than mass consumerism. Postmodern architecture today is more concerned with applying the individual user's identity
to the built environment. There is also a need for urban design to symbolize people's
image of themselves and their surroundings. While modern architecture sought designs
which signified a clean break with the past, one direction within the post-modern
movement uses elements from historic times. Historic symbols accommodate peoples
need to reunite with their past (Langdon, 1988).
Regional shopping centres are a true product of the modern society. Although
there has been some architectural adjustment, their location and function within our
communities is still of a modern character (Relph, 1981 & 1987). Shopping centres have
also made some effort in adjusting to demographic and new corporate competition.
However, their problems are found at a deeper level. Shopping centres are still, to a high
degree, operating and expanding according to the modern approach to the built
environment. Their architectural design and geographical position within post-modern
society will wind-up challenging their position within the retail sector. Regional shopping
centres can no longer be treated as a separate segment in a modern landscape. As the
urbanization process proceeds, they will be forced to become more integrated in our
communities (Gunner, 1990; Dennis, 1990).
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2.3.7 VANCOUVER FROM THE MODERN TO THE POST MODERN PERIOD
-

According to Walter Hardwick, Vancouver has gone through somewhat the same
planning development process as described above (Hardwick, 1974). In the period before
the 1920's, only private and corporate interests influenced the urban development
process. However, in the late 1920's a professional and academic based planning
practice started to emerge. The American born Harland Bartholomew was hired by the
city to make the first civic plan for the Vancouver area. 1° At the time, Bartholomew had
already been involved in many North American city plans. His plans were based upon the
leading economic land use models and theories. He was also heavily influenced and
inspired by the Chicago School's urban ecology ideas. The result was a sectoral,
segregated landscape which was in accordance with logic and the scientific ideas and
theories of the time.
In the late 1930's Vancouver's municipal government and planning practices
became more professionalised. As was the case before, politicians were partisan to their
electoral areas, but now, in addition, they relied heavily upon the professional and
academic recommendations and guidelines now being provided to them. By basing their
decisions on scientific knowledge, it was commonly believed that they were acting in the
best interests of the people as a whole. As a result an academic elite found its niche in
the municipal governmental level. By the 1960's the professional planning practice had
a dominant influence on the modern landscape.

10

This plan was adopted in 1931 (Hardwick, 1974).
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In the late 1960's, several politicians became aware of the many drawbacks these
practises. Their desire to represent their community's special needs was not properly
considered in the planning practise of the day. The assumptions of economic man and
rational behaviour did not apply to the emerging world. People were not behaving only
on the basis of economic factors but also in terms of their emotions, values and lifestyles.
The public debate over the development of Arbutus Village Shopping centre in
Vancouver is an example of the professional planning in conflict with rising public
awareness. From an urban planning point of view, the vacant land near Arbutus Street
and West King Edward Avenue was suited for a large retail development. According to
economic land use models, the market for such development was large enough to
support a regional shopping centre. According to the economic models, there was a need
for a high order shopping facility in the area. However, the citizens of the area did not
think so. When the suggested plan became known to the public, a strong opposition
movement emerged among the residents of the neighbourhood. The result was the
building of a smaller shopping centre which better suited the residents of the
neighbourhood (Hardwick, 1974).
Several similar events occurred throughout the sixties. The public became more
educated and aware of the planning process in the Vancouver area (Ley, 1980). In order
to prevent problems in the future, politicians realized the importance of public participation
in planning. As a result, various governmental institutions were established during this
time. In 1967, the Department for Social Planning was established to obtain community
knowledge and bring this information to the Board of Administration. In the same year the
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GVRD was established. In the years to follow the GVRD coordinated inter-municipal
affairs. However, it was not until 1973, when Harry Lash" instituted the "Livable Region"
plan that, public participation increased in the GVRD's regional planning process.

Harry Lash became the Director of Planning for the Greater Vancouver Regional
District in 1969 (Lash, 1976).
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CHAPTER 3
CHANGING SHOPPING CENTRE CHARACTERISTICS:
THE SIX CASE STUDIES IN VANCOUVER

To illustrate the changes in the shopping centre industry, I have chosen six
Vancouver area shopping centres. I will investigate their similarities and differences
through an examination of general characteristics; of location and accessibility; layout and
design; vacancy rates; the presence of chain stores; and tenant mix.
The Canadian Directory of Shopping Centres (1990) was used to select six
representative regional shopping centre in the Vancouver CMA. They were chosen
because they all fell into Statistics Canada's, Monday Report on Retailers' and ULI's
category, "Regional Shopping Centre" (section 1.2).

3.1 A GENERAL COMPARISON OF THE SIX CASE STUDIES

YEAR OF OPENING The shopping centres were all opened within a 14 year time period.
The first of the six shopping centres to open was Oakridge Centre in 1959. Surrey Place
Mall opened thirteen years later in 1973. This was a significant time period when many
regional shopping centres opened across the whole of Canada (Table 2). Thus according
to Statistics Canada (1976), only 15 regional shopping centres were registered in 1959.
Fourteen years later, the number had increased to 101 such centres. Despite the thirteen

TABLE 2^THE SIX CASE STUDIES GENERAL CHARACTERISTICS, ^1990
GLRA^NUMBER OF

NUMBER OF
ANCHOR TENANTS

TOTAL ANCHOR

CENTRE'S
NAME

OWNER'S NAME
AND ADDRESS

OPENED

BRENTWOOD MALL

TRILEA CENTRES INC.

1961

500,000

107

2

270,594

2,220

CAPILANO MALL

CAMBRIDGE SHOPPING
CENTRES LTD.

1967

404,316

111

2

245,404

2,201

LOUGHEED MALL

TRILEA CENTRE INC.

1969

596,000

183

4

328,350

3,200

OAKRIDGE CENTRE

CAMBRIDGE SHOPPING

1959

572,550

157

2

318,599

3,300

INSURANCE CO.^AND
MARKBOROUGH PROPERTIES
INC.^(NORTH MALL)

1965

542,434

159

5

351,111

2,828

MARKBOROUGH PROPERTIES
INC.^AND CAL INVESTMENTS LTD.

1972

621,000

126

4

345,000

2,400

CENTRES LTD.

RICHMOND CENTRE

SURREY PLACE MALL

YEAR

TENANTS *

SQ.FT

NO.OF
PARKING

CONFEDERATION LIFE

NOTE:
RICHMOND CENTRE^(NORTH MALL)^WAS^FOUNDED^IN^1973.^BOTH^CENTRES^MERGED
TOGETHER IN 1986.
* 1991 NUMBERS
SOURCE:
MONDAY REPORT ON RETAILERS.^1990.^CANADIAN^DIRECTORY OF SHOPPING CENTRES,
AND AUTHORS' FIELD STUDIES.
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year difference between the youngest and oldest shopping centre in this study, they all
have lasted at least twenty years and have all survived periods of economic change in the
seventies and eighties together. This should entail a similar experience with the retail
market. However, some of them have changed owners during this time period.

GROSS LEASABLE RETAIL AREA (GLRA) The shopping centres' gross leasable retail
area, or GLRA, varies from 404,316 square feet (Capilano Mall), to 623,000 square feet
(Surrey Place Mall). This is a fairly large variation in leasable area, which in turns may
influence the shopping centres' tenant structure as well as internal business policy. But
because all the centres meet ULI's definition in terms of size it can be assumed that they
can cater to a regional market (section 1.1).

ANCHOR TENANTS Despite differences in the centre's GLRA, the shopping centre
anchor tenants occupy approximately the same percentage of GLRA for all six shopping
centres. Thus these "anchors" occupy between 54% and 64% of the total space. The
number of anchors located in the six malls vary from two to five. Therefore, the centres
all have, to a certain degree, the same percentage of the non-anchor GLRA that has to
be leased out to other tenants.

OWNERSHIP Today, all of the shopping centres are owned (or partly owned) by Torontobased firms, and only Surrey Place Mall is partly owned by B.C. and Ontario interests.
Although the shopping centres are owned and managed by different companies, the fact
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that the owners all are based in Ontario no doubt influences the management of the
centres.

PARKING The shopping centres have nearly the same amount of parking places per
store unit. There are approximately 20 parking spots for each store.

NUMBER OF TENANTS The number of tenants located in each shopping centre in 1991
varies from 107 at Brentwood Mall to 183 at Lougheed Mall. This is an apparently wide
variation in number of tenants between centres. However, when comparing number of
tenants to the GLRA, one finds that the centre with the highest GLRA does not necessarily
have the highest number of tenants. Neither does the centre with the lowest GLRA have
the smallest number of tenants. There is therefore no proportional relationship between
number of tenants and the centres GLRA.

According to the findings above, the six regional shopping centres have some
apparent similarities. They are all at least twenty years old, and are owned, for the most
part, by Ontario based companies (Table 2). Each centre also has relatively the same
percentage of space leased to anchor tenants, and the same number of parking spaces
available per store unit. In the following sections other similarities will be described.
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3.2 LOCATION AND ACCESSIBILITY
The regional shopping centres' location in relation to major road networks,
consumer markets, competitors and town centres have a profound influence on their
business.
After the Second World War the automobile became an increasingly important part
of urban life in Vancouver. One effect of this growth in the number of cars was on the way
North Americans shopped. Shopping centres emerged along with this change in lifestyle.
For this reason shopping centres have always been heavily reliant on transportation and
road systems for their customers. Their relative location to major highways and other
arterial routes, determines, to a high degree, their success (Gruen & Smith, 1960, p.30;
Jones, 1969, p.51) (Map 1, see Appendix D).
As the name "regional shopping centre" indicates these centres are of such size
that they depend on consumers from the surrounding region as compared to a
neighbourhood shopping centre, for example (see definition in section 1.1). It is practically
impossible to create a trade area boundary around these shopping centres which signifies
a limit beyond which customers will not travel. Today's consumers are highly mobile
throughout a metropolitan area. Nevertheless, it is still worth while examining each
shopping centre's surrounding area. Table 3 shows the 15 municipalities in the Vancouver
CMA. The municipalities' trade areas as well as population levels will be used to
determine the six regional shopping centres' position in the market.
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TABLE 3^GREATER VANCOUVER: COMMERCIAL FLOOR SPACE AS A FUNCTION OF
POPULATION,^1990.
MUNICIPALITY

RETAIL SHOP.
CENTRE SQ.FT
A)

OTHER RETAIL
FLOOR SPACE

TOTAL RETAIL
FLOOR SPACE
B)

POPULATION
C)

BURNABY
CITY OF N.VANCOUVER
RICHMOND
SURREY
VANCOUVER/UEL

2,322,718
568,082
1,903,716
3,005,829
2,097,046

3,265,165
1,603,563
2,988,806
4,413,393
25,493,533

5,587,883
2,171,645
4,892,522
7,419,222
27,590,579

156,633
39,535
126,748
232,555
465,067

COQUITLAM
DELTA
LANGLEY CITY
LANGLEY TOWNSHIP
NEW WESTMINSTER
DISTR.OF N.VANCOUVER
PORT COQUITLAM
PORT MOODY
WEST VANCOUVER
WHITE ROCK

1,309,239
1,303,624
416,244
412,701
558,470
440,338
259,147
108,555
543,687
40,747

1,648,550
1,094,233
1,085,612
980,209
2,133,145
1,845,344
702,528
433,903
820,570
434,824

2,957,789
2,397,857
1,501,856
1,392,910
2,691,615
2,285,682
961,675
542,458
1,364,257
475,571

84,548
86,214
18,382
64,039
44,107
75,613
53,985
17,185
39,615
15,973

MUNICIPALITY

SHOP.CENTRE %
SQ.FT OF TOTAL
RETAIL SQ.FT.

RANK

BURNABY
CITY OF N.VANCOUVER
RICHMOND
SURREY
VANCOUVER/UEL

42.0
26.0
39.0
41.0
8.0

4
10
6
3
15

15.0
14.0
15.0
13.0
5.0

5
6
4
8
14

COQUITLAM
DELTA
LANGLEY CITY
LANGLEY TOWNSHIP
NEW WESTMINSTER
DISTR.OF N.VANCOUVER
PORT COQUITLAM
PORT MOODY
WEST VANCOUVER
WHITE ROCK

44.0
54.0
28.0
30.0
20.0
18.0
27.0
20.0
40.0
9.0

2
1
8
7
11
13
9
12
5
14

16.0
15.0
23.0
6.0
12.0
5.0
7.0
6.0
14.0
3.0

2
3
1
11
9
13
10
12
7
15

SHOP.CENTRE
SQ.FT.PER.CAPITAL

NOTE: THE SQ.FT LISTED IN THE TABLE INCLUDE COMPLETED RETAIL
DEV. PROPOSED OR UNDER CONSTRUCTION. A) ^INCLUDE RETAIL
SQ.FT. B)^INCLUDES RETAIL SH. CENTRES AND OTHER RETAIL
THE POPULATION DATA ARE BASED ON ESTIMATED NUMBERS FOR
NOT AVAILABLE.)
SOURCE: GVRD.^1991. GREATER VANCOUVER KEY FACTS.

RANK

DEV. AS WELL AS
DEV. OF 30,000+
FLOOR SPACE. C)
1991.(1990 DATA
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The regional shopping centres relative location to major town centres will also
influence their business. Vancouver has experienced a significant increase in its
population in the last 10 years. In 1981 the Vancouver CMA had a total of 1,268,197
residents. In 1991 the population was estimated at 1,574,971 residents. This is an
increase of more than 24% over the levels of the previous ten years (GVRD, 1991). Such
an increase has caused the growth of the city outward to the east, into the Fraser Valley,
and west, to some extent to the Gulf Islands. The GVRD has had a policy for over a
decade to decrease the pressure on the downtown Vancouver area, and create
alternative town centres. The GVRD expresses this point as follows,
We can no longer afford to pursue the 1960's concept of a
single business core surrounded by predominantly residential
suburbs all served primarily by the private automobile. This
concept lead to fragmentation of community life, excessive
dependence on the automobile and the waste of valuable land
(GVRD, 1990b, p.19).
These town centres are striving for more regional self-sufficiency, in work and
residence. The town centres that are listed here are Lonsdale in North-Vancouver,
Richmond Centre in Richmond, Metrotown in Burnaby, Downtown New-Westminster,
Guildford in Surrey, and Coquitlam along the Lougheed Highway (GVRD, 1990b) (Map
2). Town centres were not seen in the 1975 plan to incorporate shopping centres.
However, these shopping centres' relative location to these town centres will no doubt
influence their business. (For more information on town centres see Artibise & Davis
& Hutton, 1990.)

42
Only two of the six shopping centres examined here (Richmond Centre and Surrey
Place Mall) are located close enough to a town centre that they can benefit directly from
the activity the centre generates. Capilano Mall is located in a disadvantaged position in
that it is a kilometre from a town centre, but still somewhat isolated. The rest of the
centres examined in this study, are located far enough away from the town centres that
they have an opportunity to build up their own centre function (Map 2).

3.3 THE SHOPPING CENTRES' LAYOUT AND DESIGN
The shopping centre's layout and design have been carefully planned to meet
developers marketing strategy. Both play an important part in the creation of a shopping
centre's image, and are therefore important in the shopping centre's economic success.
Different developers choose different methods to achieve the optimal design and layout,
but there are some common guidelines that many shopping centre developers appears
to be following. These guidelines allow the developers, managers and tenants to achieve
the highest possible profit from the centre, that is, improve the centre's potential earning
capacity (McKeever, 1982; Jacobs, 1984, p.30).
However, not all developers have had maximum profits as their primary goal. Victor
Gruen, a pioneer in shopping centre development and design, was very active in the
development of the shopping centres in the USA from the 1950's to the 1970's. Gruen
(Gruen & Smith, 1960) found the development of free merchandising very aggressive, and
saw it was necessary to regulate and control it. He also disliked the hostile and congested
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environments which the automobile was creating. The result of these judgements was an
idealistic shopping centre model (Snyder, 1992). The shopping centres need an
environment that could fulfil more than the basic needs of a suburban shopper. He
wanted to plan the shopping centre in such way that it would:
...create additional attractions for shoppers by meeting other
needs which are inherent in the psychological climate
peculiar to suburbia. By affording opportunities for social life
and recreation in a protected pedestrian environment, by
incorporating civic and educational facilities, shopping centres
can fill an exciting void. They can provide the needed place
and opportunity for participation in modern community life that
the ancient Greek Agora, the Medieval Market Place and our
own Town Squares provided in the past (Gruen & Smith,
1960, p.24).
He created several shopping centres according to this policy. This strategy did not
always provide the developer with maximum profit per square foot. Developers and
shopping centres today seem to have abandoned Gruen's approach. They create
environments with little thought other than to create a space for the buying and selling of
goods. The layout of today's malls, as well as their design, is often very standardized. As
my case studies will show, it is easy to see that certain plans have been used over and
over again.
3.3.1 THE SHOPPING CENTRES' LAYOUT
"The shopping centre is one of the few new building types
which represent a response to the emergence of the
automobile as a means of mass transportation (Gruen &
Smith, 1960, p.140).
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There are two important goals that a shopping centre's layout should try to
achieve. The first is to make parking and entrances conveniently located for customers.
The second task is to channel the potential customers through the centre so as to
maximize pedestrian traffic, and therefore, potential sales (Jones, 1969).
The planning of a shopping centre's layout is first determined by the number of
anchors that are going to be located in the centre. Their location will create a "pull effect"
between them and it is therefore best that they are located on different sides of the centre
(Jones, 1969). The pull effect creates pedestrian traffic from one anchor to another, and
the shops located between them will, in theory, be able to benefit from this traffic flow.
There are certain universal layout plans by which a mall can be categorized; the strip
layout, the "L" layout, the "U" layout, the cluster, the "T", the triangle, the dumbbell and
finally the double dumbbell (Jacobs, 1984; Jones, 1969). But because all of the shopping
centres in this study have gone through a least one major expansion since its opening,
their layouts are complicated, which makes it hard to categorize them into the major
categories.
The way in which non-anchor tenants are located in the shopping centre is also
carefully planned. Certain tenants need to be located more strategically than others. For
example, services usually create loyal customers and are therefore not as dependent on
a central location. While the tenants that do not create customers, but which have to rely
on passing trade, are heavily dependent on a central location. Tenants selling similar
goods tend to benefit from being located together, for example children's and women's
clothing stores. Comparative shopping enables an increase in the productivity for each
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store, and at the same time increase the traffic in total, or create a cumulative attraction
(Jones, 1969, p.112). There are also tenants selling different products which benefit from
being located together. For example, women's clothing stores, toy stores and children's
clothes stores are a compatible group that benefit from being located close to each other
(Jones, 1969).

3.3.2 ARCHITECTURAL DESIGN AND LANDSCAPING

The shopping centres' visual appearance is an essential element in the overall
planning process. Both the external and internal design have to be included from the very
start of planning. The design and landscaping of a shopping centre gives a customer a
distinct message about the centre. Edward T. Hall calls this the "The Silent Language"in
the book with the same name (Hall, 1961). According to Hall, one way to express this
language is through the exploitation of materials. The message or image the shopping
centre presents through design, or lack of it, can be of crucial importance to its success.
Many shopping centre developers have given the architecture second priority after
location and layout. As a result, the shopping centre's image may not be suited to the
community and environment it is located in (section 5.6 for examples and further
discussion).

3.3.2.1 THE EXTERNAL DESIGN
The external appearance of the centre has to draw attention, impress and stimulate
people passing by it to enter it. Several elements have to be carefully considered in this
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regard. The design of the shopping centre complex has to create a sense of unity so that
customers perceive a positive image of the shopping centre as a whole. But at the same
time, the design has to reflect the diversity of goods and services that the shopping
centre is providing. This has to be done in order to make the centre an attractive place
for tenants, with their own strong image, to locate (Jones, 1969).
The use of external shopping windows can signify the stores' images. But it can
also cause problems. Merchandise can fade in the sunlight; the presentation of goods in
varying daylight can diminish the effect of the display; and the windows are in general a
costly maintenance factor. Solid walls are therefore preferable for many shopping centres.
This puts more pressure on the design effort. Walls should be stimulating and interesting
to people that view them. They should also signify what people can expect to see inside
of the malls. At the same time, walls should symbolize the environment that surrounds the
centre. This can give people a feeling of attachment to the centre as a part of their
community and surroundings (Jones, 1969).
Shopping centres tend to be one and, sometimes two stories high. Such relatively
low buildings can be difficult to see for people passing by on the roads. Similarly
entrances can be difficult to view from the parking lots. The design and landscaping can
be used to reduce these disadvantages. Signs and different landmarks can be used to
attract attention and guide people passing by into the centre. Pedestrian paths from the
parking lot to the entrance can serve as a guide as well as improve peoples' safety. The
same function can be provided by canopies and planted trees, both of which also provide
weather protection.
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3.3.2.2 THE INTERNAL DESIGN
In many cases entering a shopping centre feels like entering a new world, totally
separated and protected from the one outside (Kowinski, 1985). This world has been
carefully designed so that it will benefit the tenants, the owners of the mall and to some
degree the customers. It tends to put the customer lowest on this priority list, because
this is usually a world that is created with maximum profit as its primary goal. If the design
of the centre can help make shopping a "fun" experience, the centre benefits by having
people visiting the centre more often, engaging in impulse buying and perhaps staying
longer than they intended. This will influence the centre's income potential.
Victor Gruen suggested in 1960 that the old, traditional shopping street that one
left behind when moving out to the suburbs should be the model for shopping centre
design.
...these spaces must be more than narrow lanes between
long rows of stores. They must represent an essentially urban
environment. They should create opportunities for manifold
activities. They must be busy and colourful, exciting and
stimulating, full of variety and interest (Gruen & Smith, 1960,
p.147).
There are several key elements that contribute in creating such an environment.
The store's frontage can be designed in such a way that it maximizes traffic flow and
reduces barriers in the shopping centre. The seating areas that are provided should be
designed into the mall environment but at the same time not hold up traffic (Gruen &
Smith, 1960, p.144).
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The kinds of colours and how they are used can influence consumer behaviour
and are therefore an important consideration in mall design. Studies indicate that warmer
colours have the ability to attract and stimulate customers, while cooler colours are
appropriate in an environment where the customers need deliberation over the purchase
decision (Bellizzi & Crowley & Hasty, 1983).
Attention is also given to the appearance of common areas. Key elements like
sculptures, murals and music can make the centre varied and exciting and add some
character to the centre. Water fountains, trees and flowers can create a relaxing and
enjoyable environment which makes the centre a pleasant place to spend time, and
naturally, money.
Few shopping centres today have followed Gruen's advice. The desire for short
term profit and maximum return of investments can not always be achieved by following
Gruen. Steven Snyder says that,
The demise of the urban street as public space has shifted to
the private interior streets of the malls. These private realms
deny any form of individual expression outside of the
corporate agenda of consumerism (Snyder, 1992, p.56).
The emphasis on profit rather than the planning principles spoken of by Gruen is
reflected in the shopping centre design we see today. For example, national chain stores
are regarded as valued tenants by most shopping centres. Their location in the centre is
important for the economic viability of shopping centre as a whole and therefore their
wishes will often be satisfied with little regard for anything else. This effort to please them
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is frequently seen in the mall's bending of frontage rules to satisfy the powerful tenant
(Gruen & Smith, 1960, p.145).
The shopping centre must also be careful in its use of designs that interfere with
the customers shopping mood. For example, it is suggested in several shopping centre
handbooks that too much non-retail area can have a negative effect on shopping volume.
Moreover, tenants are often reluctant to pay more than is absolutely necessary for the
interior design of the mall.
In section 3.7, I intend to examine design aspects of the six shopping centres of
my study. This examination is based on answers to a questionnaire that I administered
to the mall managers and developers. I will present these findings in the context of my
own subjective impression of the six malls carried out during field surveys in 1992 and
1993.

3.4 VACANCY RATES
The number of vacancies found in a shopping centre can be viewed as an
indicator of change and indicate what may lie ahead. In this part of the study vacancy rate
of the six malls is recorded for each year of the study. In order to make comparisons the
total number of vacant leasable units to the total number of units in each mall per year
were recorded. Before looking at the six case studies in section 3.7, some comments
need to be made about using vacancy rate as an indicator of change.
It would be tempting to assume that a high percentage of vacancies indicates an
unsuccessful shopping centre which has problems finding tenants to fill the empty space.
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However, from discussions with some of the mall managers it appears that some mall
managers actually prefer a certain number of vacancies. This is because vacancies allow
the mall managers some degree of choice in terms of tenant mix. Some malls, hopeful
of creating a particular image, will sometimes leave retail space vacant until the preferred
tenant comes along (interview with Marlis Spanton).
Yet while this may be the case for the financially stronger shopping centres, other
mall managers wish to hide their vacancies. Empty stores and blank walls, without doubt,
have a negative impact on shoppers. Empty space can signify to the consumer that the
centre has difficulty securing and keeping tenants and that "something is wrong" in this
place. At the same time, vacancies also hurt neighbouring tenants. Reduced foot traffic
has an obvious negative effect on these stores. In order to avoid these problems some
shopping centres lower the rent of vacant units, and in some cases waive rent for a
limited time. John Heinzl in the Globe and Mail notes, for example, that,

With few tenants in the wings to fill empty stores, landlords
are willing to jump through hoops to keep those they consider
reputable retailers in business. An occupied store lends a
valuable impression that the mall is thriving, even if the tenants
pays nothing in rent (Heinzl, 1991b, A).

Thus, vacancy rates are not always the best available indicator of success.
Nevertheless, they do provide some information about a given mall that enables research
questions to be raised.
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3.5 FREQUENCY OF CHAIN STORES

The definition used by Statistics Canada for a chain store is:
...an organization operating four or more retail outlets in the
same kind of business, under the same legal ownership at
any time during the survey year. The only exception is
department store organizations which are treated statistically
with chain organizations even though they may fail to meet
the criterion of four or more retail stores. Any firm not meeting
the above definition is automatically classified as an
"independent organization" (Statistics Canada, 1990b
Appendix 1).
This definition is also used in this part of my study dealing with the relationship
between shopping centres' and chain store organisations. In addition to the data on
malls, Statistics Canada provides a list of all chain stores located in Canada. This source
of information together with the Directory of Retail Chains in Canada (Monday Report on
Retailers, 1990), are the sources for data in this analysis. The latter publication uses a
broader definition of chain store organisation. It specifies that the organization must have
three or more outlets in order for it to be listed as a chain store organisation. This also
applies to department stores. By using both definitions, every chain store organisation
under the same legal ownership with three or more outlets, and all department stores, will
be accounted for in this study when nothing else is indicated.
In the first part of this section I will describe the growing importance of the chain
store organization in Canadian retailing and show how this development is closely related
to the growth of the shopping centre industry.
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3.5.1 RETAIL CHAIN STORES AS PART OF THE TOTAL RETAIL INDUSTRY

Chain store organizations have become an important part of the Canadian retail
market, replacing independent businesses. The retail market has changed, competition
on all levels from the local to the international market has become more intense and the
complexity of retail patterns in general has increased. Retailers have responded to these
developments by clustering together into chain stores and franchise organisations. By
doing this, the larger chain store organisation is able to spread its risk, and is therefore
better able than independents to deal with market and economic fluctuations.
Table 4 shows the total number of chains and the average number of stores they
operate over the period 1960 to 1989. In this table, department stores are excluded
because their development differs from other chain stores. In 1960 there were 537 retail
chains in Canada, with a total of 9,954 stores. By 1989, 1,121 chains operated 35,572
stores. The number of actors in the chain store industry has increased, but more
importantly the total number of stores being operated has increased sharply. While chains
in 1960 were operating an average of 19 stores, chains in 1989 operated nearly twice as
many stores.
In Table 5 chain store organisations are compared to the two other major retail
actors, department stores and independent retailers. Department stores in this table are
distinguished from chain stores to illustrate that the their sales figures are derived
differently from the rest of the chain stores. Chain store retailers' total sales have
increased over the past several years. In 1960 retail chain stores accounted for 22.4% of
total retail sales. Their share increased to an average of 32.3% during the course of the
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TABLE 4^HISTORICAL STATISTICS OF RETAIL CHAINS,^(EXCLUDING
DEPARTMENT STORES) CANADA, 1960 TO 1989.
YEAR

NUMBER OF
CHAINS

1960
1965
1971
1976
1981
1982
1983
1984
1985
1986
1987
1988
1989

537
602
833
827
876
1,001
1,145
1,235
1,292
1,267
1,308
1,187
1,121

AVERAGE NO.
OF STORES

9,954
10,677
15,976
19,741
23,922
25,786
26,966
28,836
30,665
31,840
34,492
35,300
35,572

AVERAGE NO.OF
STORES OPERATED
BY CHAINS
18.5
17.7
19.2
23.8
27.3
25.8
23.6
23.3
23.7
25.1
26.4
29.7
31.7

NOTE:
THE AVERAGE NUMBER OF STORES IS OBTAINED BY AVERAGING THE
NUMBER OF STORES IN OPERATION AT THE BEGINNING, THE
MID-POINT AND THE END OF THE FINANCIAL YEAR OF CHAIN
ORGANIZATIONS.
SOURCE:
STATISTICS CANADA.^1990. RETAIL CHAINS AND DEPARTMENT
STORES. Catalogue No.^63-210.
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TABLE 5^HISTORICAL STATISTICS ON SALE OF DEPARTMENT STORES, CHAIN
STORES AND INDEPENDENT STORES, AS A PERCENTAGE OF TOTAL RETAIL TRADE,
CANADA,^1950-1989.
YEAR

1950
1960
1965
1971
1976
1981
1982
1983
1984
1985
1986
1987
1988
1989

TOTAL RETAIL
TRADE
$'000
8,265,635
15,356,643
20,714,192
31,387,959
56,716,573
94,196,164
97,861,894
106,542,674
116,726,575
129,597,093
140,150,410
154,190,353
165,931,455
174,652,971

DEPARTMENT STORE
STORE SALES IN %

CHAIN STORE
SALES IN %

10.9
8.6
8.8
10.2
11.5
10.9
10.5
10.3
9.9
9.5
9.2
8.4
8.0
8.0

INDEPENDENT
STORE SALES
IN %

21.8
22.4
23.9
28.4
30.3
31.4
33.4
33.3
33.3
32.6
32.4
32.2
31.6
31.9

72.5
69.0
67.3
61.4
58.2
57.7
56.1
56.4
56.8
58.0
58.4
59.4
60.4
60.1

NOTE:
TOTAL RETAIL TRADE IS DEFINED AS THE AGGREGATED SALES MADE
THROUGH RETAIL LOCATIONS (OUTLETS).
SOURCE:
STATISTICS CANADA.^1990. RETAIL CHAINS AND DEPARTMENT STORES.
CATALOGUE NO.63-210. TEXT TABLE 1.

1980's. Since 1976 department stores have seen their share of total retail sales decrease.
Independent retailers, though still accounting for the largest share of total sales, have
experienced a decline in percentage of sales from a high of 72.5% in the 1950's, to an
average 58.1% in the 1980's (Statistics Canada, 1990b).

55
3.5.2 RETAIL CHAINS' SIZE
There are a few chain store organisations in Canada that control a large number
of stores, and therefore control a significant percentage of chain store sales. Table 6
shows that the retail chains operating with 4-9 stores accounted for 60.7% of the total
number of retail chains operating in Canada in 1986. However, this group of stores only
accounted for 12% of the total retail chain sales for that same year. For 1986 the chains
that operated 100 stores or more, represented only 5.5% of the total number of retail
chains, but accounted for 53.3% of the retail chain sales. As Table 6 indicates, three years
later, in 1989, the trend continued.

3.5.3 NATIONAL VERSUS LOCAL AND PROVINCIAL CHAINS
There are a number of retail chains operating at the provincial level in Canada
(Table 7). In 1986 45.4% of all retail chains in Canada were provincial chains. Three years
later this proportion decreased slightly to 43.2%. However, while the number of provincial
chain stores seemed to decline over this period, their percentage of total sales increased
from 35% to 39.5%. This could be an indication that the provincial chain store
organizations have been able to increase their productivity and become more competitive.
This has lead to a higher market share for the total chain store sales.
The opposite seems to be true for the chains operating on a national level. The
number of national chains as well as the total number of stores they operate increased
in the same time period. At the same time, their proportion of total retail chain sales
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TABLE 6^DISTRIBUTION (IN PERCENT) BY NUMBER AND SALES OF RETAIL CHAINS,
BY NUMBER OF STORES OPERATED.
NUMBER OF
STORES
4-9

10-49
50-99
100-

1986
NUMBER
60.7

27.9
5.9
5.5

1988

1987

SALES
12.0

15.2
19.4
53.3

NUMBER
59.6

29.0
5.7
5.7

SALES
10.9

18.6
16.4
54.0

NUMBER

1989

SALES
10.2
17.8
17.8
54.1

55.3
31.3
6.7
6.8

NUMBER

SALES

51.7
33.6
7.2
7.5

11.0
17.3
18.3
53.5

SOURCE:
STATISTICS CANADA. 1990. RETAIL CHAINS AND DEPARTMENT STORES.
CATALOGUE NO.63-210.

TABLE 7^RETAIL CHAIN STORES'^(EXCLUSIVE DEPARTMENT STORES) DISTRIBUTION
(IN PERCENT) OF NUMBER AND SALES, BY TYPE OF LOCATION, CANADA,^1989-1989.
TYPE
OF LOCATION
LOCAL
PROVINCIAL
NATIONAL

1986

1987

1988

1989

CHAINS

SALE

CHAINS

SALE

CHAINS

SALE

CHAINS

SALE

23.1
45.4
31.5

4.2
35.0
60.8

24.1
43.9
32.0

3.9
34.7
61.4

22.3
43.0
34.7

3.5
39.6
59.6

21.5
43.2
35.3

3.4
39.5
51.7

SOURCE:
STATISTICS CANADA. ^1990. RETAIL CHAINS AND DEPARTMENT STORES.
CATALOGUE NO.63-210.
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decreased from 60.8% to 57.1%. This may indicate that an increasing number of national
chains will have to share a smaller portion of total chain sales.
The number of local chains operating in Canada during the period 1986 to 1989
has declined and so too has the total number of stores in these chains. For the same
period, the small proportion of total sales that these chains accounted for has declined
to a even lower level, from 4.2% to 3.4%.
There seems to be a disproportionate relationship between the number of chains
operating at one level and their share of the total retail chain sales. The national chains
account for over half of the total sales in the retail chain industry, but operate only a third
of the total number of chain stores in Canada in 1989.

3.5.4 RETAIL CHAINS LOCATED IN SHOPPING CENTRES

The shopping centre developers and the chain store organizations have developed
a close relationship, which has assisted each of them to grow and become strong actors
in the retail environment (section 4.9). Of all the retail chain stores operating in Canada
in 1973, 4,689 or 24.6% of them were located in shopping centres (Table 8). Fifteen years
later, over half of the retail chain stores operating in Canada in 1988 were located in
shopping centres. This illustrates how the relationship between the retail chain stores and
the shopping centre developers has grown stronger. Considering that the retailers located
in shopping centres accounted for 35.9% of the total retail chain store sales in 1973, and
55.3% of the sales in 1988, there appears to be an increasing trend towards chains and
shopping centres combining their efforts.
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TABLE 8^TOTAL NUMBER AND SALES OF CHAIN STORES IN SHOPPING CENTRES
AS A PERCENTAGE OF TOTAL CHAIN STORES, CANADA, ^1973 AND 1988.
YEAR
TOTAL NO.OF
CHAIN STORES
NO.OF CHAIN STORES
LOCATED IN SH.CENTRES
IN PERCENT
TOTAL CHAIN STORE SALES
SALES $ '000

1973

1988

19,086

37,823

4,689

19,688

24.6

52.1

15,685,009

65,773,877

5,626,856

36,382,838

TOTAL CHAIN STORE SALES
IN SH.^CENTRES $^'000
IN PERCENT

35.9

55.3

SOURCE:
STATISTICS CANADA.^1992. MARKET RESEARCH HANDBOOK.
CATALOGUE NO.^63-224.

3.5.5 TYPE OF RETAIL CHAINS AND THEIR LOCATION IN SHOPPING
CENTRES
Different retail chain stores find it more attractive to locate in a shopping centre
than others. Shopping centres seem to provide a certain image combined with services
which some tenants find more beneficial than others. The degree of involvement by chain
store organisations in the shopping centre is highly dependant on the kind of business
undertaken by these organisations. Table 9 shows some of the category clustering which
has occurred in the shopping centre industry in about the last decade.
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Retail categories supplying women's, mens and family clothing, shoe stores,
jewellery stores and department stores predominate in shopping centres. This picture has
changed over time, and their numbers have been on the rise. The greatest increase
occurred in the categories of jewellery stores, family clothing stores and shoe stores
(Table 9).

3.5.6 RETAIL CHAINS AND THE TYPE OF SHOPPING CENTRE LOCATION
Regional shopping centres have always relied on a close relationship with chain
store organizations. Because of their size and high investment capital, regional shopping
centres view chain stores as secure, predictable tenants.
Table 10 shows the strength of the relationship between chain stores and shopping
centres. In 1986, 720 retailers, or 69.2% of all retail chain stores, operating in Vancouver,
B.C., were located in regional malls. Two years later, the number had increased by 45
retailers to 70.2%. In this time period, these retailers represented more than half of the
total retail chain store sales.

3.5.7 REGIONAL SHOPPING CENTRES AND THE TYPES OF CHAIN STORE
OPERATION
Different shopping centres have varying numbers of national, provincial and local
chain stores located in their facilities. Regional shopping centres tend to have a relatively
high concentration of national chain stores (Simmons, 1990; Ircha, 1982). This no doubt
reflects the fact that regional malls have by their very nature, greater traffic flows than the
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TABLE 9^NUMBER OF RETAIL CHAIN STORES IN CANADA IN SHOPPING CENTRES,
BY KIND OF BUSINESS, CANADA,^1973 AND 1988.
KIND OF BUSINESS

PERCENTAGE OF
CHAIN STORES
LOCATED IN SH.
CENTRES

TOTAL NUMBER
OF RETAIL CHAIN
STORES

NO. OF RETAIL
CHAIN STORES
LOCATED IN SH.
CENTRES

1973

1988

1973

1988

1973

1988

19,086

37,823

4,689

19,688

24.6

52.1

3,227

4,450

628

922

19.5

22.3

630

616

219

385

34.8

62.5

OTHER GENERAL MERCHANDISE STORES

2,113

2,562

246

580

11.6

22.6

SERVICE STATIONS AND
GARAGES

1,548

3,994

22

131

1.4

3.3

465

1,116

235

951

50.5

85.2

1,269

4,840

707

4,435

55.7

91.6

584

2,429

169

1,790

28.9

73.7

1,684

2,549

649

2,096

38.5

82.2

531

837

262

727

49.3

87.0

50

133

13

25

26.0

18.8

FURNITURE,T.V.,RADIO
APPLIANCES STORES

520

1,624

95

776

18.3

47.8

DRUG STORES

599

1,083

131

437

21.9

40.4

JEWELLERY STORES

370

910

154

826

41.6

90.8

ALL OTHER STORES

5496

1,068

1159

5,458

21.1

44.4

ALL STORES
SUPER MARKET AND
GROCERY STORES
ALL OTHER FOOD STORES

MEN'S CLOTHING
WOMEN'S CLOTHING
FAMILY CLOTHING
SHOE STORES

DEPARTMENT STORES
HARDWARE STORES

SOURCE:
STATISTICS CANADA.^1992. MARKET RESEARCH HANDBOOK.
CATALOGUE NO.^63-224.
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TABLE 10^TOTAL NUMBER AND SALES OF RETAIL CHAIN STORES IN SHOPPING CENTRES
BY PERCENTAGE, BY TYPE OF LOCATION, FOR 1986, 1987 AND 1988.
VANCOUVER, B.C.
% OF CHAIN
STORES

% OF CHAIN
STORE SALE

YEAR

NO.OF
STORES

CHAIN STORE
SALE

NEIGHBOURHOOD
SHOPPING CENTRE

1986
1987
1988

31
31
31

312,569,499
332,950,390
358,740,381

3.0
2.8
2.8

14.0
14.0
15.0

COMMUNITY
SHOPPING CENTRE

1986
1987
1988

125
132
132

356,975,505
397,674,940
458,527,121

12.0
12.1
12.1

16.0
17.0
19.0

REGIONAL

1986
1987
1988

720
759
165

1,215,121,112
1,240,084,722
1,267,877,198

69.2
69.7
70.2

54.0
54.0
52.0

INDOOR
SHOPPING MALL

1986
1987
1988

164
167
161

356,046,671
346,185,473
346,464,809

15.8
15.3
14.8

16.0
15.0
14.0

TOTAL

1986
1987
1988

1040
1089
1089

SHOPPING CENTRE

2,240,712,787
2,316,895,525
2,431,791,509

100
100
100

100
100
100

SOURCE:
STATISTICS CANADA.^1992. MARKET RESEARCH HANDBOOK.
CATALOGUE NO.^63-224.

local malls. Chains find this factor appealing and therefore tend to locate there.
Unfortunately, there is no published data which distinguishes the type of chain store
operations and type of shopping centre location. It would be interesting to see what the
actual numbers of national, provincial and the local chain store retailers were in the
different types shopping centres.
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Several studies have been made which show that there is a high proportion of
chain stores, especially of national chains, located in the regional shopping centres
(Honigman, 1985). Interviews made during the study also suggested that such a
relationship exists. Later in this paper I will elaborate more on this point in my discussion
of the six malls.

3.6 TENANT MIX IN THE REGIONAL SHOPPING CENTRE

The shopping centre's tenant mix is of crucial importance to its overall business
policy. A well thought out tenant composition can significantly influence the centre's "pull"
effect on customers to the centre as well as on their spending patterns. A good tenant
mix gives the centre prestige, and all tenants benefit as a result.
I have chosen to divide this discussion into two parts. In the first I will deal with
some of the tenant categories operating in the six regional shopping centres. This is done
to show that while some tenant categories dominate in terms of numbers, other
categories, though fewer in number, play an essential role in the centres retail
environment. In the second part of this chapter I will examine the tenants in closer detail.
I will look at the numbers of tenants offering services activities as compared to the tenants
supplying the customers with goods.

3.6.1 FASHION AND FOOD STORES

In the first part of this section I will take closer look at two tenant categories:
clothing and shoe stores; and food serving tenants.
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In the first shopping centres that were built in North America, developers were
concerned about putting competing stores into the same centre. As the shopping centre
industry developed and the retailer became more familiar with the centres it became clear
that the presence of competitors under the same roof was an advantage, not a problem.
Southgate Mall located close to Minneapolis was the first shopping centre to prove this.
Tenants selling the same sort of merchandise were located not only in the same centre,
but in the same part of the centre. This was found to be a highly beneficial arrangement.
Consumer traffic increased and particularly in the areas of the mall where competitors
were closely located. Colin S.Jones called this effect "cumulative attraction" (Jones, 1969).
Regional shopping centres of today have been influenced by the cumulative
attraction phenomenon in their selection of tenants. There are unofficial guidelines that
shopping centre developers use to decide what tenants they should look for and to what
degree that type of retailer should be represented in the tenant mix. Although these
guidelines seem to have worked reasonably well in various shopping centres in a variety
areas, developers must be careful to not allow them to become universal recipes (Curran,
19991; Fennell, 1989; Bristol, 1991). The environment surrounding, and the uniqueness
of the community in which the centre is located must be carefully considered in the tenant
selection process (Petroff, 1991). I will deal with this aspect of tenant mix later in this
study.
Regional shopping centres, for the most part, cater to the female shopper. As
much as eighty percent of the regional shopping centres customers are female. Regional
shopping centres respond by creating a "women-friendly" environment (interview with
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Lorne J. Braithwaite). One way this is done is by creating a combination of stores such
as a concentration of women's clothing that are appealing to female shoppers. And
because women are perceived as the primary purchasers in the families, family, men's
and children's stores are also a common feature in regional centres.
The tenants involved in selling and preparing food and drinks for consumption in
the mall, have become a more common tenant in regional shopping centres (Adams,
1991). While in previous years there were perhaps only two such outlets in a mall, today
we see food-courts with numerous food outlets offering a vast array of cuisine. These
food-courts have become an important part of modern malls. Although their main purpose
is to serve shoppers with a place where they can sit down and relax and consume food,
they also prevent shoppers from leaving the mall when they wish to eat.
The food-courts are often designed and decorated differently from the rest of the
mall. Plants, colours and sculptures are but a few of the elements used to make the foodcourts a distinct place. More and more effort is put into their design, with the purpose of
making the visit to the food-court an experience in itself that pulls people in to the centre.

3.6.2 GOODS TO SERVICE RATIO
The goods to service ratio illustrates important changes that regional shopping
centres have undergone. The ratio is created by first dividing the shopping centre's
tenants into the two basic categories, goods and service, the latter category including all
services as well as office tenants, and then by dividing the number of goods tenants with
the number of service tenants. A ratio that is more than 1 indicates an emphasis on
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fashion, while a service oriented mall will have a ratio between 0 and 1 (Bernardo, 1989).
The ratio is an instrument that will be used to measure changes in the six shopping
centres in Vancouver, as well as make comparisons among them, where possible. In this
study the goods to service ratio will be used to indicate changes in tenant mix that have
occurred over time.
There are differing views on what a change in the goods to service ratio indicates.
Some argue that a lowering of the ratio is a sign of a centre in decline, as it shows that
the centre is not able to keep or attract tenants with higher trade volume. When this
occurs, it is reasoned, the mall is forced to replace these tenants with service tenants.
The goods related tenants, in general, occupy larger store units and are able to earn
higher sales per square foot (ULI, 1987). This will especially influence the shopping
centres revenue if the rent or part of it is based on a percentage of the tenants sales. A
large concentration of goods-selling tenants is therefore viewed in this theory as an
indicator of a shopping centre that is doing well from a business standpoint. Geoffery J.
Bernardo (1989) for example, sees a decline in the goods to service ratio in Toronto malls
as a indication that they are declining. He further argues that a lowering of the ratio is
rarely done on purpose by the shopping centre that is doing well. However, it is my view
that while this theory may have been accurate in the past, it is not necessarily the case
today.
Contrary to Bernardo's view, it may be argued that an increase in the number of
services in a shopping centre is in fact a healthy sign of a centre in transition. Although
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goods tenants earn more per square foot and occupy more space than non-good
tenants, service tenants can create a pull effect on customers.

3.7 THE SIX CASE STUDIES
In the following section, I will look at the relative location, architecture and vacancy
rate at the six regional shopping centres in this study. I will also look at their relationship
with the chain stores. Finally, I will discuss each of the six shopping centres and their
goods to service ratio over the period of this study.

3.7.1 BRENTWOOD MALL

LOCATION Brentwood Shopping Centre is located in the Municipality of Burnaby.

It is found at the intersection of the Lougheed Highway which carries traffic in an eastwest direction and Willingdon, which leads traffic in a north-south direction. These are
both two major transportation routes that connect highly populous areas. Willington
connects, less than a kilometre south of the centre into the Trans-Canada Highway
(Map 1).
Brentwood Mall is near to the border of Vancouver. Brentwood Mall competes with
retailers in the City of Vancouver which is the strongest retail area in the Vancouver CMA
(Table 3). Vancouver has a total of 27,590,579 retail square footage, but just 7.6% of this
is found in shopping centres. Burnaby, on the other hand has a total of 5,587,883 retail
square footage, 2,322,718 square feet or 41.6% of the total retail area is located in
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shopping centres. Brentwood Mall, with its 500,000 square feet represents 21.5% of the
total shopping centre retail area in Burnaby. During my survey of Brentwood Mall, in July
1992, it became clear that the centre caters to large numbers of people of British, Chinese
and Italian backgrounds (interview with Pam Bryson).
Brentwood is not located close enough to one of the town centres to be able to
benefit from the extra business it creates.

LAYOUT AND DESIGN Brentwood Mall's distinctive architecture is easily seen from

the two roads. The shopping centre's roof looks like a number of small circus tents. It is
a design which attracts attention for the traffic passing by as well as distinguishes it from
the rest of the surrounding buildings. The parking lots, which are located on all sides of
the centre, are accessible from both of the major roads. Large signs guide traffic into
these parking lots. The parking lots are quite large, which can make the walk through
them into one of the entrances a less than pleasant experience. The sidewalks along the
building, the few paths in the parking lots and the canapes improve access to the mall
as well signify the different entrances to the mall.
A bus station is located inconveniently at the far south-west end of the shopping
centre site. The many connections to other parts of the Vancouver CMA which these
buses provide, no doubt benefit this shopping centre. The opportunity to make use of this
incoming traffic does not seem to be optimized. Passengers have to walk through the
large parking lot on a path which is narrow and unprotected from the weather. This could
easily be made more attractive and convenient for these passengers.
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Inside the shopping centre an active and pleasant environment is present. The
whole of the first and second floors, have the same colour schemes. White and green
ceiling, white walls with a grey and burgundy stripe above the individual tenants, and light
grey tiles with some dark grey decorations are used. These colours make the mall a
bright, but at the same time, calm place where most of the customers' attention is drawn
toward the more eye-catching stores.
Both levels of the shopping pathways are, for the most part illuminated through sky
lights. In addition, light fixtures in different styles make the part of the corridors which are
not provided with daylight bright. The ceiling is formed from several white tents, which
provide the passage-ways with a pleasant natural brightness, not as intense as an open
glass skylight. The side's walls have some smaller windows, which adds to the brightness.
Some parts of the passage-ways on the second level are left open so that the natural light
also comes down to the first mall level.
The two anchors, the Bay and Zellers are located on the north-west and south-east
sides of the centre respectively. These locations create a pull effect in the pedestrian
traffic flow from which the tenants all benefit.
"Streetscape" is a section of the mall where smaller specialized stores are located
together with a few push carts. The stores as well as the carriages have colourful
decorations and signs on them. A new version of the traditional circus carousel is placed
in the middle of the Streetscape which adds to the atmosphere. Despite the effort, the
intention to create a part of the traditional street in a mall is difficult if not impossible to
achieve. But by opening this area up to the outside environment with large glass walls
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and doors, the surrounding area supplements certain elements missing in the street
created inside. This area is located under one of the smaller tent ceilings, which separates
the area from the rest of the mall. At the same time the theme of an active, lively but
carefully designed circus atmosphere is followed through.
The food-court is located on the opposite side of the Streetscape. Food from
different parts of the world is offered. Large trees and green parasols make it a lively
place. The tenants are all located along the sides of the tent. In the middle of the area,
there is a large and dense seating area under natural bamboo trees and green parasols.
The seats are hard and uncomfortable, which makes people eat their food and leave
quickly, turning their seats over to new customers. Despite the trees and the pleasant
view of west Burnaby, it is a busy and fairly noisy place. This prevents people from to
becoming too relaxed and forgetful about shopping.

VACANCY Brentwood Mall had the highest percentage of vacancies compared to

the other centres during the period 1966 to 1985 (Table 11). In 1983 the vacancy rate
increased from 8% to 13.3%. It appears that the vacancy rate slowly declines from this
point onward, hitting its lowest level in 1988 with 3.4%. In 1989 the mall expanded by
165,000 square footage and saw with it an increase in vacancy rate to 13.2%. In the
subsequent years, the vacancy rate has been fairly low, giving this mall the second lowest
vacancy rate of all six shopping centres in the study.
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TABLE^11^NUMBER^AND^PERCENTAGE^OF^VACANCIES^IN^THE^SIX^CASE^STUDIES
YEAR

1961

1966

1971

1976

1981

1982

1983

1984

1985

1986

1987

1988

1989

1990

1991

0

4

0

3.7

BRENTWOOD MALL
NUMBER OF
VACANCIES

4

4

t OF VACANT UNITS
OF TOTAL GLR UNITS

6.7

6.0

NUMBER OF
VACANCIES
t OF VACANT UNITS
OF TOTAL GLR UNITS

7

7

6.6

8.1

8.0

0

0

0

0

3

0

0

0

0

NUMBER OF
VACANCIES

1

2

3

t OF VACANT UNITS
OF TOTAL GLR UNITS

1. 2

2.2

5

9

3

5

3

9.0

3.2

5.6

3.4

3

3

10

0

5

2

8

7

6.7

6.7

6.7

24.4

0

4.5

1.7

7.1

6.3

3

3

3

8

1

0

14

10

18

18

3.1

3.0

3.1

3.1

8.2

1.0

0

8.1

5.9

9.7

9.8

9

4

3

9

9

6

5.8

3.8

11

13

20

8.3

8.3

12.6

15

15

13

13.3

17.3

13.2

CAP LANO MALL

LOUGHEED MALL

OAKRIDGE CENTRE

II

NUMBER OF
VACANCIES

0

0

1

0

0

0

0

0

t OF VACANT UNITS
OF TOTAL GLR UNITS

0

0

2.3

0

0

0

0

0

NUMBER OF
VACANCIES

1

1

7

2

2

1

2

4

4

% OF VACANT UNITS
OF TOTAL GLR UNITS

2.4

1.9

6.5_

1.8

1.6

2.1

1.6

3.0

3

7

5

1

0

4

4

9.1

5.3

0

7^1^6

19

RICHMOND CENTRE

1.0

3

SURREY PLACE MALL
NUMBER OF

VACANCIES

15

% OF VACANT UNITS
OF TOTAL GLR UNITS

27.8

12.7

9

8.3

14.9

14.9

10.3

SOURCE:
B.0 DIRECTORIES.^1959 TO 1991.^VANCOUVER CITY DIRECTORY.
B.0 DIRECTORIES.^1966 TO 1991.^VANCOUVER SUBURBAN DIRECTORY
____

In September 1992, Brentwood Mall had 9 vacant store locations, however, two of
them had signs on the windows announcing that new tenants were in the process of
moving in.

71
CHAIN STORES Bentwood Mall has experienced a steady increase in the number
of chain stores over the course of the study (Table 12). However, from 1988 to 1989 the
percentage decreased from 46% to 23.7%. This dramatic decrease was caused by a
major expansion/renovation that the centre went through in 1989. The centre started out
in 1961 with 17.2% of its tenants as chain stores, and by 1991 increased they represented
53.3% of all tenants. This is the second highest level of chain stores, compared to the five
other centres in this study.

TENANT MIX The percentage of clothing and shoe stores in Brentwood Mall slowly
increased with only small adjustments from 1966 to the late eighties (Table 13). In 1989
the centre went through an expansion following which 59% of the new tenants were in the
clothing and shoe category. The overall share of these tenants climbed from 7.9% to
31.6%.
In 1966 Brentwood Mall had two tenants serving food (Table 14). These tenants
were joined by new tenants, and after the expansion in 1986 the numbers increased. By
1991 there was a total of fifteen such places in the mall.
In 1966 this shopping centre had more service tenants than goods tenants, which
resulted in a low 0.9 goods to service ratio (Table 15). The increase in the ratio seems
to begin after the centre's 1972 expansion. It reached a 2.3 ratio in 1981 and stayed at
this level with only small changes for most of the eighties. In 1989 the centre went through
a 165,000 square foot expansion, and this lowered the ratio to 0.9. This low ratio is a
reflection of the major constructions that forced most of the tenants to close for varying

TABLE 12^NUMBER AND PERCENTAGE OF CHAIN STORES
IN THE SIX CASE STUDIES.
YEAR

1961

1966

1971

1976

1981

1982

1983

1984

1985

1986

1987

1988

11

13

19

26

28

31

31

35

36

38

40

17.2

19.3

25.0

30.2

32.2

34.4

34.4

35.0

38.3

42.2

46.0

23.7

13

12

14

14

14

14

14

61

60

64

66

65

29.4

35.1

28.0

31.1

31.1

31.1

34.1

56.0

54.5

57.1

58.9

59.1

21

29

38

42

47

47

45

47

87

88

90

98

94

24.4

31.5

38.8

42.4

48.5

48.5

46.4

44.8

50.6

51.0

53.0

53.0

51.4

14

16

16

17

17

58

62

67

73

79

77

77

21.0

31.1

36.4

35.5

40.5

40.5

37.6

40.5

42.9

45.1

48.8

49.7

49.0

12

43

48

56

58

66

63

65

69

70

80

80

77

23.0

41.0

44.9

51.0

53.0

51.6

49.2

50.0

51.5

53.0

51.3

51.3

18

21

25

27

25

24

55

53

48

48

33.3

38.2

45.5

47.4

43.9

42.1

52.9

49.1

47.5

1989

1990

1991

53

57

55.8

53.3

BRENTWOOD MALL
NUMBER OF
CHAIN STORES
% CHAIN STORES OF
TOTAL NO.TENANTS

9

CAPILANO MALL
NUMBER OF
CHAIN STORES

5

% CHAIN STORES OF
TOTAL NO.TENANTS

31.1

LOUGHEED MALL
NUMBER OF
CHAIN STORES
8 CHAIN STORES OF
TOTAL NO.TENANTS
OAKRIDGE CENTRE
NUMBER OF
CHAIN STORES
8 CHAIN STORES OF
TOTAL NO.TENANTS

7
15.2

8
19.0

9

RICHMOND CENTRE
NUMBER OF
CHAIN STORES
% CHAIN STORES OF
TOTAL NO.TENANTS

7
17.0

48.4

SURREY PLACE MALL
NUMBER OF
CHAIN STORES
8 CHAIN STORES OF
TOTAL NO.TENANTS

SOURCE:
B.0 DIRECTORIES.^1959 TO 1991. VANCOUVER CITY DIRECTORY.
B.0 DIRECTORIES.^1966 TO 1991. VANCOUVER SUBURBAN DIRECTORY.
MONDAY REPORT ON RETAILERS.^1990. DIRECTORY OF RETAIL CHAINS IN CANADA.

47.5

60
47.6

TABLE 13^NUMBER AND PERCENTAGE OF CLOTHING AND SHOE STORES
IN THE SIX CASE STUDIES.
YEAR

1961

1966

1971

1976

1981

1982

1983

11

15

18

20

20

16.4

19.3

20.9

23.0

22.2

1991

1984

1985

1986

1987

1988

1989

1990

22.2

23.2

21.3

25.6

25.3

7.9

31.6

30.8

8

49

46

48

43

44
40.0

BRENTWOOD MALL
NUMBER OF SH\CLO
STORES

9

% OF SH/CLO STORES
OF TOTAL

14.1

CAPILANO MALL
NUMBER OF SH\CLO
STORES

3

% OF SH\CLO STORES
OF TOTAL TENANTS

8

9

9

9

9

9

17.6

21.6

20.9

20.0

20.0

20.0

20.0

19.5

45.0

41.8

42.9

38.4

20

22

23

24

25

25

24

26

53

54

56

61

58

23.3

23.9

23.5

24.2

25.8

25.8

24.8

30.8

31.4

33.1

33.0

31.7

LOUGHEED MALL

NUMBER OF SH\CLO
STORES
% OF SH\CLO STORES

OF TOTAL TENANTS

24.7

OAKRIDGE CENTRE
NUMBER OF SH\CLO
STORES
% OF SH\CLO STORES
OF TOTAL TENANTS

13

12

12

14

16

16

16

16

55

58

61

63

61

54

58

28.3

28.6

27.9

31.1

36.4

35.6

38.1

38.1

35.7

37.9

39.1

38.9

37.7

34.8

36.9

10

15

27

29

29

29

30

31

31

13

32

42

42

41

24.4

28.8

25.7

27.1

26.4

26.4

23.4

24.2

23.8

24.6

24.3

26.9

26.9

14

17

17

18

18

20

35

35

30

30

25.9

30.9

30.9

31.6

31.6

35.1

33.7

32.7

29.7

RICHMOND CENTRE
NUMBER OF SH\CLO
STORES
% OF SH\CLO STORES
OF TOTAL TENANTS

25.8

SURREY PLACE MALL
NUMBER OF SH/CLO
STORES
% OF SH\CLO STORES
OF TOTAL TENANTS

SOURCE:
B.0 DIRECTORIES.^1959 TO 1991. VANCOUVER CITY DIRECTORY.
B.0 DIRECTORIES.^1966 TO 1991. VANCOUVER SUBURBAN DIRECTORY.

29.7

43
34.1

TABLE 14^NUMBER OF FOOD-SERVING TENANTS
IN THE SIX CASE STUDIES.
YEAR

1961

1966

1971

1976

1981

1982

1983

1984

1985

1986

1987

1988

1989

1990

1991

BRENTWOOD MALL
NUMBER OF FOOD
SERVING TENANTS

2

2

1

3

4

5

5

TOTAL NO.OF
TENANTS

64

67

76

86

87

90

90

NUMBER OF FOOD
SERVING TENANTS

1

3

5

5

5

5

TOTAL NO.OF
TENANTS

17

37

43

45

45

NUMBER OF FOOD
SERVING TENANTS

9

9

6

6

TOTAL NO.OF
TENANTS

86

92

98

8

8

8

4

11

15

94

90

87

38

95

107

6

4

15

15

15

14

14

45

45

41

109

110

112

112

7

7

7

12

25

17

17

18

19

99

97

97

97

105

172

172

169

185

183

8

10

13

12

13

14

13

153

156

162

162

155

157

8
100

CAPILANO MALL

111

LOUGHEED MALL

OAKRIDGE CENTRE
NUMBER OF FOOD
SERVING TENANTS

3

2

2

2

2

2

1

1

TOTAL NO.OF
TENANTS

46

42

43

45

44

45

42

42

154

NUMBER OF FOOD
SERVING TENANTS

3

7

7

5

6

6

10

12

13

1

1

13

13

11

TOTAL NO.OF
TENANTS

41

52

105

107

110

110

128

128

130

134

132

156

156

159

NUMBER OF FOOD
SERVING TENANTS

2

1

3

3

4

3

5

5

3

3

7

TOTAL NO.OF
TENANTS

54

55

55

57

57

57

104

108

101

101

126

RICHMOND CENTRE

SURREY PLACE MALL

SOURCE:
B.C.^DIRECTORIES.^1959 TO 1991. VANCOUVER CITY DIRECTORY.
B.C.^DIRECTORIES.^1966 TO 1991. VANCOUVER SUBURBAN DIRECTORY.
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TABLE' - 15^GOODS TO SERVICE RATIO FOR THE

YEAR

1961

SIX

CASE

STUDIES.

1966

1971

1976

1981

1982

1983

1984

19p5

1986

1987

1988

1989

1990

NO.OP GOODS
SELLING TENANTS

28

29

38

52

51

47

47

59

55

54

52

14

67

NO.OF NON-GOODS
SELLING TENANTS

30

32

27

23

25

27

27

'29

32

27

28

16

27

33

TENANTS EXCLUDED
FROM THE RATIO

6

6

11

11

11

16

16

12

7

9

7

8

1

5

0.9

0.9

1.4

2.3

2.0

1.7

1.7

2.0

1.7

2.0

1.8

0.9

2.5

2.1

64

67

76

86

87

90

90

94

90

87

38

95

107

NO.OF GOODS
SEISING TENANTS

8

26

27

28

_^23

23

24

19

78

75

79

74

75

NO.OF NON-GOODS
SELLING TENANTS

7

8

14

15

16

16

16

11

26

28

27

26

26

TENANTS EXCLUDED
FROM THE RATIO

2

3

2

2

6

6

11

5

7

6

12

10

1.1

3.3

1.9

1.9

1.4

1.4

1.7

3.0

2.7

2.9

2.8

2.9

17

37

43

45

45

45

112

112

111

1991.-;

BRENTWOOD MALL

64

.--

GOODS TO NONTOTAL NO.
OF TENANTS

100^.

CAPILANO MALL

GOODS TO NONTOTAL NO.
OP TENANTS
LOUGHEED HALL

1.5
45^-

41

109

110

.).

.......

NO.OF GOODS
SELLING TENANTS

54

53

60

60

59

59

57

62

112

107

108

119

118

SELLING TENANTS

28

33

28

28

29

29

28

38

54

46

44

45

44

TENANTS EXCLUDED
FROM THE RATIO

4

6

10

11

9

9

12

5

6

19

17

21

21

1.9

1.6

2.1

2.1

2.0

2.0

2.0

1.6

2.1

2.3

2.5

2.6

2.7

86

92

98

99

97

97

97

105

172

172

169

185

183

108

110

(117)
116

(111)
110

(101)
101

(108)
106

NO.OF NON-GOODS

GOODS TO NONGOODS RATIO
TOTAL NO.
OF TENANTS
OAKRIDGE CENTRE
NO.OF GOODS
SELLING TENANTS

31

27

24

26

30

31

29

29

102

NO.OF NON-GOODS
SELLING TENANTS

11

12

15

16

11

12

11

11

30

(43)
31

(46)
34

(88)
35

(123)
36

(120)
36

(118)
36

TENANTS EXCLUDED
FROM THE RATIO

4

33

4

3

3

2

22

2

22

14

(1)
12

(2)
11

(2)
16

(20)
18

(1)
15

GOODS TO NONGOODS RATIO

2.8

2.3

1.6

1.6

2.7

2.6

2.6

2.6

3.4

(2.5)
3.5

(2.4)
3.2

(1.3)
3.3

(0.9)
3.1

(0.8)
2.8

(0.9)
2.9

46

42

43

45

44

45

42

42

154

(165)
153

(169)
156

(218)
162

(252)
162

(241)
155

(242)

NO.OF GOODS
SELLING TENANTS

28

35

77

76

83

83

92

90

91

93

90

104

104

106

NO.OF NON-GOODS
SELLING TENANTS

11

16

19

17

18

18

25^' 28

31

32

32

32

28

2

1

9

14

9

9

11

10

8

8

10

20

20

25

2.5

2.2

4.1

4.5

4.6

4.6

3.7

3.2

2.9

2.8

2.8

3.3

3.3

3.8

41

52

105

107

110^'

128^,

128

130

134

132

156

156

159

38

37

70

72

61

61

84

17

15

26

25.

22

22

25

2

5

8

11

18

18

17

2.7

2.9

2.7

2.7

3.4

TOTAL NO.

OF TENANTS

157

RICHMOND CENTRE

TENANTS EXCLUDED
FROM THE RATIO
GOODS TO NONGOODS RATIO
TOTAL NO.
OF TENANTS^.

110

33

SURREY PLACE MAL

SELLING TENANTS

30

NO.OF NON-GOODS
SELLING TENANTS

6

37^,
5

39

37

10

13
_

FROM THE RATIO

18

13

6

GOODS TO NONGOODS RATIO

5.0

7.4

3.9

2.8

2.2

2.5

TOTAL NO.
OF TENANTS

54

55

55

57

57

57

7 .^

NOTE:
NUMBERS IN BRACKETS INDICATE THAT OAKRIDGE'S OFFICE TOWERS ARE INCLUDED.
SOURCE:
B.0 DIRECTORIES . 1959 TO 1991. VANCOUVER CITY DIRECTORY.
B.0 DIREG' TORZES . 1966 TO 1991. VANCOUVER SUBURBAN DIRECTORY

104

108

101

101

126
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periods. One year later in 1990, the ratio was back to 2.5. It seems that the shopping
centre preferred to fill its space with more goods than service related tenants. In 1991 the
centre had a lower goods to service ratio.

3.7.2 CAPILANO MALL

LOCATION Capilano Mall is located in the District of North Vancouver. The TransCanada Highway enters the District by the Second Narrows Bridge to the south, and
turns west toward the District of West Vancouver. This major traffic route passes by
several blocks to the north of the Capilano Shopping Centre. There are no major exits or
entrances located close to the centre. Although there is no data to confirm this, it would
seem that the importance of customers from Highway 1 is minimal (Map 1).
The Lions Gate Bridge leads traffic from downtown Vancouver to Marine Drive.
Traffic turning east on Marine Drive passes the shopping centre on the right hand side
shortly before Marine Drive splits up to Larson, going north-east, and 3rd Street, running
south-east. This places Capilano Shopping Centre in a relatively busy intersection from
which it seems to benefit.
Although Capilano Mall is located close to the border between City of North
Vancouver and West Vancouver, the majority of its customers seem to come from The
District of North Vancouver and The City of North Vancouver. This is due in whole or part
by the location of West Vancouver's Park Royal Shopping Centre, which is located close
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to Capilano Mall. Park Royal is more than twice the size of Capilano Mall, and this, no
doubt, reduces some of Capilano's pull effect on the market.
The City of North Vancouver has a total of 568,082 retail square feet in shopping
centres (Table 3). 404,316 square feet, or 71% of this total can be found in the Capilano
Mall. Expressed another way, Capilano Mall represents 71% of North Vancouver's
shopping centre retail space. Of this total retail space, 26% in this district is found in
shopping centres. This makes North Vancouver City number 10 out of 15 districts in the
Vancouver CMA in terms of shopping centre space as a percentage of total retail space.
Comparing the retail area located in shopping centres with the estimated population for
1991, North Vancouver City has 14.8 square feet of shopping centre retail space per
capita. This makes North Vancouver City number 6 out of the 15 Vancouver CMA districts
in terms of shopping centre space per person.
Thus, while North Vancouver rates fairly low on the list of the Vancouver CMA in
terms of shopping centre space, the amount of this type of retail space on a per capita
-basis places the district in a higher rank level.
Capilano Mall is located fairly close to the Lonsdale town centre in North
Vancouver. However, because the Capilano Indian Reserve divides the two areas from
each other, the positive influence the town centre could have on Capilano Mall might in
the future be less significant (Map 2).

LAYOUT AND DESIGN Capilano Mall is located on the busy Marine Drive in North
Vancouver. Driving along Marine Drive the centre is easily seen from the road because
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of the big Sears sign and the building's distinctive architectural form. Marine Drive is the
main road leading traffic by the centre. Hamilton Street, running on the west side, and
Hanes Street on the east side, offers parking entrances to the mall. The shopping centre
provides outside parking on the east, south and west sides of the mall. In addition, a
multi-storey parking garage is connected conveniently close to the shopping mall. The
parking lots are relatively small. Access is made easy with the mall's numerous entrances.
A bus stop is located on the north side of the building, and because of the malls close
location to Marine Drive, the walk from the bus into the mall is minimal.
Sears and the newly opened Pacific Linen Store are both located at the north side
of the mall, while Woolco is located in the south end. Together these three anchors
stimulate traffic in the mall from which the other tenants benefit.
The mall provides a one level shopping environment. However, on the east side
of the centre some offices and one fabric store are located on a second, third and fourth
floor.
Capilano Mall seems to prefer using a single theme in the design of its interior. Its
close location to two Indian reserves appears to have influenced the architect. Two tall
totem poles decorate the area beneath a vaulted ceiling. Large timber pieces are used
together with some trees to decorate the food-court's seating area.
Cold and balm colours are used to decorate the interior. The floors are covered
by grey-white tiles together with some dark green decorative tiles. The same colours
along with some white and natural wood colours are used on the rest of the interior. This
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gives the mall an relatively relaxing atmosphere, different from the more aggressive sales
environment which the customers meet inside each store.
There are two areas in the mall which differ from each other. Most of the retail
environment does not have natural light, instead bright spotlights are built into the ceiling.
These shopping "streets" seems dark and totally separated from the world outside the
mall. Just one area of the mall has a four storey high glass ceiling. The first section of the
ceiling is painted in pink white colour, while the upper part is painted light green. The use
of lighter colours toward the ceiling, gave the structure an airy, light feeling. Aside from
a few green plants there is little else interrupting these big, bright walls. I found this area
so bright that it took away much of my attention toward the stores located in this area.
The stores seemed to disappear in the spill of light. The contrast one experiences when
entering the other part of the mall seemed more dramatic than would be the case if both
areas were provided with a combination of natural and artificial light. These contrasts may
unconsciously interrupt customers while they walk through the mall, and may influence
their purchasing decisions. On the other hand, this break in the shopping centre
experience may give the customer new energy to continue his or her shopping route. It
had the former effect on me.

VACANCY Table 11 shows the vacancy rate as a percentage for Capilano Mall
from 1971 to 1991. This was a turbulent period, with everything from no vacancy to 24.4%
of all leasable units vacant. The two major changes that happened in this period occurred
in 1982-83 and in 1985-86. There was a 6.7% jump in vacancies from 1982 to 1983. This
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was the time that British Columbia was struggling with an economic recession. According
to Capilano's manager, most of the tenants who moved during this time were forced out
because of the downturn in the economy. The second major increase in the vacancy rate
occurred in the period 1985 to 1986. Here the vacancy rate increased from 6.7% to
24.4%. This occurred at the same time that Capilano Shopping Centre went through a
major expansion. In 1987 the mall was 100% leased. The expansion and its positive image
no doubt had a role in this success. In 1991 Capilano Mall had a 6.3% vacancy rate with
7 units not leased. Compared to the other malls for 1991, this was the fourth highest
vacancy rate of the six.
In the beginning of September 1992, I counted five vacant store locations in this
shopping centre. At three of the locations signs were put up to announce that new
retailers were in the process of moving in.

CHAIN STORES In 1971 Capilano Mall started out with a relatively high percentage
of chain stores compared to the rest of the shopping centres in this study, approximately
30% (Table 12). Not before the years 1986 to 1987 did the percentage of chain stores
increase remarkably, from 34.1% to 56%. This was the year when the centre went through
an expansion. In 1991 this shopping centre had nearly 60% of it's GLRA occupied by
chain stores, the highest level compared to the other shopping centres in this study.

TENANT MIX During the seventies and early eighties Capilano Mall had a low
percentage of clothing and shoe stores occupying their leasable units (Table 13). In 1986
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when the centre underwent an expansion, the clothing and shoe store tenants increased
by 60%. This major increase reflected the shopping centre's preference for these types
of tenants. The percentage of clothing and shoe stores compared to the rest of the tenant
categories increased from 20% to 45%. From then on the level stabilized around 40%.
In 1971 Capilano Mall had one food-serving tenant. The number increased slowly
during the seventies and mid-eighties (Table 14). In 1985, the year before its expansion
the mall had, six food- serving tenants. One year after the expansion the number had
more than doubled to fifteen. These figures were in 1991 relatively unchanged.
In 1971 Capilano Mall had a relatively low 1.1 ratio, but it increased to 3.25 in 1976
(Table 15). This increase was caused by an expansion of the centre in 1972 in which the
rentable units increased by more than one hundred percent. The majority of tenants that
moved in during this period were goods related tenants. In 1981 the ratio was lowered
because the centre experienced an increase in its service tenants. The centre went
through an expansion in 1986, following which the ratio rose to 3.0. Since 1987, the ratio
has been stable at a level just under 3.

3.7.3 LOUGHEED MALL

LOCATION Lougheed Shopping Centre is also located in the Municipality of
Burnaby. Major roads like the Lougheed Highway, leading into Vancouver and the
southern part of Coquitlam and Austin Avenue, leading to Western Coquitlam or Clark
Drive, running north, pass this centre. The centre is also located very close to one of the
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Trans-Canada Highway's entrances and exits. This mall's central location allows it to
benefit from the high flow of traffic (Map 1).
In north-east Burnaby, Lougheed Mall, border a neighbouring municipality of the
District of Coquitlam. Lougheed Mall must compete with retailers in the Coquitlam area
(Table 3). Coquitlam has 2,957,789 total retail square feet, 44.0% of which is located in
shopping centres. Lougheed Mall represents 26% of Burnaby's total shopping centre
space.
As with Brentwood Centre, Lougheed is not located close enough to one of the
town centres to be able to benefit from the extra business it would create. However, the
positive attitude of the provincial government of putting the new Light Rapid Transit route
through the Lougheed corridor, will be an obvious advantage for both of these centres
(Table 1).
Together, Lougheed Mall and Brentwood Mall account for 47.5% of the total
shopping centre floor space in the Burnaby area. When one considers that 42.0% of
Burnaby's total retail space is found in shopping centres, these malls market strength
appear quite good. However, because of their relatively close proximity to other
municipalities, their pull effect on the retail market may be somewhat diminished.

LAYOUT AND DESIGN Lougheed Mall is a two storey building located some one
hundred meters from the Lougheed Highway. It is not easy to see the centre from the
Lougheed Highway, however, it is clearly visible to traffic travelling north on Austin Road.
Signs and specially designed traffic lanes guide motorist into the parking lots which are
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found either side of the centre. To the south-east side of one of the lots a bus connection
to a wide selection of destinations is offered. But the walk from the bus station into the
mall is practically non-existent. Pedestrians have to cross the bus station parking lot and
then walk along the parkade into the mall. Despite the use of yellow warning lines, the
pathway from the bus station to the mall could have been more isolated from the traffic
than what is the case now. In addition, some weather protection is clearly needed. This
is also the case for the pedestrians coming from the residential area, located just west for
the centre. There are eight highrise residential buildings and several lower units located
within walking distance from the centre. This is a great market potential for the shopping
centre. The developers of these projects have provided pleasant pathways on their
properties to the shopping centre. But when the pedestrians meet the boundary of the
shopping centre, very little effort is made to continue this pathway in the same style as
is provided in the residential area. The lack of attention to this aspect of design is a good
example of the how the layout and design of the shopping centre is configured more for
the automobile than the pedestrian.
The shopping centre building is a combination of the older brick structures of
Eaton's and Safeway, and newer concrete and glass sections which was added in 1989.
Yellow-white with blue and red stripes are the colours used on the external walls as well
as on the glass roofs. These colours are also found inside the mall. There is no distinct
difference between the colours used outside from those used inside, which was the case
at Oakridge Shopping Centre. The internal design of the mall also differs from Oakridge
Shopping Centre in that there are different designs in different parts of the centre. The
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food-court section and the marketplace called "Small Beginnings" vary from the rest of the
shopping area. In the food-court section bright colours like neon red and blue are used,
while the tenants as well as the eating area is crowded together to create a busy and
festive atmosphere. Food from counties like China, Italy, Mexico and Japan are offered.
A old looking brick looking fountain decorates one of the walls, while another is decorated
with a neon light picture. These different designs create a sense of place where
different time periods as well as geographical locations are taken out of context and
mixed together. A truly post-modern environment.
The Small Beginnings is located in the other end of the shopping centre. Here the
mall has made an effort to create a new version of the traditional market place. Seven,
push carts with a modern shape and stylish colours are assembled in the middle of the
market place. The wagons are surrounded by small stores selling everything from
jewellery to health food. The stores are small, and hidden behind the wagons. To get the
customers attention, colourful canapes have been put up in front of each store. But the
effort to use an old retail concept in a mall environment lacks genuineness. The noises,
smells, colours and the crowded chaotic feeling of a real marketplace is absent. Left was
a sterile environment, carefully designed, but without any real feeling of life. Even the
name, Small Beginnings is negatively loaded. It indicates that the retailers here are the
mall's incubators, rather than "real" tenants, that this is an area in transition where the
tenants are working to become something better.
In addition to these two special areas, the shopping centre provides customers
with the shops which one can expect to find in a regional shopping centre. The centre
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has located the two major anchors, The Bay and Woolco, at the south-west and north
corner of the centre respectively. They create a pull effect between them which the
tenants located along the mall's corridors benefit from. The third anchor, Safeway, is
located at the west side which is the closest location to the residential area referred to
earlier. The two major passages running north-south are decorated in relaxing colours like
grey, beige and steel-blue. The big trees and the skylight windows add to the bright and
cheerful shopping atmosphere. This is also the case for the lower level of the mall, as the
daylight coming in from the roof is brought down by an open space to the second level.
The hallways connecting the two major shopping ways are of a much darker character.
The day light is gone, and replaced with a yellowish-pink light tube, partly hidden in the
ceiling. The centre has provided the customers with information signs and booths to
improve the shopping experience. Numerous benches are also offered in pleasant seating
areas in the middle of the shopping centre corridors.

VACANCY Lougheed Mall had a stable vacancy rate of 3% at the start of the study
period (Table 11). In 1985 the vacancy rate jumped from 3.1% to 8.2%. This jump came
one year prior to the centre's 105,000 square feet expansion. The increase in the vacancy
rate may therefore be related to this event. In 1987 there were no vacancies. One year
later, the percentage of vacant units had increased to 8.1% or a total of 14 units. Since
then the vacancy rate has remained relatively high at this level. This increase in the
number of vacancies can not be related to any national or local recession nor to any
renovation or expansion programs.
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In 1991 the Lougheed Mall 18 vacant units, or a 9.8% vacancy rate. This gave the
Lougheed Mall the third highest percentage of vacancies compared to the other malls in
the study. But according to the mall's management the numbers listed in this year were
too high and they claimed that 1991 was in fact a good year. On my trip to the mall in
September 1992, there were only 5 vacancies. It is hard to find an explanation as to why
the directory had such high number listed for 1991. But as stated earlier, without knowing
the date the survey was taken, inaccuracies such as this can occur.

CHAIN STORES Lougheed Mall had a sharp increase in the percentage of chain
stores from 1971 to 1983 (Table 12). In 1971 the percentage of chain stores was 24.4%.
This figure nearly doubled by 1983. From that point to 1991 the percentage of chain
stores stabilized at the relatively high level of approximately 50%. This was the case
except for the year 1986, when the centres went through a 105,000 square footage
expansion and the percentage dropped to 44.8%. In 1991 the percentage of chain stores
was back at a high level, 51.4%.

TENANT MIX Lougheed Mall has a stable percentage of clothing and shoe store
tenants from the late sixties to the mid-eighties, around 25% (Table 13). In 1986 the
shopping centre went through an expansion. Approximately 40% of the new units that
became available were filled with clothing and shoe stores. Overall the percentage these
stores increased from 24.8% to 30.8%.
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Lougheed Mall had nine food-serving tenants registered in 1971 (Table 14). This
number did not change significantly before the 1986 expansion. Following the expansion
the number of these tenants more than doubled to a total of twenty-five. In the years after
the expansion the number of food-serving tenants declined, and then stabilized at around
eighteen outlets.
From the early seventies to 1987 the Lougheed Mall has had a fairly stable goods
to service tenant ratio of around 2 (Table 15). In 1986 the centre went trough a 105,000
square foot expansion and this caused the ratio to increase. Since then the ratio has
slowly increased until it reached a record level at 2.7 in 1991. It seems that the centre's
priority is to lease space to goods tenants.

3.7.4. OAKRIDGE CENTRE

LOCATION Oakridge Shopping Centre is located in Vancouver, between two of the
city's busiest north-south arterial, Oak Street and Cambie Street. 41st. Avenue carries
east-west traffic past the centre's north side. This is a busy area of Vancouver where
traffic coming in and leaving the city results in significant customers traffic in the mall
(Map 1).
Oakridge with its 572,500 square feet accounts for 27.3% of the total shopping
centre area in Vancouver. Although it represents a high proportion of the total shopping
centre industry in the municipality, this is not to say that it does not have many
competitors in the area. There is a large number of other retail outlets not located in
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shopping centres which compete directly with Oakridge Centre. Robson Street in
downtown Vancouver, 41st Avenue in Kerrisdale and 4th Avenue in Point Grey are but
a few examples. There is also Pacific Centre in downtown Vancouver.
When the shopping centre square footage is compared to the estimated population
of Vancouver for 1991, there is found to be only 5.0 square feet of shopping centre space
per. capita. Thus, while shopping centre space in Vancouver is fairly low (on a per capita
basis), Oakridge, with it central and easily accessible location, make a fairly dominant
force in the market.

LAYOUT AND DESIGN The red brick building of the Oakridge Centre is easy to

see from the road because of its tall distinctive design. It stands in stark contrast to many
of its neighbouring buildings. There are four entrances from the two major roads which
lead into the parking lots. Because of the centre's location, parking is divided into smaller
subdivisions surrounding the centre's sides and on one multilevel parking lot. The mall
is easily accessible from the parking lots. The distances are not far and traffic security
regulations are provided. The mall entrances are also easily seen by signs and distinctive
architecture. The northeast corner of the building is the only part of the building which
makes use of glass walls. This makes the transition from outside to the inside less
dramatic, because both environments can be viewed without actually entering them. This
is a fairly unique architectural design, which connects the internal mall environment with
the busy street environment outside. The other sides of the buildings are in keeping with
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traditional mall design. There the entrance is the only part of the wall which signify what
one can expect by entering the mall.
Oakridge has located the two major anchors, Woodwards and Safeway on the
west and east sides of the centre. Together with the office towers to the northeast, these
three locations create a triple pull effect. There are four major mall streets which lead
pedestrian traffic through the mall. The layout has been made more complex by the
additional streets which lead traffic back and forth from the main entrances.
Red brick is the primary building material used on the external walls of the building.
Warm colours, like the brown-red colour which is used at Oakridge has the capability to
attract customers attention and to draw them to the source (Bellizzi & Crowley & Hasty,
1983). According to Bellizzi, Crowley and Hasty (1983) in the article The Effect of Colours
in Store Design", the colours used outside a retail structure should differ from those used
inside. When customers are inside the shop or shopping centre, more relaxing colours
such as blue or grey, should be used so that they take the time to decide on their
purchases. Inside Oakridge centre, cool colours like white, grey and steel are used.
Greens were seen represented in the big tress. Some tenants had used brighter colours
at their store fronts, no doubt intended to draw customers attention. However, because
of store's rules concerning frontage, the importance of these efforts are limited.
It is interesting to note that at the time of this study the two main shopping
corridors in this centre employed slightly different colours schemes. The south corridor,
which hosts more exclusive tenants than the north corridor, is not colourful. By contrast,
in the north corridor, the same ceiling had the same colours on the floors and the walls,

90
but a splash of colour was added with flags attached to the light fixtures. A large clock
tower with all of the province's flags also added to the colour scheme. This slight change
in design gave the north street a more lively and crowded atmosphere. It is suggested
that this design, to some degree, stimulates customers to some extent. The south street
had a more austere atmosphere which perhaps might induce reflection on the part of the
consumer.
Compared to the other shopping centres in this study, Oakridge seems to have
emphasized design and especially colours. These aspects of its design creates a sense
of quality and perhaps exclusiveness.

VACANCY From the 1961 to 1985 Oakridge has had few vacancies (Table 11).
However, 1985 saw a significant increase in vacancies from no vacancies in 1984 to 19
in 1985. This change occurred the year following the mall's facelift and expansion in 1984.
In the years that followed, the vacancy rate decreased, to 1989 when 5.6%. 10 In 1991
this rate decreased again and as a result, the centre had the third lowest vacancy rate
among the other centres in this study.
In the beginning of September 1992, Oakridge Centre had nine vacancies. Three
of them had signs up announcing that new tenants were moving in.

10

The number of vacant leasable units do not include the two office towers.
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CHAIN STORES Oakridge Centre has seen a steady increase in its percentage of

chain store tenants through the years (Table 12). In 1961, 15.2% of its stores were chains.
This figure increased to approximately 50% by 1991. Although the number of chain stores
after the 1984 expansion increased significantly, the percentage of chain stores compared
to the total number of tenants that occupied the mall only experienced a modest increase.
In 1991 the centre had approximately 49% of its tenants as chain stores.

TENANT MIX Compared to the other shopping centres in this study, Oakridge

Centre has had a high percentage of clothing and shoe stores as their tenants (Table
13)." Through the eighties it has had a mid 30% to 40% share of tenants listed in this
category. The leasable units that became available after the 1984 expansion were filled
with 35% clothing and shoe stores. However, the overall percentage of the clothing and
shoe stores in the mall compared to the rest of the tenants decreased in this period. The
categories that increased during this time were such things as personal services and food
and beverage places.
In 1961 there were only three food and beverage outlets at Oakridge Centre (Table
14). This accounted for 6.5% of the total number of tenants. This figure increased
significantly following the centre's 1984 expansion. Before the expansion only one food
serving tenant was listed, while in the years after the expansion the number had risen to
" The numbers and the percentages used in this illustration do not include the two
office towers that were connected to the centre in 1986. The two towers do not offer
space to retail businesses and will therefor give a wrong impression if they were included
in this particular section.
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well above ten. In 1991 there were no major changes to the number of food-serving
tenants.
Oakridge Centre started out in 1961 with a relatively high goods to service ratio at
2.8. The level decreased to 1.6 during the 1971 to 1976 period, due to a slight increase
in the service and "exclusive" category and a lowering of the number of goods tenants.
From that point the level increased and then stabilized around 2.6. Before the mall's
expansion in 1984 there were few marked changes in the ratio. Following the expansion,
the ratio increased to a high of 3, but then changed when the office and medical towers
were connected to the shopping centre. This seemed to influence the ratio dramatically,
because since 1986 the ratio has declined steadily to the point where it is the lowest of
all the six shopping centres in the study, 0.9. 12 In 1991 Oakridge Centre including the
office towers, had more tenants listed in the service category than tenants listed in the
goods category.

3.7.5 RICHMOND CENTRE

LOCATION Richmond Centre is located, as the name implies, in Richmond. The
Westminster Highway lies to the north, while No.3 Road passes the Centre to the east.
The Mall is located in a busy area of Richmond, where major roads bring traffic from
many different parts of the GVRD (Map 1).
12

The ratio was 0.9 in 1991. The ratio would still has been at a relatively low level if
the office towers were excluded from the data. (See Table 15).
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Richmond Centre is located relatively far away from neighbouring municipalities.
However, since a high degree of local residents commute to other municipalities, such
as Vancouver and New Westminster for work, its attraction to the local residents may to
some degree be reduced. Another factor affecting its market strength is the mall's
relatively close location to the U.S. The comparatively low prices and taxes as well as the
greater selection retailers in Washington State offer, is a tempting alternative shopping
destination for Richmond residents.
The Municipality of Richmond has a total of 4,892,522 square feet of retail area,
and 39% is found in shopping centres (Table 3). Richmond Centre represents 28.5% of
the total shopping centre area in Richmond. Comparing the estimated population for
Richmond municipality to its shopping centre space, one finds that Richmond has 15.0
square feet of space per capita. This is relatively large amount compared with the other
municipalities in the Vancouver CMA. Richmond rates fourth in the amount of shopping
centre space per capita in the Vancouver CMA.
Richmond Centre faces significant competition from local malls and merchants
along with competitors from neighbouring municipalities and Washington State.
Lansdowne Park is located within two blocks of Richmond Centre. It has a GLRA of
613,766 square feet and 143 stores. With its highly mobile population and relatively central
location it is difficult to determine the effect on its market strength.
Richmond shopping centre is already at a town centre. It has an excellent
opportunity to make optimal use of such a central location (Map 2).

94
LAYOUT AND DESIGN Richmond Centre has three different architectural

components. The 70's style brown coloured Bay building, the made-to-look old, red Sears
building and the long, peach coloured building which connects these two anchors.
Although much of the centre is set back on the property, it's grandness still makes the
building an eye-catcher for passers-by.
The centre provides extensive parking on all sides of the building. In addition to
this, roof parking is provided in the northern section of the building. The south part of the
mall provides a four level parking deck. A pedestrian bridge leads people from the parking
deck to the south part of the mall. Zebra stripes on the pavement and several path ways
make the trip from the surrounding areas as well as from the parking a relatively safe and
pleasant walk. The centre has five main entrances into the centre at ground level. Tenants
that are located facing the parking lot also have their own entrances to the mall. The roof
parking lot also provides three entrances.
The centre has three major anchors. Sears is located at the south-east corner of
the mall, Zellers in the south-west corner and The Bay north in the building. Together,
they create a triple pull effect. Although the centre's main mall-way pattern leads the
pedestrian traffic in a north south direction, between the major anchors, there are several
stops located along the way. Smaller mall-ways leading east and west intersect with the
main mall-way, creating several smaller plazas. Some of the plazas have smaller sky lit
domes, which lends an airy feeling to an otherwise crowded retail environment. The
centre's food-court is in the middle of a busy intersection. A large number of chairs and
tables are squeezed together which creates a barrier for people coming in the north-south
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and east-west direction. The pedestrian traffic must therefore pass by the food outlets.
Because of the busy location, the size and the density of the seating area, the food-court
is an excellent place to watch people pass by. The food-court is also a noisy place, which
limits any relaxing and reflecting qualities one might otherwise find there. It is a place that
always reminds the users of their main purpose for being there, to entice them to shop.
The always changing street scape, and interruptions to traffic flow, cause people
to walk longer without noticing the distance they've travelled. Its a distracting design, and
is useful at drawing attention to itself.
One mall-way is distinctive from the rest of the mall-ways in that it looks like an old
European shopping arcade. The two-storey high sky-lit ceiling gives the street a bright
and airy atmosphere. Tall columns located along the street are decorated with fancy light
fixtures. Green palm trees and several benches are located in the middle of the street
which again breaks up the grand and exclusive atmosphere. By comparison, the adjacent
wings have more artificial light fixtures partially hidden in the ceiling. However, the darker
atmosphere and lower ceiling, creates more pedestrian attention toward the shops than
the atmosphere itself.

VACANCY Richmond Centre has gone through two major expansion periods. The
first occurred during the years 1983 to 1985, and the second occurred more recently in
1989 (Table 11). In the first expansion the vacancy rate was low, approximately 2%.
During this time British Columbia was going through an economic recession. It should be
noted that in 1981 , one year before the expansion, the vacancy rate jumped from 1.0%
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to 6.5%. During the period prior to an expansion, tenants are often careful with renewing
their leases because of the possibility of a rent increase. This change in the vacancy rate
may therefore have been in response to the upcoming expansion.
The second increase in the vacancy rate occurred at the same time as the second
expansion. The number of vacancies increased from 2.3% to 8.3%. It is interesting that
the vacancies did not seem to decrease after the expansion. In 1991 a record number of
20 vacancies were recorded. This represented 12.6% of all leasable units in the Richmond
Centre at the time the survey was taken. It seemed that Richmond Centre had some
problems in finding suitable tenants for their empty space. In 1991, Richmond Centre had
the highest vacancy rate of all malls in this study.
On my trip to Richmond Centre in October 1992, there were only 9 vacancies and
3 of them had signs up announcing new tenants moving in. I learned that they were not
willing to lease these units to short-term tenants. Therefore, it would appear that they had
been waiting for the right tenant to lease to.

CHAIN STORES Richmond Centre went through a major increase in the
percentage of chain stores from the mid sixties to the beginning of the eighties (Table 12).
Seventeen percent of its stores in 1966 were chains. By the 1983 this figure had
increased to 53%. Despite three different expansions/renovations that the centre went
through in this period, the level of chain stores has not varied by any significant degree.
The actual number of chain stores increased slightly, but because of the increase in the
total number of tenants, the percentage of the total number of chain stores stayed more
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or less the same. The percentage of chain stores remained stable at around 50%. In
1991, the level dropped to 48.4%. This during the period after the centre went through
an expansion phase.

TENANT MIX Richmond Centre has had a fairly high percentage of clothing and

shoe stores among its tenants (Table 13). The percentage has stayed at a around the
25% level from the mid sixties up to the last listings in 1991. The expansions that the
centre underwent in the mid and late eighties did not seem to affect the share of clothing
and shoe store tenants as compared to the rest of the tenants. There have been some
small adjustments, but it seems that the centre has been able to keep this aspect of its
tenants mix relatively constant.
Richmond Centre had only three food serving outlets in 1966 (Table 14). In the
years to follow the number of new eating places in the centre increased slowly, but
steadily, to the eleven outlets it had in 1991. The expansions which the centre went
through did not seem to influence the number of the food-serving tenants significantly.
In 1966 Richmond Centre had a goods to service ratio of 2.5 (Table 15). One year
later the ratio was 2.2. After this minor decrease the shopping centre had an increase in
the goods related tenants. The ratio reached a level over 4 due mainly to the annexation
of the neighbouring shopping centre at 6060 Minoru Boulevard. In 1983, and in the years
to follow, the centre went through a series of renovation and expansion projects which
caused the ratio to fall. Interestingly enough, the ratio seemed to react oppositely when
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the centre went through an expansion in 1989 as compared to the other centres during
their expansion. In 1991 the centre had a 3.8 goods to service ratio.

3.7.6 SURREY PLACE MALL

LOCATION Surrey Place Mall is located in the north of Surrey, in an area called

Whalley. The Fraser Highway merges with the King George Highway at the Surrey Place
Mall and then continues north-west to Vancouver over the Pattullo Bridge. Again, a central
location close to major traffic routes. But Surrey Place is different from the other shopping
centres in that it soon will have a Sky Train station connected to it. The numbers of
patrons this station will bring in will benefit the centre greatly (Map 1).
Surrey Place Mall is located fairly close to the Municipality of New Westminster. The
Patullo Bridge and the Sky Train bridge lead traffic over the Fraser River and increases
accessibility for local residents to the west. Metrotown as well as Downtown New
Westminster are considered highly competitive retail markets. New Westminster has a
total of 2,691,615 square feet retail area, of which 20% of it is located in shopping centres
(Table 3). It must be noted that 58.5% of the shopping centre area in Burnaby is found
in Metrotown alone. 13 Since Surrey Place Mall will be located relatively close to
Metrotown, due mainly to the coming Sky Train linkage, it will become a major
competitor for Surrey Place Mall in the future.
13

Metrotown includes three different shopping centres. The Eaton Centre Metrotown
(631,000 sq.ft), the Metrotown Centre (650,000 sq.ft) and the Station Square (295,000
sq.ft) are located adjacent to each other.
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Surrey has 7,419,222 square feet of retail area, of which 41% is located in
shopping centres. Surrey Place Mall with its 623,000 square feet represents 20.7% of this
district's total shopping centre area. With its estimated 232,555 residents, Surrey has 13
square feet of shopping centre space per resident. Surrey is eighth among the 15
municipalities in the Vancouver CMA in terms of shopping centre space per resident.
Surrey Place's major competitor in Surrey is Guildford Mall. When one considers
that Surrey Place's other competitors are concentrated closely around it, or are easily
accessible despite being located in other municipalities, this mall faces significant market
challenges.
Surrey Place Mall is located west of Guildford Town Centre. It is too far a distance
to benefit from this centre's traffic and access to the freeway. But with its construction of
the Sky Train station it is bound to become something of a town centre in its own right
(Map 2).

LAYOUT AND DESIGN The large concrete building which Surrey Place Mall is
located in, distinguishes itself from the surrounding environment. A large parking area
separates traffic on the main streets from the centre. Little effort is made to connect the
neighbouring residential area with the shopping centre. Although the distances are small,
to my knowledge no convenient pedestrian paths have been provided. The shopping
centre's white, blank exterior walls do not seem inviting to passers-by. However, their
dominant position in the landscape does catch peoples attention.

100
Two ground level parking lots are located to the north west and east corner of the
building. On the south side an underground parking facility is also located. The centre
also provides parking on the roof. In the parking lots, little traffic security is provided.
However, closer to the entrances, zebra stripes on the pavement lead people into the
centres. Surrey Place Mall has three entrances on the upper level and one on the lower
level. In addition, four entrances are located close to escalators or elevators for people
parked on the roof. Many of the tenants with a location facing the parking lots have their
own entrances. Some of the entrances are beautifully decorated with bright colours and
landscaping. The entrance at the north side guides pedestrian traffic arriving by bus
through a portal decorated with flowers. Decorative light poles, trees and brick pavement
make this entrance unique.
The centre has four anchors, The Bay and Sears, each two stories, are located on
the east side of the centre, and Zellers and Extra Foods, each one storey, are located
side by side on the south-west side of the centre. Together with the food-court, located
at the north-west corner of the centre, they create a triple pull effect.
The centres interior design seems to have followed the universal guidelines for a
retail mall environment. The hallways are broad and covered with light grey coloured floor
tiles. Several sky-lights allow natural day light into the mall. In addition, artificial light
fixtures are partly hidden in the ceiling. Blue and red neon-light decorations are also a
common sight throughout the mall. The use of bright light and colours give the mall an
shiny, clean and to some degree sterile atmosphere.
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The food-court's seating area also follows the blue-grey-green colour scheme.
Movable chairs and tables are placed throughout the area. A large sky-light lets the light
in, and on a sunny day several parasols provide people with shadow from the sun. A
fountain is also located in the food-court and it breaks the sound of the food-court busy
atmosphere. Although the mall's interior design is trendy and up to date, no attention is
given to the potential view that the location provides. The magnificent view from the roof
parking lot is left to the cars to enjoy.

VACANCY Generally, Surrey Place Mall has had a relatively high percentage of

vacancies during its years of operation (Table 11). From 1980 to 1981, the first year data
are available, there was a vacancy rate of 27.8%. This increase was, to a high degree,
caused by the 173,000 square foot expansion that the centre underwent in 1980. From
1981 the vacancy rate decreased slowly all the way to no vacancies in 1985. But by 1990
the rate had increased to 14.9%. This increase can again be related to an expansion that
the centre went through in 1990. In 1991 Surrey Place Mall had a 10.3% vacancy rate, the
second highest of the six shopping centres. In late September 1992, the centre had a
total of 19 vacancies, five of which had signs indicating that new tenants were in the
process of moving in. According to the mall management, the centre was not interested
in filling their vacant units with tenants that could "harm" their image. New leases were put
off until the "right" tenants came along.
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CHAIN STORES Surrey Place Mall had an increase in the percentage of chain
stores in the 1981 to 1984 period, from 33.3% to 47.4% (Table 12). The centre went
through a major expansion in 1980 and this may be a reason for this increase. The
percentage then dropped slightly to a lower level over the next two years. In 1985 43.9%
of Surrey Place Mall's tenants were chain stores, in 1986, 42.1% were chains. From that
point the level climbed to a relatively high point where it stabilize at a high 40%. After the
expansion in 1990 the centre had an increase of twelve new retail chain stores. But
because of the increase in the number of tenants after this expansion, the percentage of
chain stores to the total number of tenants did not change significantly.

TENANT MIX The first listing in the Street Directory for this mall was made in 1981
(Table 13). At this time Surrey Place Mall had 25.9% of its tenants listed as clothing and
shoe stores. Since then, with the exception of 1986, the percentage slowly increased. In
1990 the centre went through an expansion. As a result of this the centre got twenty five
new tenants. At the same time thirteen new clothing and shoe store tenants were
registered in the centre. In other words, approximately fifty percent of the space that
became available at this time were filled with clothing and shoe stores. The overall
proportion of these stores rose from 29.7% in 1989 to 34.1% in 1991.
In 1981, Surrey Place Mall offered its customers two eating places (Table 14). The
number did not increase significantly before the expansion of the centre in 1990. In 1991
the numbers had increased to seven.
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Surrey Place Mall had a high goods to service ratio in 1981 (Table 15). The ratio
even increased in the next year from 5 to 7.4. In the following years the service category
increased slightly more than the goods category. This lowered the ratio and it stabilized
at a level between 2 and 3 for several years. In the period 1990 to 1991 the ratio
underwent a sudden increase. This was caused by the 50,000 square foot expansion
which the centre went through. The new space was filled mainly with goods tenants.

3.8 SUMMARY

My first findings from this study indicates that the shopping centre vacancy rate
tends to be related to internal changes in the malls, such as expansion. It would appear
that all malls suffer from increases in their vacancy rates slightly before and after
expansion. Some vacancy in the malls is related to economic downturns. In 1983, a
recession year, only two of the six malls had an increase in their vacancy rates--Capilano
and Brentwood. Why only these two malls were more sensitive to the recession is an
interesting question. Did they have more locally based merchants with fewer resources
than a "national" to endure hard times? When one looks at the number of chain stores
compared to independents, a clear picture still does not emerge. It could also be related
to the characteristics of the residential area from which the two malls are drawing their
customers. It is difficult to find an explanation for these differences, and my limited study
does not provide me with enough data to find a conclusive answer. When the vacancy
rate is used as an indicator for external changes, it is therefore of less value. No
consistent pattern emerges.
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The percentage of vacancies to the total number of leasable units has, for most
of the malls in the study, increased from the eighties to the beginning of the nineties. If
the changes in vacancy rate caused by expansions are excluded, most of the shopping
centres in this study are operating with a higher degree of vacancies in the nineties than
the earlier periods. The most recent year for which data are available from the Vancouver
City Directory and Vancouver Suburban Directory is 1991. For three of the six shopping

centres the vacancy rate was unchanged or had gone up, while at the other three centres
the rate has decreased from the previous year.
Although some centres do operate with vacancies, the effort made by some of the
centres to avoid vacancies, hides the true figures. The managers of the six shopping
centres report that they are struggling to fill their vacant space. Tenants, are no longer
standing in line.
A second finding is that all six shopping centres have increased their percentage
and actual number of chain stores over the time period of this study. Centres that started
in the sixties and seventies all had a very low percentage of chain stores as their tenants.
The newer the centre, the higher the percentage of chain stores that they started up with.
The eighties was a period in which shopping centres increased their number of
chain stores, but not necessarily at the expense of local tenants. This was also a period
in which most shopping centres went through expansions of their leasable space. It
appears that the number of chain stores increases for most shopping centres after they
undergo an expansion or renovation.
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In 1991 the six shopping centres all had a relatively high proportion of chain store
tenants. It is interesting to note that approximately fifty percent of all the tenants located
in the six shopping centres were chain stores. The data do not indicate any dramatic
changes in the centres' proportion of chain stores in the 90's. But by looking at
developments from 1990 to 1991, it can be seen that only one of the centres, Surrey
Place Mall, had a major increase in the number of chain stores. This followed its 1990
expansion. The other shopping centres have had only a modest increase, and in some
cases, decreases in the percentage of chain stores.
Since the data are not divided into national, regional and local categories, it is not
possible to see if there has been a change toward a higher concentration of any one type
of chain store. But according to the shopping centres' managers, the proportion of
national chain stores in regional shopping centres is decreasing.
A third finding is that if one compares the clothing and shoe store tenants with the
rest of the tenants, shopping centres have favoured a high concentration of the former.
Some of the centres have favoured higher concentrations than others. Oakridge Centre,
for example, started out in the sixties with a fairly high percentage of clothing and shore
stores, while Brentwood Mall seemed to prefer a smaller proportion of the same tenants
during the same time period. However, there is a common trend among all six centres
in that they have increased the concentration of these tenants.
The major increases that occur in the clothing and shoe store categories follow the
centres' expansion and renovation projects. All of the expansions that occurred in the
eighties and beginning of the nineties resulted in a significant number of new clothing and
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shoe store tenants in the centres. It is apparent that these shopping centres prefer these
tenants when the new leasable space became available. These preferences are closely
related to the shopping centre's relationship with the chain store organisations. A very
high percentage of the clothing and shoe stores are also national chain stores. An
average of 53% of all the clothing and shoe stores located in the six shopping centres in
1991 belonged to a chain stores organisation (Table 16).
My fourth finding in this study shows that food-serving tenants have become an
important part of the shopping centre environment although they are fewer in number.
Relatively speaking, there has been a significant increase in the number of these outlets
located in all the centres. The major increases generally occur in conjunction with the
expansions of the centres. In the eighties it became popular to make room for a foodcourt in the mall. A specific area was designated for all the tenants that served food. The
area was designed to house the tenants as well as provide the food-court customers with
a comfortable place to eat. Only one of the six shopping centres did not have a major
increase in the numbers of food serving tenants after an expansion, Richmond Centre.
Finally, the study shows that the seventies was a period in which service tenants
were represented to a higher degree in shopping centres as compared to the later (Table
15). Ten of the thirteen renovation and/or expansion projects that occurred at the six
shopping centres happened in the mid to late eighties. The expansions had a major
influence on store mix, and made the eighties a rather turbulent period for most of the
shopping centres. The majority of the shopping centres
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TABLE 16^NUMBER AND PERCENTAGE OF FASHION CHAIN STORES
IN THE SIX CASE STUDIES.
1966

1971

1976

1981

1982

1983

1984

1985

1986

1987

1988

1989^1990

1991

TOTAL NO.OF
CHAIN STORES

11

13

19

26

28

31

31

35

36

38

40

9^53

57

HOOF FASHION
CHAIN STORES

5

5

7

11

15

17

17

17

18

19

20

3^24

27

% OF FASHION
STORES OF TOTAL
CHAIN STORES

45

38

37

42

54

55

55

49

50

50

50

33^45

47

TOTAL NO.OF
CHAIN STORES

5

13

12

14

14

14

14

14

61

60

64

66

65

NO.OF FASHION
CHAIN STORES

2

4

5

5

5

5

38

39

42

42

43

% OF FASHION
STORES OF TOTAL
CHAIN STORES

40

31

42

42

42

42

42

36

62

65

66

64

66

21

29

38

42

47

47

45

47

87

88

90

98

94

6

10

15

17

22

22

22

23

42

43

44

50

47

29

35

39

40

47

47^

49

49

48

49

49

51

50

14

16

16

17

17

58

62

67

73

79

77

77

10

9

9

9

31

35

35

44

45

45

46

YEAR

1961

BRENTWOOD MALL

I

CAPILANO MALL

5

5

LOUGHEED MALL
TOTAL HOOF
CHAIN STORES
NO.OF FASHION
CHAIN STORES
1 OF FASHION
STORES OF TOTAL
CHAIN STORES

I

OAKRIDGE CENTRE
TOTAL NO-OF
CHAIN STORES

7

8

9

i^NO.OF FASHION
1 CHAIN STORES

3

4

5

43

50

56

64

63

56

53

53

53

56

52

60

57

58

60

TOTAL NO.OF
CHAIN STORES

7

12

43

48

56

58

66^k

63

65

69

70

80

80

77

NO.OF FASHION
CHAIN STORES

1

2

15

20

22

23

23

23

24

26

25

36

36

34

14

17

35

42

39

40

35

37

37

38

36

45

45

44

TOTAL NO.OF
CHAIN STORES

18

21

25

27

25

24

55

53

48

48

60

NO.OF FASHION
CHAIN STORES

7

9

13

15

14

15

27

27

23

23

29

S OF FASHION
STORES OF TOTAL
CHAIN STORES

39

43

52

56

56

63

49

51

48

48

48

% OF FASHION
STORES OF TOTAL
CHAIN STORES

9^

i

RICHMOND CENTRE

% OF FASHION
STORES OF TOTAL
CHAIN STORES
SURREY PLACE MAL

NOTE:
FASHION CHAIN STORE ARE CLOTHING AND SHOE STORES
SOURCE:
B.C.^DIRECTORIES.^1959 TO 1991. VANCOUVER STREET DIRECTORY.
B.C.^DIRECTORIES.^1966 TO 1991. VANCOUVER SUBURBAN DIRECTORY.
MONDAY REPORT ON RETAILERS. ^1990. DIRECTORY OF RETAIL CHAINS IN CANADA.
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seemed to fill the new units with tenants that sold goods 14 . Oakridge Centre, the
exception, emphasized more service tenants. When Oakridge incorporated the two office
towers with the rest of the mall, the goods to service ratio decreased significantly. Even
if we exclude the office towers from the data, there was a decline in the mall's goods to
service ratio. The majority of the six shopping centres had a concentration of goods
related tenants in the eighties. This is not surprising considering the greater income
potential that these tenants represent.
The average goods to service ratio for the six shopping centres in 1991 was 2.63,
when the two office towers at Oakridge Centre are included, or 3.4 when the towers are
excluded. This means that in 1991 the six shopping centres had two and sometimes three
times as many goods selling stores for each service selling establishment.

14 This is based on the findings that 5 out of the 10 expansion/renovations that
occurred in the eighties, resulted in an increase in the goods to non-goods ratio after the
event. One of the expansions did not have data listed for the pervious year, and can
therefore not be recognized as a change. The remaining four expansions/renovations
resulted in lower ratios in the following year. Richmond Centre accounted for 3 of these
expansions and they all occurred in a 3 year period. This series of expansions and
renovations did not produce a significant increase in the goods tenants. More than half
of the new non-goods tenants that located in the centre during this period were foodserving tenants.
.
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CHAPTER 4

ACCOUNTING FOR THE CHANGE

4.1 INTRODUCTION
In this section I will look at some of the causes behind the contemporary changes
in the regional shopping centre industry. First, I will look at changes in consumer
behaviour which arise from such things as changes in the population structure, changes
in people's spending power, people's living arrangements, their lifestyles as well as their
attitude towards shopping. This description will be followed by an illustration of the new
competitors that regional shopping centres are facing. Thirdly, the changing economic
conditions and the influence this has on the regional shopping centre industry will be
discussed. This will be followed by an illustration of how the change in chain store
organizations influences the regional shopping centre industry. Finally, I will look at the
changes in the department store industry and how this affects regional shopping centres.

4.2 POPULATION STRUCTURE AND CONSUMER BEHAVIOUR
According to Statistics Canada (1992c), the percentage of the Canadian population
in the older age groups is increasing, while the younger population is decreasing.
The first population trend that can be observed from Table 17 is a decline in
Canada's young population. Approximately 12 percent of the Canadian population was
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four years or younger in 1921. In 1951 and 1961, the percentage had increased due to
the higher birth rates after the Second World War. These children born in the post-war
period from 1946 to 1964 have been dubbed "baby boomers", (I will return to this later
in this chapter). Ten years later, in 1971, the percentage of this age group had declined
to 8.4 percent. In 1991 the percentage of four years old or younger had decreased to 7
percent. There has similarly been a decline in the Canadian population for the age group
5 to 14 years old.
The second trend that emerges is the significance of the baby boomers on
population shifts. As just mentioned, baby boomers were children born after the Second
World War. Following the War people were eager to start the families that were delayed
because of the war. A relatively more mature population group was also in evidence. In
1961, the baby-boom generation was still quite young. A higher percentage of young
people in the population was the result. Over time baby boomers moved into increasingly
older age groups. In 1991, baby boomers could be found in the 27 to 45 years old range.
In 1991 the percentage of people in the age group 25 to 44 reached a record level.
Today, the bulk of this age group is essentially the middle age population. Not only is this
population group large in terms of numbers, its percentage share of the total population
is also dominant in comparison to all other age groups.
A third trend related to an older population can also be seen in Table 17. Since
1921 the percentage of people 65 years and older has increased, subject to some small
adjustments. While 3.3 percentage of the Canadian population was 65 to 74 in 1921, the
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percentage increased to 7 percent in 1991. The change in population for people over 75
years is even more pronounced during the period in question.

TABLE 17^PERCENTAGE OF POPULATION BY AGE, CANADA,^1921-1991.
AGE GROUP

1921

1951

1961

1971

1981

1991

0-4
5-9
10-14
15-24
25-34
35-44
45-54
55-64
65-74
75-84
85-

12.0
12.0
10.5
17.3
15.3
13.3
9.1
6.0
3.3
1.2
0.3

12.3
10.0
8.0
15.3
15.3
13.3
10.0
7.7
5.4
2.0
0.4

12.4
11.4
10.2
14.4
13.6
13.1
10.3
7.0
4.9
2.3
0.5

8.4
10.5
10.7
18.6
13.4
11.7
10.6
8.0
5.0
2.5
0.6

7.3
7.3
7.9

7.0
7.0
7.0
14.0
17.9
16.0
11.0
8.8
7.0
3.6
1.1

19.2

17.3
12.2
10.3
8.9
6.1
2.8
0.8

SOURCE:
STATISTICS CANADA.^1992. AGE, SEX AND MARITAL STATUS.
CATALOGUE NO.93-310.

4.2.1 FACTORS THAT INFLUENCE THE POPULATION STRUCTURE
Three factors influence the population structure. They are the birth rate, the
mortality rate and the net immigration rate. It is relatively easy to predict the populations
of western developed countries because there are few additional factors such as
epidemics and wars. The Canadian mortality and net migration rates are also easy to
predict because of their close relation to health/medical care and immigration policy.
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According to Statistics Canada (1987-1992), birth rates 15 have declined from the
late 1970's. However, in recent years there has been a small increase in the national birth
rate. The Canadian population had a birth rate of 15.1 live births per 1000 population in
1991. With such birth rates the Canadian population will not be able to naturally replace
itself. There are several important factors that have affected the birth rate in Canada: the
age at which people marry is higher; and the percentage of people who decide to marry
has declined. Fewer people are getting married, and when they do, they are marrying
later in life. Also noteworthy is that the size of the traditional family has decreased. There
are also more types of family arrangements today than ever before. All of these factors
have had the effect of pushing birth rates down.
The number of unintended births in Canada has declined because of increased
awareness of family planning and birth control methods. The increasing availability and
willingness to use abortion as a method of dealing with unintended pregnancies has also
had a negative impact on the Canadian birth rates.
Women's roles in society have changed and this has had a major impact on birth
rates. Increasing number of women are becoming active in the work force. This trend has
meant that fewer women pursue traditional lives, staying at home and raising children. For
many working women, having children will result in too great an opportunity cost, and
therefore many forego the option (Statistics Canada, 1990a; Marshall, 1989).
The death rate has also changed. People live longer and have a better quality of
life. This is due to improved health care and medical knowledge. In addition, more people
15

Birth rate is the number of live births per 1000 population in a given year.
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in the older age groups survive their parents. Again, this has a positive influence on this
trend for this age group.
The net migration rate also influences the population structure. There is a constant
flow of immigrants to Canada. Canada is know for its liberal immigration policies when
compared to other western countries. According to Statistics Canada, Canada had the
largest inflow of immigrants in 35 years in 1991, helping it to achieve the highest
population growth in the industrialized world (The Vancouver Sun, 1992b). However,
historically Canada is actually experiencing less immigration than it did only a short time
ago. Immigration policies have lately become more restrictive.

4.2.2 SUMMARY

As Table 17 shows, there has been considerable growth in the older part of the
population in Canada. These numbers will increase in the future because of improved
average life expectancy and because of the aging baby-boomers entrance into this age
groups. The middle aged population, or baby boomers, who are now in their prime
working years, form a higher percentage of the total population. In the future they will also
play an important role in the population structure, although they will move upwards on the
age scale. Children and the young adults represent a small portion of the total population.
The chances that birth rates will continue to fall is high. This is due to the current age
distribution in the Canadian population which is declining. If birth rates continue to move
in this direction, this part of the population will experience further declines.
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In the future, therefore, Canada will have large numbers of older people with fewer
middle-aged adults, who will have fewer children than their parents had the generation
before.

4.3 SPENDING POWER

Peoples habits are more or less governed by their income. I will therefore use data
from Statistics Canada which shows peoples average income according to age groups
to look more closely at the concept of peoples shopping habits (Table 18).

4.3.1 THE YOUNG

According to Statistics Canada (1991b), young adults, aged 15-24, have the
lowest average income per person in Canada as well as in British Columbia. Eighty-seven
percent of the Canadian population that is 19 years or younger earned less than $ 10,000
in 1990. Of people aged 20-24, 54% earned less than $ 12,500 in 1990. This relatively low
income rate is not surprising since many of these young people are still in school at this
stage in their lives. Nevertheless, it is clear that this segment of the population has lower
spending power (Wannell, 1989).
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TABLE 18^AVERAGE INCOME FOR INDIVIDUALS
BY AGE, CANADA AND BRITISH COLUMBIA,
1990.
AGE GROUP
0-19
20-24
25-34
35-44
45-54
55-59
60-64
65-

CANADA
5,095
13,730
24,298
30,276
31,446
27,078
23,761
17,640

B.0
5,185
14,278
25,080
31,691
35,366
29,043
25,656
18,414

SOURCE:
STATISTICS CANADA. 1991.
INCOME DISTRIBUTION BY SIZE IN CANADA.
CATALOGUE NO.^13-207.

4.3.2 THE MIDDLE AGED
Statistics Canada (1991b) listings for the average income for the middle age
working population, age 25-64 is significantly higher. For people in the from 35-54 age
groups, Statistics Canada list them as the highest average income earners in Canada.
Fifteen percent of the people aged 35-44, and 17% of people aged 45-54 had an income
of $ 50,000 or more. No other age groups were as well represented at this income level.
This middle-aged group or baby boomers as mentioned earlier represent a large
percentage of the total population. Large numbers with high incomes mean significant
spending power in the Canadian economy (Statistics Canada, 1991a).
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4.3.3 SENIORS

According to Statistics Canada (1991b) the elderly population, defined here as 64
years or older, fared better in terms of average income than did the younger population.
However, they were significantly below the middle-aged group for this year. Fifty-six
percent of seniors had income greater than $7,500 but less than $ 17,500 (Devereaux,
1987).

4.3.4 SUMMARY

With its aging population and disproportional distribution of income, Canada's retail
economy will for years to come be heavily influenced by the middle-aged/baby-boomer
group. Although young people's average incomes will increase in time, due to higher
education and/or experience in the work force, current trends would seem to indicate that
fewer of them will earn incomes as high or higher than their parents. At the same time,
the relatively small size of this age group will most likely mean low average spending
power for the group in general. This younger group will continue to have relatively weaker
buying power over time. At the same time, although the high income "boomers" tend to
buy more and favour expensive merchandise and services, there is no guarantee that this
will continue as this group ages. Freedom is the key word to understand this middle-aged
crowd. They have and will continue to have, the freedom to buy what they want, but at
the same time they have the freedom not to buy. They have and will continue to have,
more money than the younger groups, but over time they will not need to spend as
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much. After all, they already have their houses, cars, furniture and TV-sets. Their children
will grow up and will be out of the houses. The need to buy will be considerably reduced.
It is fairly clear that middle-agers, and to some extent the seniors, will be the most
dominant consumer group in the future. They are the ones that have the resources,
namely time and money.

4.4 LIVING ARRANGEMENTS
In the next section I will take a closer look at the various living arrangements in
Canada, and describe how they have changed in the past two decades. I will then
describe some of the factors behind this development. Finally, I will comment on how
these changes may influence consumer behaviour in the future.
Canadian living arrangements have become increasingly diversified and unstable
(Statistics Canada, 1989b; Devereaux, 1990; Stout, 1991). Recently new forms of
households have become common that only a short time before were unheard of.
Increasingly, fewer people have been forming the "traditional" family arrangement.
Since the end of the baby-boom period in the early sixties, family and household
size have changed significantly. The traditional arrangement of husband and wife with two
or three children, and with the husband as the main bread winner, is now only one of
many family arrangements. Although the traditional family concept is still an important part
of the current living arrangements, family size has decreased in recent years, and family
members' functions within the family have changed. In addition to the changing family
structure, new families and households that were statistically not visible twenty years ago,
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are today challenging the traditional family concept. Double income families, common-law
households, single parent families and independent households are some of the important
living arrangements that I will deal with in the following section (Statistics Canada, 1990a
& 1992b).

4.4.1 DOUBLE INCOME FAMILIES
A growing number of dual parent families have both adults active in the workforce.
This increase is mainly due to the adult increased access and participation of women in
the labour force. According to Statistics Canada (1990a), the percentage of married
women with at least one child under the age of six in 1971 was 27.1% Fifteen years later,
the percentage had increased to 59.5%.
The increase of women in the work force, has had a major impact on their families.
The time and money that goes into mothering has increasingly become a function of
opportunity costs. We are therefore witnessing an average decrease in the number of
children in these families. The improved economic independence that women are now
experiencing can also be related to the increase in the Canadian divorce rate. Divorce
becomes a more realistic option for women with their own careers and income than was
the case before when women were more economically dependant on their husbands.

4.4.2 SINGLE PARENT FAMILIES
According to Statistics Canada (1990a, p.70), in 1961 there were 347,000 families
with only one parent in Canada Twenty-fife years later in 1986, the number had more than
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doubled to 854,000. Although some of these households are widowed, most of this
dramatic increase was caused by an increase in divorced parents and mothers who never
married who were taking care of their children. In 1961 only 4% of the families listed by
Statistics Canada had a divorced head of the family. In 1986 almost 30% of families were
headed by a divorced parent. The change in percentage for mothers who never wed rose
from three to thirteen percent in the same time period. A large proportion, 82% of single
parent families had a female head in 1986. The likelihood that these women will have
more children if the living arrangement remains the same would seem to be low.

4.4.3 COMMON LAW HOUSEHOLDS
-

The number of common-law households in Canada has increased dramatically in
the last decade. Changing social conditions has made this living arrangement a
increasingly popular option. According to Cam Stout (1990) 4% of all Canadians aged
fifteen and over lived in common-law unions in 1981. In 1986 the percentage had
increased to 5% and by 1990 the level had reached the 8% level. This form of household
was, according to 1986 census, most popular among the younger generation. Many
young couples view this arrangement as a good "trial-run" to a legal marriage, while
others viewed it as a permanent arrangement. There are also those who had already
been through a legal marriage, and wanted to avoid the same emotional experience and
economic hardship of a second divorce.
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4.4.4. SINGLE OCCUPANCY HOUSEHOLDS

The number of single occupancy households has increased among young people
recently. These households are an important part of the transition from living at home with
one's parents, to an independent adult life. Such households are also increasing among
the elderly population, age 65 and over, due mainly to greater average life spans among
women and the relatively low incidence of remarriage. According to Statistics Canada
(1990a) 15% of the people living in single occupancy households were women aged 65
or over. In 1986 the percentage had increased to almost 34%.

4.4.5 FORCES BEHIND THE CHANGE

As the examples above illustrate, current living arrangements are complex and
unstable. But what has caused this development to occur? First, women's participation
in the work force has created large group of economically independent individuals. The
time that working women spend in the home with children has decreased. Secondly, the
emergence of "consumerism", particularly in the eighties, has brought with it increased
demand. Two incomes in a family are now necessary in order to fulfil these needs. The
social relationship among traditional family members is another force behind the change.
Today, more and more husbands and wives have relationships based on equal
partnerships. At the same time individual family members tend now to be more selforiented than towards the family, as was previously the case. This has increased internal
stresses in families. The increasingly self-oriented approach among parents has also
reduced some of the impetus behind having more or any children. And finally, a
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significant factor to the change has to do with people's knowledge and attitudes towards
contraception. Today, pregnancy before marriage does not necessarily lead to marriage,
as it often did before. Use of contraceptives and more liberal attitudes towards abortion,
have broken the connection between pregnancy and marriage, and thereby taken away
a major factor that previously drove people to marry (Statistics Canada, 1990a & 1992b;
Stout, 1991).

4.4.6 SUMMARY

The diversity and variability of living arrangements have a major impact on peoples'
buying patterns. Perhaps the most obvious impact is the increase in the number of
consumers. But not only has the number of households increased, their buying patterns
have also changed greatly. At the same time, household members have in general
become more individualized in their approach to life in general and shopping in particular.
One reason for this is that families now have vastly different time schedules. This
has resulted in more members of households becoming consumers, whose individualized
consumption is increasing as a result of their self-interested manner of existence. The time
when mom did all the necessary shopping is long gone. Today each family member has
become more involved in our own shopping routine. Retailers as well as malls have
recognised this change by endeavouring to cater to all members of the family. Today, the
stores, the products as well as the services are, to a higher degree, designed to supply
one person consumption needs. Small personal cars, one person "TV dinners", television
networks providing 24 hour news casts are but a few examples of how retailers are
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attempting to cater to individual consumers (Engel & Blackwell & Miniard, 1990). Although
shopping centres are still viewing women as their predominant target market, they
nevertheless are trying to provide a shopping environment which caters to a wider range
of women or particular lifestyles (interview with Lorne J. Braithwaite).
Good quality and low prices are a crucial factor that determines buying patterns
for some households. According to a recent study made by The National Council of
Welfare, one out of every seven Canadians live below the official poverty line (Hemsworth,
1992). Hardest hit are single mothers. Price and quality are therefore particularly important
in such households. The increase in the numbers of single family households has
increased the demand for bargains and big-bulk savings. People who have to be
concerned about money are not interested in paying for expensive presentation and
packaging of merchandise. Although many household are forced to be concerned about
prices and looking for bargains, more well-off consumers also do not mind a good
bargain. The emergence of big-bulk sections in the traditional supermarket as well as the
growth of factory outlets connected to malls, demonstrates retailers response to this
market segment.
For other households time rather than money has become the important factor in
the shopping process. Dual income households tend to value convenience and good
service above price. The increase in smaller specialty stores, and the increase in the
breadth of the service industry are examples of the growing importance of this market
segment in the retailing industry.

123
Although the examples mentioned refer to only a few of the different living
arrangements and their influence on consumer behaviour, they nevertheless illustrate
some of the important new challenges retailers as well as malls are dealing with now and
in the future.

4.5 LIFESTYLES
The term "lifestyle" is complex and difficult to define. Many components make up
one's lifestyle. In this study I will define lifestyle as; "

...patterns in which people live and spend time and money.
They are function of consumers' motivations and prior
learning, social class, demographics, and other variables.
Lifestyle is a summary construct reflecting the values of
consumers (Engel & Blackwell & Miniard, 1990, p.342).
People's lifestyles are an outward reflection of their understanding of the world around
them. One's lifestyle changes in response to a changing environment. It becomes a
dynamic tool that one adopts in response to the changing outside world.
It is of great importance that retailers as well as malls pay attention not only to
demographics and spending power, but also to the customers lifestyle. Retailers
sometimes find new and exciting markets by just focusing their strategies on lifestyle. A
large proportion of retailers and malls have neglected this aspect of the consumer
behaviour, with the result being similar looking stores and malls that fail to focus on the
uniqueness present in the market they serve. This effect frequently occurred, for example,
when the department stores expanded to the suburbs, and the new stores became
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copies of the original store downtown. They treated the suburban population as a
homogenous group, not as a group with different lifestyle.
In the following section I will put forward some examples of different consumer
profiles specifically in the context of their buying habits. The examples will be based on
Arnold Mitchell's lifestyle theory (Mitchell, 1983). I will then relate these groups to the
general population in Canada and reflect on how they may influence consumer behaviour
in the future.
Although there are numerous lifestyle theories, I have chosen to use Mitchell's
theory which relates people's lifestyle to their buying patterns. According to Mitchell, a
person's values are "...the entire constellation of a person's attitudes, beliefs, opinions,
hopes fears, prejudices, needs, desires, and aspirations..." (Mitchell, 1983, p.VII).
Together, these factors govern our behaviour and lifestyle.

4.5.1 LIFESTYLES AND CONSUMER BEHAVIOUR

One's lifestyle is governed to a large extent by the living arrangement one adopts.
There appears an increasing tendency for people's lifestyles to become more and more
self-oriented. Ironically, many people have, at the same time, become more aware of
importance of community and togetherness. They focus on the responsibility we have to
our environment and the society at large. Both lifestyle groups express membership
through their action and visual appearance. The visual expression of one's lifestyle is
frequently accomplished through consumption of goods and services. Shopping centres
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reflect these patterns in their creation of environments intended to cater to particular
lifestyles. The emergence of specialty stores that cater to one niche of the market is but
one example of the retailers current efforts to cater to changing lifestyle patterns (Engel
& Blackwell & Miniard, 1990).

4.6 CONSUMER ATTITUDES

Perhaps most important of all factors influencing our consumer behaviour is our
attitude towards different merchandise as well as towards shopping as an activity in itself.
Consumer attitude is "an overall evaluation that enables one to respond in a consistently
favourable or unfavourable manner with respect to a given object or alternative" (Engel
& Blackwell & Miniard, 1990, p.304). Increasingly, studies show the link between changes
in attitudes and one's buying decisions.
Our attitudes towards shopping can be influenced by several factors. The change
from shopping being an activity to satisfy primary needs in earlier days, to shopping as
an activity to satisfy our wants or desires today, has influenced our attitude towards
shopping. The changing understanding of what is valuable in the marketplace also has
an impact on ongoing attitudinal development. Consumers increased knowledge and
awareness of products and how they buy has also changed our attitudes. Finally, the
degree of consumer loyalty has changed our attitudes towards shopping.
In the following section I will look at changes in the factors influencing consumer
attitudes, and how this in turn affects attitudes towards shopping. I will then briefly discuss
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how the changes in consumers attitudes have influenced retailers as well as shopping
centres.

4.6.1 THE TRANSITION FROM A "NEED" TO A "WANT" DRIVEN CONSUMER

Before the Second World War people shopped mostly to satisfy their primary
needs. People for the most part did not have enough money to buy goods to fulfil their
desires nor did the market have many such goods. After the War people began earning
more money and consequently had more to spend on an increasingly wider and greater
selection of goods and services. Today, shopping has become a fairly complex and
diffuse activity. A small proportion of the goods and services offered by the retailers today
satisfy our primary needs. The largest proportion of the goods and services sold satisfies
our "wants". People no longer ask themselves "what do I need?", rather they ask "what
kind of things should a person like me want?" People are looking for goods that can give
them a certain lifestyle self-image. For example, exotic food can bring the taste and feeling
of being in another country to the dinner table. A person's "wants" reflects his or her
passions as well as his or her affection or interest in a particular item or service. These
are all vague and complex parameters and it is therefore difficult to measure and quantify
the motives that lay behind many purchases made today, as compared to when our
shopping patterns were more a function of our needs (Engel & Blackwell & Miniard,
1990).
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4.6.2 VALUES

Consumers demand more from shopping experience. People are no longer
satisfied by getting good value for the goods and services they bought, they also want
something in return for the time and effort spent looking around for the right goods.
Consumers are basing their shopping decisions on factors which in the past have had
little relevance to shopping itself. Merchandise's quality, the retailers location as well as
the price that the goods and services are offered at are the traditional factors that
influenced the shopping process. In addition to these factors, now such things as time
spent on shopping, the shopping experience as well as services provided are important
new factors in the equation. Consumers in the nineties are demanding more from the
retailers and the malls than ever before. Some people cannot afford to spend much time
on shopping and require convenience and good service from retailers and malls. Other
people can spend more time at the shopping process and require that shopping in itself
become an experience. These factors are why we are witnessing today a more variable
and complex approach of dealing with consumers (Engel & Blackwell & Miniard, 1990,
p. 338; interview with David Turner).

4.6.3 EDUCATION

After the Second World War, people began to shop more frequently. Shopping
became an experience in which the retailers taught consumers what and where to buy
the "right" merchandise that would signify their position in the society. At this time
consumers came to retailers to learn. It was the producers and the distributors that were
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in control of what goods and at what price they were offered. Today consumers are better
informed about the products they buy. They are also more astute with respect to market
complexity. People are becoming increasingly critical of production methods and
presentation. As an example, people are more aware of environmental issues, and
demand that products meet certain standards. A recent demonstrations in Toronto
(November 15 1992) against the use of cheap, non-union labour, in a part of the garment
industry is but one example. People that participated in the demonstration suggested
consumers boycott the merchants selling such fashion goods to show their loyal support
to the underpaid workers. Many consumers have turned their backs on the eighties
consumerism and materialism, and have become more conscious and careful of what
they buy. Today the value they want when they buy merchandise includes environmentally
friendly ingredients and production methods as well as fair pay to the labour forces
involved in the production. The educated consumer has become a challenge to the malls
and the retailers. They must put themselves into the consumer's shoes, so that they can
understand them better. By doing so the retailers and the malls can become more
innovative and forward- looking instead of always being static or one step behind the new
trends in society (Engel & Blackwell & Miniard, 1990).

4.6.4 LOYALTY

Formerly, many consumers had stores that they could call "my store". In recent
times, because of the wide selection of substitute goods and the high number of retailers,
people are, to a lesser degree, loyal to their old neighbourhood stores. They tend to shop
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where they believe they will get most satisfaction and value for their money. But on the
other hand, because time has become more valuable than money for some people, many
people have changed their loyalty from the small stores to the retailers in the malls.
People no longer have time to shop around and return their goods if they are not satisfied
with what they bought. Merchants that know their customers and provide them with
personal service, good quality products and convenience can again depend more on the
loyal customers. This is the case for merchants serving one part of the market, the rest
of the retailers do have to depend on other strong pull strategies to get their share of the
consumer dollar (Engel & Blackwell & Miniard, 1990).

4.6.5 CONSUMER ATTITUDE AND CONSUMER BEHAVIOUR

The transition from a mainly need driven consumer to a "want" driven consumer
has changed consumer behaviour significantly. These changes require that retailers and
shopping centre management improve their understanding of consumers (Kilgour, 1990).
They have to understand the psychology of the consumer, their personalities, their images
and their associations to particular lifestyles. They will find that consumers demand more
products as well as a wider selection. Consumers will also require that more new
products and services be introduced into the market at a higher speed than before. This
will require a shorter product life cycle as well as a dynamic business policy from the
retailers and the mall management. Because the wants have a more divergent character,
more efficient pull strategies will be required of the retailers and the malls to get their
share of the consumer dollar.
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Changes in the consumer's perception of value is another aspect the change in
consumer behaviour (Kircher, 1990). Because of the large numbers of stores and
products competing of the same consumer dollars, consumers can afford to demand
more from retailers and shopping centres today than ever before. Today, consumers
demand that the time and effort spent looking for the right item should bring them as
much satisfaction as the purchasing act itself. Not only must malls providing an area
where all the retailers are conveniently arranged, consumers require that going to the mall
be an experience in itself. Though not always at the same time, consumers also require
that shopping should be fun, exciting, educating, stimulating and entertaining (interview
with David Turner).
Consumers are becoming increasingly educated and informed about various
products. Consumers will demand that producers, distributors and malls respond to their
product needs. These groups must constantly follow up with new marketing strategies
that will satisfy this educated consumer. This will be achieved through more open
dialogue between the producers, distributors and the consumers they are catering to.
Consumers will therefore become more aware of marketing activities and be able to
respond to them more quickly.
The degree of loyalty among customers toward retailers and shopping centres is
another aspect of consumer behaviour. To become a loyal customer, people require that
retailers and malls give them a reason to come back. The benefit of going back to one
particular mall or retailer has to be greater than the benefits offered by competitors.
Coupons and frequent purchase benefits are some of the aggressive pull strategies
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created by some retailers and malls to create customer loyalty. Specializing in certain
products and services is another strategy. In general, consumers are more demanding
of retailers and malls than ever before (Sweeney, 1991). The pressure to gain customer
loyalty in the future will become more intense.

4.7 NEW COMPETITORS

Despite the dominant position the mall has had in the Canadian retail industry, this
does not necessarily mean that this is a trend that the market will continue. Indeed there
are signs that regional shopping centres are presently, and will continue to face an
increasing number of direct competitors to the regional shopping centre industry.
Unplanned shopping areas as well as the increasing variety and number of distinctive
planned shopping centres threaten regional shopping centres' market position. Although
these new competitors are different in many ways, they have some common
characteristics. The development of retail centres have, until recently moved in one
particular direction, retail centres have become increasingly complex and diverse (Forbes,
1992a). However, the new centres seem to be developing in a polarized manner. There
is an increasing number of retailers that emphasize either low price and no service, or
high prices and many services (sweeney, 1991).
Some of the types of centres that are currently emerging include warehouse/power
centres, super regional town centres, specialty centres, factory outlets and non-anchored
lifestyle centres (Forbes, 1992a).
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Compared to the warehouse/power centres, the regional shopping centre is
usually placed in a weak position. The attraction of these centres is a combination of low
prices and product dominance in specific product categories. National brand name
products are offered here at discount prices. The customers of these centres, must be
willing to sacrifice service and convenience. According to several retail consultants 16 the
future for these centres seems bright. They are expected to be the fastest growing retail
centres in Canada for the next ten years (Mitchell, 1992).
Regional shopping centres on the other hand, to a large extent, offer the same
products that are offered in the warehouse/power centres, but generally at a much higher
price. As a reaction, regional shopping centres show increasing interest in welcoming
category killers into their centres. An example of this is Cambridge Shopping Centres'
recent agreement to lease space to the American owned category killer Pacific Linen
(interview with Lorne J. Braithwaite and James Badour).
Super Regional Town Centres are another major competitor of regional shopping
centres. These centres generally provide a wide selection of goods and services. In
addition to a strong retail components including category killers, these centres also house
hotels, offices as well as residential units (Forbes, 1992a). The centres not only offer "onestop-shopping" opportunities like most regional shopping centres, they are practically a
"one-stop- living" opportunity. Eaton Centre at Metrotown in Burnaby and Scarborough
Town Centre in Ontario are examples of Super Regional Town Centres. Regional
16

For example Ian Thomas, president in Thomas Consultants Inc., Vancouver and
Leith Moore, vice president of The Sorbara Group in Toronto.
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shopping centres not only come up short in terms of price, they also lack the variety in
their GLRA (Neil, 1992; Doocey, 1992b).
The tenants in Specialty Centres usually specialize in one particular segment of the
retail sector and they compete with the department stores found in regional shopping
centres. There are several specialty centres in Canada. For example, Island Home Centre
in Victoria B.C. (Forbes, 1992a).
Non-anchor Lifestyle Centres' main target markets are affluent consumers. Tenants
in these centres are most often upscale fashion stores that offer high quality, high priced
merchandise with an emphasis on service. These centres compete with the upper-end
fashion stores in the regional shopping centres. Hazelton Lanes in Toronto is an example
of such a centre (Forbes, 1992a).
Factory outlets house a collection of different manufacturers distributors. It is the
price of the merchandise that appeals to consumers at these centres. In return for the low
prices customers sacrifice service and sometimes quality. Regional shopping centres are
particularly vulnerable to Factory Outlet Malls because they offer the same type of
merchandise at significantly lower prices. "Niagara Crossing" in Niagara Falls, Ontario and
"Mega Centre St-Bruno" in St. Bruno P.Q are two factory outlets that are scheduled to
open in 1993 (Forbes, 1992a).
These are some of but few types of new centres that combine old retailing
concepts in innovative ways. Such Centres have become the major competitors of
traditional shopping centres. We are therefore not witnessing a decline in the shopping
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centre industry as many analysts believe, but an increase in the variation of shopping
centres based on the traditional shopping centre form (Mitchell, 1992).
So with the newer centres occupying the extremes of high quality, price and
service or low price, quality and service, the middle group is wide open. And the middle
is occupied by the traditional style regional shopping centre. They have until now focused
on a combination of strategies, involving price, quality, selection, service and
convenience. But it is exactly this diverse and complex business strategy that has made
regional shopping centres so vulnerable to the new competitors. Regional shopping
centres are not capable of competing with the low prices offered by the new centres.
Neither can they compete with the specialized service and product mix other centres are
offering their customers (Matthews, 1992). It is the retailers and the retail centres located
in the middle that will suffer in the future. Ian Thomas from Ian Thomas Consultants in
Vancouver says,
...to succeed today you either have to be at the downscale,
discount, price-sensitive, lack-of-service level or you have to
be at the upscale, totally service-oriented level (Mitchell, 1992,
p.51).
There are different views of what lies ahead for regional shopping centres. Some
analysts believe that there will always be room for them in the form they are in today.
There will always be people that will appreciate the elements that the regional shopping
centre can offer. Others disagree. As evidence of a change in approach, some major
regional shopping centre developers have begun including category killers and low priced
tenants. As mentioned above, Cambridge Shopping Centre Ltd. is to some degree,
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following this new strategy (interview with Lorne J. Braithwaite and James Badour). Other
centres have gone the opposite direction and become more specialized. Brentwood Mall's
effort to serve the local community with a higher degree of community services is such
an example (interview with Pam Bryson). Over time, however, all regional shopping
centres, I believe, will be forced to pursue one of these new approaches.

4.8 CHANGING ECONOMIC CONDITIONS
An economic condition currently prevails in Canada that has made life for regional
shopping centres exceptionally challenging. The combined effect of a world-wide
recession, the US-Canada Free Trade Agreement and the GST have had a serious
negative impact on retailing and malls in Canada. The recession has thrown thousands
of Canadians out of work. During such uncertain times people are naturally more cautious
with their expenditures. With borders increasingly becoming open, Canadians are taking
advantage of lower American prices, enjoying a better overall selection of goods, and are
being taxed for these products at a significantly lower rates (Wallance & DeMont & Daly,
1990).
It is these trends in consumer behaviour with which regional shopping centres are
now being confronted. Regional shopping centres have had a tendency of housing
middle-priced retailers in their malls. With the polarization of peoples earning and
spending power, some adjustments in terms of tenant mix must be made in order to still
appeal to today's consumers.
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Some shopping centre owners have the impression that it is only a matter of time
before the current recession is over and business is back to normal (Mitchell, 1992).
However, in part because of the recession, several new retail concepts have been born,
which will still be there when the recession is declared over. These new retail concepts
will continue to challenge the regional shopping centre industry. It is up to the regional
shopping centres to adjust to this new market environment.

4.9 CHAIN STORES ORGANIZATIONS
The shopping centre developers and the chain store organizations have developed
a close relationship. The primary purpose of this relationship is to create a mutual bond
between the two actors which gives them a high degree of control over the various
aspects involved in an enclosed retail environment. For example, retail chains can offer
a shopping centre a certain mix of tenants that have been shown to be profitable in other
similar shopping centres (Ircha, 1982). It is commonly believed among the shopping
centre developers and managers that the retail chains are usually financially stronger and
are more secure than other tenants. Further, it is believed that they tend to have a better
knowledge of the retail "game" compared to other retailers. Certainly many chains spend
considerable resources on market research. The shopping centre, on the other hand, can
offer the chains a retail environment which is fairly predictable in terms of traffic flow and
market segment from which the mall draws consumers. They can also provide information
about other competitive retailers within the shopping centre and in the surrounding area
(Simmons, 1990). However, current trends indicate that this bond is beginning to weaken.
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Although national chain stores are still valued tenants for regional shopping
centres, the financial problems that many of them now face has considerably diminished
their desirability. Stories such as when Ayre's, one of Canada's oldest women's wear
chains went out of business before Christmas in 1991, are forcing shopping centres to
consider other tenants (Heinzl, 1991a &1991b). Dylex is another example. As a result of
their financial problems, Dylex announced on November 29, 1991 that it's 162 Town and
Country stores would close (Heinzl, 1991). Peoples Jewellers and Henry Birks & Sons
Ltd. are the two leading Canadian jewellery chains, and both announced major closures
of stores and lay offs in the beginning of January 1993 (The Vancouver Sun, 1993). This
announcement had a major impact on several shopping centre companies. Cadillac
Fairview will loose at least 20 of it's 27 Birks stores located in 50 of their malls in Canada
(The Vancouver Sun, 1993).
Large numbers of national chain stores have become a common sight in many
regional shopping centres. Some chain stores operate large numbers of stores and
account for a high degree of the total retail chain sales. The result is that a few well
known chains are over-represented in regional shopping centres. The chances that one
may find a Fairweather or a Lady's Footlocker in a regional mall are high. Whereas
consumers at one time seemed to like or tolerate the fact that they knew what to expect
before they even entered a mall, some mall managers are now finding this to be a liability
(Simmons & Jones, 1990).
A new emphasis on diversity and diversity has resulted in many centres looking to
somewhat untraditional tenants. Some centres look for tenants which have a better
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understanding of the community in which the mall is located. By increasing the number
of local or even regional chain tenants in a centre, malls gain tenants more attuned to
local community needs, as opposed to national chains whose head offices are often in
Toronto.
The traditional tenants that were once pushed out from the regional shopping
centres when they expanded in the eighties are now being invited to locate back in some
regional centres. For example, some regional shopping centres now consider the
traditional hardware stores as a valuable tenant. Although hardware stores tend to be less
productive per square foot than, for example, a clothing store, they add to the malls
diversity and increases the mall's pull-effect on customers (interview with James Badour).
On the other side of the equation are large merchants that offer large quantities at
low prices. Although some of them are too large to be connected with a regional
shopping centre, there are some medium sized category killers that have been leased
space. Cambridge Shopping Centres Ltd. recently got the American owned Pacific Linen
to locate in three of their malls in British Columbia. 17 Cambridge's president, Lorne J.
Braithwaite said in an interview with the author that instead of taking the risk that Pacific
Linen locates in competing locations, it is better to take the chance and join with them.
A third reason for the changing relationship between chain stores and regional
shopping centres is their style of management. Their large size and generally stronger
hierarchical management system tends to make them less able to adapt quickly or at all
17

Pacific Linen's three outlets in British Columbia are located in Eaton Centre
Metrotown, Capilano Mall and Longsdale Mall.
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to changes in the local market. It is not uncommon for the decision making process to
take place in an entirely different city, in another province from where many of their stores
are located. Most of the major fashion retail chains have their head offices in Eastern
Canada. Reitmans, Dylex, Kinney Shoes Canada, Comark Canada and Crofton, four of
the largest fashion chain store organisations, have head offices in Toronto or Montreal
(Simmons & Jones, 1990). Although, they are often the trendsetters in the fashion
industry and have the resources to produce extensive market research, they do not have
the flexibility to adjust to regional and local differences. In order for regional shopping
centres to become unique and be able to distinguish themselves from other shopping
centres, adaptable merchants are essential (Bruder, 1991).
Although the relationship between regional shopping centres and national chain
stores will continue to be of importance, chain stores will no longer dominate in the same
way. There are many regional shopping centres that will go far to support large chain
store tenants that experience financial difficulties. Decreased lease payments for a set
period or completely new leases are often offered to chain stores in order to prevent the
space from going vacant. However, agreements like this are only valuable for a limited
time period (Forbes, 1992b; interview with George Stewart). On a long term basis many
chain store organisations will have to reorganise their total business approach. This may
involve the closure of stores and lay-offs of employees. The stores that come out of this
reorganisation process are often quite different than before. In the future, regional
shopping centres may therefore see fewer old, familiar tenants and far more new or
distinctly different tenants.
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4.10 THE DEPARTMENT STORE

Historically department stores have played an important role in the development
of the shopping centre industry (Statistics Canada, 1976; Fieden & Sagalyn, 1989). This
is especially true for the regional shopping centres. A quick glance in the newspaper
today will confirm that a large proportion of the department store industry is going
through some turbulent times. In the following section I intend to examine the historical
development of department stores and the effect this has had on the shopping centre
industry, and also explore some of the reasons for the problems the two industries are
facing.

4.10.1 HISTORY

The first department stores were located in cities' downtown areas, often in busy
intersections where the street cars were running. They became the big attraction in the
downtown core. People would travel on cable cars from their homes, which were often
located far outside the central business district (CBD), into the downtown area on
shopping trips. The department stores also influenced the surrounding commercial area.
Small businesses would locate close to the department stores so that they could benefit
from the masses of people the department stores pulled into the area. The area's around
the department stores became popular places to stroll and shop, and as result of this the
streets became a safer place to be (Frieden & Sagalyn, 1989).
At the same time that the department store industry started to grow, North
American industry was beginning to produce merchandise in mass quantities. This
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resulted in lower prices and more merchandise available for a larger part of the
population. At the same time, people were beginning to acquire more disposable income,
as well as more leisure time. Women's roles began to change significantly. Increasingly,
women had greater control over their families' spending as well as with their own wealth.
The number of women entering the work-force was a significant factor behind this trend.
Department stores reflected these changes in their business strategies. Their
marketing specifically targeted women, and attempted to "teach" them how to shop. They
also sought to educate the North American middle-class in how to shop for the purpose
of benefitting their own image. People were shown how to dress and decorate their
homes in a way which marked their success and wealth. The department stores were not
only able to provide their customers with the products they designed, but could deliver
it to them at comparatively low prices (Frieden & Sagalyn, 1989). Department stores were
also issuing credit cards for sales within the store. By doing this department stores
became an intrinsic part of the mass production and mass consumption society (Ploger,
1990).

4.10.2 THE DEPARTMENT STORE AND THE SHOPPING CENTRE INDUSTRY
Canadian department stores were relatively slow to join in the growth of the
shopping centre industry. Department stores were suspicious and to some extent fearful
of this new retail concept. They had invested large amounts of their capital in their
downtown locations making it difficult for them to suddenly turn their business strategy
toward the suburbs (Frieden & Sagalyn, 1989).
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Despite a relatively slow start to their business relationship, department stores and
shopping centres became inextricably linked by the mid-sixties. It then became clear to
both how important this relationship was. According to Statistics Canada (1976 & 1986)
only 11 department stores were located in shopping centres in 1956, representing 1.3%
of the total number of retail stores in centres for that year (Table 19). Despite this low
figure department stores accounted for 24% of the total retail sales made in shopping
centres. Twelve years later, the number of department stores located in shopping centres
had increased to 123, accounting for 1.9% of the total number of retail tenants in centres
for 1968. That year 30% of the total retail sale made in shopping centres came from
department stores. Significantly, 35.4% of all department stores sales came from these
stores located in shopping centres. By 1973, 49.3% of all department stores in Canada
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were located in shopping centres. They represented 2.4% of the total number of tenants
located in the shopping centres and accounted for 33.1% of the total retail sales made
in the shopping centres. At the same time, 51.6% of all department stores sales in
Canada were made at department stores located in shopping centres. In 1986 the
relationship between department store organisations and shopping centre industry had
become even stronger. Approximately 84%
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of all department stores operating in
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Total number of department stores located in shopping centres in Canada in 1973
was 262.
19

Total number of department stores located in shopping centres in Canada in 1986
was 675.

TABLE 19^HISTORICAL STATISTICS ON DEPARTMENT STORES.
YEAR

1956

1959

1964

1968

1972

TOTAL NO.OF
DEP.STORE

1973

1986

531

807

262

675

NO.OF DEP STORES
LOC.^IN SH. CENTRES

11

26

60

123

DEPT.STORES AS % OF
TOTAL NO. F RETAIL
STORES IN SH.CENTRES

1.3

1.1

1.3

1.9

2.3

224.8

3,713.8

4,316.1

12,902,694

1,844.2

2,228.3

11,182,666

TOTAL DEP STORE
SALES IN^$^'000,000
SALES OF DEP.STORES
LOC.IN SH CENTRES
IN $^'000,000

56.1

113.7

343.2

866.6

SALES OF DEP.STORES IN
SH.CENTRE^AS % OF TOTAL
SALES IN SH.CENTRES

24.0

18.4

22.0

30.2

DEP.STORE SALE IN SH.
CENTRES AS % OF TOTAL
DEP.STORE SALES

219

33.7

2.4

33.1
1

35.4

49.7

SOURCE:
STATISTICS CANADA.^1976. SHOPPING CENTRES IN CANADA 1951-1973.
STATISTICS CANADA.^1989. SHOPPING CENTRES IN CANADA 1986.

51.6

i
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Canada were located in shopping centres. At the same time, more than 86% of all
department stores sales in Canada was generated in shopping centre locations.
These numbers indicate how the relationship between department stores and the
shopping centre industry became very important for both parties Over time, some
department stores moved to the development side of the shopping centre industry. The
figures shown above also illustrate quite clearly that as more department stores started
to locate in the shopping centres, a great proportion of their sales and ultimately profit
came from these locations (Table 19).
Compared to the neighbourhood and community shopping centres, regional
shopping centres have developed a particularly close relationship with department store
organisations. Department stores operate with higher sales numbers in this type of centre
compared to community and neighbourhood shopping centres (Statistics Canada, 1976).
In 1973, 127 out of the 262 department stores operating out of shopping centres were
located in regional shopping centres (Table 20). The average retail sales of the
department stores located in regional shopping centres was $ 11,345,400. At the same
time, 78 department stores with average sales of $ 5,881,800 were located in community
centres, and 57 with average sales of $ 5,765600 were located in neighbourhood
shopping centres. If we compare the number of department stores to the rest of the
retailers located in the regional shopping centre, we see that department stores
represented 2.6% of the total number of tenants, and accounted for more than 45% of
the sales made in these centres in 1973. By comparison, department stores located in
the community and neighbourhood shopping centre represented 2.8% and 1.8%
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TABLE 20^NUMBER OF RETAIL STORES AND SALES BY
TYPE OF SHOPPING CENTRE. ^1973.
TYPE OF CENTRE

NEIGHBOURHOOD
SHOPPING CENTRE

NO.OF RETAIL
STORES
NO.OF DEP.
STORES
DEP.STORES %
SHARE OF TOTAL
NO.OF TENANTS

COMMUNITY
SHOPPING CENTRE

REGIONAL
SHOPPING CENTRE

3,240

2,851

4,819

57

78

127

1.8

2.8

2.6

TOTAL RETAIL
SALES $^'000,000

1,988.2

1,577.2

3,171.1

AVERAGE RETAIL
SALES PER STORE
IN $ '000,000

5,765.6

5,881.8

11,345.4

328.6

458.8

1,440.9

16.5

29.1

45.4

DEP.STORES'
SALES IN
$^'000,000
DEP.STORES' %
SALE OF TOTAL
SALES
SOURCE:
STATISTICS CANADA.^1976.

SHOPPING CENTRES IN CANADA 1951-1973.

respectively, of the total number of tenants, but only 29.1% and 16.5%, respectively, of
the total sales in these centres. Although department stores as a percentage of all tenants
was almost the same in the three types of centres, their percentage share of the sales
differs significantly.
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4.10.3 CURRENT TRENDS

There is still a strong relationship between department stores and the shopping
centre industry. Department stores are dominant in terms of occupying large areas in
shopping centres, as well as in creating a strong pull effect for the centre in general.
Because of this, department stores benefit from low rent compared to other tenants in the
regional centres (Simmons & Jones, 1990). However, there are signs of that this
relationship is in the process of changing, and perhaps weakening.
Traditional department stores are making headlines these days because of their
financial problems, which lately have been resulting in many closures. Some of these
department stores have been operating for more than a century. Some stores are simply
changing owners, but this, it would appear, is another aspect of the overall difficulties
being experienced by these large retailers. Many find it difficult to accept that they will no
longer be a part of the retail picture.
Today there are several Canadian department stores that are struggling for
survival. Some are able to withstand the challenge better than others as there is stronger
financial backing. The Hudson's Bay Company, Canada's largest department store retailer
is better able to cope with some weak stores because the pain can be spread fairly thin
throughout the organization. The Bay, Field's and Zellers, are all owned by the Hudson's
Bay Company, and together have achieved relatively positive financial results, due mainly
to Zellers' expanding market share.
After 102 years Frederick and Nelson's of Seattle closed it's last outlets in May of
1992 (The Vancouver Sun, 1992a). The Vancouver-based Woodward's department stores
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have also closed. They began operations in 1903, and until recently, it employed 6000
people in Alberta and British Columbia. Since Woodwards decided to sell off its real estate
division to Cambridge Ltd., the firm has had operational difficulties. In 1989 the chain
reported a $59 million loss. Although a small profit (1.2 million) was announced the
following year, 1991 and 1992 proved to be losing years 2 0 At the time of writing (April
1993) the chain had been absorbed by The Bay (Constantineau, 1992a & 1992b & 1992c
& 1992d & 1992f & 1992g & 1992h & 1992i & 1993c.
Cambridge Shopping Centres Ltd. and Woodward's Ltd. had developed a close
relationship. Cambridge Shopping Centres Ltd. had become the major shareholder in
Woodward's Ltd. At the same time, Woodward's department stores were located in 11
out of the 15 malls owned by Cambridge in British Columbia. Lately, Cambridge had
provided significant financial support for Woodward's. Alternatively, a break in the
department store's rent obligations had also been considered.
The closure of major, anchoring department stores in any regional shopping
centre would no doubt, produce a negative effect on other regional shopping centres.
Malls lose whatever prestige they may have had when a significant part of the mall
suddenly lies vacant. The smaller tenants that remain, face a variety of problems once the
numbers of people start to fall off. With a store like Woodwards, a somewhat more
affluent consumer was drawn to shop as compared to a store like K-Mart. This change
in the type of patron present in the mall seriously affects the remaining merchants. In
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$19.5 million loss in 1991 and $24.3 millions for the first half of 1992.
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general then, the image of malls declines. Retailers will therefore move to where the
business is, which could eventually be entirely out of malls.
A significant part of department store's financial problems are rooted in more
fundamental aspects of the department store industry. The basic philosophical
underpinnings of the department store concept are currently being challenged. A full-line
department store's main goal was essentially to offer everything for everybody under one
roof. Today, however, trends are changing towards more focused and specialised
marketing. It has become increasingly important for retailers to concentrate on one
particular market segment, to provide it with a limited range of specialized goods, along
with knowledgable service. Department stores have made an effort to adjust to this
approach by dividing their retail space into smaller specialized boutiques or departments.
However, there seems to be a need for even more dramatic changes in some department
store's marketing strategies. Woodward's president Marc Chouinard, saw a need for even
more focused and specialized strategy. In December,1992 he announced that
Woodward's would narrow-down it's merchandise range. It would abandon it's furniture,
carpet and household appliance departments, and fully concentrate on fashion and shoe
merchandise (Constantineau, 1992f).
A second reason for the financial problems some department stores are
experiencing today is related to their use of their leasable area. Large department stores
are often inefficient users of the space they rent. Again, Woodward's can be used as an
example. Marc Chouinard says that only 60% of the space Woodwards leases is actually
used for retailing. This percentage, he feels, should be between 80 and 85%
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(Constantineau, 1992g). As a result, a lease reflecting the desire to utilize more space will
be negotiated with Woodward's landlord, Cambridge Shopping Centre Ltd (interview with
Lorne J. Braithwaite).

4.10.4 SUMMARY

The question of what should be done to fill in the space after department stores
close down is becoming pressing for many mall owners. Are there other department
stores that are willing to move in, or is it now time for regional shopping centres to break
with old traditions? Although many regional shopping centres seem willing to help their
department store anchors, such arrangements may only postpone the problems.
Department stores will have to go through a fundamental reorganization of its industry if
they expect to still be a desirable tenant in regional shopping centres. But in the mean
time, the regional's competitors are expanding their markets in other locations. Sooner
or later regional shopping centres will have to deal with this new situation. Whether
department stores even survive their current problems, regional shopping centres will be
forced to rethink their strategies in the nineties and beyond.
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CHAPTER 5
STRATEGIES

5.1 INTRODUCTION

The introduction of the shopping centre in the early 50's was a significant
revolution in the retail industry. Since then, the shopping centre concept has gone
through a fairly long evolutionary process. During this time, the very idea behind the
shopping centre adjusted to a constantly changing retail environment. However, the
regional shopping centre as one component of the industry, has experienced several
revolutions within the concept itself. For example, improved technology made it possible
to enclose shopping centres, and this in turn led to an explosive growth period in the mall
industry.
Today, regional shopping centres seem to have reached their "mid-life crisis"
(Sweeney, 1991). In order for them to continue to be a vital part of the retail industry,
regional centres, as well as their tenants, must realize that it is time for a new revolution.
It is therefore important that regional shopping centres carefully study the new social and
economic trends that are the driving forces behind changing consumer demand and the
development of new retail concepts. Various competitive factors, like improved service,
merchandise selection and quality must to be the focus of the regional shopping centres'
marketing strategies.
In the following section I will look at how some shopping centre developers have
already changed their marketing strategy. I will also make some suggestions of alternative
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methods for regional shopping centres to adapt to the new market trends which may help
them to maintain or increase their market share.
Firstly, I will describe how the shopping centre together with its tenants can make
the centre a more service-oriented shopping place. Secondly, I will discuss how some
regional shopping centres emphasize low price as an alternative marketing strategy. This
will be followed by a description of mixed-use centres and how regional shopping centres
may adapt to this concept. A suggestion on how regional shopping centres can alter their
tenant mix will then be discussed. Changing architectural design of shopping centres is
another strategy which may be employed by some centres. Finally, I will discuss how
some regional shopping centres capitalize on entertainment and amusement in their
marketing.

5.2 IMPROVED SERVICE

The increasingly competitive retail environment has resulted in a greater emphasis
on service. Simply put, customers' loyalty is believed to be won when greater service is
provided. An aging population seems to also demand more customer service. As a result,
improved service has become the new motto for many mall marketers. Service will be one
of the major competitive factors that regional shopping centres will use to increase their
market share in the 90's (Mitchell, 1990; Forbes, 1992b & 1991; Levine, 1990; O'Brien,
199113; Bristol; 1991; Copps, 1986).
Most retailers that are located in regional shopping centres have viewed customer
service as an important part of their marketing strategy. Shopping centre managers have
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emphasised this aspect when they select tenants for their centres. However, it is not
enough that the retailers offer satisfying customer service, shopping centre organisations
themselves have to be more active by making their centres a more service-oriented place.
By improving the service provided by tenants and the centre itself, both actors will benefit
from an improved image of the centre.
There are several methods that may be implemented to achieve this goal. The
shopping centre can educate and guide their tenants to operate with a certain level of
service that equates to the other tenants service policy. They may also provide a service
level throughout the centre that suits the centre's general image. Juno Developments Ltd.
company in the U.S., serves as a good example. They found that several independent
stores, that were located in the corporation's malls did not train their employees
according to an overall plan. In order to improve tenant's service level, in 1991 the
operation used six percent of it's advertising budget on educating sales staff located at
its malls. A consulting firm was hired for this purpose. One of the strategies that came out
of this program was to introduce the tenant's sales staff to the other tenants in the mall.
By improving the sales staff's knowledge of what was sold and where in the centres, staff
was able to guide and recommend to customers where various merchandise was located
(Kidd, 1991b).
Not only the retailers but the shopping centres themselves must improve the
amount and quality of services offered. Shopping centres are using terms from the hotel
industry to improve their level of service. Although regional shopping centres have always
offered some kind of service, hotel standards are still above the regional shopping
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centre's standards. In terms of improved service at regional shopping centres, the centres
need updated and detailed information about their customers and their needs. This
requires the centres to become more involved in the day to day contact with the
customers. It also requires that the centre's managers study and analyze the customer's
behaviour and special characteristics.
An increasing number of shopping centres are providing information desks, coat
and parcel checks as well as free gift wrapping. They also offer services which specifically
cater to senior citizens. Some centres now provide free use of wheelchairs and some
times offer an escorts out to the car. Young families are served with specially designed
restrooms, baby sitting services and strollers on loan. Some of Trilea's shopping centres
are at the forefront in this regard. The company has focused much of its marketing
strategy on an expensive and innovative service improvement plan. In addition, in order
to encourage retailers to offer customers greater service, Trilea has employed people that
will be available to customers that need help with their shopping. Brentwood Mall, a Trilea
centre, provides customers with flyers describing the service offered at the centre.
"Brentwood. More than ever... For You" or "Service For You" are the terms used in the
advertising. This demonstrates that the centre is willing to go further than usual to satisfy
their customers (Mitchell, 1990; Bristol, 1991; My own observations).
In order to change shopping centres general image and make them more serviceoriented, the relationship between centres' owner and their tenants has to be improved.
Until recently, the centres owners have focused their attention on the real estate aspect
of the shopping centre industry (Ruttenberg, 1992). However, the shopping centre is a
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complex retail environment and developers must pay attention to each individual aspect
of the centre. More attention must be given to the most important component in the
shopping centre industry, namely the retailers. They are the fundamental part of the
enterprise that are directly responsible for the success or failure of the shopping centre.
Never before has it been more important that the shopping centre developers understand
and relate to the retailers business situation. Shopping centre developers may also be
able to assist tenants in becoming more than shop owners, and instead aid them in
becoming innovating merchants.
The downturn in the economy has deeply affected the relationship between the
developers and the retailers. Developers, to a greater extent today, are seeking retailers,
as opposed to retailers seeking shopping centre as location opportunities. The fear of
vacant store locations in a mall has forced developers to become more flexible and
understanding when dealing with their tenants. The relationship is also productive in other
respects. The recession created an opportunity for both parties to be introduced to each
other's business worlds. With this knowledge comes a better understanding of each
other. A new team-work approach seems to have grown from this.
A productive relationship between the retailers and developers is also important in
order to improve the centres' level of service. Swansea Mall in Massachusets, is an
example of a developer and tenants working together to improve customer service
(O'brien, 1991b). Computer technology is used by the centre's managers to produce a
weekly updated list of all merchandise and services on sale in the mall. The printed lists
are handed out on request, or at the directories located at each of the centre's entrances.
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The lists keep each retailer updated with the rest of the retailers in the mall, while at the
same time saving customers time and money through enhanced service.
A second example is the "Homart Daily Comparative Report" (Andreoli, 1991). This
report made by Homart Development Company, is published in nearly all of its shopping
centres in the U.S. One report is produced for each shopping centre. Each individual
retailer that participates in the program reports it's sales performance per square foot to
the managers every day at noon time. On the basis of this information, the computer lists
each merchandise category's sales performance. The sales numbers are also related to
weather conditions and special events scheduled at the mall. It is then up to each
individual retailer to use this daily information to update their performance to customers
movements. The report also allows retailers, as well as developers, to react quickly to
changes in the mall traffic. Further, such a report takes away much of the uncertainty that
characterizes most retail environments. At the same time, it makes it easier for developers
as well as retailers to be better equipped to serve the customers. By picking up the daily
report, the shopping centre managers and the retailers create a daily contact with each
other. It forces the managers to leave the office and meet with the retailers on a regular
basis.

5.3 LOW PRICE CONCEPT
In retailing today, the pendulum has swung to the low price/low service retail
concept (Matthews, 1992). In the early 1930's the supermarket was introduced to
consumers. It was a largely self-service approach to shopping. Twenty-five years later,
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the introduction of discount stores pushed low prices even lower and similarly with
service. Consumers were given a higher degree of self-service, and in return they
received access to a wider variety of merchandise at lower prices. Warehouse clubs were
an early example of this trend. They emerged on the retail market in the mid-seventies,
offering a wide variety of merchandise, very low prices and virtually no service (Bates,
1989).
Much of the current retail industry still is concentrating on developing new retail
concepts on the basis of low price and low service. As a result, the central idea of retail
distribution, where the retailers are the second or third link in the distribution chain, has
changed. Today, we are witnessing a larger number of producers also becoming the
distributors and/or retailers. This reduces the links in the chain between producers and
consumers to an absolute minimum. The result is a large number of merchandise being
offered at minimum prices and accompanied with minimum service and distribution costs.
There is no doubt that the regional shopping centre industry is being hurt by the
increased number of low price/low service retailers. Retailers that offer their customers
regular bargains seem to attract purchasers from all income groups. Although regional
shopping centres have some low-price oriented tenants, there is little doubt that much
business is being lost to retailers like these that operate independently of shopping
centres. The developers must rethink their business strategies in terms of who they now
want as tenants (Matthews, 1992).
In the U.S. there are several examples of regional shopping centres that have
found it more profitable to change their tenant mix and become a discount mall. The
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nearly twenty year-old South Hills Mall in Poughkeepsie, New York found that it was losing
its market share to other retailers in the area. In order to remain competitive in the 90's
retail environment it decided to go through a major renovation and expansion period.
What made this renovation unique, was that the centre decided to transform itself from
a high price/high service centre to an discount power centre. The old tenant mix was
replaced by larger stores and an increased number of discount anchors. In addition, the
centre was turned inside out to give the centre an orientation towards the street
(Garbarine, 1992).
According to the International Council of Shopping Centres this is a new trend in
the shopping centre industry (Garbarine, 1992). Consumers are becoming more and
conservative in their spending habits. This is partly because of the recession, but also
because the current recession has made them aware of various ways to shop more
cheaply. The mall owners have therefore been forced to apply an aggressive marketing
strategy to maintain their market share. Although South Hill Mall took the extreme
measure of changing the entire mall into a discount centre, there are other less drastic
strategies. Some regional shopping centres include only a small number of lower-price
tenants to the existing tenant mix. "Fixed price retailers" have become popular tenants in
this regard. Some even called them "the retailers of the 90's" (Hogan, 1992b). They often
start out as temporary tenants until they have proven their worth to the mall as a tenant.
Everything that is offered has a set price and in some cases a maximum price is set.
"Everything $1.29", "One Price Clothing Stores Inc." and "$ 10 And Less Stores" are but
a few of these successful retailers. The stores give the customers a psychological boost
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and a reason to buy something without spending a significant amount of money. These
stores are fairly easy to run and have proven to be successful in regional shopping
centres.
Other regional malls prefer a larger off-price component in the centre. An increased
number of lower-price anchors or a major discount food store may be what a regional
shopping centre needs to draw more people to the mall. The introduction of some of
these retailers may cost the centre some of its existing tenants. However, this may be
what it takes for some regional shopping centres to increase their market position.
In my discussion with several mall managers in Vancouver it became clear that
some of them are entertaining thoughts of including discount retailers to their malls. Some
centres may be better suited for this than others, depending on such things as the market
it presently serves and will serve in the future. As the recession drags on, this trend is
likely to continue.

5.4 MIXED USE CENTRES
The original philosophy behind shopping centres was to provide the suburban
population with a one-stop shopping facility (Gruen & Smith, 1960). However, the way that
regional shopping centres have developed shows that this strategy has been all but
abandoned. The close relationship that has developed between the centre's owners and
the major chain store organisations and anchors has enhanced a retail environment for
these types of stores, often at the expense of small retailers. As a result, regional
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shopping centres have become largely homogenous. Smaller businesses which could add
to the centre's diversity have been given low priority by the mall managers.
Some regional shopping centres have returned to the original philosophy behind
the concept. They have revamped existing areas by adding non-competitive retail space.
By increasing the breadth of merchandise and services offered at the centres, the pull
effect on customers will also increase (Doocey, 1992b).
Some regional shopping centres have gone a step farther. There are several
examples of regional shopping centres that are combined with other urban development.
Previously, development of residential, work and retail space has gone on separately.
These three features are now being combined in such malls as Oakridge (interview with
James Badour). This is a trend that is likely to continue.
Cambridge's Urban Group division has developed such a strategy for its
corporation. The program is called "SPACE" which stands for Special Program for Added
Coverage and Efficiency (Doocey, 1992a). This new program provides the company with
certain criteria that established regional shopping centres must fulfil before being
considered for mixed-use development. High sales per square foot, market dominance
and on-site land availability are some of the requirements. If a centre fulfils the
requirements, office buildings will be the first component considered for the development.
Hotels and residential areas will then be considered.
Several of the regional shopping centres studied in this paper are involved in the
GVRD's designated town centres plan. Richmond Centre, Surrey Place Mall are both
located close to dedicated town centres. This gives each of these centres a unique
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opportunity to join in a broader development. There are several interest groups involved
in such development projects. It offers the shopping centres an opportunity to benefit
from the overall volume of traffic that such a development creates. Surrey Place
Mall's active participation in the planning process of the Sky-train expansion from
downtown Vancouver to Whalley town centre serves as a good example. When private
capital was needed to support several of the new sky-train stations, Markborough
Properties Inc. and Cal Investment, the two owners of Surrey Place Mall paid 2.4 million
dollar to have the sky train station located just north of the shopping centre (interview with
David Chard). Although the station is located outside the centre, it is not expected to
create a direct increase in the number of people who visit the centre. However, by
locating a sky-train station in this area, other investments and development projects have
followed. The other effect is that it has also prevented other shopping centres in Surrey
to take advantage of the traffic that Sky-Train creates. Gateway is one example of an
office and residential development project in the area. The project, announced in
September of 1992, will involve a 16-story highrise, housing 8,000 occupants. Gateway
is expected to draw people as well as businesses to the area (Munro, 1992). By Surrey
Place taking an active role in at least one aspect of the development of Whalley Town
Centre, they have insured their position as a major actor in future development.
A multi-use development will also create a more even flow of pedestrian traffic
throughout the day. It may require that retailers located in the complex become more
flexible in terms of opening hours. New York City's Trade Centre is a multi-use
development, housing offices, a hotel and a retail environment (Hazel, 1991). In order to
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serve the visitors to the office towers, stores are required to open at 7:30 a.m. on
weekday mornings. Although the retailers were sceptical when the program first started
in 1976, the large number of early morning shoppers have resulted in a success.
Although such policies may not work for all regional multi-use developments, retailers will
benefit from a more flexible approach.
Multi-use development will result in less overall land use. Developers will find it
cheaper since land acquisition will usually be minimal or non-existent. Municipalities and
provincial politicians welcome and support such development (Gunner, 1990). It increases
the municipality's tax revenues and presents fewer problems in terms of planning. Such
problems as traffic congestion are reduced, and public transit becomes more viable
because such centres require less travel for people accessing the services offered.
There are, however, several difficulties with multi-use developments. First, it is
difficult to add non-retail elements to a building structure that is primarily designed for
retail activities. Not only can it involve expensive re-development of the existing centre, it
also requires extensive architectural work to make it blend into the surroundings. Multi-use
developments may also have to struggle with municipal regulatory authorities. Cash
strapped developers will be reluctant to get involved in a new office or hotel development
project because of the insecure economic times. Although recession periods are often the
right time for new projects, the over-supply of office space in many North American cities
today, seems to make developers reluctant to get involved. Nevertheless, multi-use
development is a trend that seems to be catching on. Expect to see more of this type of
development in the coming years (Doocey, 1992b).

162
Although such a development strategy may not suit every regional mall, it is a
welcome new step in the shopping centre industry's evolutionary process. The retail
aspect of the regional malls has been developed to its limit. New strategies to expand the
regional shopping centres' market are therefore essential. Multi-use developments give
shopping centres an opportunity to expand their market without having to add to it's retail
component. They can also take advantage of the increased non-competitive traffic that
will be generated by the other developments nearby (interview with David Chard). With
current population growth, these types of developments will no doubt become
increasingly popular.

5.5 NEW TENANT MIX

Current retail trends point to increased specialisation with a high degree of service
on the one hand or mass appeal with large quantities and low prices on the other.
Regional shopping centres neither capitalize on mass appeal and low price, nor are they
highly specialised in terms of products and service. Although they have a concentration
of their tenants in the fashion category, regional shopping centres tend to not focus on
one particular product category. Many regional shopping centres operate with a strategy
somewhere in the middle of the two trends. It is my belief that we can expect to see an
increased number of regional shopping centres turning away from the middle marketing
approach and move toward the extreme ends of retail marketing. A small number of
retailers dominate a large part of the activity at many regional shopping centres in
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Canada. In order to respond to these market conditions some regional shopping centres
are opting for the mass appeal/low price retailers.
Another alternative is to downscale the centre, making it more responsive to the
immediate community. This may involve greater specialization and a broader selection of
goods. Smaller, more locally based retailers have usually had difficulty gaining access to
regional shopping centres. High rents and stubborn landlords are a few of the
impediments. The situation changed when mall owners were confronted with
unexpectedly high vacancy rates. As a result, the owners began looking more favourably
at the smaller retailers (Forbes, 1992b).
Cambridge Shopping Centres sees in smaller retailers a valued potential tenant.
Together with the Retail Council of Canada, Cambridge has published a work-book
entitled "Success Retailing". The work-book helps retailers review their business strategy
and develop new, sophisticated tactics to meet the current retail environment. This joint
effort was undertaken to assist smaller retailers in strengthening their position in a highly
competitive retail environment. In addition to the work-book, Cambridge sponsored
meetings in which the retailers had an opportunity to meet with and discuss issues with
professional retail consultants (interview with Lorne J. Braithwaite). The participation of
mall developers in this program is evidence of the growing interest in leasing to smaller
retailers. Increasingly, they are being seen as valuable tenants in the same way that
chains were formerly perceived.
Small, independent and locally-based retailers often have characteristics that make
them desirable tenants for regional malls that are in the process of downscaling its
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operation. These retailers usually have a simple and relatively efficient management. The
owner/managers may also work as employees. Such an operation is leaner and more
efficient in dealing with changes that can affect the business climate. It can respond more
quickly to customers tastes. Complaints are known to the owners and are responded to
move efficiently. Stocking is similarly dealt with.
By contrast, national chain store organisations have a complex and geographically
scattered management system. Stores may be located in Vancouver, while the head office
is located in Toronto. If the management system is centralized, the shopper's only contact
to the chain is with a sales person, the lowest person in the hierarchy. If the shopper
experiences a problem, that information must travel a long network before it is considered
and then responded to. The same will be true for dealing with changes to local business
climate. However, larger chain store operations generally have the resources and
knowledge to conduct extensive market research, something that independent stores can
not do to the same extent.
Increasing the number of temporary tenants is another method of increasing
diversity at malls (Curran, 1991). Short-term tenants were formerly perceived by mall
managers as a headache. Moreover, they could be seen as damaging to a malls
reputation of having stable, well-patronized tenants. But this attitude is changing. Many
temporary tenants have become wiser about market conditions. By operating in this way
many of these retailers are finding that they can run profitable, cost-efficient businesses.
Even national chain stores operate with temporary locations in order to test new
merchandise or serve seasonable demands. Benetton, Harry Rosen and Le Chateau, all
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large chain store organisations, occasionally operate out of temporary locations (Curran,
1991). Temporary tenants are helpful to the shopping centres because they can move
in to empty locations on short notice. At the same time they provide the centres with a
new opportunity to attract more people. They provide a vital alternative to the existing
tenant mix. They also can add unique dimensions to the mall. If located in carts and
kiosks, temporary tenants can make mall strips more lively and colourful. Temporary
tenants may use the mall as an incubator for further growth. By helping them, the malls
may gain some permanent tenants.
Brentwood Mall has an internal plan to include a larger number of independent
retailers into the mall. This is done to make Brentwood Mall a shopping centre that
reflects the community's needs and special characteristics through various merchants.
They want to return to the original shopping centre concept, offering everything that the
community needs (interview with George Stuart, Pam Bryson and Jeff Burton). Although
the centre still has a large proportion of "traditional tenants", an increased number of local
merchants and community services are locating in the mall. A butcher, a fruit and
vegetable store, a bakery as well as an Italian fashion store are a few of the tenants that
have recently moved into the centre. Trilea, the owner of Brentwood Mall also has a
temporary leasing program at Brentwood Mall. The mall has a combination of small shops
and carts that are specially designed for temporary tenants (interview with Pam Bryson).
Smaller more locally-oriented retailers, as well as an increased number of
temporary tenants will contribute to the centre's retail diversity. It will also increase the
centre's ability to serve the surrounding community.
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5.6 ARCHITECTURAL DESIGN

Regional shopping centres were traditionally located in suburban environments.
Although they were originally not designed to serve as substitutes for the missing town
centres in these communities, they quickly adapted to this role. Regional shopping
centres often became the only place for the suburban population to gather and seek
social interaction. The shopping centre developers were able to use their social role in
these communities for their own benefit. They were put in a position where they could use
the retail environment as their tool to influence and manipulate people using the centre.
However, the suburban environment has changed and so have the people that live there.
From a urban design point of view, it is time that regional shopping centres redesign and
readjust to the current suburban environment in a way that will serve the community as
well as themselves in a more suitable way. It is this aspect of design that I will explore in
the following section.
The internal as well as the external design of a shopping centre is of major
importance to the centre's image. Regional shopping centres have had little need to blend
into the environments. Many regional shopping centres are therefore separate, both
physically and aesthetically from the environment around them (Dennis, 1990). Since the
advent of air conditioning, centres have been closing their environments, and
consequently more emphasis is put on the interior design of the centre than on the
centre's exterior. Regional shopping centres have become enclosed retail havens,
separated from the world outside. The blank and naked exterior walls are left to our
imaginations to picture what we may find inside. The empty walls make people curious
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about what is hidden behind them, curious enough perhaps to make people enter the
mall. From the moment one enters the mall, one is captured in an artificial world. This
environment is carefully designed to move people around in a way that the retailers
located within the mall may benefit.
On a visit by Kowinski to Greengate Mall in Greensburg, North Carolina, he noted,
after all the stores had closed that the mall resembled a theatre (Kowinski, 1985). 21
Like a theatre in which King Lear might be followed the next
night by Camelot and the next by the Jacksons in concert, the
mall is a Never-Never-Land that says let's pretend. What is
pre-tended can be virtually anything. The mall is, in a world,
malleable, and that becomes another key to its success
(Kowinski, 1985, p.63).
Both theatre and malls use a combination of darkness and light to attract and
affect people's moods. As with theatre, malls close themselves off from the outside world
by windowless walls. The desert of cars parked outside the malls, and the extensive road
network creates a physical barrier between the enclosed mall and its surroundings. Inside
the mall the same technique is used to draw people's attention to certain aspects of the
mall. Studies have shown that warmer and darker colours tend to slow pedestrian traffic
down (Ewing, 1992, p.7; Pettit, 1985). The combination of dark interior and bright stores
has a physiological effect on people and focuses their attention on stores. This type of
design technique was commonly used in the late sixties and seventies. Capilano Mall is
a good example of this kind of design.
21

Kowinski travelled to different parts of the U.S and wrote a book on the experience
of these visits.
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Malls like theatre isolate people in a world of artificial time and space. Time is
controlled by light conditions, and in a mall the light never changes. Time, in a sense,
stands still. Space is controlled by perception. But malls are chock-a-block with tricks to
the eye. Store fronts can be made to look old, but really are not. Theatres, in the same
way, control time and space.
In addition to being isolated and artificial, malls like theatre are protected and
carefully crafted environments. The mall can be designed to look like a market, but with
the smells and noise removed. Natural heat or cold is absent, and instead is controlled.
This is true of the time of day--there is a perpetual state of day. There are no busy streets
to impede people's progress from store to store. A truly ideal world is created whose
central idea is, shop (Brown, 1992b).
The components of enclosure, protection and the control of the mall environmentsmakes malls an efficient and powerful selling machine. However, this has also made malls
somewhat unsuitable for our communities. Kowinski likens them to fortresses in the
communities (Kowinski, 1985). As discussed earlier in this paper, some centres do make
an effort to become more integrated in their communities by having some communityoriented services and retailers. However, as long as the centres have a external design
that is turned inward, away from the environment it is located in, malls will never be a fully
integrated part of our communities.
The largest barrier between shopping centres and the rest of the community is the
parking lot. Patricia Leight Brown (1992b, p.40[L]) describes the mall as "...A massive
brown box sitting stolid and Buddha-like in a sea of cars." The buddha must be
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redesigned so that there is a transition zone that is better linked to the environment
around it. A physical connection from the mall to the residential surroundings is what is
required.
While malls developed into isolated consumer paradises, the urban development
process has gone on unabated. North-American suburban communities have changed
significantly in their character. The tremendous increase in land values and the shortage
of land available for further development has resulted in a denser urban environment. But
with this denser urban setting has come serious environmental problems--the air, water
and soil are being fouled as this urban plan is pursued. As a result, politicians are now
seeing limits to the growth. The suburbs therefore are being forced to accommodate the
growth that the urban centres can no longer sustain. Suburbs have, as a result been
incorporated in the urban centre's plan (Gunner, 1990).
The densification of suburbia has a significant effect on the future development and
design of regional shopping centres. Regional shopping centres now have a chance to
become a more integrated part of the community in both content (for example the
services provided) and design.
Current trends in suburban architecture signify people's need for the use of
symbols from the past in order to create some kind of identity. In a diverse and complex
suburban and urban environment people need buildings as well as communities with
symbols that relate themselves and their culture to a place (Duany & Plater-Zyberk, 1991;
Petroff, 1991). There is a move toward using the traditional architectural components of
small towns in suburban development projects. We can see examples of this in the
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popularity of older renovated towns, in the rebirth of historical parts of a city or in the
architecture in new suburban community development. Regional shopping centres have
also adopted this approach. The various regional shopping centre names shows owners
efforts at being recognised as a valuable substitute for the traditional town centre.
"Village", "Plaza", "Town Centre" or even the word "Centre" itself serves as an metaphor
that creates a image of place (Dennis, 1990).
Duany and Plater-Zyberk, a group of urban planners and architects that are
employing a new approach to suburban design and development. They believe that
suburbia has growth and planning problems that cannot be ignored. They are therefore
using old principals that have governed traditional town design in their planning and
design of new communities. The group has also developed plans for the better
incorporation of regional shopping centres into towns. Their variety of plans for this
purpose all involve using the town street grid in the commercial component of the
development. By including the mall into the town's street-scape, it will naturally become
more integrated in the rest of the town's activities. This is done to allow people to walk
from the surrounding neighbourhoods into the shopping centres without having to meet
any barriers (Duany & Plater-Zyberk, 1991). Although it is more difficult to incorporate
existing malls into a community, the group also has plans for incorporating such older
centres. Instead of using solid concrete walls, the group recommends that malls should
use glass windows to open the building up to the world outside. Oakridge's newer, west
section was one of the first attempts by a Vancouver Mall at reuniting people inside the
mall with the outer environment. The large glass wall opens the corner of Cambie and
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41st up to shoppers inside, while at the same time permitting views and reflections by
those outside. Brentwood Mall has also made some effort at opening up the mall to the
outside. In the food-court, people can enjoy the view through the panorama window
located at one side. On other malls many of their entrances employ large glass doors,
again to permit more contact with the outside.
The transition zone between the mall and the rest of the community must also be
broken up. For most malls this transition zone is usually a vast parking lot. This desert of
cars must be transformed into a vital and attractive place that will draw people's interest,
and connect them more with the activities at the mall (Dennis, 1990). It should become
a place where the unique character of the neighbourhood is reflected. Streets and
pedestrian paths, different building types, parks and public transit stations should blend
in among a modest number of parking places. The balance of the parking space should
be provided in large multi-level parking houses, or under the ground. Such a design
would distract some of the attention away from the large scale shopping centre, and
diffuse it to the area in general.
Lougheed Mall is good example of why this strategy should be provided. Although
the centre already provides a multi-level parking house, the parking lot on the mall's west
side is a major barrier to the immediate neighbourhood. A large residential area is located
west of the mall, which has numerous footpaths leading to it. However, when these paths
reach the perimeter of the shopping centre they stop, leaving people to wend their way
through the immense parking lot. Surely these paths could be extended through this
parking lot in order to make the mall somewhat more user friendly.
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Brentwood Centre has a large transit station located close to the mall's entrance.
Although a narrow pathway leads from the transit station to the mall, the attention and
effort put into this is minor. On a rainy day, people arriving to the mall by bus still have
to walk on the pathway among all the cars without any weather protection or special light
provided.
When Surrey Place Mall went through its renovation in 1986 it was required by the
municipality that an entrance be provided for people arriving by bus. This entrance is
located close to the bus stop, and by looking at it one can see that some effort was put
into its design. A colourful portal surrounded by decorative landscaped vegetation makes
the trip from the bus stop into the mall a pleasant experience.
Oakridge Centre has an exercise path behind the south-west parking lot. Shrubs
and trees are planted, and benches are provided. Although the path is located behind the
parking lot, it makes the transition zone between the centre's parking lot and the
neighbouring residential area somewhat more aesthetically pleasing.
Adjusting these centre's appearance as proposed here is no doubt a costly step
that most developers would simply reject. The cost and general bother make the effort
less than rewarding. However, the responsibility for this redesigning effort is as much the
municipalities' as it is the developers'. After all, these shopping centres are integral parts
of the community, and often are the town centre's themselves. Therefore, support from
the municipalities is required. Only through extensive cooperation between the public and
the private sectors can such developments become possible and successful (Dennis,
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1990). It is also important from the public point of view, that its interests be represented
through municipal participation in further development of suburban town centres.

5.7 ENTERTAINMENT/AMUSEMENT

Increasingly, mall owners today are including an entertainment component in the
mall in an effort to draw more people who might have more than shopping on their
agendas. In order to succeed at this, malls must study the motivation and drives behind
"leisure" shopping. This knowledge allows them to provide entertainment activities which
can be accessed while consumers shops.
Shopping in itself is regarded as a leisure activity by many people. A 1990
telephone survey of 1000 adults in the U.S. showed that 31% of those asked considered
shopping at a shopping centre as a recreational pastime (Jackson, 1991). If malls are
perceived by consumers as centres of leisure activity, there is little doubt that mall owners
will exploit this for their own advantage. During the eighties, for example, many regional
shopping centres incorporated amusement and entertainment facilities into the retail
environment. Although movie theatres have been a part of many malls for some time,
during the 80's the entertainment concept was developed and became more
sophisticated and diverse.
Edgar L. Jackson (1991) believes that people who consider shopping a leisure
activity tend to shop in a different way than those who are more practical in their
approach. He believes that there are different motives behind leisure shopping. Some
people tend to have a more unconstrained relationship with money when they shop.
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Although price is still an issue, these people are more generous in their spending habits.
Leisure shoppers also enjoy the activity because they often have no other constraints that
interrupt their shopping activities. It is not surprising that they tend to shop more for
themselves than for others. The bumper sticker that says "When the going gets though,
the tough go shopping" (Jackson, 1991, p.285) is a tribute to the leisure shopper.
The motivation behind leisure shopping is the same as any leisure activities:
personal fulfilment and experience. Leisure shoppers endeavour to satisfy small
indulgences rather than necessities. It is this aspect of the consumer behaviour that mall
owners exploit when they introduce an entertainment facility in their malls.
Perhaps the most extreme example of entertainment activities within the mall is
found at the West Edmonton Mall in Alberta. This mega mall is considered the world's
largest enclosed shopping centre. Approximately 20 million people visit the mall each
year. It has 600 stores, some of which operate more than one location in the mall. There
is a roller coaster, submarine and artificial wave pool in the amusement section of the
mall. Fantasyland Hotel, connected to the mall, has 335 rooms which feature eight
different themes (Fitzgerald, 1991b). A total of 15% of the mall's total building space is
dedicated to recreation and leisure facilities. These facilities also account for a substantial
proportion of the mall's total revenues. Twenty-five percent of the total revenue-producing
space comes from the recreational and leisure facilities. It takes an average of seven
hours to walk around the mall (Fennel, 1989). Though not dissimilar than many other
Canadian malls in terms of the types of retailers present, what makes it unique is the
number of retailers and the large amusement complex (Simmons, 1991).
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Although there is little room for many other malls of this size, some regional
shopping centres have found it tempting to adapt some aspects of this marketing
strategy. The entertainment facilities give the mall owners an alternative tenant that can
fill vacant space. But unless these facilities are carefully planned, the mall may be courting
disaster.
According to a consultant in Salt-Lake City that specializes in mall entertainment,
there are two types of amusement products that malls use. There are destination
entertainment products, which provide customers with a relatively long lasting experience,
for example a golf course. The second type of amusement facility does not have the
same pull effect as destination products. They depend mainly on impulsive usage by
people already in the centre. Despite this, they account for high volume sales and income
(Doocey, 1992b).
It is often tempting to add an entertainment component to a mall in order to
revitalize the centre. However, such a decision requires that the components are carefully
selected to suit the centre's clientele. The different entertainment components have to be
replaced at the right time. If not, the entertainment facility will be viewed as out of date,
and may damage the mall's overall image. Development like this is often very costly, with
no guaranty that it will create a significant increase in the malls revenue. It may therefore
be more beneficial to integrate an entertainment component with the various retailers. The
Walt Disney store located at Eaton centre in Toronto provides its customers with an
entertainment experience within the retail context.
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A second strategy is for the mall to create smaller events, of a more temporary
character. This may not cost as much to arrange or take up significant GLRA (Doocey,
1992b). Smaller but carefully planned events can create a strong pull-effect on customers.
The "Be a Video Star" event at the Eaton Centre in Toronto 1991 is a good example.
Participants were asked to impersonate famous pop singers on video. In addition to the
5,000 people that showed up on the opening day, the event gave the centre much local
media attention. The media attention was estimated to be worth more than $ 100,000 in
free publicity. Sales rose during the promotion between 2% and 18% (Silbey, 1991, p.7).
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CHAPTER 6

CONCLUSION AND RECOMMENDATIONS

This study traces the development of the regional shopping centre industry in
Canada. In doing this, special attention has been given to a variety of factors that have
characterized this development. The study shows that the industry today tends to follow
old practises, based on old perceptions. But new strategies are needed for regional
shopping centres to deal with the new and difficult conditions in the market today.
Regional shopping centres initially experienced rapid and steady growth. From the
opening of the first regional shopping centre and throughout the 1960's and 1970's, the
number of centres grew significantly. Regional shopping centres soon became a
substitute for the town centres which the suburbs never had. The centres quickly became
the most successful phenomenon in the retailing industry, and penetrated deep into the
country's economy as well as its social fabric.
In this early period there is a strong inter-relationship between regional shopping
centres and department stores. Later, national chain store organizations also become
another important actors. Together with a small number of developers that have been
responsible for the creation and management of numerous regional centres in Canada,
these three actors have combined to significantly influence Canada's retail environment.
As a result, regional shopping centres not only look the same, they also use similar
operational methods.
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In the 1980's even more centres were constructed, and large numbers were
renovated and enlarged. The aggressive and expansive growth of the regional shopping
centre industry could be accommodated as long as the consumer market was able to
absorb the growth. Today, however, there are as many good reasons for a stagnation
in their development as there were good reasons for them to grow in the first place.
Today, consumers are demanding more from retailers, and in turn regional shopping
centres. Consumers are more sophisticated and educated about products and services.
Whereas before consumers demanded good prices and quality, today's consumer is also
concerned about the time spent on shopping, the overall shopping experience as well as
the services provided. Consumers are spending less time and money on shopping for
goods than before. Consumers tend to visit regional shopping centres less frequently,
staying for shorter periods, and visiting fewer stores on each trip. The excitement that
regional shopping centres once created has left the industry. People report that they are
tired of the similarity in most centres' appearances, tenant mix and the events the centres
set up.
Regional shopping centres are also confronted with competition from an increased
number of newer retail outlets and shopping centre concepts. These shopping centres
provide for retailers seeking a market niche through specializing in certain market
segments, such as price and selection. As a result, regional shopping centres are
struggling to catch up to the new trends or are simply fighting to remain distinctive.
Aside from the competitive forces at work, regional shopping centres have been
forced to struggle with structural changes in the economy. A lingering recession has been

179
difficult for many retailers and especially the shopping centre industry. When combined
with GST and free trade, regional shopping centres are truly battling for survival.
The regional shopping centre industry is also faced with a significant change in
their relationship with national chain store and department store organizations. Whereas
these three actors formerly relied on each other's support in business, each now is
experiencing internal challenges that are affecting this relationship. The power distribution
within this relationship has changed, and has forced each of them to become more
independent.
This study reveals that the regional shopping centre industry has, until recently,
tended to develop in the same direction, employing similar strategies. This is why many
malls are experiencing the same or similar problems. There is little doubt that the regional
shopping centre industry will go through a significant period of flux, in which a large
number of centres will either be forced to close down or to adapt to the new retail
conditions.
There are many views on where the industry should go from here. Some retail
analysts suggest that a successful mall is either at the high end of the market in which
consumer service and prices are both high, or at the low end, with discount prices and
self-service. Many Canadian shopping centre developers are closely watching their
American colleagues for new, successful trends. Few Canadian malls, however, seem to
be able to break loose and take the first step in a new direction.
This study suggests that the primary characteristic of this period of flux will be
regional shopping centres' efforts to reposition themselves in the general retail
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environment. The regional shopping centre industry will move away from the original idea
of being everything for everybody. It will become more important for centres to distinguish
themselves from each other, and rid themselves of their stereotypical image. They will
search for a market niche that will provide them with a unique character and image. Only
those centres that are prepared to rethink their entire business strategy and make
significant changes in their operational management routines will survive and secure their
position in the future retail environment.
This study predicts that there will be a return of regional shopping centres
specializing in serving people at a community level. These centres will have a large
number of tenants offering merchandise suited for the local market. For example, retailers
that cater to a specific ethnic group that predominates in the community. At the same
time, centres will also house important community services such as libraries, health care
centres or police offices. There will also be a need to relate these centres in a physical
sense to the local community. For example by positioning the structure closer to either
community amenities and facilities. This contrasts with the current practice of isolating the
centre from the community.
There will also be an increased number of regional shopping centres involved in
mixed use development. These centres will expand and offer more than a simple
shopping environment. These centres will encourage such non-retail facilities as hotels,
office buildings, entertainment and amusement facilities to locate close to the centre. In
some cases the retail centre itself will incorporate such mixed-use development. These
centres will become more like town centres in the traditional sense. People will live, work,
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shop and be entertained at these centres. Finally, this study predicts that there will be a
more regional shopping centres specializing in low prices and large selection. In doing
this, centres will replace their old anchors and smaller tenants with "category killers".
These anchors will have a strong image, and should change peoples perception of the
centres' in general.
The contemporary changes that regional shopping centres are facing provide the
industry with numerous options for future directions. It is a challenging opportunity for
them to reinvent themselves. But if they do not react quickly, they will lose valuable
market share to new and aggressive retail concepts. Some of the prescriptions suggested
in this study may be the solution for many of the ills the industry now finds itself.

182

BIBLIOGRAPHY.
Adams, John S. 1991. "Food Court tenants Should pay their way. Shopping Centres
Today. (Nov. 1991). p.10
Adams, Owen. and Nagnur, Dhruva. 1989. "Marrying and Divorcing: A Status Report for
Canada." Canadian Social Trends. (Summer 1989).
Aitken Wreglesworth Associates, Ray Spaxman Consulting Ltd. B-A Consulting Groups
Ltd., Urbanistics Consultants, Gannett Fleming, Karyo Communications. 1992. Let's
Do It Right! The Lougheed Corridor: A Key to Regional Transportation. Published
by the authors. (January 1992).
Alexander, Ernest R. 1986. Approaches to Planning. Introducing Current Planning
Theories, Concepts, and Issues. Cordon and Breach Science Publishers.
Montreux. Switzerland.
Alonso, William. 1964. Location and Land Use. University Press. Cambridge,
Massachusetts.
Andersen, Kurt. 1991. "Oldfangled New Towns." Time. (May 20, 1991).
Andreoli, Teresa. 1991. "Homart Daily Comparative Reports Help Mall Retailers Keep
Pace." Stores. (September 1991).
Applebaum, William. 1970. Shopping Centre Strategy. International Council of Shopping
Centres. New York. U.S.
Artibise, Alan., Davis, Craig. & Hutton, Tom. 1990. "Greater Vancouver Town Centres
Programme: Constraints and Opportunities." Pacific Rim Council of Urban
Development. Hong Kong Conference 1990. (Oct. 21-25, 1990).
Banham, Reyner. 1967. Theory and Design in the First Machine Age. Praeger Publishers.
New York. Washington.
Barmash, Isadore. 1992. "Midsize Chains Learn Their Lessons Well." Retailing Today.
(March 1992).
Bates, D. Albert. 1989. "The Extended Specialty Store: A Strategic Opportunity for the
1990's." Journal of Retailing, Vol.65, No.3 (Fall 1989).

183
B.C. Directories. 1966-91. Vancouver Suburban Directory. Vancouver B.C.
B.C. Directories. 1959-1991. Vancouver City Directory. Vancouver B.C.
Belk, Russell W. 1975. "Situational Variables and Consumer Behaviour." Journal of
Consumer Research. Vol.2, (Dec. 1975).
Bellizzi, Joseph A., Crowley, Aye E. and Hasty, Roland W. 1983. "The Effect of Colour in
Store Design". Journal of Retailing. Vol. 59, No.1, (Spring 1983).
Bernardo, Geoffery J. 1989. Shopping Centre Transition in Metropolitan Toronto: 19521986. Faculty of Grad Studies. The University of Western Ontario. London. Ontario.
Bernstein, Aaron. 1991. "Who's Really Taking the Brunt of the Recession?" Business
Week. (October 21, 1991).
Berry, Brian J.L. and Kasarda John. D. 1977. Contemporary Urban Ecology. Macmillan
Publishing Co., Inc. New York U.S.
Blackwell, Roger D. and Talarzyl, Wayne W. 1983. "Life-Style Retailing: Competitive
Strategies for the 1980's. Journal of Retailing. Vol.59, No.4 (Winter 1983).
Bond, Robert E. 1991. "Center Adds Convenience to Regional Draw." Shopping Centres
Today. (Oct. 1991).
Bramham, Daphne. 1993. "Birks Closes Down 70 of its 150 Stores." The Vancouver Sun.
(Jan. 12, 1993).
Bramham, Daphne. & Hamilton, Gordon. 1992. "Death of the Middle-Class." The
Vancouver Sun. (November 14-20, 1992).
Bramham, Daphne. 1993. "Peoples Woe Echoes Cuts, Closures of Rival Birks." The
Vancouver Sun. (Jan. 13, 1993). Section D1.
Bristol, Pam. 1991. "Marketing the Mall." Retail Directions.^(January/February, 1991).
Brookman, Faye. 1991. "Bob Ferguson. May Centres Exes Sees Challenge as
Opportunity." Stores. (June 1991).
Brookman, Faye. 1991. "Simon Brothers Mel and Herb Prove They're Still Willing to
Gamble." Stores. (August 1991).
Brookman, Faye. 1991. "Zamias Sees Growth Trough Renewal." Stores. (March 1991).

184
Brown, Barry. 1992a. "Edmonton Makes Size Pay off in Down Market." Advertising Age.
(January 27, 1992).
Brown, Patricia Leigh. 1992b. "Turning Back the Clock to Reinvent the Mall." New York
Times. (March 15, 1992). p.40(L).
Bruder, Ronald. 1991. "Good Management Fosters Turnarounds". Shopping Centres
Today. (October, 1991).
Buttle, Jeff. 1990. "Fighting Back Against the Malls." The Vancouver Sun. (May 11, 1990).
Section E6.
Calthorpe, Peter. 1991. "The Post-Suburban Metropolis. Whole Earth Review. (Winter
1991).
Canadian Architect. 1986. "From Open Plaza to Enclosed Mall." Vol.31, No.8 (1986). p.38.
Canadian Business. 1989. "Canadian Business 500." Vol.62, (June 1989).
Casselton, Valerie. 1993. "Retailer, Landlord Close to Settlement on Returning Space." The
Vancouver Sun. (Jan. 29, 1993). E6.
Chain Store Age Executive. 1991. "Were Has All the Glitter Gone." (Sept. 1991).
Chain Store Age Executive. 1991. "State of the Industry." Special Issue. (August 1991).
Chain Store Age Executive. 1991. "The Pud Market Guarantee." (April 1991).
Chain Store Age Executive. 1992. "Strip Centres Survive Downturn". (March 1992).
Chaney, David. 1983. "The Department Store as a Cultural Form." Theory, Culture and
Society. Vol.1 , No.3, (1983).
Constantineau, Bruce. 1992a. "Woodward's Plunges Back into Red." The Vancouver Sun.
(April 1, 1992). D3.
Constantineau, Bruce. 1992b. "Woodward's Forced to Dip into Line of Credit." The
Vancouver Sun. (July 25, 1992). D.
Constantineau, Bruce. 1992c. "Sales Rise Doesn't Stop Woodward's Bleeding Another
$10.6 Million. The Vancouver Sun.
(Aug. 20, 1992). D.

185
Constantineau, Bruce. 1992d. "Woodward's." The Vancouver Sun.
(Oct. 10, 1992). C6
Constantineau, Bruce. 1992e. "New Shopping Centre's Goal Full House This Time Next
Year." The Vancouver Sun. (Oct. 14, 1992). D3.
Constantineau, Bruce. 1992f. "Woodward's Last Stand." The Vancouver Sun. (Dec. 9,
1992). A1.
Constantineau, Bruce. 1992g. "Woodward's What's in Store?" The Vancouver Sun. (Dec,
12, 1992). A1.
Constantineau, Bruce. 1992h. "Woodward's Official Explains Stock Action as Case of
Nerves." The Vancouver Sun. (Dec. 17,^1992). Dl.
Constantineau, Bruce. 1992i. "Key Woodward's Landlord Prepared to Ease Leases." The
Vancouver Sun. (Dec. 19, 1992). D.
Constantineau, Bruce. 1993a. "Underdog Undeterred in Spite of Risk to His Reputation."
The Vancouver Sun. (Jan. 15, 1993). D.
Constantineau, Bruce. 1993b. "Deadline Sets Bay Talks Percolating." The Vancouver Sun.
(March 20, 1993). E6.
Constantineau, Bruce. 1993c."Woodward's to Merge With The Bay." The Vancouver Sun.
(March 23, 1993). A1.
Cooper, C. James. and Madigan, Kathleen. 1991. "It's Beginning to Look a Lot Like
Double-Dip." Business Week. (December 9, 1991). p.27-28.
Copps, Mary Jane. 1986. "Developers and Retailers Must Work Harmoniously if Shopping
Centre Development in Canada is to Pay Dividends for All." Canadian Building.
(March, 1986). p.15-18.
Cosgrove, Dennis. 1985. "Prospect, Perspective and the Evolution of the Landscape
Idea." Institute of British Geographers,^Transactions. NS. 10,1, (1985).
Cosgrove, Dennis. 1984. Social Formation and Symbolic Landscape. Croom Helm,
London.
Cox, Sarah. 1985. "New Age Dawns in Shopping." The Vancouver Sun. (Oct. 4, 1985).
Curran, Victoria. 1991. "Signing up Short Term Retailers Makes Sense in Difficult Leasing
Environment." Retail Directions. (September/October 1991).

186
Cu-Uy-Gam, Miriam. 1990. "Renovation Helps Malls in Tight Times." The Financial Post.
(Sept. 17, 1990).
Dalblish, Brenda. 1991. "Diminished Expectations." MacLean's.
(January 7, 1991). p.27.
Darnton, Nina., Barrett, Todd., Nelson, Margaret., King, Patricia. and McCormick, John
P. 1989. "Shop Till They Drop." Newsweek. (Dec. 11, 1989).
Davies, R.L. 1982. "Issues in Retailing." Urban Change and Conflict: An Interdisciplinary
Reader. Harper & Row, Publishers. London.
Dawson, John A. 1983. Shopping Centre Development. Longman Ltd.
New York.
Dennis, David. 1990. "Urbanizing the Mall." Canadian Architect. (August, 1990). p.31-35.
Deutsch, Caluddia H. 1992. "Factory Outlets. Unlikely Malls, Unlikely Tenants, Unheard-of
Places." The New York Times. (Feb. 23, 1992). R11.
Deutsch, Caluddia H. 1987. "Aging of the Canadian Population." Canadian Social Trends.
(Winter 1987).
Devereaux, Mary Sue. 1990. "Decline in the Number of children." Canadian Social Trends.
(Autumn 1990).
Doocey, Paul. 1992a. "Northeast Rally. Developers Look to Renovations for Growth."
Stores. (Feb. 1992).
Doocey, Paul. 1992b. "When Retailing's Not Enough, There's Always 'Densification'."
Shopping Centres Today. (January 1992).
Doocey, Paul. 1992c. "That's Entertainment. Selecting the Right Products can Make or
Break an Amusement Area." Shopping Centres Today. (April 1992).
Duany, Andres. and Plater-Zyberk, Elizabeth. 1991. Towns and Town-Making Principles.
Rizzoli International Publications, Inc. New York.
Edgington. D.W. 1980. Changes in Retail Organization and the Breakdown of Central
Place Hierarchy in Melbourne. "Paper of the meeting of the Australian and New
Zealand section. Regional Science Association." (1980).
Retail Merchandising. 1990. "Effective Positioning Is Key To Shopping Centre Success."
Retail Merchandising. (February 1990). p.11.

187
Engel, James F. Blackwell, Roger D. and Miniard, Paul W. 1990. Consumer Behaviour.
Sixth Edition. The Dryen Press.Otlando FL. U.S.
Evans, Mark. 1991. "Retail Stocks Ripe for the Picking." The Financial Post. (Dec. 27,
1991).
Ewing, Rebecca. 1992. "The Psychology of Colour in Retailing. Retail Directions.
(January/February 1992). p.7.
Fennell, John. 1989. "Pleasure Domes. Competitive Shopping Centre Industry Takes on
New Design Forms." Canadian Building. (April 1989). p.14-19.
Ferguson, Bo. 1991. "May Centres Exes Sees Challenge as Opportunity." Stores. (June,
1991). p.p. 67-69.
Featherstone, Mike. 1987. "Lifestyle and Consumer Culture." Theory, Culture & Society.
Vol.8, (1987).
Fitch, Michael. 1993. "Woodward's Gets More Time to File Reorganization Plan." The
Vancouver Sun. (March 25, 1993).
Fitzgerald, Kate. 1990. "Malls Toot Own Horns." Advertising Age.
(Jan. 16, 1990).
Fitzgerald, Kate. 1992 a. "Marketers Learn to 'Just Do It'." Advertising Age. (January 27,
1992).
Fitzgerald, Kate. 1992b. "Mega Malls. Built for the '90s, or the '80s?" Advertising Age.
(January 27, 1992).
Forbes, Stephen. 1991. "Shopping Centre Slowdown." Retail Directions. (January/
February, 1991). p.43-44, 47.
Forbes, Stephen. 1990. "The B.C. Boom." Retail Directions. March/ (April 1990).
Forbes, Stephen. 1992a. "And Then There Were 12: The Face of the Shopping Centre
Industry is Rapidly Changing as new Players enter the Fray." Retail Directions.
(May/June. 1992). p.30.
Forbes, Stephen. 1992b. "Times Redefine Landlord/Tenant Relations." Retail Directions.
(January/ February, 1992). p.6.
Frieden, Bernard J. and Sagalyn, Lynne. 1989. Downtown, Inc. How America Rebuilds
Cities. The MIT Press. London England.

188
Garbarine, Rachelle. 1992. "New Concept And Face Lift For a Mall." The New York Times.
(January 29, 1992).
Gates, Bruce. 1987. "It's a High-Rent Jungle out There." The Financial Post. (August 31,
1987).
Ghosh, Avijit. 1991. "The Shopping Center: A Restructuring of Post-War Retailing." Journal
of Retailing. Vol.67, No.3, (Fall 1991).
Girard, Daniel. 1992. "Thompson Sells large Bay Stake for $545 Million. The Vancouver
Sun. (Oct. 30, 1992).
Glaberson, William. 1992. "Modern Mecca." A Series of Occasional Visits to a Regional
Shopping Mall: The New York Times. (1,4,5,9,21 and 27 April, 1992).
Godley, Elizabeth. 1989. "Turning Shopping into a Recreation." The Vancouver Sun. (July
29, 1989).
Gralla, Heidi. and Schoifet, Mark J. 1992. "Anatomy of a Deal." Shopping Centres Today.
(Feb. 1992).
Gralla, Heidi. and Schoifet, Mark J. 1992. "Industry Rings in 1992, Tries to Forget '91."
Shopping Centres Today. (Jan. 1992).
Gralla, Heidi. 1991. "Canadian Center Owners Endure Retail 'Winter'." Shopping Centres
Today. (Nov. 1991).
Gralla, Heidi. 1992. "Canadian Owners Jolted by Cash of Store Closing." Shopping
Centres Today. (March 1992).
Gralla, Heidi. 1992. "Canadians Stay Positive in Dismal Economic Times." Shopping
Centres Today. (May 1992).
Gralla, Heidi. 1992. "Giving Up Equity to Gain Cash." Shopping Centres Today. (Feb.
1992).
Gralla, Heidi. 1992. "Gourmet Coffee Adds Flavour to Malls." Retailing Today. (Jan. 1992).
Gralla, Heidi. 1992. "Jury Still out on Gap's Unanchored Center." Shopping Centres
Today. (May 1992).
Gralla, Heidi. 1991. "Public Access Private Property. The Law, The Policies, The Debate."
Shopping Centres Today. (November, 1991).

189
Gralla, Heidi. 1991. "Should Sponsors Pay for Space?" Shopping Centres Today. (October
1991).
Greater Vancouver Regional District. 1986. Greater Vancouver Regional District
Commercial & Industrial Floor Space Inventory 1985. Greater Vancouver
Development Service Department. (August 1986).
Greater Vancouver Regional District. 1986. Commercial Centres in the Greater Vancouver
Regional District. Prospects for 1986-1996. Greater Vancouver Development
Service Department. (Oct. 1986).
Greater Vancouver Regional District. 1989. "Retail Floor Space in Greater Vancouver."
GVRD Development Service Bulletin. Greater Vancouver Development Service
Department. (March 1989).
Greater Vancouver Regional District. 1990a. Greater Vancouver...the Livable Region.
Greater Vancouver Development Service Department. (Jan. 1990).
Greater Vancouver Regional District. 1990b. Creating Our Future: Steps to a More Livable
Region. Greater Vancouver Development Service Department. (25 july 1990).
Greater Vancouver Regional District. 1991. Greater Vancouver Key Facts. Greater
Vancouver Development Service Department. (December 1991).
Greater Vancouver Regional District. 1992a. Shaping Our Communities: The Challenges
of regional Growth and Transportation. Greater Vancouver Development Service
Department. (May 23, 1992).
Greater Vancouver Regional District. 1992b. Shaping Our Communities: Critical Choices.
Greater Vancouver Development Service Department. (Nov. 1992).
Green, Carolyn. 1991. "Shaking Up the Mix." Building. (Dec./Jan. 1991).
Grossman, Laurie M. 1992. "Developed to Reinvigorate Downtowns, Many Urban Malls
Are Disappointments." The Wall Street Journal. (Nov. 16, 1992).
Gruen, Victor and Smith, Larry. 1960. Shopping Towns USA. Reinhold Publishing
Corporation, New York. U.S.
Gunner, Neil. 1990. "Getting Dense." Canadian Building.
(May 1990). p.24-25.
Haggett, Peter. 1983. Geogaphie Eine Moderne Synthese. Harper and Row Publishers,
Inc., New York.

190
Hall, Edward T. 1961. The Silent Language. Doubleday & Company. Garden City, New
York.
Hardwick, Walter G. 1974. Vancouver. Macmillan Publishing Co., Inc. New York. U.S.
Hardwick, Walter G. 1981. "Downtown Vancouver: One Hundred Years of Change." City
and Society: A Comparative Reader. (1981). Harper and Row, London. p.100.
Hardwick, Walter G. and Robert North. 1992. "Vancouver since the Second World War:
An Economic Geography." Vancouver and Its Region. UBC Press. Vancouver B.C.
(1992).
Hawkins, Chuck., Anderson Forset, Stephanie., Hammonds, Keith H., Cuneo, Alice Z. and
Phillips, Lyda. 1991. "'l Don't Have Enough Money to Walk Through the Local
Mall'." Business Week. (October 21, 1991). p.30-31.
Hazel, Debra. 1991. "Back to Basic in Washington, D.C. Vacancy Woes Push Developers
Toward Absorption, Not Expansion." Chain Store Age Executive. (June 1991).
Hazel, Debra. 1992. "Crime in the Malls: A New and Growing Concern." Chain Store
Executive. (Feb. 1992).
Heinzl, John. 1991a. "Ayre's Shuts 60 Stores, Idling 750 Employees. The Globe and Mail.
Report on Business. B1. Wednesday, (December 11, 1991). A.
Heinzl, John. 1991b. "Ayre's Ordered to Remove Liquidation Signs From Stores." The
Globe and Mail. Wednesday, (December 18, 1991). A.
Heinzl, John. 1993. "Birks Ponders Selling Control." The Globe and Mail. (Jan. 9, 1993).
Hemsworth, Wade. 1992. "More Than 1 in 7 Are Poor." The Vancouver Sun. (Dec. 1,
1992). A5.
Hogan, A. Barbara. 1992a. "Panel: Developers, Retailers Must Unite." Shopping Centres
Today. (March 1992).
Hogan, A. Barbara. 1992b. "When the Prices are Fixed." Retailing Today. (March 1992).
Hogben, David. 1992. "Closures steal Joy of Christmas for 19 Birks Employees in B.C."
The Vancouver Sun. (Dec. 16, 1992). p.D3.
Hollander, Stanley C. and Omura, Glenn S. 1989. "Chain Store Development and Their
Political, Strategic, and Social Interdependencies." Journal of Retailing. Vol.65,
No.3 (Fall 1989).

191
Home Goods Retailing. 1987. "Mall Landlords Inflexible Retailers Complain." (Jan. 1987).
p.50.
Honigman, A. 1985. Downtown and Regional Shopping Centre Retailing in Winnepeg.
Report No.7, Institute fir Urban Studies, University of Winnepeg.
Hopkins, Jeffery. S P. 1991. "West-Edmonton Mall as a Centre for Social Interaction." The
Canadian Geographer. Vol.35, No.3 (Fall 1991).
Howe, A. and Rabiega, William A. 1992. "Beyond Strips and Centres. The Ideal
Commercial Form." Journal of American Planning Association. Vol.58, No.2. (Spring
1992).
Howlett, Karen. 1988. "Shopping Centres Urged to Give Small Stores a Better Deal." The
Globe and Mail. (March 9, 1988).
International Council of Shopping Centres. 1989. The Scope of the Shopping centre
Industry in Canada 1989. Published by the author.
Ircha. M.C. 1982. Shopping Centre and Downtown Revitalization in Canada: A preliminary
analysis. University of New Brunswick.
Ircha, M.O. 1984. "Shopping Centres: a Retailing Monopoly?" Municipal World. Vol.94,
No.1 (January 1984).
Jackson, Anthony. 1961. "Canadian Architecture 1961." Contemporary Architecture of the
World. The Shokokusha Publishing Co. Tokyo. Japan.
Jackson, L. Edgar. 1991. "Shopping and Leisure: Implications of West Edmonton Mall for
Leisure and for Leisure Research." The Canadian Geographer. Vol.35, No.3 (Fall
1991).
Jacobs, Jane. 1961. The Death and Life of Great American Cities. Random House, New
York.
Jacobs, Jerry. 1984. The Mall. An Attempted Escape From Every Day Life. Waveland
Press, Prospect Heights.
Jones, Collin, S. 1969. Regional Shopping Centres. Their Location, Planning and Design.
Business Books Limited, London.
Jones, Ken. 1991. "Mega-Chaining, Corporate Concentration, and the Mega-Malls." The
Canadian Geographer. Vol.35, No.3 (Fall 1991).

192
Journal Of Commerce. 1983. "Oakridge Expansion to go Ahead." (June 20, 1983).
Journal Of Commerce. 1988. "Teflon Will Top Shopping Mall." (Aug. 21, 1988).
Kidd, Kenneth. 1990a. "Midnight Near for B.C. Retailer's Ball." The Globe and Mail.
(June 4, 1990). p. B1, B5.
Kidd, Kenneth. 1990b. "Shopping Malls Look at Shaping Up." The Globe and Mail.
(Dec.17, 1990).
Kidd, Kenneth. 1991a. "Big Rent Breaks for Stores." The Globe and Mail. (Feb. 13, 1991).
Kidd, Kenneth. 1991b. "Shopping Malls Call Recession Buster." The Globe and Mail.
(March 4, 1991).
Kidd, Kenneth. 1991c. "Suburban Mall Finds Chinese Password to Success. The Globe
and Mail. (July 2, 1991).
Kilgour, David. 1990. "'Boomers' a Bust. Consumer Analyst Warns Of a Looming Crisis
In Shopping Malls." Marketing. (Dec.3, 1990).
Kircher, Herman J. 1990. The Consumer: Yesterday, Today, Tomorrow. Larry Smith &
Associates Ltd. (Oct. 1990).
Knox, Paul. 1982. Urban Social Geography. Longman Scientific & Technical. New York
U.S.
Kotler, Philip. 1973-1974. "Atmospherics as a Marketing Tool." Journal of Retailing. Vol.49,
No.4 (Winter 1973-74).
Kowinski, William Severini. 1985. The Malling of America. An Inside Look at the Great
Consumer Paradise. New York. U.S.
Langdon, Philip. 1988. "A Good Place to Live". The Atlantic Monthly. (March 1988).
Lappen, Alyssa. 1990. "A Retailer for the Recession." Forbes. (November 12, 1990).
Lash, Harry. 1976, Planning in a Human Way. The Macmillan Company of Canada Limited
for the Ministry of State for Urban Affairs. Canada.
Leeming, Virginia. 1985. "Bay Facelift Sets it in the '80s." The Vancouver Sun. (April 4,
1985).
Levine, Joshua. 1990. "Lessons from Tysons Corner." Forbes. (April 30, 1990).

193
Ley, David. 1980. "Liberal Ideology and the Postindustrial City." Annals of the Association
of American Geographers. Vol.70, (June 1980).
Ley, David. 1981. "Vancouver: A Post-Industrial City." City, Economy and Society: A
Comparative Reader. Harper and Row, London. (1981).
Levy, Walter K. 1989. 'The End of an Era: A Time for Retail Perestroika." Journal of
Retailing. Vol.65, No.3 (Fall 1989).
Lush, Patricia. 1993. "Woodward's to Cut 1,200 Jobs." The Globe and Mail. (Jan. 9, 1993).
Bl.
MacDonald, Gayle. 1992. "Malls Feeling Pinch." The Financial Post. (Jan. 8, 1992).
MacDonald, Gayle. 1993. "Mall Owners Predict a Brighter Year in Store." The Financial
Post. (Jan. 6, 1993).
MacDonald, Gayle. 1992. "Malls Struggle to Hang on to Retailers." The Financial Post.
(Jan. 8, 1992). p.11.
Marshall, Katherine. 1989. "Women in Professional Occupations: Progress in the 1980s."
Canadian Social Trends. (Spring 1989).
Matthews, Allan S. 1992. The Loss of the Middle: Canada's Changing Retail Structure."
Presentation at The Canadian Association of Geographers Annual Meeting in
Vancouver. (May 1992).
May, Eleanor G. 1989. "A Retail Odyssey." Journal of Retailing. Vol.65, No. 3 (Fall 1989).
Mayer, Morris L. 1989. "Retail Reflections." Journal of Retailing. Vol.65, No. 3. (Fall 1989).
Mazursky, David. and Jocoby, Jacob. 1986. "Exploring the Development of Store Image."
Journal of Retailing. Vol.62, No.2 (Summer 1986).
McDonough. John. 1988. "A Culture of Choice." Advertising Age. (Nov. 9, 1988).
McKeever, Ross J., Griffin Nathaniel M. and Sprink, Frank Jr. 1982. Shopping Centre
Development handbook. Urban land Institute. Washington. U.S.
McKeever, Ross J. 1973. Shopping Center Zoning. Urban Land Institute. Washington.
U.S. Technical Bulletin 69.
McMartin, Pete. 1987. "Loophole for a Megamarket." The Vancouver Sun. (March 13,
1987).

194
Milian, Luis. 1992. "Warehouse Concept Targets Housewares Market." Retail Directions.
(May/June 1992).
Miller, Jon. 1992. "Stage Set for the 'Value Regional Mall'." Shopping Centres Today.
(May 1992).
Mitchell, Alanna. 1990. "Getting Cash Registers to Jingle". The Globe and Mail. (December
14, 1990).
Mitchell, Arnold. 1983. The Nine American Lifestyles. Macmillan Publishing Co., Inc. New
York.
Mitchell, Don. 1992. "Good News and Bad News for B.C. Retailers." B.C. Business.
(February 1992).
Monday Report on Retailers. 1990. Canadian Directory of Shopping Centres. (1990a).
Toronto, Ontario.
Monday Report on Retailers. 1990b. Directory of Retail Chains in Canada. (1990). Toronto
Ontario.
Moyer, M.S. 1973. "Shopping Centres in Canada: Their Impact, Anatomy, and Evolution."
The Business Quarterly. (Summer 1973).
Munro, Harold. 1992. "Construction Starts on Country Leading Tower Development." The
Vancouver Sun. (September 16, 1992).
Newman, Peter C. 1990. "A Recession or an Economic Earthquake." Maclean's.
(November 12, 1990).
Newman, Peter C. 1990. "This Recession Does Not a Depression Make." Maclean's.
(December 31, 1990). p.45.
O'brien, K. Maura. 1991. "Asian Investment Helps Shield Vancouver from Recession's
Grip." Shopping Centres Today. (Oct. 1991).
O'brien, K. Maura. 1991. "Developer Taps Vancouver's Asian Market." Shopping Centres
Today. (Oct. 1991).
O'brien, K. Maura. 1991a. "Mom-and Pop Stores Often Need Mothering." Shopping
Centres Today. (Oct. 1991).
O'brien, K. Maura. 1991b. "Tugging at Tight Purse Strings: Computerized List Lets
Bargain-Hunters Know What's on Sale." Shopping Centres Today. (October 1991).

195
Petroff, Ian. 1991. "Survival of the Fittest." Building. ^(October/November, 1991).
Pettit, Barbara. 1985. "The World, as Seen From a Shopping Cart." The Vancouver Sun.
(December 7, 1985).
Philip, Margaret. 1992. "Cambridge Draws Line in Sand." The Vancouver Sun. (Dec. 21,
1992).
Phillips, Stephen. 1989. "Say G'Day to the Megamall." Business Week. (March 6, 1989).
Ploger, John. 1990. Kjopesentrer og Forbrukeradferd/ Shopping Centres and Consumer
Behaviour. Statens lnstitutt For Forbruksforskning. Lysaker, Norway.
Popcorn, Faith. 1991. The Popcorn Report. Bantam Doubleday Dell Publishing Group, Inc.
U.S.
Procter, Don. 1987. "Pacific Centre Mall. Becoming Friends With the Streets." Journal of
Commerce. Monday, (November 2, 1987).
Procter, Don. 1988. "Retail Construction on Upswing in B.C." Journal of Commerce. (Sept.
7, 1988).
Pynn, Larry. 1992. "Woodward's Downtown Store Calls it Quits After 90 Faithful Years."
The Vancouver Sun. (Oct. 23, 1992).
Quan, Sherry. 1991. "Retail Leasing Study Taps Well of Bitterness." Business In
Vancouver. (April 9-15, 1991).
Relph, Edward. 1981. Rational Landscapes. Croom Helm. London, England.
Relph, Edward. 1987. The Modern Urban Landscape. The Johns Hopkins University
Press. Baltimore. U.S.
Retail Directions. 1991. "The Rise of Outlet Centres: The U.S. Model is Catching on in
Canada Where More Than a Dozen Such Centres are in the Planning Stage." Vol.4
No.5, (Sept./Oct. 1991).
Reynolds, Christopher. 1992. "New Caesara Palace Mall Gives Fresh Meaning to the
Word Excessive." The Vancouver Sun. (July 25, 1992).
Reynolds, Mike. 1991. "Leasing Shoe on Other Foot." Stores. (Jan. 1991).
Reynolds, Mike. 1991. "Florida Update. Developers Respond to Population Shifts by
Relocating Anchor Tenants." Stores. (Nov. 1991).

196
Robaton, Anna. 1991. "Trustees Honour Trio at Fall Convention." Shopping Centres
Today. (Nov. 1991).
Robaton, Anna. 1992. "What's Hot in Specialty Leasing. From Coloured Candles to
Sheepskin Slippers, Temporary Retailers can Spice up a Tenant Mix." Shopping
Centres Today. (February 1992).
Robaton, Anna. 1992. "When an Anchor Stores Leaves, can Small Shops Replace it?"
Shopping Centres Today. (January 1992).
Ruttenberg, Randy J. 1992. "Know Your Retailers." Shopping Centres Today. (April 1992).
Savitt, Ronald. 1989 "Looking Back to See Ahead. Writing the History of American
Retailing." Journal of Retailing.^Vol.65, No.3 (Fall 1989).
Scanzoni, John. 1977. "Changing Sex Roles and Emerging Directions in Family Decision
Making." Journal of Consumer Research. (December 4, 1977).
Sheth, Jagdish N. 1983. "Emerging Trends for the Retailing Industry." Journal of Retailing.
Vol.59. No.3 (Fall 1983). p.6.
Sheffman, Sherry. 1991. Biggest 15 Malls in Greater Vancouver. The Book of Lists 1991
Business in Vancouver.
Sigurdson, Al. 1990. "Buoyant Retail Heads for Cross-Currents." British Columbia Report.
Vol.49, (Aug. 13, 1990). p.17.
Silbey, J. Paula. 1991. "Spectators Jam Eaton Centre for Video Lip-Synch Contest.
Shopping Centres Today. (October 1991). p.7.
Simmons, Jim. and Jones Ken. 1990. Location, Location, Location. Nelson Canada.
Scarborough, Ontario. Canada.
Simmons, Jim. 1991. "The Regional Mall in Canada". The Canadian Geographer. Vol.35
No.3 (Fall 1991). p.232.
Slom, Stanley H. 1992. "Rating Retailers. Mall Managers Rank Their Tenants on Customer
Service." Stores. (Jan. 1992).
Smith, P.J. 1991. "Coping with Mega-Mall Development: An Urban Planning Perspective
on West Edmonton Mall. The Canadian Geographer. Vol.35 No.3 (1991). p.295.
Snyder, Steven. 1992. "Monster Malls." Span. University of Toronto, School of Architecture
and Landscape Architecture. Toronto. (Fall 1992).

197
Spencer, Craig. 1985. "Shop Developers Think Big." The Vancouver Courier. (July 3,
1985).
Statistics Canada. 1961-1973. Shopping Centres in Canada. (All Issues from 1961 to
1973). Catalogue No. 63-214.
Statistics Canada. 1976. Shopping Centres in Canada 1951-1973. (August 1976).
Catalouge No. 63-527.
Statistics Canada. 1978. Department Stores in Canada. (1978). Catalogue No. 63-225.
Statistics Canada. 1984. "Fertility in Canada: From Baby-Boom to Baby-Bust." Current
Demographic Analysis. (November 1984). Catalogue No. 91-524.
Statistics Canada. 1987-1992. "Social Indicators." Canadian Social Trends. (All Issues from
1987 to 1992).
Statistics Canada. 1988. Standard Industrial Classification. (1988). Catalogue No.12-501.
Statistics Canada. 1989a. Shopping Centres in Canada 1986. (April 1989). Catalouge No.
63-527.
Statistics Canada. 1989b. "Changes in Living Arrangements." Canadian Social Trends.
(Spring 1989).
Statistics Canada. 1990a. "New Trends in the Family. Demographic Facts and Features."
Current Demographic Analysis. (March 1990). Catalogue No. 91-535E.
Statistics Canada. 1990b. Retail Chains and Department Stores. (March 31, 1990. and
earlier issues). Catalogue No. 63-2100.
Statistics Canada. 1991 a. Canadian in the Pre-Retirement Years: A Profile of People Aged
55-64. A Target Group Project. November 1991. Catalogue No. 89-521E.
Statistics Canada. 1991b. Income Distribution by Size in Canada.
December 1991. Catalogue No. 13-207.
Statistics Canada. 1992a. Market Research Handbook. Jan. 1992.
Catalogue No. 63-224.
Statistics Canada. 1992b. Marriage and Conjugal Life in Canada. (March 1992). Catalogue
No. 91-534E.

198
Statistics Canada. 1992c. Age, Sex and Marital Status. July 1992. Catalogue No. 93-310.
Statistics Canada. 1992d. Canadian Social Trends. Autumn, 1992.
Stout, Cam. 1991. "Common law: A Growing Alternative. Canadian Social Trends. (Winter
1991). Canada.
Strauss, Marina. 1991. "Eaton's Getting a Retail Facelift." The Globe and Mail. (March 4,
1991).
Sussman, Albert. 1981. "Community Conservation Guidelines: A Failure". Shopping
Centres: USA. By George Sternlieb and James W. Hughes, Centres of Urban
Policy Research, Rutgers University, New Jersey. (1981).
Sweeney, Daniel J. 1991. "Where Goeth the Regional Centre? International Council of
Shopping Centres. (Jan. 24, 1991).
Tant, Lisa. 1993. "Fashion the Prescription for Woodward's." Style. (Feb. 8, 1993).
Tant, Lisa. 1992. "Updating to Meet the '90s. Canada's Grandfather of Malls Undergoes
a Face-Lift." Style. (Sept. 21, 1992).
The Economist. 1991. "In the Classroom of Life." (November 31, 1991).
The Financial Post 500. 1992. "Industry Leaders".
The Globe and Mail. 1991. "City Streets. A Celebration of Urban Life." (August 5-10, 1991).
The Vancouver Sun. 1992a. "Frederick and Nelson. 102-Year-Old U.S Department Store
Out of Business. (May 27, 1992).
The Vancouver Sun. 1992b. "Immigrants Help Canada to Record Growth". (Tuesday Dec.
15, 1992).
The Vancouver Sun. 1993. "Shopping Centre Developers Ready to Deal with New Round
of Closing." (January 13, 1993).
Thorsell, William. 1991. "Why Do the Streets of Edmonton have to be so Mean?" The
Globe and Mail. (April 6, 1991).
Threndyle, Randy. 1990. "Negotiating Leases 'To Get Tougher'." Daily Commercial News.
(March 8, 1990).

199
Unger, Harlow. 1987. "Open Mall Concept Finding Favour." Canadian Building.
(November/December 1987).
Urban Land Institute. 1987 & 1990. Dollars and Cents of Shopping Centres. Washington
D.C., U.S.
U.S. Department of Transportation. 1991. "The New Suburbs. Analysis and Trends." (July
1991).
U.S. News and World Report. 1992. "Dark Days in the Shopping Malls." (Feb. 10, 1992).
Vance, James E. 1990. The Continuing City: Urban Morphology in Western Civilization.
Baltimore and London, The Hopkins Press.
Volume Retailing Merchandising. 1984. "International Council of Shopping centres....Some
Conclusions." (April 1984).
Volume Retailing Merchandising. 1984. "The Challenge of Change." (April 1984).
Vowles, Andrew. 1991. "A Niche For The '90s." Retail Directions. (Sept./Oct. 1991).
Walker, Chip. 1991. "Strip Malls: Plain but Powerful." American Demographics. (Oct.
1991).
Wallace, Bruce. DeMont, John. and Daly John. 1990. "Hard Times, the Long-Predicted
Recession of 1990 has Arrived With Devastating Force." Maclean's. (November 12,
1990).
Wanless, Tony. 1990. "B.C.Retailers Find Reason to Smile." The Province. (Nov. 8, 1990).
Wannell, Ted. 1989. "Losing Ground: Wages of Young People, 1981-1986." Canadian
Social Trends. (Summer 1989).
Ward, Adrienne. 1992. "Department Stores Play The Outlet Game." Advertising Age.
(January 27, 1992).
Ward, Adrienne. 1992. "New Breed of Mall Knows: Everybody Loves a Bargain."
Advertising Age. (January 27, 1992).
Ward, Adrienne. 1991. "The Gap Opens Door to New Mall concept." Advertising Age.
(January 21, 1991).
Ward, Doug. 1992. "Store Will be Shell of One-Stop Self." The Vancouver Sun. (Dec. 12,
1992).

200
Western Development Corporation. 1992. "A Presentation of Ontario Mills. A Super
regional Specialty Mall." Washington, D.C.
Whyte, William H. 1988. City. Bantam Doubleday Publishing Group, Inc. New York. U.S.
Wickens, Barbara. 1992. "Misery at the Malls." MacLean's. March 23, 1992.
Williams, John C. and Torella, John. A. 1992. Success Retailing. Retail Council of Canada.
Wilson, Marianne. 1991. "Sears Bets Its Future on Updated Design." Chain Store Age
Executive. (Oct. 1991).
Woutat, Donald. 1992. "The Mailing of America." The Vancouver Sun. (August 1, 1992).
Zabas, Al. 1986. "Mall Owners Try to Rectify Design Errors." Daily Commercial news.
(March 31, 1986).
Zorbaugh, Harvey Warren. 1929. The Gold Coast and the Slum. The University of
Chicago Press. Chicago. U.S.

201

LIST OF INTERVIEWS
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architects and retailer and located in shopping centres was conducted by the author.
These interviews provided the study with valuable information about the current conditions
in the shopping centre industry.
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APPENDIX A
DESIGN AND LAYOUT CHECK LIST
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DESIGN AND LAYOUT CHECK LIST.

1. EXTERNAL DESIGN AND LAYOUT.
1.1 Building structure
1.1.1 Materials
1.1.2 Colours
1.1.3 Windows
1.2 Parking
1.2.1 location
1.2.2 layout
1.3 Entrances
1.3.1 Design
1.3.2 Number
1.3.3 Location
1.4 Accessability
1.4.1 Pedestrian accessability from A) streets
B) residential areas
C) public transportation
D) shopping centre
parking lot
1.4.2 Accessability for car traffic
1.5 Landscaping
1.5.1 Trees
1.5.2 Flowers
1.5.3 Pedestrian paths
1.5.4 Sculptures, fountains
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2. INTERNAL DESIGN AND LAYOUT

2.1 Mall walk-ways
2.1.1 Layout
2.1.2 Width
2.1.3 Materials
2.1.4 Colours
2.2 Lighting
2.2.1 Artificial
2.2.2 Natural
2.2.3 Layout/ Arrangement
2.3 Seating areas
2.3.1 Number
2.3.2 Layout
2.3.3 Decorations
2.4 Use of themes
2.5 Store front
2.5.1 Signage
2.5.2 Colours
2.6 Decorations
2.6.1 Plants, flowers
2.6.2 Sculptures, water fountains
2.6.3 Seasonal decorations
2.7 Consistency in design styles
2.8 Public information
2.8.1 Signage
2.8.2 Maps, and directories
2.8.3 Information boots
2.8.4 Flyers, advertisement
2.9 Atmosphere
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STANDARD INTERVIEW CHECK LIST.

1. Questions regarding expansions, dates, particular construction, depending on
circumstances.
2. Relationship with tenants, including rents, space leased and importance for:
2.1 Department stores
2.2 Chain store tenants
2.3 Independent retail tenants
2.4 Service oriented tenants
2.5 Public service tenants
2.2 Describe any changes to tenant relationship which have occurred.
2.3 Forecast the future for each category
2.4 New potential tenants?
3. GENERAL DISCUSSION ABOUT THE FUTURE OF REGIONAL SHOPPING
CENTRES WITHIN THE TOTAL RETAIL INDUSTRY.
3.1 Major challenges
3.2 Suggested marketing strategies
4. CONSUMERS.
4.1 Target market
4.2 Is the market changing?, In what way?
4.3 How will the centre adjust to the change?
5. REGIONAL SHOPPING CENTRES IN THE URBAN LANDSCAPE.
5.1 Role within the communities they are located in
5.2 Active participation in urban development process.
A) Public transit
B) Town centres
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TENANT CATEGORIES

TENANT CATEGORIES
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Statistics^Canada's^publication^Standard^Industrial
Classification was used to categorize the shopping centres tenants.
Each of the categories is given a SIC-code which provides different
information about each category. In most cases only the fist two
numbers are mentioned, but if more detailed information is required
three or four numbers are listed. The following list shows the
categories that are used in this study and their SIC codes. In some
cases categories were merged together into a broader category and
given a short name, while in other places categories with same SICcode were split up and given different names. This was done to
create more useful categories for the purpose of this study.
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TENANT CATEGORIES.

TENANT CATEGORY

ABBREVIATION^SIC-CODE^GOODS/NON-GOODS OR
EXCLUSIVE TENANT

Department store
Variety store
Grocery and
Specialty food store
Women's clothing
Men's clothing store
Children's clothing
Unisex clothing
Shoe store
Home furniture, furniture and equiptment store
Miscellaneous store
Cigar & Tobacco store
Eating and drinking
places
Banks
Insurance
Real estate comp.
Personal service
Video outlets and
movie theatres
Amusement services
Medical and dental
services
Travel agencies
Liquor stores, Library
Lotto booth
Beauty and health
care centre
Offices
Shopping centre
services
Vacancies
Uncategorized tenants
Under construction

Dep^6411^G
Var^6412^G
F^6011^G
/CL^6131^G
\CL^6121^G
-CL^6141^G
XCL^61^G
Sh^6111^G
H^ 65^G
M^ 65^G
S^ --^G
Eat^92^G
B^ 70^NG
I^ 73^NG
R^ 75^NG
Ps^97^NG
My^9612^NG
Am^963^NG
D^ 86^NG
T^ 99^NG
P^48/85^NG
Be^97^NG
Of^--^NG
Cs^--^N/A
V^ --^N/A
?^ --^N/A
Uc^--^N/A

SOURCE: STATISTICS CANADA STANDARD INDUSTRIAL CODE REGISTER.
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MAP 1.
THE MAJOR ROAD NETWORKS IN THE GREATER VANCOUVER AREA.
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TRANS-CANADA HIGHWAY
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MAP 2.
THE SIX REGIONAL TOWN CENTRES IN THE GREATER VANCOUVER AREA.
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