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ABSTRACT 

This study examines the s p a t i a l c h a r a c t e r i s t i c s 
of s p e c i a l i z e d (high order) r e t a i l trade w i t h i n Vancouver, 
B.C. Conclusions arrived at are presumed applicable to 
most contemporary North American c i t i e s of a s i m i l a r s i z e 
range. 

L i t e r a t u r e i s examined i n order to s i f t out e x i s t i n g 
generalizations concerning t h i s class of r e t a i l i n g 
a c t i v i t i e s . The most persistent notions i n the l i t e r a t u r e 
suggest: 

( i ) that s p e c i a l i z e d (high order) r e t a i l businesses 
depend upon the infrequent purchases of a large threshold 
population f o r support, i . e . on an i n t r a - c i t y scale such 
businesses are oriented to a city-wide market f o r p o t e n t i a l 
or eventual customers and t h e i r market hinterlands are thus 
presumed to be city-wide, embracing nests of lower order 
hinterlands; 

( i i ) as a r e s u l t , s p e c i a l i z e d , (high order) businesses 
are seen to be located c e n t r a l l y w i t h i n the c i t y since t h i s 
i s seen to be the point maximally accessible from across the 
entire c i t y , and thus the optimum l o c a t i o n f o r businesses 
depending on customers presumed scattered across the whole 
c i t y . 

These ideas are basic to analysis of i n t r a - c i t y 
r e t a i l s p a t i a l organization i n terms of distance minimizing 
theories, such as e c o l o g i c a l theory and c e n t r a l place theory. 

However, close examination of the operating character
i s t i c s of s p e c i a l i z e d r e t a i l businesses questions these 
accepted concepts and t h e i r t h e o r e t i c a l underpinnings. 
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Especially i t i s stressed: 
(i) that specialized (high order) re t a i l i n g tends 

towards monopolistic competition, since merchants attempt 
to attract customers through "product differentiation!' and 
"image projection". It i s argued that this permits 
locational f l e x i b i l i t y , not central fixation for 
specialized (high order) r e t a i l businesses: 

( i i ) the normal background for r e t a i l activity i n 
North Americards a p l u r a l i s t i c socio-economic environment. 
Consequently, r e t a i l stores - especially specialized (high 
order) stores. - are l i k e l y to appeal to socially distinctive 
and areally localized groups for custom. It i s argued that 
this results i n selective and morphologically sectoral (not 
indiscriminantly city-wide) market hinterlands for 
specialized (high order) stores. 

Recognition of these characteristics, and the subsequent 
welding of traditional geographical theories (ecological and 
central place theories) with insights from economic theory 
and sociological theory, enriches traditional geographical 
ideas i n a context where existing ideas had hitherto been 
obscure or misleading. The same recognition also 
emphasizes that such traditional theories best explain the 
geography of low order re t a i l i n g rather than high order 
r e t a i l i n g . 

The argument developed permits certain deductions 
about the locational and hinterland characteristics of 
specialized (high order) r e t a i l businesses to be made, which 
are phrased as hypotheses for test. 

Hypotheses are tested i n Vancouver i n terms of a 
number or stores identified as "high order". 

Hypotheses concerning the locational attributes of 
such stores are tested by interviews with store merchants 
and managers, to establish reasons for the choice of 
particular store locations and to discuss methods of business 
operation. 
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Hypotheses concerning the hinterland characteristics 
of such stores are tested hy the analysis of store hinter
lands using credit record, sales s l i p and questionnaire 
derived-' data. 

This programme of interview and hinterland analysis 
yields a large number of case studies which are analysed i n 
terms of hypotheses outlined. Many of these case studies 
are reported, with examples being chosen to cover a l l 
possible ramifications of the argument and a "spectrum" 
of "orders of good" being discussed i n order to demonstrate 
changes i n the geography of r e t a i l a c t i v i t i e s with changes 
i n the "order of good" variable. Reporting of these case 
studies makes up the bulk of the study, and the evidence 
reported tends to confirm the hypotheses suggested and 
the arguments on which they rest. 

On the basis of the merchant interview programme, i t 
is suggested that analysis of the cultural background and 
behavioural motives of merchants usefully illuminates 
patterns of location of high order r e t a i l businesses, now 
shown to be disparate, not centrally fixed. A verbal 
model i s presented which systematizes the process of in t r a -
city" r e t a i l site selection by business men, and which 
emphasizes this behavioural approach, to analysis of store 
location. 

Further implications of the argument concerning the 
internal structure of the city - especially i n terms of 
the role of the C.B.D. i n the contemporary city - are drawn 
out and made explic i t as the study proceeds. One of these 
suggests that the C.B.D. may have lost i t s accessibility 
monopoly i n the modern city, that centrality may have lost 
i t s value to certain traditionally core located a c t i v i t i e s , 
and that the historic market place i n the centre of the 
city may have been replaced by a t e r r i t o r i a l l y larger area 
of the city (the "inner city market area") which now shares 
the accessibility advantages once enjoyed only byothe C.B.D. 
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CHAPTER I 

THE INTERNAL COMMERCIAL STRUCTURE OP THE CITY AND 
HIGH ORDER ACTIVITIES 

Introduction 
This study seeks to analyse some aspects of the geography 

of r e t a i l trade w i t h i n North American c i t i e s . The subject i s 
obviously w e l l discussed. Numerous studies have provided 
i n t e r l o c k i n g generalizations about the s p a t i a l c h a r a c t e r i s t i c s 
of i n t r a - c i t y r e t a i l a c t i v i t y , and have attempted to define the 
causal bases of the patterns described. The value of t h i s 
study w i l l be judged by the degree to which i t confirms or 
modifies e x i s t i n g generalizations of structure and cause. 

More p a r t i c u l a r l y , t h i s thesis i s concerned with the 
1 

s p a t i a l c h a r a c t e r i s t i c s of so-called "high order a c t i v i t i e s . " 
The study w i l l c r i t i c a l l y examine e x i s t i n g generalizations 
concerning t h i s p a r t i c u l a r set of a c t i v i t i e s , and w i l l suggest 
modifications of some currently accepted concepts. Suggested 
modifications, i f accepted, w i l l carry the i m p l i c a t i o n that 
a fundamental change has occurred i n the s p a t i a l organization 
of r e t a i l a c t i v i t i e s w i t h i n towns, and w i l l involve a 
recasting of some aspects of current urban s p a t i a l theory. 

Studies made from a v a r i e t y of viewpoints have a r r i v e d 
at p e r s i s t e n t l y s i m i l a r conclusions concerning the r e l a t i o n s h i p s 

The terminology i s from c e n t r a l place theory. 
E s s e n t i a l l y , high order a c t i v i t i e s are s p e c i a l i s e d r e t a i l 
and service businesses supplying goods and services 
infrequently demanded by households. In the case of r e t a i l 
services, with which t h i s study i s mainly concerned, high 
order a c t i v i t i e s are t y p i c a l l y represented by commodity 
sp e c i a l i s e d establishments. Elaboration and examples follow. 
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of h i g h o r d e r a c t i v i t i e s w i t h t h e i r market h i n t e r l a n d and 
the l o c a t i o n a l c h a r a c t e r i s t i c s of h i g h o r d e r a c t i v i t i e s 
w i t h i n the c i t y . C o n c l u s i o n s d e r i v e d from e m p i r i c a l 
examination of i n t r a - c i t y r e t a i l s t r u c t u r e , from d e d u c t i v e 
f o r m u l a t i o n s c o n c e r n i n g the f u n c t i o n and s p a c i n g o f s e r v i c e 
c e n t r e s w i t h i n towns, and from e m p i r i c a l t e s t i n g of 
t h e o r e t i c a l c o n s t r u c t s are e s s e n t i a l l y c o m p a t i b l e . 

B r i e f l y , e x i s t i n g s t u d i e s suggest t h a t : 
( i ) High o r d e r a c t i v i t i e s depend upon the whole 

c i t y p o p u l a t i o n as a p o t e n t i a l or e v e n t u a l market f o r the 
goods or s e r v i c e s they p r o v i d e , i . e . the market r e l a t i o n 
s h i p s o f such a c t i v i t i e s are w i t h the e n t i r e m e t r o p o l i t a n 
a r e a r a t h e r than w i t h any p a r t o f i t . 

( i i ) As a consequence, h i g h o r d e r a c t i v i t i e s are 
t y p i c a l l y l o c a t e d c e n t r a l l y w i t h i n the m e t r o p o l i t a n a r e a 
( i . e . i n the C.B.D.), s i n c e t h i s i s the p o i n t u n i q u e l y 
a c c e s s i b l e to the e n t i r e m e t r o p o l i t a n market a r e a upon which 
these a c t i v i t i e s depend. 

( i i i ) Moreover, these i d e a s are i n t e g r a l to contem
p o r a r y t h e o r i e s of urban s p a t i a l s t r u c t u r e , e s p e c i a l l y 
e c o l o g i c a l t h e o r y and c e n t r a l p l a c e t h e o r y , and they s i g n i f 
i c a n t l y i n f l u e n c e p r e d i c t i o n s of f u t u r e p a t t e r n s of r e t a i l 
l a n d use. Thus they are not e s o t e r i c , r a t h e r they are near 
the nub of many a t t i t u d e s about urban s p a t i a l o r g a n i z a t i o n . 

There a r e , however, grounds f o r d i s s a t i s f a c t i o n w i t h 
these c o n c l u s i o n s , and the t h e o r e t i c a l n o t i o n s on which they 
r e s t . D i s s a t i s f a c t i o n i s best expressed as a s e r i e s o f 
hypotheses s e t t i n g out p o i n t s of d i f f e r e n c e and a l t e r n a t i v e 
i n t e r p r e t a t i o n s . Hypotheses can t h e n be e m p i r i c a l l y t e s t e d 
and e x i s t i n g c o n c l u s i o n s and t h e o r y m o d i f i e d i n the l i g h t 
o f the r e s u l t s o b t a i n e d . 

However, b e f o r e such hypotheses can be f o r m u l a t e d , 
the s t a t u s o f a v a i l a b l e r e s e a r c h c o n c e r n i n g the geography 
o f i n t r a - c i t y h i g h o r d e r a c t i v i t i e s must be more t h o r o u g h l y 
d i s c u s s e d . To t h i s end, the remainder o f t h i s c h a p t e r 
p r e s e n t s a review of l i t e r a t u r e b e a r i n g on the problem of 
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the market r e l a t i o n s h i p s and l o c a t i o n c h a r a c t e r i s t i c s of 
high order a c t i v i t i e s w i t h i n c i t i e s . Following t h i s review 
and a r i s i n g out of i t , differences and a l t e r n a t i v e - i n t e r 
pretations can appropriately be s p e c i f i e d . 

Approaches to Analysis of the Geography of R e t a i l Trade. 
High order a c t i v i t i e s have never been i s o l a t e d as a 

class and subjected to analysis by urban geographers. 
T y p i c a l l y , the c h a r a c t e r i s t i c s of high order a c t i v i t i e s have 
been most thoroughly described i n those studies which have 
viewed i n t r a - c i t y r e t a i l structure i n terms of an h i e r 
a r c h i c a l l y organized system of service centres. High order 
a c t i v i t i e s are then seen as an i n t e g r a l part of t h i s system, 
occupying t y p i c a l locations and having t y p i c a l market 
r e l a t i o n s h i p s . In addition, studies of the ce n t r a l business 
d i s t r i c t s of c i t i e s have provided opinions about the s p a t i a l 
c h a r a c t e r i s t i c s of high order a c t i v i t i e s , since the C.B.D. 
i s seen as the t y p i c a l locus of such a c t i v i t i e s . Most of 
the material reviewed here, i n f a c t , has as a more d i r e c t 
concern the problem of the i n t r a - c i t y service hierarchy, or 
i s focussed on C.B.D. c h a r a c t e r i s t i c s ; discussion of the 
s p a t i a l features of high order a c t i v i t i e s tends to be 
oblique or parenthetic. 

A complete r e c a p i t u l a t i o n of a l l relevant l i t e r a t u r e 
i s not attempted here. What are f e l t to be d e f i n i t i v e works 
representative of d i f f e r e n t approaches to the problems are 
discussed. The review i s organized i n roughly the 
chronological sequence i n which, the papers appeared, but 
tr e a t i n g the various papers of each author together. The 
review covers the works of Proudfoot, R a t c l i f f , Carol, 
Vance, Berry, and Curry. 

Proudfoot - an Empirical Approach. An early 
2 

statement by Proudfoot recognizes a system of business 

Proudfoot, M. "City R e t a i l Structure,? Economic  
Geography. Vol. X I I I (October, 1 9 3 7 ) , p. 425. 
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centres as a major r e g u l a r i t y i n the s p a t i a l organization 
of i n t r a - c i t y r e t a i l trade. Proudfoot's statement i s 
e s s e n t i a l l y a d e s c r i p t i v e g e n e r a l i z a t i o n , based on empirical 
study of the morphology of service centres and on census 
of business data f o r several North American c i t i e s . He 
recognizes the existence of classes of business centres, 
s i m i l a r centres having a d i s t i n c t i v e business mix and a 
d i s t i n c t i v e customer trade area. The main elements i n t h i s 
system are the C.B.D. of the c i t y (which i s unique) and 
sets of "outlying business centres," " p r i n c i p l e business 
thoroughfares," "neighbourhood business s t r e e t s , " and 
"neighbourhood store c l u s t e r s . " Each of these types has 
i t s t y p i c a l store mix and hinterland c h a r a c t e r i s t i c s . 
Thus the C.B.D. i s seen as "the r e t a i l heart" of the c i t y , 
i t s store mix consisting of shopping goods stores such as 
department stores, f u r n i t u r e stores, apparel stores, and 
jewellery stores. The C.B.D. trade area i s seen to be c i t y 
wide, i . e . i t draws customers "from a l l parts of the c i t y . " 
This point i s re-emphasized i n a subsequent statement which 
also hints at an explanation as to why t h i s part of the 
c i t y has the p a r t i c u l a r c h a r a c t e r i s t i c s described. "C.B.D. 
stores serve a su b s t a n t i a l proportion of the commodity 
wants of every c i t y family, and are located at that f o c a l 
area, of i n t r a - c i t y transportation c o l l e c t i v e l y accessible 

This dichotomous d i s t i n c t i o n between establishments 
occurring i n centres and establishments occurring along 
streets has persisted i n the l i t e r a t u r e . The early 
e s s e n t i a l l y morphological d i s t i n c t i o n has been c l a r i f i e d 
to reveal the fu n c t i o n a l differences involved (see 
Berry, B. "Ribbon Development i n the Urban Business Pattern," 
Annals of the Association of American Geographers. 
Vol. XLIX (1959), p.145. Recently attempts have been 
made to resolve the dichotomy by viewing establishments 
i n both kinds of l o c a t i o n as responses to recurrent 
demands which occur i n d i f f e r e n t dimensions (see Bunge, ¥. 
Theoretical Geography. Lund Studies i n Geography, Ser. C. 
General and Mathematical Geography No. 1, (Gleerup, 1962), 
p. 154. 
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to the entire c i t y . " 
Proudfoot's analysis indicated many of the basic 

s t r u c t u r a l and fun c t i o n a l elements of i n t r a - c i t y r e t a i l 
a c t i v i t y that l a t e r studies confirmed. I t anticipated 
analysis of c i t y structure i n terms of central place l o g i c 
i n i t s emphasis on sets of service centres having t y p i c a l 
c h a r a c t e r i s t i c s of store mix and market hinterland. How
ever, Proudfoot only implied an explanation f o r the structure 
he has observed. His gross d i s t i n c t i o n between convenience 
goods and shopping goods only h i n t s at that q u a l i t a t i v e 
difference i n the frequency of demand that i s t he key to a 
more complete understanding of the arrangement of service 
centres w i t h i n towns. A r t i c u l a t i o n of t h i s key concept 
awaited the contr i b u t i o n of ce n t r a l place t h e o r i s t s to the 
debate. 

In Proudfoot's study our p a r t i c u l a r i n t e r e s t - high 
order a c t i v i t i e s - are included w i t h i n the category 
"shopping goods." Their c h a r a c t e r i s t i c l o c a t i o n i s thus 
the C.B.D. of the c i t y and t h e i r market r e l a t i o n s h i p s are 
with the c i t y as a whole. The l a t t e r feature i s , i n f a c t , 
the basis f o r the former. The C.B.D. i s seen as the place 
uniquely accessible to the ent i r e c i t y population and thus 
the only possible l o c a t i o n for those a c t i v i t i e s whose 
market hinterlands are c i t y wide. However, some shopping 
goods establishments are located i n outlying business 
centres, these serving more r e s t r i c t e d and l o c a l i z e d trade 
areas. Proudfoot did not make clear whether these outlying 
shopping goods stores would be equally or l e s s " s p e c i a l i z e d " 

Proudfoot, M. op_. c i t . p. 428. I t can be noted that 
here Proudfoot c a t e g o r i c a l l y applies the c h a r a c t e r i s t i c s of 
a c i t y wide market r e l a t i o n s h i p to i n d i v i d u a l downtown 
stores. Other wr i t e r s tend to append t h i s statement to the 
C.B.D. as a whole, leaving unclear the market r e l a t i o n s h i p s 
of i n d i v i d u a l stores, but leaving the i m p l i c a t i o n that these 
parts share the c h a r a c t e r i s t i c s imputed to the whole area. 
In t h i s study, we s h a l l examine t h i s contention, and question 
i t . 
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than downtown stores, i . e . of the same or lower order. 
Thus Proudfoot 1s analysis outlined the general 

s p a t i a l c h a r a c t e r i s t i c s of high order a c t i v i t i e s , (the c i t y 
c e n t r al l o c a t i o n and the c i t y wide trade area). Subsequent 
discussion c l a r i f i e d these conclusions, applied them more 
c a t e g o r i c a l l y to sp e c i a l i z e d a c t i v i t i e s and brought them 
wi t h i n a. coherent t h e o r e t i c a l framework. 

R a t c l i f f - an Ec o l o g i c a l Approach. Two analyses of 
urban r e t a i l structure by R a t c l i f f can be noted. Both are 
founded upon and structured by ec o l o g i c a l concepts. 
E s s e n t i a l l y , e c o l o g i c a l theory suggests that space i s basic
a l l y an impediment to movement and that the arrangement of 
c i t y a c t i v i t i e s r e f l e c t s rent competition among businesses 
f o r s t r a t e g i c l o c a t i o n s , i . e . for locations which minimize 
costs of movement f a l l i n g on urban a c t i v i t i e s or on users 
of such a c t i v i t i e s . On the basis of t h i s l o g i c , R a t c l i f f i s 
able to b u i l d a systematic body of theory to explain 
c h a r a c t e r i s t i c s of i n t r a - c i t y r e t a i l organization and wi t h i n 
t h i s , to account f o r the s p a t i a l c h a r a c t e r i s t i c s of 
spec i a l i z e d r e t a i l trade. At the same time, R a t c l i f f provides 
many em p i r i c a l l y derived generalizations of r e t a i l structure 
i n h i s studies. 

The f i r s t study was published i n 1949. Here, 
R a t c l i f f confirms the broad s t r u c t u r a l outlines sketched 
by Proudfoot, i . e . nucleated business centres and ribbon 
elements, each having d i s t i n c t i v e f u n c t i o n a l c h a r a c t e r i s t i c s , 

^Vance comments that Proudfoot*s d e s c r i p t i o n of the 
stores found i n outlying business centres "reads l i k e an 
inventory of the core, except for the matter of s p e c i a l i t y  
shops." Vance, J . "Commercial Structure i n American C i t i e s , " 
i n K. Norborg, ed. IGU Symposium i n Urban Geography, Lund  
1960, (Gleerup, Lund, 1962), p. 490. (My i t a l i c s ) . Here 
the i m p l i c a t i o n i s that high order a c t i v i t i e s ^ s p e c i a l i t y 
shops") are to be found e x c l u s i v e l y i n the C.B.D. 

R a t c l i f f , R. Urban Land Economics, (McGraw-Hill, 
New York, 1949), p. 386-397. 
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and f i l l s out Proudfoot's ideas with measured examples. 
R a t c l i f f s examination of downtown i n t h i s study i s 

p a r t i c u l a r l y relevant to our s p e c i a l i n t e r e s t , high order 
a c t i v i t i e s . 

The c h a r a c t e r i s t i c feature of the C.B.D. i s seen as 
i t s unique a c c e s s i b i l i t y . I t i s "the centre of the c i t y i n 
terms of being most convenient to the greatest number of 

7 

people," i . e . i t i s "the area that by v i r t u e of the 
ecolo g i c a l organization of the c i t y and the convergence of 
transportation l i n e s i s most accessible to the greatest 

Q 

number of consumers." As a r e s u l t of t h i s property, the 
C.B.D. has a t y p i c a l array of r e t a i l establishments, 

Q 
including those which we would c a l l high order goods. J This 
i s the c l a s s i c e c o l o g i c a l analysis of the geography of 
spe c i a l i z e d r e t a i l trade, and also the basic e c o l o g i c a l 
explanation f o r the functional s p e c i a l i z a t i o n of the C.B.D. 
i t s e l f . 

R a t c l i f f points out that i n l a r g e r c i t i e s , the C.B.D. 
may contain d i s t i n c t i v e r e t a i l sub-areas. Thus, " l e s s e r " 
r e t a i l uses such as pawn shops, pool h a l l s , burlesque 
houses occur i n slum areas, and s p e c i a l i t y shops, food 
stores and restaurants occur i n the d i r e c t i o n of the better 
r e s i d e n t i a l areas. This observation owes an acknowledged 
debt to Hoyt's sector theory of urban development. However, 
R a t c l i f f did not go on to investigate the trade area 
r e l a t i o n s h i p s of these sub-areas of the C.B.D. nor of the 
business types they contain. Though l i k e many other 
urbanists, R a t c l i f f recognized a segregated pattern of 
r e t a i l land use downtown, he leaves the i m p l i c a t i o n that 
a l l downtown shopping goods stores have a s i m i l a r c i t y wide 
trade hinterland. In other words, the segregated land use 
pattern described i s not seen to be associated with 
d i s t i n c t i v e and d i f f e r e n t market r e l a t i o n s h i p s between 
I b i d . , p. 387 I b i d . , p. 2§7. 5 I b i d . , p. 387 
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p a r t i c u l a r sub-areas of the C.B.D. and p a r t i c u l a r parts 
of the c i t y . In fact,~ the precise trade hinterlands of 
sub-areas of the C.B.D. s t i l l have to be investigated; 
t h i s thesis w i l l attempt such an i n v e s t i g a t i o n f o r down
town high order a c t i v i t i e s . 

R a t c l i f f returns to the theme of the l o c a t i o n of 
10 

intra-urban r e t a i l a c t i v i t y i n a l a t e r study. This study 
has a more rig o r o u s l y a r t i c u l a t e d e c o l o g i c a l t h e o r e t i c a l 

11 

basis and draws on the work of Haig. 
R a t c l i f f s discussion of the role of the core area 

of the c i t y i s again relevant to our i n t e r e s t . The core i s 
seen t y p i c a l l y as a "market place," i . e . as a centre of 
r e t a i l and service a c t i v i t y . The basis for t h i s f u n c t i o n a l 
s p e c i a l i z a t i o n l i e s i n the " c e n t r a l i t y " of the core. This 
concept again stresses that "the centre i s the place most 

12 

convenient to the greatest number of customers." As a 
r e s u l t , c e n t r a l area businesses are of d i s t i n c t i v e types, 
t y p i c a l l y those businesses that depend upon drawing t h e i r 
customers from across the entire c i t y area. The best 
example i s the department store "which serves the entire 

13 
community and the hinterland f o r miles about." R a t c l i f f 
uses Haig's terminology to explain that a central l o c a t i o n 
minimizes transportation costs f a l l i n g on cen t r a l a c t i v i t i e s 
and on the users of central f a c i l i t i e s , and i s thus the 
optimum l o c a t i o n f o r such metropolitan oriented businesses. 
This i s the essence of the eco l o g i c a l viewpoint.-

Other downtown businesses are described as conven
ience stores catering to customers i n adjacent r e s i d e n t i a l 
areas and to the daytime population of the C.B.D. However, u R a t c l i f f , R. "Dynamics of E f f i c i e n c y i n the 
Locational D i s t r i b u t i o n of Urban A c t i v i t i e s , " i n Fisher, R. 
ed. Metropolis and Modern L i f e , (New York Doubleday & Co., 
1955), p. 125. 

11 
Haig, R.M. Major Economic Factors i n Metropolitan  

Growth and Arrangement. (New York, The Regional Plan of New 
York and Environs, 1928). 

12o_p_. c i t . p. 138 1 3o£. c i t . p. 138. 
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R a t c l i f f hypothesizes that as the metropolitan area grows 
i n population, "businesses which most successfully exploit 
the whole of the expanding city trade area tend to displace 
from the C.B.D. those businesses with more limited "patronage 
zones," This former set of a c t i v i t i e s "feeding off the 
entire community"^ comprises specialized shopping goods 
businesses and we add, would include our high order a c t i v i t i e s . 

R a t c l i f f makes an interesting comment with regard to 
the location characteristics of new r e t a i l businesses 
setting up within the city. Many high order a c t i v i t i e s 
w i l l f a l l into the category of "new"businesses since they 
are those specialized businesses that can only appear when 
the city reaches certain levels of population and income. 
Newly appearing businesses then are often high order 
businesses, and the question of where such businesses w i l l 
locate i s a relevant one. R a t c l i f f suggests that new 

15 
r e t a i l businesses w i l l locate i n the C.B.D. J The rationale 
behind this i s familiar. New a c t i v i t i e s must, at f i r s t , 
"draw upon the entire community for their clientele (and) 
find a central location essential i n minimizing transport 
costs" (i.e. the transport costs that f a l l upon potential 
customers.) 

This opinion as to the i n i t i a l locus and market 
hinterland of newly appearing a c t i v i t i e s i s , we shall see, 
repeated by later writers. But li k e other generalizations 
concerning high order a c t i v i t i e s i t may be inadequate. 
Later discussion w i l l reformulate the generalization as a 
hypothesis for test. 

R a t c l i f f s studies then, confirm the broad elements 
of city r e t a i l structure outlined by Proudfoot. R a t c l i f f 
also agrees that high order a c t i v i t i e s (included i n the 
category of shopping goods) typically are located i n the 
C.B.D. of the city and when located there have a community 
wide customer hinterland. This i s rationalized i n terms of 

op. c i t . p. 144 op. c i t . p. 140 
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Haig's e c o l o g i c a l l y i n s p i r e d theory of minimizing the cost 
of transportation to shoppers spread throughout the c i t y 
area. F i n a l l y , R a t c l i f f introduces the idea that newly 
appearing businesses (we add, l i k e l y to be high order 
a c t i v i t i e s ) locate c e n t r a l l y f o r e s s e n t i a l l y the same 
reasons. 

Carol - Approach through Central Place Theory. A 
study by Hans Carol'' discusses i n t r a - c i t y service a c t i v i t y 
i n l i g h t of c e n t r a l place theory. Central place theory 
based upon the generative work of C h r i s t a l l e r i s e s s e n t i a l l y 
a deductive scheme which seeks to explain the siz e and 
spacing of urban centres. I t developed separately from 
analysis of service a c t i v i t y on an i n t r a - c i t y scale, and 
Carol's study i s , he claims, "the f i r s t attempt to use the 
c e n t r a l place concept f o r analyzing the pattern of c e n t r a l 

17 
functions w i t h i n the c i t y . " In f a c t , Losch had e a r l i e r 
suggested a s i m i l a r i t y between r e t a i l structure w i t h i n 
towns and economic landscapes, but provided no empirical 
evidence. 

Put simply, the deductions of c e n t r a l place theory 
lead to a model of the s p a t i a l organization of service 
a c t i v i t y . The basic features of the model include classes 
of service centres which a r i s e i n order to supply goods 
and services to surrounding market areas. Each class of 
centres has a d i s t i n c t i v e set of service functions and a 
d i s t i n c t i v e trade hinterland; classes are arranged i n a 
h i e r a r c h i c a l system, such that higher ranking centres are 
fewer i n number and more widely spaced than lower ranking 

1 6 
Carol, H. "The Hierarchy of Central Functions 

w i t h i n the C i t y , " Annals of the American Association of  
Geographers, Vol. L (196077 p. 419. 

1 7 I b i d . . p. 419. 
1 8 

Losch, A. The Economics of Location, t r . Woglon 
and Stolper, (New Haven Yale University Press, 1954), p. 440. 



1 1 . 

centres. Higher centres include a l l the functions of lower 
ranking centres plus extra d i s t i n c t i v e functions; lower 
centres have more r e s t r i c t e d trade hinterlands and nest 
wit h i n the trade areas of higher ranking centres. The causal 
basis for t h i s h i e r a r c h i c a l system l i e s i n the frequency 
with which goods are demanded by the population of the region. 
Frequently demanded goods w i l l be d i s t r i b u t e d through 
r e l a t i v e l y ubiquitous low ranking centres, Less frequently 
demanded goods req u i r i n g more people to support each d i s 
t r i b u t i v e outlet (the "threshold" concept) w i l l be d i s t r i b u t e d 
from fewer, more widely spaced high ranking centres. In 
such, a system, high order establishments providing the most 
spe c i a l i z e d services and needing a large population to 
generate a sustaining demand, would be located i n the highest 
ranking centre, that being c e n t r a l l y placed with respect to 
the entire population of the region. 

These elements, predicted by c e n t r a l place theory, 
have been e m p i r i c a l l y v e r i f i e d on an inter-urban scale i n 

1 9 
a v a r i e t y of c u l t u r a l contexts. 7 Carol attempts the 
v e r i f i c a t i o n on an intra-urban scale. However, hi s study 
i s an empirical t e s t i n g of e x i s t i n g c e n t r a l place concepts 
i n an i n t r a - c i t y context rather than an attempt to redefine 
the model f o r t h i s new s i t u a t i o n . 

Carol's f i e l d work was c a r r i e d out i n Zurich, 
Switzerland. Thus there i s a contrast between t h i s regional 
s e t t i n g and the settings of other studies considered here, 

-'e.g. Bracey, H.E. "Towns as Rural Service Centres," 
I n s t i t u t e of B r i t i s h . Geographers. Vol. XIX, ( 1 9 5 3 ) , p. 9 5 . 

Brush, J.E. "Hierarchy of Central Places i n 
Southwest Wisconsin," Geographical Review, Vol. X L I I I , 
(1953), p. 380. 

Mayfield, R. "Confirmations of Service and 
R e t a i l A c t i v i t i e s , " i n Norborg, K. ed. IGU Symposium i n  
Urban Geography, Lund 1960, (Gleerup, Lund, 1962), p. 77. 
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p a r t i c u l a r l y i n terms of customer m o b i l i t y . But despite 
the c u l t u r a l contrast involved, a broad s i m i l a r i t y i n c i t y 
service structure between Europe and North. America i s 
deducible from Carol's study, and Carol himself stresses 
these s i m i l a r i t i e s . 

Carol b r i e f l y describes the basis of the ce n t r a l 
place system. His argument can be repeated, and i s seen to 
be not s i g n i f i c a n t l y d i f f e r e n t from the summary given above. 

"The more commonly used are central services, 
the closer i s t h e i r spacing, the more r a r e l y used 
they are, the greater i s the number of people 
necessary to support them and the wider i s t h e i r 
spacing. The difference i n demand for ce n t r a l 
services between the more general and the more 
spe c i a l i z e d needs creates a hierarchy of c e n t r a l 
services."20 

Note that here, the simple d i s t i n c t i o n between con
venience goods and shopping goods, seenearlier as the basis 
f o r the s p a t i a l s t r u c t u r i n g of r e t a i l service centres, i s 
replaced by the concept of anh hierarchy of recurring demands, 
ranging from most frequently demanded (low order) goods to 
infrequently demanded (high order) goods. These demands 
are then seen to support corresponding orders of service 
centre. This i s a r e a l advance over previously e x i s t i n g , 
rather s i m p l i s t i c notions. 

In Zurich, the postulated hierarchy finds expression 
as a series of service centres, ranging from the l o c a l 
business d i s t r i c t through neighbourhood and regional d i s 
t r i c t s to the ce n t r a l business d i s t r i c t . Carol inventories 
the range of business functions represented i n each class 
of centre, and measures the trade areas of " t y p i c a l " 
businesses i n each centre. 

In terms of the functions they contain, high ranking 
centres, as expected, show the widest range of goods and 
services. We note p a r t i c u l a r l y that high order a c t i v i t i e s 

op. c i t . , p. 420. 
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are found only i n the C.B.D. i t s e l f . As Carol puts i t , 
"a r e a l l y exclusive choice i s offered only by the shops 

these s p e c i a l i z e d c e n t r a l a c t i v i t i e s are quoted and include 
expensive jewellery stores, medical s p e c i a l i s t s and 
spe c i a l banking f a c i l i t i e s . ) 

The trade areas associated with each type of centre 
are also described. Establishments outside the C.B.D. have 
e s s e n t i a l l y regional trade hinterlands, i . e . they serve 
those parts of the c i t y adjacent to them. C.B.D. stores, 
however, have "the whole of Zurich and Eastern Switzerland 

22 
included i n t h e i r service area." 

Carol also notes that many downtown stores cater to 
the transient t o u r i s t t r a f f i c , and although he does not pur
sue t h i s point, i t i s an important one. The nature of the 
re l a t i o n s h i p between c e n t r a l l y located s p e c i a l i t y stores and 
out - o f - c i t y t o u r i s t trade perhaps needs to be more e x p l i c i t l y 
analysed, and t h i s i s a point for future i n v e s t i g a t i o n i n 
our own study. 

In the course of h i s wider i n v e s t i g a t i o n , Carol 
analyses the fu n c t i o n a l c h a r a c t e r i s t i c s of the cen t r a l area 
of the c i t y i n some d e t a i l . This analysis i s of i n t e r e s t 
to us. 

The c i t y core i s seen as "the l o c a t i o n of a l l kinds 
of central services which supply the c i t y as a whole rather 

23 
than any section of the c i t y . " ^ I t possesses t h i s 
d i s t i n c t i o n since "no other l o c a t i o n i s as e a s i l y accessible 
f o r a l l inhabitants of the i n t e r n a l and external service 
a r e a . " ^ Typical of these core a c t i v i t i e s which "serve the 
whole c i t y " are sp e c i a l i z e d stores, department stores, 
medical s p e c i a l i s t s , cinemas with s p e c i a l i z e d programmes, 
c e r t a i n restaurants, theatres, and opera houses. 

i n the C.B.D. i n the heart of the c i t y . 21 (Examples of 

21 op. c i t . p. 424 22 op. c i t . p. 425 
23 op. c i t . p. 430 24 op. c i t . p. 430 
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C a r o l i s more c a t e g o r i c a l than p r e v i o u s w r i t e r s 
about h i g h o r d e r a c t i v i t i e s . Thus he says t h a t "the C.B.D. 
i s c h a r a c t e r i z e d by a c o n c e n t r a t i o n o f h i g h e r c e n t r a l 
f u n c t i o n s " and " c e n t r a l f u n c t i o n s of a h i g h e r o r d e r have 

25 
the s t r o n g e s t c e n t r a l tendency," s i n c e these f u n c t i o n s 
above a l l o t h e r s a re o r i e n t e d to the whole c i t y as a 
market a r e a . 

By way of q u a l i f i c a t i o n , C a r o l s t a t e s t h a t some h i g h 
o r d e r a c t i v i t i e s which are non-commercial or space con
suming are l o c a t e d o u t s i d e the c o r e , e.g. s p e c i a l h o s p i t a l s 
and s c h o o l s . 

I n a d d i t i o n , C a r o l observes w i t h R a t c l i f f , and f o r 
much the same reasons as the American author, t h a t the 
core i s an a t t r a c t i v e and l i k e l y l o c a t i o n f o r new b u s i n e s s e s 
(which we have a l r e a d y s a i d a re o f t e n l i k e l y t o be h i g h 
o r d e r a c t i v i t i e s . ) 

To summarize, C a r o l demonstrates t h a t the main 
elements of the c e n t r a l p l a c e model are r e p r e s e n t e d w i t h i n 
the c i t y . These elements ( b a s i c a l l y c l a s s e s o f c e n t r e s 
each h a v i n g d i s t i n c t i v e f u n c t i o n s and h i n t e r l a n d s ) , have 
a f f i n i t i e s w i t h the p a t t e r n s observed by P r o u d f o o t and 
R a t c l i f f . But C a r o l c l a r i f i e s the c a u s a l b a s i s of the 
system and i l l u m i n a t e s the r e l a t i o n s h i p s between c e n t r e s 
by means of the concept of an h i e r a r c h y o f r e c u r r i n g demands. 
W i t h i n t h i s system, he agrees t h a t h i g h o r d e r a c t i v i t i e s 
are c e n t r a l l y l o c a t e d and e x h i b i t the c i t y wide t r a d e 
h i n t e r l a n d t y p i c a l o f core a c t i v i t i e s , and t h i s c o n c l u s i o n 
i s now endorsed by the l o g i c and i n f l u e n c e o f c e n t r a l 
p l a c e t h e o r y . He a l s o agrees t h a t new h i g h o r d e r f u n c t i o n s 
w i l l be l i k e l y t o l o c a t e i n i t i a l l y i n the C.B.D. of the 
c i t y . 

Vance - a Developmental and P r e d i c t i v e Study. A 
study o f the commercial s t r u c t u r e of the North American 

op. c i t . , p. 431. 
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26 c i t y was made by Vance. The study i s i n t e r e s t i n g since 
i t analyses r e t a i l a c t i v i t i e s i n l i g h t of important changes 
i n customer mo b i l i t y and r e t a i l i n g techniques. I t i s thus 
an attempt to analyse the contemporary c i t y , recognizing 
that fundamental changes may havseeoccurred since the early 
studies of Proudfoot et a l . 

Vance suggests that, the commercial structure of the 
American c i t y has evolved through at l e a s t three d i s t i n c t 
but overlapping stages. We can summarize h i s argument, 
paying p a r t i c u l a r a t t e n t i o n to h i s comments on high order 
a c t i v i t i e s . 

I n i t i a l l y , he suggests, almost a l l r e t a i l a c t i v i t y , 
i n cluding s p e c i a l i t y stores and mass appeal stores, were 
located c e n t r a l l y w i t h i n the c i t y "where the l a r g e s t 

27 
possible market f o r any good would have i t s centre." ' 
Then, a f t e r the 1890's with the i n t r o d u c t i o n of street 
railways, outlying business centres grew up around i n t e r 
sections of the mass t r a n s i t l i n e s . F unctionally, these 
centres included mass appeal stores (variety stores and mass 
appeal apparel stores) which could now bring t h e i r widely 
demanded goods closer to the consuming p u b l i c . But Vance 
adds, "what could not be decentralized was trading i n 
s p e c i a l i t i e s which continued to need the uniqueness of 
l o c a t i o n to tap the entire metropolitan market, and that 

28 
only the core provided." This second stage i s e s s e n t i a l l y 
the pattern of r e t a i l a c t i v i t y described by Proudfoot 
and R a t c l i f f , and i n i t high order a c t i v i t i e s are f i r m l y 
assigned to a c e n t r a l l o c a t i o n . 26 

Vance, J. "Emerging Patterns of Commercial Structure 
i n American C i t i e s , " i n Norborg, K. ed. IGW Symposium i n 
Urban Geography. Lund 1960. (Lund, Gleerup, 1962), p. 485. 

2 7 I b i d . . p. 489 2 8 I b i d . . p. 490. 
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However, Vance suggests that during the 1930's, 
another basic change came about. At the root of t h i s 
change was increasing customer mobility and the standard
i z a t i o n of market demands. These made possible the r i s e of 
planned shopping centres, which usurped some functions of 
downtown and eventually brought about a new pattern of 
r e t a i l s p a t i a l organization. Vance sees the new planned 
shopping centre as a supplier of mainly mass appeal goods 
to an adjacent hinterland. P r o l i f e r a t i o n of planned 
shopping centres leads, i n e f f e c t , to a, sub-division of 
the metropolitan market area into a series of regional 
market areas f o r mass appeal goods, each area focussed on 
a planned shopping centre. The boundaries of these regional 
trade areas are defined by s p a t i a l competition. This i s 
seen as a new pattern of c i t y r e t a i l organization and i s 
ca l l e d a "new equilibrium" s i t u a t i o n . I t means that f o r 
mass appeal goods, the former market hinterland of the C.B.D. 
has been divided up by s p a t i a l competition among-competing 
regional shopping centres and the C.B.D. now supplies such 
goods only to the inner c i t y . J Por these goods, the C.B.D. 
i s now only " f i r s t among equals." 

However, Vance suggests that l i m i t e d appeal goods 
d i s t r i b u t e d through s p e c i a l i z e d outlets (these include our 
"high order" goods) have not shared i n t h i s readjustment. 
These a c t i v i t i e s remain i n cen t r a l locations since the 
centre i s unique i n the metropolitan region i n terms of 
a c c e s s i b i l i t y to the c i t y as a whole, and for these act
i v i t i e s "any other l o c a t i o n would most probably produce no 
p r o f i t . " 5 0 

This applies a more fundamental r o l e to the planned 
shopping centre than other writ e r s have admitted. Others 
have seen tte planned centre as b a s i c a l l y a technical and 
a r c h i t e c t u r a l innovation with s l i g h t s p a t i a l consequences, 
f u n c t i o n a l l y r i v a l l i n g l o c a l unplanned centres rather than 
usurping C.B.D. functions. 

I b i d . , p. 498. 
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Vance summarizes t h i s o r i g i n a l argument as follows: 
"the c e n t r a l business d i s t r i c t i s changing from mass 
s e l l i n g to s p e c i a l i z a t i o n .... i t * s importance today f or 
the metropolis as a whole, i s that of a s p e c i a l i t y area,"^ 
and "the emerging pattern of commercial geography i n the 
U.S.A. i s the separation of mass s e l l i n g from s p e c i a l i t y 
s e l l i n g with the removal of the former from the C.B.D. save 
fo r that part which serves the l o c a l population w i t h i n the 

32 
central c i t y . M > Prom t h i s , he suggests that "the C.B.D. 
has become the mass s e l l e r to the inner part of the metro
p o l i s , the s p e c i a l i t y s e l l e r to the c i t y ; the regional 
integrated shopping centre has become the mass s e l l e r to 
the i n d i v i d u a l suburb alone with na other important 
f u n c t i o n s . " 5 5 

In the contemporary c i t y then, a fundamental rearrange
ment of r e t a i l a c t i v i t i e s ' h a s occurred. But according to 
Vance, high order a c t i v i t i e s s t i l l t y p i c a l l y occupy a down
town l o c a t i o n , since the C.B.D. maintains i t s unique 
property of c i t y wide a c c e s s i b i l i t y , and these a c t i v i t i e s 
depend upon a c c e s s i b i l i t y to widely d i s t r i b u t e d customers. 

To c l a r i f y the l o c a t i o n a l c h a r a c t e r i s t i c s of service 
a c t i v i t i e s , Vance also replaces the old dichotomy of 
shopping goods-convenience goods with the idea of a continuum 
of "commodity s p e c i a l i z a t i o n . " A c t i v i t i e s can be ranked 
i n terms of t h e i r place on t h i s continuum and t h i s 
summarizes t h e i r trade area and l o c a t i o n a l c h a r a c t e r i s t i c s . 
In these terms, high order, s p e c i a l i s e d establishments 
are those that carry a narrow range of merchandise - f o r 
example, the "Steuben Glass Shop." Increasing commodity 
s p e c i a l i z a t i o n implies dependence on a wide trade h i n t e r 
land, and increasing l o c a t i o n a l s p e c i a l i z a t i o n i n high 
ranking centres, i . e . the C.B.D.'s of large c i t i e s . 

5 1 I b i d . , p. 497 5 2 I b i d . , p. 517 5 5 I b i d . . p. 518 
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There i s a d i s t i n c t i o n to he made, however, between 
commodity s p e c i a l i z e d mass appeal establishments which 
have l i m i t e d trade areas (e.g. a butcher's shop) and 
commodity s p e c i a l i z e d l i m i t e d appeal outlets which have 
wide trade areas (e.g. Steuben Glass Shop). I t i s the 
l a t t e r (which we would regard as high order a c t i v i t i e s ) 
that show the greatest degree of l o c a t i o n a l s p e c i a l i z a t i o n 
and, i t i s suggested, occur only w i t h i n centres of the 
highest rank w i t h i n the c i t y . 5 ^ 

To summarize, Vance also recognizes a system of 
business centres as a basic feature of i n t r a - c i t y r e t a i l 
organization. But he suggests that a f u n c t i o n a l readjust
ment has occurred among the centres amounting to a change 
i n the r o l e s and r e l a t i v e importance of centres. Despite 
t h i s change, however, high order a c t i v i t i e s are seen to 
remain i n c e n t r a l l o c a t i o n s . This i s i n order to remain 
accessible to the c i t y wide trade hinterland on which they 
depend f o r support. Thus, an i n v e s t i g a t i o n of the contem
porary c i t y which c a t e g o r i c a l l y recognizes the changes 
occurring i n c i t y structure suggests e s s e n t i a l l y that no 
change has taken place i n the s p a t i a l c h a r a c t e r i s t i c s of 
high order a c t i v i t i e s , and repeats f o r these a c t i v i t i e s 
the l o c a t i o n a l and hinterland descriptions of e a r l i e r 
w r i t e r s . 

Berry - Theory Stated and Theory Tested. A series 
of studies by Berry are relevant to our i n t e r e s t . In these 
w r i t i n g s , the c e n t r a l place construct finds i t s most 
elegant presentation, while at the sajne time, elements of 
r e t a i l structure not explained by c e n t r a l place theory or 

J This concept of commodity s p e c i a l i z a t i o n w i l l prove 
useful l a t e r i n t h i s study i n empirical i d e n t i f i c a t i o n of 
high order a c t i v i t i e s . 



19. 

deviating from the theory are recognized. Recognition of 
deviation at times extends to high order a c t i v i t i e s , and 
hint s at aspects of sp e c i a l i s e d r e t a i l trade not hijbherto 
admitted. 

35 
The e a r l i e s t study with Garrison^ explores the 

p o s s i b i l i t y of applying the ce n t r a l place concept to the 
i n t r a - c i t y context, but does not attempt any empirical t e s t s . 
The study i s a more genuine attempt to refashion theory i n 
terms sui t a b l e f o r the i n t r a - c i t y environment than i s 
Carol's study (which as we saw,tested given deductively 
derived statements.) 

Berry and Garrison discuss how an h i e r a r c h i c a l 
pattern of centres supplying goods and services might emerge 
wi t h i n the c i t y . Their argument i s , i n e f f e c t , a hypothesis 
about the s t r u c t u r a l features of i n t r a - c i t y r e t a i l organi
zation and i t s possible causal basis. We need not repeat 
the whole of t h e i r argument, but can note that i n thee; 
h i e r a r c h i c a l system they develop, high order a c t i v i t i e s 
occupy a c h a r a c t e r i s t i c p o s i t i o n . A high order a c t i v i t y 
would be one that, i n t h e i r terminology, has a high 
"threshold" requirement, i . e . requires a large market h i n t e r 
land to support i t . I f the threshold of the good i s such 
that i t requires the whole population of a given area to 
support i t , then i t w i l l be d i s t r i b u t e d through a single 
establishment located c e n t r a l l y w i t h i n the market area 
(e.g. the C.B.D. of the c i t y ) . In terms of t h e i r model of 
c i t y structure then, Berry and Garrison l i k e previous 
empirical w r i t e r s , place high order a c t i v i t i e s i n ce n t r a l 
l ocations and suggest that such goods depend on the entire 
population of an area to generate a sustaining demand. 

J Berry, B. and Garrison, W. "Recent Developments 
of Central Place Theory,? Papers and Proceedings of the  
Regional Science Association. Vol. IV, (1958,) p. 107. 
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Berry and Garrison go on to discuss possible 
problems raised by t h e i r system, and here add a s i g n i f i 
cant r i d e r to t h e i r argument. The h i e r a r c h i c a l system 
they describe implied c e r t a i n customer shopping habits, 
notably that customers e s t a b l i s h a set of habitual space 
connections with a v a i l a b l e centres through which they s a t i s f y 
recurring demands. However, some demands a r i s e so 
infrequently that, i n e f f e c t , customers may be continually 
"shopping around" before a purchase i s made. Por such 
demands, customers w i l l not b u i l d up a system of habitual 
space connections since t r i p s are made so infrequently. 
Stores supplying such demands can thus be located i r r a t i o n 
a l l y with respect to the h i e r a r c h i c a l system described, 
because they do not depend upon the development of a habitual 
pattern of space connections by customers. No examples 
are given of such demands or such stores, and the suggestion 
i s not pursued. However, we w i l l suggest that t h i s s tate
ment comes close to describing the r e a l s i t u a t i o n of c e r t a i n 
high order a c t i v i t i e s and w i l l r e s u l t i n l o c a t i o n a l 
c h a r a c t e r i s t i c s unlike those previously and commonly 
at t r i b u t e d to these a c t i v i t i e s . 

36 

A l a t e r study by Berry discusses the fun c t i o n a l 
c h a r a c t e r i s t i c s of highway located businesses and makes 
-peripheral comments relevant to high order a c t i v i t i e s . 
Berry notes that some functions often c a l l e d "high order 
shopping goods" (e.g. f u r n i t u r e stores) are located along 
highways rather than i n nucleated centres. Central place 
theory i s inadequate to explain t h i s phenomena, but i t i s 
suggested that some high order a c t i v i t i e s of a space con
suming nature are more p r o f i t a b l y located outside service 

J Berry, B. "Ribbon Development i n the Urban 
Business Pattern," Annals of the American Association of  
Geographers. Vol. XLIX, ( 1 9 5 9 ), p. H 5 . 
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centres and i n s i t e s where overheads are lower. This i s 
another important q u a l i f i c a t i o n to e x i s t i n g statements, 
hut again the point i s not pursuedu by Berry. In p a r t i 
c u lar, the market r e l a t i o n s h i p s of such highway located 
high order businesses are not investigated, and i t i s not 
suggested whether t h e i r r e l a t i o n s h i p s would d i f f e r from 
those of downtown high order businesses. Here then, i s 
another research avenue. 

A recent thorough study by Berry i s perhaps the best 
discussion of the s p a t i a l c h a r a c t e r i s t i c s of i n t r a - c i t y 

•57 

service a c t i v i t y a v a i l a b l e . I t summarizes e x i s t i n g con
cepts of c i t y service structure, examines the commercial 
structure of Chicago i n terms of these concepts and develops 
a cause defining model of the basic elements of r e t a i l 
s p a t i a l organization. 

Berry describes the structure of r e t a i l trade i n 
Chicago as a pattern of business centres, business ribbons 
and s p e c i a l i z e d business areas. For the former, three 
l e v e l s of business centre are distinguished outside the 
C.B.D., v i z . "neighbourhood", "community", and "regional" 
centres. In f u n c t i o n a l terms, the adjectives i n d i c a t e the 
trade areas served by the respective centres. "Neighbour
hood" and "community" centres serve l o c a l hinterlands and 
provide mainly convenience goods. The l a r g e s t regional 
centres, however, include department stores, "shoe stores,«-/. 
spe c i a l i z e d music, record, hobby and toy shops," and 
serve large segments of the c i t y . Such centres may be 
planned or unplanned, but Berry sees no difference i n the 
r o l e of planned centres, the d i s t i n c t i o n being only i n terms 
of d e s i g n . 5 9 

3 7 
Berry, B. Commercial Structure and Commercial  

B l i g h t . (University of Chicago, Dept. of Geography, 
Research Paper No. 85, Chicago, 1963.) 

5 8 I b i d . , p. 21 5 9 I b i d . , p. 21 
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The causal basis f o r t h i s pattern of centres has 
already been hinted at, but can be resummarized. Con
sumers demand some goods frequently and these are d i s 
t ributed through ubiquitous low threshold businesses 
occurring i n low ranking centres. Less frequently demanded 
goods are d i s t r i b u t e d ^through high threshold businesses 
located i n high ranking centres, the higher ranking centres 
depending on wider trade areas for t h e i r support. Com
p e t i t i o n between centres at any one l e v e l reduces t h e i r 
trade area to near threshold and spreads the centres 
through the c i t y i n a dispersed pattern. 

Within t h i s system, high order a c t i v i t i e s are seen 
to occupy t h e i r by now f a m i l i a r place. In terms of the 
th e o r e t i c a l basis of the system, high, order a c t i v i t i e s 
would be located i n the highest ranking centre (the C.B.D.), 
since high order goods have a. high threshold l e v e l . To 
quote Berry, they "require the lar g e s t market area f o r 
t h e i r support and w i l l presumably be performed f o r the 
entir e c i t y by the C.B.D."40 Only the C.B.D. performs 
these high order functions "because only i t has a large 
enough trade area to support these f u n c t i o n s . " 4 1 A f f i n i t i e s 
with e a r l i e r w r i t e r s are obvious. 

However, t h i s pattern of centres i s interrupted by 
the pattern of ribbons. This also includes sub-types. 
"Highway oriented" ribbons contain those businesses which 
meed demands generated by highway t r a f f i c . More important 
to us are "urban a r t e r i a l " ribbons which include businesses 
that desire access to a lar ge section of the urban 
market but (as previously noted by Berry), because of 
space requirements or customer shopping habits, function 
best outside business centres. Examples are fu r n i t u r e 
stores, lumber yards, discount houses, e l e c t r i c a l r e p a i r 
shops and T.V>, sales. Berry suggests that such businesses 
need to locate with "reasonable a c e e s s i b i l i t y to a 

I b i d . , p. 113 4 1 I b i d . , p. 115 
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to a s u b s t a n t i a l segment of the urban market" 4 2 and finds 
t h i s condition s a t i s f i e d i n a highway-side l o c a t i o n . Such 
highway-side establishments may w e l l include high order 
a c t i v i t i e s . I f so, t h e i r s p a t i a l c h a r a c t e r i s t i c s need to 
be examined more c l o s e l y . 

Thus Berry develops a most thorough t h e o r e t i c a l 
statement of urban service structure, w i t h i n which high 
order a c t i v i t i e s are assigned a p a r t i c u l a r r o l e . This r o l e 
do,es not greatly d i f f e r ( i n l o c a t i o n c h a r a c t e r i s t i c s or 
market r e l a t i o n s h i p s ) from that assigned to s i m i l a r a c t i 
v i t i e s by other w r i t e r s , p a r t i c u l a r l y when Berry i s 
discussing c i t y pattern i n terms of a system of nucleated 
service centres. When " i n e s s e n t i a l s " are omitted and the 
pattern of centres i s discussed i n model terms,.the r o l e of 
high order a c t i v i t i e s i s even more r i g i d l y defined i n the by 
now f a m i l i a r terms. However, Berry does recognize a l t e r 
native locations f o r high order a c t i v i t i e s , p a r t i c u l a r l y 
i n eccentric highway-side s i t u a t i o n s . The r a t i o n a l i t y of 
t h i s needs further i n v e s t i g a t i o n and i t s s i g n i f i c a n c e needs 
to be explored. 

Curry - Modifications of Central Place Theory. 
43 

F i n a l l y , we note a study by Curry. ^ Curry's study i s 
reviewed here since i t i s an attempt to b u i l d a model of 
i n t r a - c i t y service a c t i v i t i e s on more r e a l i s t i c assumptions 
than heretofore, though based e s s e n t i a l l y on c e n t r a l place 
theory propositions. I t i s thus an attempt to make central 
place theory more " r e a l i s t i c " , e s p e c i a l l y by taking into 
account e x i s t i n g routeways as influences on customer move
ment, and by incorporating c e r t a i n customer buying habits 

I b i d . ,• p. 24. 
4̂ 5 
^Curry, L. "Service Centres w i t h i n Towns," i n 

Norborg, K. ed. IGU Symposium In Urban Geography Lund 1960, 
(Lund, Gleerup, 1962), p. 31. 
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into h i s assumptions. However, Curry attempts to theorize 
only, and does not e m p i r i c a l l y test the model beyond 
i n t u i t i v e comparisons. 

Curry builds h i s model of r e t a i l s p a t i a l organi
zation on the nature of the demands f o r r e t a i l services. 
The time f a c t o r i n the demand f o r central services is" seen 
as the key to understanding t h e i r geography. A household's 
demand for p a r t i c u l a r goods occurs at t y p i c a l time i n t e r v a l s . 
Goods may be regarded as ranked along a continuum depending 
on the average i n t e r v a l between purchases by households. 
The greater the i n t e r v a l between purchases, the larger the 
market ( i n population and income) needed to support an 
establishment d i s t r i b u t i n g such a good. Goods and services 
i n t h i s continuum can be regarded as "order" of a c t i v i t i e s . 
In these terms, high order a c t i v i t i e s are demanded so 
infrequently that they require the "whole population of a 
given area, as a market," 4 4 i . e . businesses supplying high 
order services depend upon the infrequent demands of many 
households to support them. This much i s consistent with 
c e n t r a l place theory as applied i n t r a - c i t y by Berry et a l , 
and has a f f i n i t i e s with the inductive explanations offered :.' 
f o r e m p i r i c a l l y observed r e g u l a r i t i e s i n c i t y structure 
by e a r l i e r w r i t e r s . The terminology i s consistent with 
ce n t r a l place usage and as used throughout t h i s review. 

Curry applies t h i s notion to a hypothetical c i t y with 
a rectangular g r i d road pattern i n order to a r r i v e at a 
model of c i t y service structure. This i s the weakest part 
of his argument since the r e s u l t s that he obtains depend 
on a r b i t r a r y values he here gives to the time i n t e r v a l s 
between purchases of goods. To further the analysis and 
to make i t even more r e a l i s t i c , Curry introduces the 
e f f e c t of "nodality", an idea based on customer shopping 
habits. This suggests that customers combine the purchase 

I b i d . , p. 34. 
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of low order goods with the purchase of high order goods 
on v i s i t s to high ranking centres. Customers minimize 
inconvenient "single purchase" t r i p s and, wherever possible, 
combine purchases on each t r i p that they make. This a f f e c t s 
the l o c a t i o n of service establishments which thus avoid 
i s o l a t e d s i t u a t i o n s outside service centres, since i s o l a t e d 
l o cations involve penalties i n the form of l o s s of t h i s 

45 
"nodal" trade. This nodality factor also enables him to 
a r r i v e at an "hierarchy" of service centres from a,"continuum" 
of customer demands. 

Under these conditions, Curry also a r r i v e s at a 
system of r e t a i l s p a t i a l organization characterized by 
classes of service centres each having a d i s t i n c t i v e set of 
functions and a d i s t i n c t i v e trade hinterland. However, the 
spacing of the centres i s d i f f e r e n t i n Curry's model from 
the c e n t r a l place models of authors previously mentioned. 
Lower ranking centres " c l u s t e r " close to higher ranking 
centres i n an attempt to protect t h e i r trade hinterlands 
from competition by those larger centres which o f f e r nodality 
advantages to customers. 

Curry's conclusions with respect to high order 
a c t i v i t i e s w i t h i n t h i s system are though, not s i g n i f i c a n t l y 
d i f f e r e n t from the conclusions of e a r l i e r w r i t e r s , despite 
h i s o r i g i n a l approach and dissenting opinions as to other 
aspects of c i t y r e t a i l structure. In terms of l o c a t i o n , 
he agrees that "high order goods w i l l tend to be d i s t r i b u t e d 
from downtown centres, while convenience goods w i l l be more 
ubiquitous. "The more sp e c i a l i z e d the shop, the further i t 
w i l l be downtown." Also we noted e a r l i e r that Curry 

Curry terms t h i s the "McCarthy" tendency - the 
punishment of the r e t a i l l o c a t i o n a l non-conformist. But we 
can note that f o r high order a c t i v i t i e s , t h i s nodal f a c t o r 
may, i n f a c t , be s l i g h t since such a c t i v i t i e s may involve 
infrequent and w i l l i n g l y borne sp e c i a l t r i p s . This point 
w i l l be pursudd i n a l a t e r section. 

4 6 I b i d . , p. 42. 
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defined high order a c t i v i t i e s as requiring the whole 
population of a given area ias a market, 4 7 thus confirming 
that the market relationships of such a c t i v i t i e s are city-
wide . 

In a d d i t i o n to these f a m i l i a r generalizations, 
Curry supports another frequent assertion, namely that new 
a c t i v i t i e s w i l l l i k e l y be introduced downtown, since they 
w i l l be infrequently demanded and thus require access to 
a large and scattered market. 

In short, an ingenuous modification o f central place 
theory e s s e n t i a l l y repeats the conclusions of e a r l i e r 
t h e o r i s t s i n the context of s p e c i a l i z e d r e t a i l trade. 

* * * * 

Summary 
Thus from a v a r i e t y of viewpoints, urbanists have 

ar r i v e d at broadly s i m i l a r conclusions concerning the 
d i s t r i b u t i o n and the market r e l a t i o n s h i p s of high order., 
a c t i v i t i e s w i t h i n the c i t y . These could be summarized as 
"central f i x a t i o n " and " c i t y wide hinterlands" f o r 
s p e c i a l i z e d high order r e t a i l businesses. 

In the process, students have added generalizations 
about the l o c a t i o n c h a r a c t e r i s t i c s of newly appearing 
service businesses (which tend to f a l l i n t o the high order 
category) and about customer shopping habits. 

These generalizations rest on fundamental notions 
about the structure of the Worth American c i t y . One of the 
most important of these i s that the C.B.D. i s the point 
uniquely accessible to the whole c i t y , and thus the l o c a t i o n 
of those a c t i v i t i e s whose r e l a t i o n s h i p s need to be with 
the c i t y as a whole. This notion i s central to analysis of 
c i t y s p a t i a l organization i n terms of e c o l o g i c a l theory; 

I b i d . , p. 34. 
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i t i s the basic idea underpinning explanations for the 
f u n c t i o n a l s p e c i a l i z a t i o n of the C.B.D., and i t structures 
predictions of the future function of the core area. 

S i m i l a r l y , the same ideas are i n t e g r a l to c e n t r a l 
place theory, perhaps the most i n f l u e n t i a l schema yet 
devised to explain the s i z e and spacing of service a c t i v i t y 
c l u s t e r s . 

The generalizations a r r i v e d at have, i f anything, 
hardened over time, and are more c a t e g o r i c a l l y stated i n 
l a t e r works. In Berry's work, deviation i s admitted, but 
i t i s not h i s problem to investigate the nature of such 
eases. 

Limitations i n E x i s t i n g Studies. 
P u l l e r c r i t i c i s m of e x i s t i n g ideas i s reserved f o r 

a l a t e r chapter. Here we note that current studies have 
rather c o n s i s t e n t l y been s e l f l i m i t i n g i n terms of analysis 
of s p e c i a l i z e d r e t a i l trade. Two points are noted: 

( i ) Statements of l o c a t i o n and r e l a t i o n s h i p are 
p a r t i c u l a r l y r i g i d l y stated i n those studies i n which c i t y 
r e t a i l structure i s conceived i n model terms. This i s a 
r e s u l t of the l i m i t i n g assumptions w i t h i n which the models 
were necessarily framed. I t would be i n s u f f i c i e n t c r i t i c i s m 
to say that the conclusions of the model s i t u a t i o n "do not 
f i t " exactly the r e a l world. This i s , i n f a c t , to be 
expected, and may be tolerated so long as the model des
cribes or explains basic features of r e t a i l structure; 
deviations may then be regarded as l o c a l v a r i a t i o n s or as 
i n e s s e n t i a l d e t a i l s . But i t i s v a l i d c r i t i c i s m to say that 
i n terms of high order a c t i v i t i e s , the lack of f i t between 
model and r e a l i t y i s outside these l i m i t s of tolerance, 
and the conclusions of the model.ihave obscured rather than 
illuminated r e a l i t y . The point i s that we may have imposed 
the deductive conclusions of the model too r i g i d l y on our 
perception of the r e a l world s i t u a t i o n , and have seen what 
the model t e l l s us we ought to have seen. 
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( i i ) Another possible source of error l i e s i n the 
scale at which e x i s t i n g generalizations are framed. Both 
model and empirical studies usually deal with rather broad 
termed data. Thus business types are analysed i n terms 
of commodity defined categories (e.g. f u r n i t u r e stores) or 
fu n c t i o n a l l y defined categories (e.g. shopping goods), 
while service centres are discussed as homogeneous "wholes" 
(e.g. the C.B.D.). 

Por example, Proudfoot and R a t c l i f f i n the studies 
quoted, discuss r e t a i l a c t i v i t i e s i n terms of "shopping 
goods-convenience goods,V and generalize about the s p a t i a l 
c h a r a c t e r i s t i c s of shopping goods as a cl a s s . I t may well 
be that s i g n i f i c a n t l o c a t i o n patterns and market r e l a t i o n 
ships of a c t i v i t i e s occurring w i t h i n these broad groupings 
are obscured by t h i s aggregation. S i m i l a r l y , Berry's study 
of Chicago i s pursued i n terms of commodity groups which 
admittedly have more p r e c i s i o n , but t h i s may also obscure 
the c h a r a c t e r i s t i c s of f u n c t i o n a l l y r e l a t e d a c t i v i t i e s 
w i t h i n such groupings. Thus i n t h i s case, i t i s misleading 
to consider " f u r n i t u r e stores" to be a group homogeneous i n 
terms of l o c a t i o n c h a r a c t e r i s t i c s and trade hinterland 
c h a r a c t e r i s t i c s . Within the " f u r n i t u r e " category, are 
d i s t i n c t i v e store groups with t h e i r own p a r t i c u l a r geo
graphical c h a r a c t e r i s t i c s . 

Again Proudfoot, R a t c l i f f and Carol generalize about 
the C.B.D. as i f i t were a homogeneous area, p a r t i c u l a r l y 
i n terms of i t s c i t y wide trade hinterland. Yet t h i s hides 
the f a c t that component stores of the C.B.D., and even 
whole sub-areas of the C.B.D. may have trade areas quite 
unlike t h i s stereotype, as t h i s study w i l l suggest. 

In l i g h t of the l i m i t a t i o n s inherent i n e x i s t i n g 
studies, i t i s f e l t that analysis of c i t y r e t a i l a c t i v i t i e s 
at a f i n e r scale, focussing s p e c i f i c a l l y on high order 
a c t i v i t i e s , i s needed.to".illuminate h i t h e r t o obscured 
l o c a t i o n patterns and r e l a t i o n s h i p s i n c i t y r e t a i l structure. 
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I t i s recognized that t h i s approach i s not without inherent 
danger. I t may lead simply to examination of i n d i v i d u a l 
cases at l e v e l s of i r r e l e v a n t uniqueness. But to recognize 
t h i s danger i s halfway to avoiding i t . Our objective i s 
always to a r r i v e at statements of general a p p l i c a b i l i t y or 
to modify e x i s t i n g generalizations. 

We emphasize that t h i s i n t e r e s t i n high order 
a c t i v i t i e s i s not esot e r i c . I t w i l l lead us to question 
t r a d i t i o n a l concepts of c i t y structure and e x i s t i n g theories 
of urban s p a t i a l organization. I t w i l l also lead us to 
make statements about the condition of that currently 
c r i t i c a l area of the c i t y , the C.B.D., and to reassess pre
d i c t i o n s made about the future use of C.B.D. land. These 
are the wider j u s t i f i c a t i o n s f o r the study, i f any are 
needed. 

In the following chapter, we describe more cl o s e l y 
the c h a r a c t e r i s t i c s of high order a c t i v i t i e s , and deduce 
from these l i k e l y consequences i n terms of the s p a t i a l 
arrangement of high order a c t i v i t i e s . These consequences 
are then more formally stated as hypotheses f o r t e s t , 
stressing the v a r i a t i o n between our hypotheses and the con
clusions of e a r l i e r studies outlined above. The strategy 
used to prosecute the study i s then outlined b r i e f l y , as a 
f i n a l preliminary to discussion of the substantive r e s u l t s 
obtained. 



CHAPTER I I 

THE SPATIAL CHARACTERISTICS OP HIGH ORDER ACTIVITIES 
AND THE PRESENT STUDY 

In t h i s chapter we examine the c h a r a c t e r i s t i c s of 
high order a c t i v i t i e s d i r e c t l y and i n more d e t a i l than 
previous w r i t e r s have done. On the basis of t h i s close 
look, which also i s an i m p l i c i t c r i t i c i s m of previous studies, 
we develop hypotheses about the s p a t i a l c h a r a c t e r i s t i c s of 
these a c t i v i t i e s . Hopefully these w i l l lead to general
i z a t i o n s more r e a l i s t i c than e x i s t i n g obliquely derived 
generalizations, a n d , w i l l , i f v a l i d a t e d , imply the re-working 
of some aspects of urban s p a t i a l theory. 

We have stated that high order a c t i v i t i e s are 
e s s e n t i a l l y s p e c i a l i z e d r e t a i l and service businesses. We 
can amplify t h i s d e f i n i t i o n . 

I f we examine high order businesses i n terms of the 
demands these businesses seek to s a t i s f y , a number of 
elements stand out: 

( i ) Items offered f o r sale are demanded by customers 
at infrequent and i r r e g u l a r i n t e r v a l s . 

( i i ) Items offered are l i k e l y high cost items 
i n v o l v i n g large money outlays by customers. 

( i i i ) Since purchase prices of goods are probably 
r e l a t i v e l y high, costs of t r a v e l to store during shopping 
are s i m i l a r l y r e l a t i v e l y low. 

(i v ) Demands f o r goods offered by s p e c i a l i z e d high 
order stores can be thought of as s o c i a l l y l o c a l i z e d demands, 
confined by taste and cost to p a r t i c u l a r elements i n the 
c i t y population, and most probably to the middle and upper 
socio-economic groups. The point i s that as stores become 
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more s p e c i a l i z e d - as the range of goods they o f f e r narrows -
they also r e f i n e the basis of t h e i r competitive appeal. As 
stores become more sp e c i a l i z e d they tend, i n f a c t , to 
become more s e l e c t i v e i n terms of the customers they a t t r a c t , 
and to depend upon inc r e a s i n g l y d i s t i r c t population groups 
f o r customers. Por the spe c i a l i z e d stores under review 
(such as s p e c i a l i z e d f u r n i t u r e , jewellery and g i f t stores, 
exclusive men's and women's apparel s t o r e s ) , t h i s means at 
l e a s t dependence on the middle and upper socio-economic 
groups. 1 

We suggest that the infrequency, high cost and 
l o c a l i z a t i o n of demand has s p a t i a l consequences. 

( i ) F i r s t l y , infrequency of purchase means that 
customers are l e s s l i k e l y to e s t a b l i s h habitual connections 
with some p a r t i c u l a r shopping centre where they expect to 
s a t i s f y t h e i r demands ( i n contrast with more frequently 
recurring needs.) 

( i i ) Secondly, and as a r e s u l t of the above, Y 
customers may tend to v i s i t several stores and several 
shopping centres before making a purchase of a high order 
item. 

( i i i ) T h i r d l y , customers may also be prepared to 
t r a v e l r e l a t i v e l y long distances to make purchases of such 
items, since the cost of transport may be slight r e l a t i v e to 
the purchase price of the good, (and transport costs may 
be f a l l i n g f u rther as i n d i v i d u a l m o b i l i t y w i t h i n the c i t y 
improves.) 

(i v ) Fourthly, the conceptualization of high order 
demands as " s o c i a l l y l o c a l i z e d demands" suggests that 
generalizations about the habits of the patrons of these 
businesses might be more accurate i f v i s u a l i z e d as statements 

see Martineau, P. "S o c i a l Class and Spending 
Behaviour,? Journal of Marketing, Vol. XXIII, No. 2, 
(October, 1 958 ) , pp. 1 21 - 130 . 



3 2 . 

about the behaviour of p a r t i c u l a r s o c i a l groups, rather than 
about "consumers" as a whole or i n the abstract. This i s s i g 
n i f i c a n t i f the habits and c h a r a c t e r i s t i c s of such groups 
d i f f e r from those of the "average" consumer. Por example, car 
ownership, and:thus p o t e n t i a l m o b i l i t y , may be greater among 
the groups most frequently using high order a c t i v i t i e s , and the 
l i t e r a t u r e of market research already confirms that shopping 

2 

around before purchase i s at a maximum i n the same groups. 
(v) F i f t h l y , the concept of " s o c i a l l y l o c a l i z e d 

demands" obviously undercuts the idea that s p e c i a l i z e d busi
nesses have c i t y wide hinterlands. On the contrary, as b u s i 
nesses become more s p e c i a l i z e d , the basis of t h e i r appeal 
becomes narrower, and given the nature of North American society, 
t h e i r appeal also l i k e l y becomes a r e a l l y more r e s t r i c t e d . In 
morphological terms, such hinterlands w i l l l i k e l y be sectoral 
rather than c i t y wide, oriented to some p a r t i c u l a r part of the 
c i t y rather than a l l of the metropolitan area. 

( v i ) F i n a l l y , and as a r e s u l t of the above circum
stances, we w i l l hypothesize and hope to demonstrate that 
business men involved i n high order businesses may f i n d a 
number of l o c a t i o n s open to them as viable a l t e r n a t i v e s i t e s , 
even outside t r a d i t i o n a l business centres, owing to the 
c h a r a c t e r i s t i c s of the demands which they face. In short, 
these demand c h a r a c t e r i s t i c s imply l o c a t i o n a l f l e x i b i l i t y , 
not c e n t r a l f i x a t i o n . 

The supply c h a r a c t e r i s t i c s of high order r e t a i l trade 
can also be analysed, and s i f t e d f o r s p a t i a l i m p l i c a t i o n s . 

In terms of supply, high order a c t i v i t i e s are 
represented by commodity s p e c i a l i z e d establishments, i . e . 
i n r e t a i l i n g terms by stores which s e l l a r e s t r i c t e d range of 
items. Examples would be the "Steuben Glass Shop," or an 
antique f u r n i t u r e store, or an "exclusive" apparel store. 

Lazarsfeld, P. "Reflections on Business," 
American Journal of Sociology, Vol. LXV, ( 1 9 5 9 ) , p. 1 . 
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But commodity s p e c i a l i z a t i o n need not depend upon 
the d i s t r i b u t i o n of some exotic good. In r e t a i l i n g , 
s p e c i a l i z a t i o n can a r i s e out of the way the good i s sold, 
or i t can depend upon a psychological ef f e c t created by the 
business man. Thus man^ merchants s t r i v e to create an 
e f f e c t of "difference" i f not of "uniqueness" f o r t h e i r 
businesses; by a d v e r t i z i n g , display, and d e t a i l s of product 
d i f f e r e n t i a t i o n they can create an i n d i v i d u a l "image" i n 
the minds of consumers which w i l l influence customer buying 
habits. 

Business men, even i n the same commodity category, 
attempt to d i f f e r e n t i a t e themselves i n t h i s manner. In the 
f u r n i t u r e category, f o r example, there are d i s t i n c t i v e 
s p e c i a l i z e d stores. Examples are "Danish modern," " c o l o n i a l , " 
and "period" f u r n i t u r e stores. The differences between 
and even among these business types are emphasized by mer
chants i n display and a d v e r t i z i n g . Thus while these stores 
compete with one another i n t h e s t r i c t economic sense f o r 
the l i m i t e d resources of consumers, they may be regarded as 
non-competitive, since they w i l l cease to be viewed as 
substitutable a l t e r n a t i v e s by consumers. This i s saying, 
i n e f f e c t , that competition among high order businesses 
t r i e s to move towards monopolistic competition. Business 
men recognize and pursue d i f f e r e n t i a t i o n of product and the 
p r o j e c t i o n of an i n d i v i d u a l image i n order to achieve a 
monopolistic advantage over f r a c t i o n a l l y d i s s i m i l a r com
p e t i t o r s . 4 

^Martineau, P. "The Personality of the R e t a i l Store." 
Harvard Business Review. Vol. XXXVI, No. 1, (Jan.-Feb. 1956), 
pp. 47-55. 

4S.mith, H. "Product D i f f e r e n t i a t i o n and Market 
Segregation as A l t e r n a t i v e Strategies," Journal of Marketing, 
Vol. XXI, No. 1, (July 1956), p. 38. This advantage i s more 
than the advantage a r i s i n g out of nearness to customers, 
i . e . the " s p a t i a l monopoly condition" more commonly recognized 
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In the discussion that follows, we s h a l l hypothesize 
and hope to demonstrate that these supply conditions also 
have s p a t i a l consequences. 

( i ) F i r s t l y , trade areas of businesses are l e s s 
l i k e l y to be defined by simple s p a t i a l competition. Since 
customers may not view businesses as substitutable 
a l t e r n a t i v e s , they are more l i k e l y to t r a v e l extra distances 
for r e a l or imagined differences i n goods. This i s 
esp e c i a l l y true i f t r a v e l by automobile makes customers 
i n d i f f e r e n t , w i t h i n l i m i t s , (not l i k e l y to be exceeded on 
an i n t r a - c i t y scale) to t r a v e l time. 

( i i ) Secondly, we s h a l l see that business men i n such 
a c t i v i t i e s tend to view themselves as d i f f e r e n t from t h e i r 
competitors, i f not a c t u a l l y unique. This appraisal of t h e i r 
own q u a l i t i e s w i l l influence t h e i r i n t e r p r e t a t i o n of cus
tomer shopping behaviour and w i l l also influence t h e i r choice 
of a l o c a t i o n f o r t h e i r business. A n t i c i p a t i n g that 
customers w i l l be prepared to t r a v e l , f o r the "unique" goods 
or services they are o f f e r i n g , a business man may consider 
himself l e s s r i g i d l y confined to any p a r t i c u l a r l o c a t i o n , 
even l e s s to the t r a d i t i o n a l locus of spe c i a l i z e d business 
a c t i v i t y w i t h i n the c i t y . In e f f e c t , business men attempt 
to replace competition by l o c a t i o n with competition by 
product d i f f e r e n t i a t i o n , and to a t t r a c t customers on the basis 
of t h e i r image rather than on the basis of t h e i r p o s i t i o n . 

In f a c t , such non-spatial competition between stores 
may be an accelerating trend i n North American r e t a i l i n g as 
merchandising t a c t i c s and advertizing techniques improve 
and as customer incomes and mobility increase. For as 
incomes increase, consumers w i l l spend a la r g e r proportion 
of t h e i r income on highly e l a s t i c s p e c i a l i z e d goods, among 
which product d i f f e r e n t i a t i o n can more e a s i l y develop, and 

as a feature of r e t a i l trade. See Greenhut, M. 
"Space and Economic Theory," Papers and Proceedings of 
the Regional Science Association, Vol. V.~ ( 1 9 5 9 ) , p. 267. 



35. 

as mobility improves, l o c a t i o n a l convenience w i l l become a 
l e s s important aspect of i n t e r - s t o r e competition. The 
trend i s seen now i n high order a c t i v i t i e s since these 
businesses are often oriented to those groups whose taste 
and m o b i l i t y a n t i c i p a t e future s o c i a l norms. 

This argument, i f accepted, can be contrasted with 
the more commonly observed trend towards the mass r e t a i l i n g 
of standardized goods through stores of the supermarket 
and drug store type. These l a t t e r stores e s s e n t i a l l y cater 
f o r frequently occurring demands and compete among them
selves i n distance terms, i . e . t h e i r trade hinterlands are 
determined by s p a t i a l competition. Por infrequently pur
chased high order goods, on the other hand, distance com
p e t i t i o n i s increasingly l e s s c r i t i c a l . 

Thus there may be a trend towards a p o l a r i z a t i o n of 
r e t a i l a c t i v i t y underway, an increasing contrast between 
the s p a t i a l organization of mass r e t a i l i n g , and the s p a t i a l 
organization of s p e c i a l i z e d r e t a i l i n g . I f so, analysis of 
the organization of r e t a i l i n g i n terms of minimization of 
the transport inputs of customers may be s a t i s f a c t o r y f o r 
low order a c t i v i t i e s , but t h i s approach may be inadequate 
to deal with the geography of high order a c t i v i t i e s . In 
other words, e c o l o g i c a l l y i n s p i r e d analysis of the c i t y 
r e t a i l economy based on distance minimization concepts (a l a 
Haig and R a t c l i f f ) , must inc r e a s i n g l y allow f o r the d i s 
t o r t i o n of competitive space through customer habits and 
r e t a i l i n g t a c t i c s , and f o r s p e c i a l i z e d r e t a i l i n g t h i s means 
admitting increasing l o c a t i o n a l f l e x i b i l i t y . 

The same argument and the more general discussion 
preceding i t , bears also on c e n t r a l place theory, since 
together they apparently lead to conclusions at variance with 
the conclusions of the theory (quoad high order a c t i v i t i e s ) 
set out i n Chapter I . Thus we might suggest that t r a d i t i o n a l 
c e n t r a l place theory also i s a c t u a l l y most adequate f o r 
analysis of the s p a t i a l organization of low order r e t a i l 
trade, and l e a s t adequate f o r analysis of high order 
r e t a i l i n g . Indeed, i n the l a t t e r context, i t can be suggested 
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that c e n t r a l place theory i s positively-misleading, since i t 
leads to ideas of l o c a t i o n and market r e l a t i o n s h i p for high 
order a c t i v i t i e s quite unlike the c h a r a c t e r i s t i c s such 
a c t i v i t i e s l o g i c a l l y and r e a l i s t i c a l l y possess. This i s a 
more powerful c r i t i c i s m than to say merely that the theory 
"does not f i t " r e a l i t y . The l a t t e r c r i t i c i s m could be met 
by reference to the assumptions of the theory, which postulates 
a uniform demand schedule f or customers. But the former 
c r i t i c i s m a c t u a l l y questions the u t i l i t y of the theory i n an 
important context. Since geographers are interested pre
c i s e l y i n the i d e n t i f i c a t i o n of the actual among the theor
e t i c a l l y possible, t h i s i s a v a l i d geographical c r i t i c i s m 
of c e n t r a l place theory. 

In sum, close examination of the actual c h a r a c t e r i s t i c s 
of s p e c i a l i z e d r e t a i l trade enables us to b u i l d up an argu
ment questioning e x i s t i n g ideas about the geography of 
r e t a i l trade, as summarized i n Chapter I. I t also enables 
us to suggest modifications of e x i s t i n g e c o l o g i c a l and 
central place theory, i n that these theories are now seen to 
most adequately explain the geography of low order r e t a i l 
a c t i v i t y , but to be inherently and increasingly inapplicable 
to high order r e t a i l i n g on the i n t r a - c i t y scale. 

Differences of i n t e r p r e t a t i o n now need to be more 
formally stated and subjected .to empirical t e s t s . Por t h i s 
purpose, a l t e r n a t i v e i n t e r p r e t a t i o n s are stated as hypotheses 
which may be tested i n the Vancouver metropolitan area. 

Hypothesis I. 
F i r s t l y , we can hypothesize that "high order a c t i v i t i e s  

are not, i n f a c t , oriented to the entire metropolitan area  
f o r p o t e n t i a l or eventual customers, but rather to some  
section of i t . " I t i s doubtful ; i f any business w i l l be 
i d e n t i f i e d that depends upon the entire metropolitan area 
to support i t . We w i l l suggest that many high order 
a c t i v i t i e s have high threshold l e v e l s (that i s , appear i n 
c i t i e s of large population and high income l e v e l s ) , not 
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because they are purchased so infrequently that they 
demand a large population to generate a sustaining demand, 
but rather because only i n large populations do the 
monority taste demands occur which support high order b u s i 
nesses. Such minority demands are usually the taste pref
erences of p a r t i c u l a r s o c i a l groups which may also be 
a r e a l l y l o c a l i z e d w i t h i n the c i t y . We can test t h i s hypo
thesis by d e l i m i t i n g the trade hinterlands of high order 
a c t i v i t i e s . We expect to f i n d them s e l e c t i v e and se c t i o n a l 
rather than c i t y wide, though shopping t r i p distances may be 
long. Hinterlands of s i m i l a r stores may also overlap or 
i n t e r l o c k since s p a t i a l competition i s of secondary importance 
fo r s p e c i a l i z e d businesses. 

In the context of t h i s f i r s t hypothesis we hope to 
demonstrate that even downtown high order a c t i v i t i e s are 
oriented to some sector of the urban market, i . e . they 
ex h i b i t sectoral hinterlands. Prom t h i s we w i l l suggest 
that downtown businesses and sub-areas are not oriented to 
the entire c i t y f o r t h e i r market, but to p a r t i c u l a r parts 
of i t . Thus the idea of the C.B.D. as a homogeneous area 
about whose market hinterland we can safely generalize, i s 
replaced by the idea of the C.B.D. as a c o n s t e l l a t i o n of 
businesses and sub-areas whose separate ma-ket r e l a t i o n s h i p s 
are with p a r t i c u l a r parts of the c i t y . In t o t a l , these may 
be complementary and may add up to a c i t y wide hinterland 
f o r the entire C.B.D.; but i n d i v i d u a l stores and sub-areas 
of the C.B.D. need not share t h i s c i t y wide hinterland 
c h a r a c t e r i s t i c . 

Hypothesis I I . 
Secondly, we can hypothesize that " i n contemporary  

c i t i e s , high order a c t i v i t i e s may be located outside the  
C.B.D." The hegemony of the C.B.D. may not be as r i g i d as 
i s usually suggested. High order businesses may be found 
i n lower ranking centres or i n highway-side l o c a t i o n s . I f 
e c c e n t r i c a l l y located high order a c t i v i t i e s are i d e n t i f i e d , 
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we w i l l suggest: 
( i ) That t h i s r e f l e c t s a degree of mobility among 

customers such that a central l o c a t i o n i s i r r e l e v a n t f o r 
merchants, even when customers may be scattered across the 
metropolitan area. 

( i i ) Again, as i n Berry's case, these w i l l be 
services used so infrequently that customer convenience i s 
not v i o l a t e d by l o c a t i o n outside the core of the c i t y . 

( i i i ) Many high order a c t i v i t i e s w i l l involve "unique" 
goods, such that customers w i l l search them out even i n 
eccentric l o c a t i o n s . 

(iv ) Entrepreneurs inthese a c t i v i t i e s r e l y upon 
non-spatial competitive factors to a t t r a c t customers 
(namely, product d i f f e r e n t i a t i o n and image projection() and 
can thus t o l e r a t e a va r i e t y of l o c a t i o n a l conditions. 

One or a l l of the above conditions may be involved i n 
any i n d i v i d u a l case. In the second and t h i r d cases, 
Curry's "nodality f a c t o r " would be unimportant, and businesses 
located outside service centres would suffer no penalties, 
since customers to l e r a t e prolonged shopping around and 
speci a l t r i p s f o r expensive,infrequently purchased goods 
or f o r unique items. 

Hypotheses I I I and IV. 
Despite hypothesis I I , some sp e c i a l i z e d businesses 

w i l l be found i n C.B.D. lo c a t i o n s . To encompass t h i s 
s i t u a t i o n , we introduce two suggestions. 

Thus hypothesis I I I suggests that "proximity to the  
daytime population of uC.B.D. workers and t o u r i s t s accounts  
fo r the l o c a t i o n and persistence of some sp e c i a l i z e d  
businesses downtown, as much as any a c c e s s i b i l i t y advantage  
of the C.B.D." Though the existence of the r e l a t i o n s h i p 
between downtown stores and downtown workers i s we l l known, 
f o r s p e c i a l i z e d businesses we would choose to give i t a 
l o c a t i o n determining status. 



39. 

A l t e r n a t i v e l y and at the same time, we suggest (IV) 
that "high order businesses located i n the C.B.D. may be  
old-established businesses, set up when c i t y s i z e , l e v e l s  
of customer mobility and r e t a i l i n g t a c t i c s admitted no  
al t e r n a t i v e l o c a t i o n for shopping goods stores depending  
upon a, more than l o c a l market." Such stores are now main
tained downtown by "inertia." - invested c a p i t a l , established 
reputation, and e x i s t i n g customer r e l a t i o n s h i p s . 

This l a t t e r hypothesis implies that t r a d i t i o n a l ideas 
of s p e c i a l i z e d business l o c a t i o n may have had more v a l i d i t y 
i n former years, and t h i s idea i s made more e x p l i c i t i n 
hypothesis V below. 

These hypotheses and the possible r a t i o n a l i t i e s that 
l i e behind them can be-tested by analysis of store trade 
areas, by surveys of customer shopping habits and by analysis 
of the at t i t u d e s of business men associated with relevant 
a c t i v i t i e s . 

Hypothesis V. 
Next, a time element needs to be introduced into the 

argument. I f the dispersed l o c a t i o n a l pattern of high order 
a c t i v i t i e s suggested above can be i d e n t i f i e d , i t w i l l be 
hypothesized that " t h i s i s a r e l a t i v e l y recent evolution  
from a previous s i t u a t i o n of ce n t r a l dominance." This 
hypothesis can be tested by the examination of the l o c a t i o n 
patterns of high order a c t i v i t i e s over time. 

Hypothesis VI. 
We would also investigate here, the l o c a t i o n character

i s t i c s of newly appearing businesses. This can be stated 
as a s i x t h hypothesis, namely that "businesses of a, new  
type appearing for t h e - f i r s t time i n the c i t y w i l l be as  
l i k e l y to locate outside the C.B.D.. i n shopping d i s t r i c t s  
or a r t e r i a l l ocations as i n the C.B.D. i t s e l f . " The 
rati o n a l e behind t h i s i s s i m i l a r to that suggested f o r other 
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high order a c t i v i t i e s , compounded by the c a p i t a l short 
c h a r a c t e r i s t i c s of many new businesses and the lower rent 
a t t r a c t i o n of non-central l o c a t i o n s . Again t h i s hypothesis 
can be tested by interview with the operators of such new 
business types. 

In the context of the f i f t h hypothesis, the argument 
has wider i m p l i c a t i o n s . I f such an evolutionary change 
has taken place i n the l o c a t i o n c h a r a c t e r i s t i c s of high 
order a c t i v i t i e s , i t w i l l imply that recent improvements i n 
i n d i v i d u a l m o b i l i t y have reduced the time and cost of t r a v e l 
fo r customers to the extent that areas of the c i t y previously 
f u n c t i o n a l l y separate are now, i n e f f e c t , joined i n to a 
common fun c t i o n a l area. We might say that the downtown 
"market place" has been replaced by a "market area," whose 
bounds are so f a r undefined but which we might t e n t a t i v e l y 
i d e n t i f y as the "inner c i t y . " Within t h i s area may be 
several points equally accessible to customers scattered 
throughout the metropolitan area, and thus several a l t e r n 
a t i v e l o cations for businesses requiring access to scattered 
consumers. The downtown market place may have l o s t i t s 
unique q u a l i t y as "the point of maximum a c c e s s i b i l i t y , " 
which made i t the preferred l o c a t i o n for many a c t i v i t i e s , 
i ncluding high order a c t i v i t i e s . Thus c e n t r a l i t y may have 
l o s t i t s value for many a c t i v i t i e s , p a r t i c u l a r l y i f t h i s i s 
seen i n conjunction with the increasing emphasis on non-
s p a t i a l competitive factors i n r e t a i l i n g pointed out e a r l i e r . 
Together, these two trends destroy the r a t i o n a l i t y behind 
the t r a d i t i o n a l l o c a t i o n of high order a c t i v i t i e s of the 
C.B.D. 

I t follows that i f t r a d i t i o n a l C.B.D. functions such 
as s p e c i a l i z e d businesses are to remain downtown, there 
must be a new c r i t e r i o n , perhaps of public p o l i c y , to main
t a i n such businesses i n t h i s p a r t i c u l a r l o c a t i o n . C e r t a i n l y 
i f t h i s argument i s correct, there i s no fu n c t i o n a l nec
e s s i t y for high order businesses to be confined to the C.B.D. 
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I t i s the purpose of the following chapters to 
test the above hypotheses by examination of the l o c a t i o n a l 
and trade area c h a r a c t e r i s t i c s of high order a c t i v i t i e s 
i n Vancouver, Canada. In the process, we attempt to v e r i f y 
the as yet speculative r a t i o n a l i t y on which these hypotheses 
r e s t , by analysis of the motives and a t t i t u d e s of business 
men involved i n these a c t i v i t i e s , e s p e c i a l l y analysis of 
the process whereby business men select locations f o r t h e i r 
a c t i v i t i e s . We hope to demonstrate that considerations 
not unlike those deductively suggested influence the business 
man's choice of s i t e , and lead to the p a r t i c u l a r pattern 
of l o c a t i o n of high order a c t i v i t i e s we see i n Vancouver. 



CHAPTER I I I 

HIGH ORDER ACTIVITIES IU VANCOUVER. 1 . IDENTIFICATION 
OF EXAMPLES AND ORGANIZATION OF THE STUDY 

In t h i s chapter we describe the t r a n s l a t i o n of the 
conceptual background of the study outlined i n Chapters I 
and I I into operational terms. That i s , we more pr e c i s e l y 
i d e n t i f y high order a c t i v i t i e s i n the form that makes study 
possible, we describe the organization and strategy of the 
study i t s e l f , and we describe some relevant c h a r a c t e r i s t i c s 
of the c i t y of Vancouver, the locus of the study. 

I. IDENTIFICATION OF HIGH ORDER ACTIVITIES 

A f i r s t task i s to specify a c t i v i t i e s that might be 
c a l l e d "high order," and to i d e n t i f y examples of such 
a c t i v i t i e s i n Vancouver. The hypotheses outlined can then 
be tested i n terms of the examples s p e c i f i e d . 

I d e n t i f i c a t i o n of high order a c t i v i t i e s i s a c r i t i c a l 
process, since we w i l l be generalizing about c i t y structure 
on the basis of the examples i d e n t i f i e d and examined. I t 
i s also an uncertain process since there i s l i t t l e guidance 
from previous w r i t e r s as to which businesses ( i n the precise 
terms necessary f o r empirical i n v e s t i g a t i o n ) constitute 
high order a c t i v i t i e s . The exercise thus contains an 
i n e v i t a b l e subjective element. 

Such s u b j e c t i v i t y of c l a s s i f i c a t i o n r a i s e s an 
important methodological problem. I t i s possible that chang
ing the basis of c l a s s i f i c a t i o n would change the r e s u l t s 
of the study, or that r e s u l t s obtained w i l l lack g e n e r a l i t y , 
and w i l l r e f e r only to the business;., classes s u b j e c t i v e l y 
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s e t up. There i s no easy answer to t h i s problem. The 
o n l y response i s to r e l y upon such guidance as e x i s t s i n 
the l i t e r a t u r e c o n c e r n i n g c l a s s i f i c a t i o n by " o r d e r of good" 
and to r e l y upon p r o f e s s i o n a l t r a i n i n g t o sharpen one's 
i n t u i t i v e judgement. 

F i r s t l y , we can note such guidance as i s a v a i l a b l e 
i n the i d e n t i f i c a t i o n of "high o r d e r " a c t i v i t i e s . I n what 
f o l l o w s , we f o c u s on r e t a i l i n g a c t i v i t i e s . 

1 2 From P r o u d f o o t and R a t c l i f f we would expect t o 
f i n d h i g h o r d e r r e t a i l b u s i n e s s e s i n the " s p e c i a l i t y 
s t o r e - s h o p p i n g goods" c a t e g o r y . 

•5 

Vance i n d i c a t e s t h a t h i g h o r d e r s t o r e s are l i k e l y to 
be commodity s p e c i a l i z e d s t o r e s , and c i t e s h i s example of 
the "Steuben G l a s s Shop." 

C u r r y 4 c a l l s h i g h o r d e r b u s i n e s s e s those s u p p l y i n g 
i n f r e q u e n t l y demanded goods, and g i v e s as a f r i v o l o u s 
example, a n t i q u e s a d d l e s t o r e s . 

5 
C a r o l i s more s p e c i f i c , and mentions s p e c i a l i z e d 

j e w e l l e r y s t o r e s and s p e c i a l i z e d a p p a r e l s t o r e s as examples 
of the h i g h o r d e r type of b u s i n e s s . 

These statements p r o v i d e an o r i e n t a t i o n f o r t h i s 
study. I t i s f e l t to be r a t h e r important t h a t such i n d 
ependently d e r i v e d examples be used to i n i t i a l l y guide the 
study, s i n c e we wish to a v o i d d e f i n i n g h i g h o r d e r a c t i v i t i e s 
o n l y i n terms of the c h a r a c t e r i s t i c s we l a t e r hope to show 
they p o s s e s s . 

P r o u d f o o t , OJJ. c i t . " C i t y R e t a i l S t r u c t u r e " . . . . 
p 

R a t c l i f f , O JD . c i t . Urban Land Economics ...• 
-'vance, op_. c i t . "Commercial S t r u c t u r e of 

North American C i t i e s " . . . . 
4 C u r r y , 0£. c i t . " S e r v i c e Centres i n Towns".... 
5 
C a r o l , ap_. c i t . " H i e r a r c h y of S e r v i c e C e n t r e s 

w i t h i n the C i t y " . . . . 
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Logic suggests that further help i n the identification 
of high order a c t i v i t i e s can be gained from census material. 

Now high order a c t i v i t i e s have high threshold levels, 
i.e. they appear only i n large c i t i e s , and even then w i l l be 
few i n number. Thus inspection of census data related to 
r e t a i l trade w i l l identify r e t a i l types few i n number i n 
Vancouver, and thus by implication, w i l l isolate probable 
high order businesses, at least i n terms of the crude 
categories used i n census materials. 

This has bean done i n Table I, using census data for 
1961, and this table can be regarded as a rough "ubiquity 
index," a tool for the identification of high order r e t a i l 
a c t i v i t i e s . 

In the same table, a comparison i s made between the 
situation i n Vancouver and the situation i n the other six
teen metropolitan areas i n Canada, i n terms of selected 
store types. The comparison i s made to stress the wide 
regional variation across Canada i n the number of stores i n 
Various shopping goods categories as compared to population. 
The variation obviously reflects the fact that the number 
of stores of a, particular type i n a centre i s not a function 
only of the population of that centre but also, and inter-
a l i a , of the income characteristics, centrality functions 
and tourist functions of the centre. Thus Vancouver has 
rather "more" stores i n some categories than we would expect 
oh the basis of i t s size alone. Examples relevant to our 
interest are antique, g i f t and ladies wear stores. This 
surplus reflects the regional capital and tourist roles of 
Vancouver and i t s distance from competing centres. In con
trast, low income, low tourist c i t i e s i n the Praries and 
Maritimes have "fewer" stores i n many categories than pop
ulation alone would indicate. 

Dominion Bureau of S t a t i s t i c s . Census of Canada, 1961, 
Retail Trade Data. Bulletin 61-3 17-6-64, Catalogue 97 -503 
(Vol. VI, part 1,) Ottawa: Queen's Printer, 1964. 



TABLE I 

Selected R e t a i l i n g A c t i v i t i e s i n Canadian Metropolitan Centres (1961) 

Pop. of Store Categories 
Metro.Area Metro.Area A B C D E P G H I 
St. Johns 90838 - - - - - - - - -
Saint-John 95563 - 3 1 1 - — 1 - -
Sudbury 110694 10 — 1 — — — 1 — — 
V i c t o r i a 154152 12 11 1 — 5 2 1 — 1 
Kitchener 154864 1 1 - - 2 2 2 1 1 
London 181283 25 4 1 1 1 3 4 - -
H a l i f a x 183146 11 1 2 - - 2 - -
Windsor 193365 26 5 2 1 3 1 4 1 1 
Calgary 279062 28 3 — — 2 2 3 - 1 
Edmonton 337568 23 - 3 — 2 5 4 1 -
Quebec 357568 29 7 1 - 1 5 3 1 1 
Hamilton 395189 40 9 7 2 3 4 6 5 — 
Ottawa 429750 36 3 2 2 1 7 6 - 1 
Winnipeg 475989 34 1 2 - 1 8 4 1 1 
Vancouver 790165 83 23 12 3 5 12 8 5 4 
Toronto 1824481 247 37 14 9 10 31 38 9 5 
Montreal 2109509 194 25 6 3 20 55 24 15 4 

Store Categories: A - Furniture stores B - Antique stores 
C - Paintings and picture framers 
D - Men's hat stores E - Men's shoe stores 
F - Women's shoe stores G - Luggage and leather stor 
H - Toy stores I - Linen stores 
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The comparison i s s i g n i f i c a n t since i t warns against 
using the store number-population index too r i g i d l y to 
i d e n t i f y high order businesses, and i t reminds us that there 
w i l l be l i m i t s to the generality of the conclusions we derive, 
based as they are upon the study of businesses i n a single c i t y 
which may be i n some respects unique. 

The above approaches then, suggest that high order r e t a i l 
a c t i v i t i e s w i l l include s p e c i a l i z e d f u r n i t u r e , apparel, and 
g i f t stores, as w e l l as some few other c h a r a c t e r i s t i c s p e c i a l i z e d 
shopping goods stores, and there w i l l be but few examples of 
such, businesses i n the c i t y . 

A f i e l d survey of business centres and shopping centres 
i n metropolitan Vancouver was carr i e d out to discover, w i t h i n 
the general framework outlined, more p r e c i s e l y defined high 
order business types. The emphasis was on the i d e n t i f i c a t i o n 
of "product d i f f e r e n t i a t e d " commodity s p e c i a l i z e d shopping good 
stores, rather than the simpler commodity defined classes of 
the census, whose inherent weaknesses have been referred to 
e a r l i e r (p. 28.) 

Prom t h i s survey, and tout of the possible range of 
business types indicated i n the l i t e r a t u r e and hinted at through 
census data, a, number of business types were i d e n t i f i e d as 
"high order" and made the basis of t h i s study. These can be 
categorized as follows: 

a) Specialized f u r n i t u r e stores, including Danish 
modern, c o l o n i a l and antique f u r n i t u r e stores. 

b) Specialized apparel stores, including exclusive 
men's wear stores, exclusive l a d i e s ' wear stores. 

c) Specialized g i f t stores, including Spanish, Danish, 
antique g i f t stores. 

d) Specialized jewellery stores, including expensive 
modern jewellery stores. 

e) Other stores few i n number and highly commodity 
sp e c i a l i z e d i n nature include men's hat and men's shoe stores 
( i n the apparel class,) musical instrument, and art stores. 

The above types of store then, are some r e t a i l high order 
businesses. We are interested i n where i n the c i t y they 
are located and i n th£ir hinterland c h a r a c t e r i s t i c s , since 
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we argue that knowledge of these w i l l cast l i g h t on 
fundamentals of i n t r a - c i t y r e t a i l organization. 

I I . ORGANIZATION OF THE STUDY 

Here, we b r i e f l y describe the strategy of the study 
i t s e l f . 

The study i s based mainly on f i e l d work carr i e d out 
i n metropolitan Vancouver. The study had several stages 
once the hypothesis formulating stage had been completed. 

( i ) A thorough survey of metropolitan Vancouver was 
carr i e d out to i d e n t i f y and locate businesses that could 
be c l a s s i f i e d as "high order." This survey was helped by 
the knowledge that c e r t a i n categories of businesses could 
be c a l l e d high order - antique stores f o r example - and 
these could be pinpointed through telephone d i r e c t o r i e s 
fo r f i e l d inspection. 

( i i ) Once i d e n t i f i e d and located, most of the owners 
or managers of these high order businesses were interviewed. 
Since our hypotheses c a l l e d i n t o question both the v a l i d i t y 
and the r a t i o n a l i t y of the conclusions of e a r l i e r studies, 
we were seeking anew the r a t i o n a l e behind the l o c a t i o n of 
high order a c t i v i t i e s . Now a business l o c a t i o n represents 
the end product of a deci s i o n making process by an involved 
business man; we are interested i n the factors and a t t i t u d e s 
that influence t h i s decision making process. An interview 
programme seemed a usef u l s t a r t i n g point f o r the analysis 
of the decision making process and the l o c a t i o n a l pattern; 
i n f a c t , t h i s programme i s regarded as one of the strengths 
of t h i s study. 

Such a programme involves the recognized danger of 
ex poste r a t i o n a l i z a t i o n by business men about t h e i r motives, 
and also the danger that we would "be t o l d what we wanted 
to hear." But the technique i s valuable i n that i t goes 
beyond the usual assumptions that l o c a t i o n decisions are 
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taken by homogeneously perceptive, t o t a l l y informed, and 
excl u s i v e l y r a t i o n a l entrepreneurs motivated by p r o f i t 
maximization. A more r e a l i s t i c appraisal of the d i s t r i 
butional pattern of high order a c t i v i t i e s i s possible 
through a more complete analysis of the at t i t u d e s of involved 
business men. The comments of entrepreneurs interviewed 
then enable us to accept or modify both the l o c a t i o n a l 
hypotheses put forward i n the study and the r a t i o n a l i z a t i o n s 
upon which the hypotheses are based. The organization of 
the interview programme, and the open ended questionnaire 
on which i t was based, are discussed i n more d e t a i l i n 
Appendix A. 

( i i i ) We are interested i n the market hinterlands of 
the businesses under study. Data on market hinterlands was 
obtained from the c r e d i t records of a number of stores. 
S t r a t i f i e d samples (every 10th or every 5th name i n the 
records) were obtained. The proportion of the sample was 
varied according to the size of the population so that a 
minimum size sample was obtained. Sample sizes vary between 
30 r- 70 addresses, which seems a minimally acceptable basis 
on which to generalize. No address which appeared i n any 
sample was omitted, even i f i t l a y outside metropolitan 
Vancouver, since such cases are s i g n i f i c a n t . 

Samples were drawn from "open" c r e d i t accounts f o r 
each business, and so are comparable on the basis of time. 

More important i s that c r e d i t sales make up a varying 
proportion of t o t a l sales i n d i f f e r e n t businesses, though 
always c o n s t i t u t i n g a majority of sales. A l l merchants 
interviewed f e l t that c r e d i t sales gave a "reasonable 1' 
picture of t h e i r customer r e l a t i o n s h i p s and market h i n t e r 
land. We might speculate that non-credit sales involve 
smaller lower cost items, perhaps appealing to impulse 
buyers or to customers l i v i n g or working close to the store. 
The hinterland picture from c r e d i t records then may under
estimate the r o l e of l o c a l custom. 



49. 

( i v ) For some stores, market hinterland data was 
not a v a i l a b l e from c r e d i t records, since most sales were 
cash sales. G i f t stores e s p e c i a l l y f e l l i n t o t h i s category. 
In an e f f o r t to measure the customer hinterland of such 
stores, a card questionnaire survey of customers was car r i e d 
out. 

The survey consisted of a series of questions on a 
postcard, the card to be handed to the customer by the mer
chants taking part i n the survey, and to be mailed by the 
customer to the Department of Geography at the U n i v e r s i t y . 

In a d d i t i o n to hinterland data, the questionnaire 
was designed to e l i c i t information on the comparative shopping 
habits of customers, p a r t i c u l a r l y to test whether purchasers 
involved themselves i n prolonged shopping around before 
buying high order items. There were also questions which 
t r i e d to gauge the s o c i a l class of the purchaser, t h i s to 
test some suggestions we have made about the buyers of high 

7 

order goods. 
Unfortunately, t h i s stage of the research must be 

regarded as a f a i l u r e . Merchants were w i l l i n g to accept the 
cards i n t o t h e i r stores for the period of the survey (a 
week i n October 1964), but almost a l l "forgot" to hand the 
cards to the customers. This memory lapse i s probably an 
excuse to cover an unwillingness or embarrassment about the 
project. In the event, s u f f i c i e n t cards were returned by 
(a) men's "exclusive" apparel shops to provide substantive 
r e s u l t s f o r t h i s class of business, and (b) some g i f t shops 
to provide q u a l i t a t i v e i n d i c a t i o n s of customer character
i s t i c s f o r t h i s group. These w i l l be referred to where 
appropriate. 

(v) The f i n a l section of the study attempts to 
reconcile evidence c o l l e c t e d with the hypotheses i n i t i a l l y 

'The design of the card questionnaire survey i s 
described i n more d e t a i l i n Appendix B. 
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suggested, and summarizes the (theoretical and p r a c t i c a l 
implications of the study. 

I I I . THE SETTING OP THE STUDY 

The study was carri e d out i n Vancouver, B.C., Canada, 
an urban area with a metropolitan population of nearly 
800,000 (790,165 i n 196.1. ) 8 

Some f a m i l i a r i t y with the i n t e r n a l structure of 
Vancouver i s a necessary prerequisite to appreciation of the 
empirical data that follows. Here, a short sketch, of the 
main elements of the s o c i a l and commercial geography of the 
c i t y are presented to provide such a background. The verbal 
summary i s supported by Map. I. 

The h i s t o r i c nucleus of Vancouver, and the present 
C.B.D., i s situated rather e c c e n t r i c a l l y with respect to the 
c i t y as a whole i n a waterfront p o s i t i o n on the Burrard 
Peninsula (see Map I ) . Moreover, the C.B.D. i s apparently 
cut o f f from the re s t of the c i t y by the water b a r r i e r s of 
False Creek and Burrard I n l e t and by i n d u s t r i a l d i s t r i c t s 
to the south east. But t h i s i s o l a t i o n i s probably more 
apparent than r e a l , since the C.B.D. i s l i n k e d by good 
bridges and highways to the rest of the c i t y and n a t u r a l l y 
i s the focus of the c i t y mass t r a n s i t system. Thus the 
C.B.D. i s e f f e c t i v e l y and obviously l i n k e d i n t o the c i t y 
economy, and indeed, dominates some well-known a c t i v i t y q 
categories. J 

The Vancouver C.B.D. i t s e l f i s a r e a l l y large for the 
size of the c i t y , and w i t h i n the large area, set aside f o r 

Census of Canada 
q 
^See L. Smith & Co. Economic Analysis for C.B.D. 

Redevelopment, (L. Smith Consultants, Seattle, Washington, 
1963) f o r d e t a i l s of Vancouver C.B.D. share of r e t a i l trade, 
o f f i c e employment, etc. 
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" c e n t r a l " uses by the City Planning Department, development 
10 

i s d i f f u s e and scattered. At the same time, the r e t a i l 
a c t i v i t i e s of the C.B.D. are organized i n t o two quite 
d i s t i n c t i v e sub-areas clustered around major department 
stores and which are f u n c t i o n a l l y d i s t i n c t as we l l as mor
phol o g i c a l l y separate. Thus the older, eastern r e t a i l d i s 
t r i c t of the C.B.D. i s predominantly an area of low price 
stores, while the newer, western area, close to c i v i c 
buildings and major hotels, i s a medium-high price shopping 
area with a s p r i n k l i n g of s p e c i a l i t y stores. ( I t i s i n t h i s 
l a t t e r area that C.B.D. stores examined i n t h i s study are 
mainly set.) 

Thus the Vancouver C.B.D. i s , i f anything, unusually 
uncompact and i s tending to become polarized around the t wo 
contrasting shopping n u c l e i . C i v i c p o l i t i c i a n s and planning 
o f f i c i a l s have seen t h i s as a weakness of the core, and 
have suggested that future development should aim to integrate 

11 

more f u l l y , presently disparate core a c t i v i t i e s . 
Around and beyond the C.B.D. l i e the r e s i d e n t i a l 

areas of Vancouver, arranged i n a " s e c t o r a l " rather than 
" c i r c u l a r " pattern of s o c i a l area d i f f e r e n t i a t i o n . 

To the south and west of the C.B.D. are l a r g e l y older 
r e s i d e n t i a l areas, stretching south to the Praser r i v e r at 
Marpole and west to the University Endowment Lands. These 
are now mainly middle class r e s i d e n t i a l areas with d i s 
t i n c t i v e areas of upper income housing i n Shaughnessy, 

See Downtown Vancouver 1955-1980, (Vancouver 
City Planning Department, 1 9 5 3 ) f o r d e l i m i t a t i o n of the 
area defined as the C.B.D., and plans f or future development 
of the area. Compare Smith, op. c i t . f o r a d e l i m i t a t i o n 
of the C.B.D. i n terms more acceptable to the geographer. 

11 Smith, op_. c i t . 



53. 

K e r r i s d a l e , S.W. Marine Drive and the University area (see 
1 2 

Map I.) Within t h i s broad area, are several d i s t i n c t i v e 
f u n c t i o n a l n u c l e i , such as Kerri s d a l e , Marpole, and West 
Point Grey. These centres, once rather i s o l a t e d suburban 
" v i l l a g e s " , are now important r e t a i l and organizational 
sub-centres, providing also recognized t e r r i t o r i a l reference 
points f o r c i t y dwellers. 

One western r e s i d e n t i a l area does not f i t i n t o t h i s 
pattern. K i t s l l a n o , to the S.W. of False Creek, i s an area 
of mixed apartment dwelling and working class housing, mixed 
with some commercial land use. 

Two major a r t e r i e s serve these southern and western 
r e s i d e n t i a l areas, Broadway and G r a n v i l l e Street. The two 
streets j o i n just south of False Creek, outside the C.B.D. 
This highly s t r a t e g i c l o c a t i o n i s the locus of a major 
shopping d i s t r i c t and of o f f i c e and commercial a c t i v i t y . 
Several s p e c i a l i t y stores examined i n t h i s thesis are located 
in . o r adjacent to t h i s d i s t r i c t , and t h i s area between the 
C.B.D. and more purely r e s i d e n t i a l areas w i l l at times be 
referred to as the "inner c i t y " i n t h i s study. 

East and south east of the C.B.D. i s an extensive 
r e s i d e n t i a l area more d e f i n i t e l y working class i n character. 
This area stretches from a rather abrupt s o c i a l divide 
around Oak Street (west of which i s the area, previously d i s 
cussed), east into Burnaby and New Westminster. Within t h i s 
area, however, are " i s l a n d s " of middle class residences, 

i 3 
e.g. around Burnaby Lake. The r e s i d e n t i a l landscape i s , 
however, interrupted by concentrations of i n d u s t r i a l act
i v i t y along the waterfront, along Hastings Street and along 
other major highways leading out of the c i t y to the east. 

See B e l l , L. Metropolitan Vancouver, an Overview  
fo r S o c i a l Planners, (Community Chests and Councils of 
Greater Vancouver, 1965), esp. p. 7. 

i ̂  B e l l , L. oj). c i t . p. 7. 
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On the North Shore, residences are predominantly 
middle c l a s s , though there i s a contrast between the older, 
lower-class areas of North Vancouver C i t y and the middle 
class areas of new settlement i n North Vancouver and 
esp e c i a l l y i n West Vancouver. In general, s o c i a l status 
increases with elevation and with western s i t u a t i o n on the 
North Shore. . 

Another area of new settlement i s to the south of the 
c i t y i n Richmond and Surrey. Here are recently b u i l t areas 
of low density housing, and these true "suburbs" beyond the 
p o l i t i c a l bounds of the cen t r a l c i t y , are mainly lower middle 
or middle class i n s o c i a l status. 

F i n a l l y , note the d i s t i n c t i v e area- of the West End. 
This d i s t r i c t between the C.B.D. and Stanley Park, i s an 
area of recent rapid apartment construction and rapid 
population growth, and i t has a c h a r a c t e r i s t i c demographic 
structure. I t i s a. r e l a t i v e l y new but important element i n 
Vancouver's r e s i d e n t i a l structure. 

In sum, from our point of view, relevant aspects of 
Vancouver's i n t e r n a l structure include the eccentric l o c 
a t i o n of the C.B.D. and i t s i n t e r n a l c h a r a c t e r i s t i c s , the 
important r o l e of the Broadway-Granville "inner c i t y " 
service centre, and the d i s t i n c t i o n between the middle class 
western and North Shore r e s i d e n t i a l areas, and the working 
class eastern r e s i d e n t i a l areas. These elements w i l l be 
referred to constantly as the discussion proceeds, and need 
to be borne i n mind throughout. I t i s i n t h i s framework 
that s p e c i a l i z e d r e t a i l a c t i v i t y i s set i n Vancouver. In 
the next chapter, we examine the l o c a t i o n c h a r a c t e r i s t i c s of 
high order r e t a i l businesses i n t h i s s e t t i n g . 



CHAPTER IV 

HIGH ORDER ACTIVITIES IN VANCOUVER. 
2. LOCATIONAL CHARACTERISTICS. 

In t h i s chapter we w i l l examine the l o c a t i o n 
c h a r a c t e r i s t i c s of some high order, r e t a i l a c t i v i t i e s i n 
contemporary Vancouver. 

The central theme of t h i s chapter i s to test 
hypothesis I I of Chapter I I , i . e . that high order a c t i v i t i e s 
may be found i n non-central l o c a t i o n s . Where such cases are 
i d e n t i f i e d , we attempt to determine the l o g i c behind l o c a t i o n 
through interview with involved business men, and here we 
look p a r t i c u l a r l y f o r the ro l e of customer m o b i l i t y and for 
non-spatial competitive factors as influences on business 
l o c a t i o n choice. 

In the process of es t a b l i s h i n g the p o s s i b i l i t y of 
eccentric l o c a t i o n f o r high order businesses, however, we 
also pay at t e n t i o n to i d e n t i f i c a t i o n of the l i m i t s of such 
e c c e n t r i c i t y i n l o c a t i o n . In b r i e f , we do not expect to f i n d 
high order businesses "anywhere" i n the c i t y - the hypothesis 
of e c c e n t r i c i t y i n l o c a t i o n does not imply randomness i n 
l o c a t i o n . Rather we expect that there w i l l be some con
sistency i n the pattern of d i s t r i b u t i o n of businesses d i s 
cussed, and some l i m i t ( i n terms of distance from the core) 
beyond which, e c c e n t r i c i t y i n l o c a t i o n w i l l be no longer 
v i a b l e . 

Where high order businesses are i d e n t i f i e d i n ce n t r a l 
l o c a t i o n s , we w i l l look f o r the influence of t o u r i s t and 
downtown worker demand on l o c a t i o n (hypothesis I I I ) and also 
examine the age c h a r a c t e r i s t i c s of such businesses (to test 
hypothesis IV). 
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There w i l l also be opportunity to comment on hypothesis 
VI of Chapter I I , concerning the l i k e l y l o c a t i o n of business 
types appearing i n the c i t y for the f i r s t time. A d d i t i o n a l l y , 
by focussing upon the time periods at which high order busi
nesses began to appear i n various l o c a t i o n s , there w i l l also 
be opportunity to test hypothesis V. 

Prom the l i s t i n g of high order r e t a i l businesses i n 
Chapter I I I , a number of store types were chosen and used as 
study vehicles for t h i s part of the i n v e s t i g a t i o n . The store 
types chosen and the numbers of stores involved are shown i n 
Table I I . The table also i n d i c a t e s , f o r comparison, the t o t a l 
number of stores i n the metropolitan Vancouver area i n the 
general commodity category from which these s p e c i a l i z e d stores 
have been abstracted. 

The discussion that follows i s organized i n terms of 
categories of stores ( f u r n i t u r e stores, g i f t stores, e t c . ) . 
Within each category the l o c a t i o n c h a r a c t e r i s t i c s and l o c a t i o n 
h i s t o r y of i n d i v i d u a l stores are discussed i n d e t a i l , t r e a t i n g 
each store as an example or case study, and analysing f o r each 
store the factors whic h l e d the merchant to choose that 
p a r t i c u l a r s i t e for h i s business. This method i s comprehensive 
but i s r e p e t i t i o u s . However, i t i s necessary. V a l i d a t i o n of 
hypotheses depends upon examination of a large number of 
relevant examples. This i s e s p e c i a l l y true i n the context of 
r e t a i l store l o c a t i o n where i n d i v i d u a l stores may represent 
a t y p i c a l , temporary, or i d i o s y n c r a t i c l o c a t i o n s . In short, 
r e p l i c a t i o n , though monotonous, i s imposed by the nature of 
the problem. Even so, summarization i s attempted wherever 
possible and the whole range of possible examples i s not 
discussed. Rather, enough evidence i s presented to e f f e c t i v e l y 
demonstrate the hypotheses outlined, and to cover a l l the 
nuances of the argument. 

As the examination of the l o c a t i o n c h a r a c t e r i s t i c s of 
high order r e t a i l businesses proceeds, i t w i l l become obvious 
that f a r from occupying a common central l o c a t i o n , d i f f e r e n t 
kinds of high order businesses have d i f f e r e n t l o c a t i o n patterns. 
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TABLE I I 

"High Order" Stores i n Vancouver  
Discussed i n t h i s Study 

Nearest Census 
"High Order*1 Stores No. Total Class No. 

Furniture Group: 17 Furniture Stores 83 
Danish modern f u r n i t u r e 7 
Colonial f u r n i t u r e 4 
Antique f u r n i t u r e 5 
Other s p e c i a l i z e d stores 1 

G i f t Group: 12 G i f t Stores 75 
Danish modern g i f t s 4 
Spanish, g i f t s 3 
Other s p e c i a l i z e d g i f t s 5 

Jewellery Group: 5 Jewellery Stores 139 
Modern jewellery 5 

Apparel Group: 9 Men's & Boys 
"Exclusive" men's wear 9 Clothing Stores 142 

Others: 43 
"Exclusive" l a d i e s ' Women's Ready to 
wear stores 12 Wear 248 

Specialized musical Musical I n s t r u 
instrument stores 3 ments 31 Specialized a r t stores 6 P i c t u r e s , etc. 12 

Men's shoe stores 5 Men's Shoes 5 Antique g i f t stores 18 Antique Stores 23 

Source: F i e l d survey (1964) and Census of Canada (1961.) 
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D i s t i n c t i v e tendencies and the r a t i o n a l e behind such tendencies 
w i l l be sought from the mass of diverse evidence. 

I. FURNITURE STORES 

A usef u l s t a r t i n g point i s with the f u r n i t u r e group of 
stores, analysed i n terms of the various product d i f f e r e n t i a t e d 
types. This group of stores w i l l be dealt with at some length 
since, as the i n i t i a l ' example, ideas need to be stated f u l l y 
which may be stated i n summary form l a t e r , and since many of 
the hypotheses outlined seem to f i n d best confirmation on the 
evidence of t h i s group. 

Note that not every store i n each group i s discussed. 
R e p i t i t i o n i s avoided and examples are selected which f i l l out 
the argument presented. 

Ia. DANISH MODERN FURNITURE STORES 
There are seven stores i n the Vancouver metropolitan area 

s e l l i n g wholly or mainly f u r n i t u r e , usually c a l l e d "Danish 
Modern." Other stores may s e l l some pieces of Danish f u r n i t u r e , 
but here we are concerned with those stores that s e l l pre
dominantly t h i s s t y l e of f u r n i t u r e . We are interested i n 
p r e c i s e l y those stores that have reached t h i s degree of product 
s p e c i a l i z a t i o n . 

Two points can be added. 
( i ) "Danish f u r n i t u r e " stores often s e l l other goods 

besides f u r n i t u r e ( c u t l e r y , flatware, pottery i n modern designs 
are examples.) However, i n the stores described, f u r n i t u r e i s 
the most important commodity i n terms of display space occupied 
and contribution to t o t a l sales. 

( i i ) There are s t i l l noticeable differences between 
even these ostensibly s i m i l a r stores, a r i s i n g out of product 
d i f f e r e n t i a t i o n and :',sales techniques. Thus, although a l l the 
stores are classed as "Danish modern" and a l l s e l l e s s e n t i a l l y 
"contemporary" f u r n i t u r e , one store i n the c i t y s e l l s only 
Norwegian imported f u r n i t u r e , and another s e l l s Canadian made 
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f u r n i t u r e of Danish, design. Also the stores d i f f e r i n the 
degree of extra-sales, service they o f f e r , p a r t i c u l a r l y i n the 
i n t e r i o r decorating advice they provide along with the sale 
of f u r n i t u r e . To the merchants involved, these differences 
are s i g n i f i c a n t , and are the basis of at t i t u d e s which a f f e c t 
store l o c a t i o n . But we might wel l assume that to most 
p o t e n t i a l customers f o r contemporary f u r n i t u r e , the stores are 
e s s e n t i a l l y s i m i l a r and competitive, and can thus be discussed 
as a group. 

The d i s t r i b u t i o n of the seven Danish f u r n i t u r e stores 
i s shown i n Map I I . The stores are numbered f o r reference i n 
the text. The numbers are a r b i t r a r y . 

We see that two stores (1 and 2) are situated downtown, 
two stores (3 and 4) are i n the "furn i t u r e row" d i s t r i c t 
outside the C.B.D. (near the i n t e r s e c t i o n of Broadway and 
Gr a n v i l l e S t r e e t ) , and another store (5) i s near but not of 
t h i s c l u s t e r . One store (6) i s i n the southern suburbs, i n 
the old-established shopping d i s t r i c t of Kerrisdale, and store 7 
i s on the North Shore i n the new planned shopping centre of 
Park Royal. 

Store ]_ and Store 2 
To examine t h i s pattern i n more d e t a i l , we turn to those 

stores i n the t r a d i t i o n a l locus of sp e c i a l i z e d shopping goods 
stores, stores 1 and 2 i n the C.B.D. 

The stores are situated close together i n the East 
End of downtown, between two large department stores, and i n 
a c o n s t e l l a t i o n of stores consisting mainly of l a d i e s ' apparel 
shops and shoe stores. They can be discussed together since 
they are close neighbours, and since the factors which 
influenced merchants l o c a t i o n choice are quite s i m i l a r i n each 
case. 

Stores are discussed i n terms of numbers throughout 
to preserve the c o n f i d e n t i a l i t y of data. The device does not 
hamper discussion. 
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This apparently t r a d i t i o n a l l o c a t i o n f o r stores of 
t h i s type should not, however, be interpreted too naively, nor 
r a t i o n a l i z e d only i n terms of "maximum a c c e s s i b i l i t y to 
scattered consumers." Other f a c t o r s , no l e s s s i g n i f i c a n t for 
being l e s s obvious, also affected the merchant's l o c a t i o n 
decision. Interview with both the involved merchants i d e n t i f i e d 
some of these f a c t o r s . 

F i r s t , note that there i s some correspondence between 
the motives offered i n explanation by the business men and the 
"orthodox" l o c a t i o n explanation. 

Both business men believe that t h e i r p o t e n t i a l customers 
are widely scattered throughout the metropolitan area, and 
that downtown i s a convenient place from which to serve such a 
market d i s t r i b u t i o n . As one manager expressed i t , "everyone 

2 

comes downtown sooner or l a t e r . " 
The a t t r a c t i o n of the downtown l o c a t i o n i s seen to befurther 

r e i f o r c e d by the proximity of two large department stores. 
Both merchants assume that customers move between these stores 
while shopping downtown, and that t h e i r own stores benefit from 
the pedestrian t r a f f i c generated. 

The i n t e r - s t o r e benefits expected are, of course, 
f a m i l i a r to students of marketing, and are e f f e c t i v e l y 
summarized by the merchant quoted e a r l i e r , "how can I los e , 
situated between two large department stores?" 

The above f a c t o r s , undoubtedly important, as yet only 
confirm w e l l documented generalizations. But other factors 
uncovered by interview might cause us to modify these accepted 
generalizations. 

However, both merchants agree that they draw most 
heavily from the higher income suburbs.tto the West and North, 
and much l e s s heavily from the eastern suburbs. In other 
words, the scattered d i s t r i b u t i o n of customers i s not an even 
scat t e r , but i s biased i n favour of the higher income suburbs. 
This w i l l be discussed more thoroughly i n a l a t e r chapter. 
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Of f i r s t importance from our point of view i s that 
neither merchant regards downtown as the only l o c a t i o n i n 
which he might successfully operate. Both agree that a down
town l o c a t i o n i s not an e s s e n t i a l prerequisite to successful 
operation, and that a metropolitan wide market can as e a s i l y 
he served from a non-central l o c a t i o n . The l i m i t s of 
e c c e n t r i c i t y are defined, however; not "anywhere" i n the c i t y 
i s acceptable, but rather the "inner suburbs" of the c i t y are 
s p e c i f i e d . More p a r t i c u l a r l y , the inner suburbs of the western 
part of the c i t y are seen as most favourable, i . e . those areas 
adjacent to the higher income suburbs where most customers 
are presumed to reside. To support t h i s contention, the 
merchants point out that several s p e c i a l i z e d f u r n i t u r e stores 
operate successfully i n such non-central l o c a t i o n s . 

The r a t i o n a l i t y behind t h i s a t t i t u d e accords w e l l with 
the deductive argument set out e a r l i e r . Both merchants 
believe that the nature of the goods they are o f f e r i n g make 
them " d i f f e r e n t " from most other f u r n i t u r e stores, i f not 
a c t u a l l y "unique." Since they are unique, they believe that 
customers could be attracted to non-central locations to 
purchase the s p e c i a l i z e d goods they o f f e r . Their p a r t i c u l a r 
uniqueness i s based, they believe, upon t h e i r extreme product 
s p e c i a l i z a t i o n (which sets them apart from most other f u r n i t u r e 
sto r e s ) , and upon the q u a l i t y of t h e i r merchandise and service 
(which sets them apart from t h e i r more obvious competitors.) 
Thus the merchant already quoted (the proprietor of store 
no. 2), f e e l s that his store i s unique, not only i n Vancouver 
but i n a l l Western Canada i n the q u a l i t y of goods and 
s e l e c t i o n of merchandise offered. Though t h i s may seem a 
rather extravagent claim, i t i s s i g n i f i c a n t , since i t i s on 
t h i s kind of image of h i s business that the merchant bases 
h i s actions. As another merchant i n a, s i m i l a r business 
candidly observed, "we are a l l egoists i n our business"; t h i s 
egoism i s relevant to our i n t e r e s t since i t i s an a t t i t u d e 
with l o c a t i o n a l consequences. 
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To the l o c a t i o n a l i m p l i c a t i o n of product d i f f e r e n t i a t i o n , 
merchants add the consequence of catering to middle class 
car owning customers. Such mobile customers, merchants agree, 
would be r e l a t i v e l y easy to a t t r a c t to c e r t a i n non-central 
l o c a t i o n s , reducing further the necessity of a s t r i c t c e n t r al 
l o c a t i o n . 

A d d i t i o n a l l y , both merchants 1 and 2 acknowledge that 
c e r t a i n p o s i t i v e advantages would be associated with a non-? 
cen t r a l l o c a t i o n . In p a r t i c u l a r , rents and taxes would be 
lower outside downtown, reducing overhead costs. Moreover, 
parking space for customers might be expected to be cheaper 
and more f r e e l y a v a i l a b l e i n the suburbs, an important con
s i d e r a t i o n i f p o t e n t i a l customers are assumed to be car owning 

•5 
and mobile. 

In l i g h t of the above q u a l i f i c a t i o n s , the question becomes 
le s s "why are these stores downtown?" and becomes rather 
"why are they not outside downtown?" 

Interview reveals at l e a s t two more relevant factors 
need to be considered, one more c l e a r l y "economic", one 
perhaps "psychological." 

F i r s t we should note that the area of the C.B.D. con
t a i n i n g these stores - the eastern end - i s a depressed area; 
t h i s i s the older part of downtown, an area of old buildings 
and generally cut-price stores, adjacent to the "zone of 
discard" and not f a r from "skid row." Store vacancies have 
been running at high l e v e l s i n t h i s area. A recent report 
indicated 1 5 $ ground f l o o r vacancy rates i n adjacent blocks 

However, i n t h i s p a r t i c u l a r case, the l a t t e r point i s 
q u a l i f i e d . Both stores are adjacent to a large multi-storey 
parking garage, which off e r s free parking and which i s assumed 
to s a t i s f y customer needs. In the minds of these mercants, 
at l e a s t , downtown t r a f f i c congestion and parking problems 
seem no deterrent to p o t e n t i a l customers and do not q u a l i f y 
the u t i l i t y of t h e i r downtown l o c a t i o n . 
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compared to a C.B.D. average of 7 per cent, and a f i e l d 
4 

inspection reveals many current vacancies. 
Under these circumstances, both the merchants i n t e r 

viewed were able to obtain very favourable leases at low 
rents. At the time they set up business (1958 f o r store 1 and 
1965 for store 2,) they had been able to choose among several 
a l t e r n a t i v e vacant s i t e s i n the same downtown block, and had 
thus been i n a. strong p o s i t i o n to negotiate favourable leases. 
Although, u n w i l l i n g to provide d e t a i l s of t h i s item of costs, 
the merchants were c e r t a i n that t h e i r rents were lower than 
other areas of downtown (e s p e c i a l l y the western r e t a i l area) 
and were perhaps comparable to rents obtaining i n major 
shopping centres outside the C.B.D. 

The rent f a c t o r then, which could become a determining 
l o c a t i o n f actor i f a l t e r n a t i v e s i t e s are viewed as equally 
accessible to the p o t e n t i a l market, did not i t s e l f vary 
greatly among a l t e r n a t i v e l o cations and thus became an 
i n d i f f e r e n t l o c a t i o n f a c t o r i n the minds of the involved 
business men. 

The second factor i s more i n t a n g i b l e , but i s c e r t a i n l y 
relevant. Both, merchants expressed what can only be described 
as a p r e d i l e c t i o n f o r a. downtown l o c a t i o n based upon a 
p a r t i c u l a r preconception of the r o l e of downtown i n the 
functioning of the c i t y . Both saw downtown as more than a 
r e t a i l centre o f f e r i n g only advantages of a c c e s s i b i l i t y and 
comparative shopping to customers; rather they expected 
downtown to play a p o s i t i v e r o l e i n the s o c i a l ecomomy of the 
c i t y , to be a recreation centre as w e l l as a work centre, a 
place to be v i s i t e d f or i t s own sake as much as f o r u t i l i t a r i a n 
purposes of business or shopping. This i s the view of down
town as the "heart of the c i t y " rather than as simply a high 

Smith L. & Co. Economic Analysis f o r C.B.D. 
Redevelopment, (L. Smith & Co. Seattle Washington, 1965,) 
p. 11. 
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order business centre. 
A c t u a l l y , both merchants were disappointed that the 

Vancouver C.B.D. did not f u l f i l t h i s expected r o l e . Both 
merchants (recei t immigrants from Northern Europe) made 
unfavourable comparisons between downtown Vancouver and the 
ce n t r a l areas of European c i t i e s of t h e i r experience. But 
t h i s disenchantment did not a l t e r t h e i r conception of what 
downtown should be, and both hoped that municipally sponsored 
redevelopment programmes would generate the preferred 
atmosphere i n central Vancouver. In the meantime, both r e t a i n 
a n o s t a l g i a f o r an urbane c i t y core area, which i s expressed 
as a preference f o r a downtown l o c a t i o n ; both also f e e l that 
t h e i r own presence downtown contributes i n some measure 
towards the i d e a l image. 

Summary. Thus i n the choice of a downtown l o c a t i o n , 
the often quoted " a c c e s s i b i l i t y " of the core did not play a 
c r u c i a l r o l e f o r e i t h e r store discussed. Other non-central 
areas were regarded by the involved merchants as equally 
accessible, e s p e c i a l l y where unique goods are involved. Where 
several a l t e r n a t i v e locations were viewed i n d i f f e r e n t l y i n 
terms of a c c e s s i b i l i t y and (through unusual circumstances) i n 
terms of rent and parking f a c i l i t i e s , i t was the sentimental 
p r e d i l e c t i o n of the business men f o r a downtown s i t e which 
a c t u a l l y became the determining l o c a t i o n f a c t o r . This pre
d i l e c t i o n i n turn i s based on the business man's pre-emigrant 
experiences of c i t y form i n European c i t i e s . 

These examples tend to support the hypothesis under 
review and to confirm the deductive r a t i o n a l i t y on which i t 
was based. A d d i t i o n a l l y , wider behavioural impulses are also 
i d e n t i f i e d that r e l e v a n t l y bear on the l o c a t i o n choice of the 
two firms. 

Abrams, C. "Downtown Decay and Revival," Journal of  
the American I n s t i t u t e of Planners, Vol. XXVII, (Feb. 1961), 
p. 3. 
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More confirmatory evidence can be found from a s i m i l a r 
motivational analysis of non-centrally located businesses. 

Store 2 
Store 3 i s one of the best known stores of i t s kind 

i n Vancouver, and combines an i n t e r i o r decorating service 
with simple r e t a i l i n g . I t i s situated i n a major business 
centre near the i n t e r s e c t i o n of two main a r t e r i a l highways 
(Granville Street and Broadway.) The s i t e i s i n a ribbon of 
fur n i t u r e stores which includes one other Danish modern store, 
three antique f u r n i t u r e stores, three i n t e r i o r decorator 
stores, and several furniture-appliance stores. Close by, 
wi t h i n the same business centre, are concentrations of related 
businesses, e s p e c i a l l y carpet stores (four) and f l o o r i n g 
material r e t a i l e r s . 

Such an inner c i t y highway side " f u r n i t u r e row" i s a 
generic feature of medium and large sized Worth. American 

7 
c i t i e s , though the r o l e of highly s p e c i a l i z e d stores i n such 
a context does not seem to have been e x p l i c i t l y explored. 

Store no. 3 opened i n 1954 on t h i s s i t e . As with the 
previous examples, the merchant f e l t h i s p o t e n t i a l customers 
were widely scattered across the metropolitan area, and wished 
to choose a l o c a t i o n which, reduced t r a v e l inconvenience f o r 
scattered customers. But again the merchant f e l t that the 

This l o c a t i o n i s considered "non-central" throughout 
t h i s chapter despite i t s s t r a t e g i c l o c a t i o n near the centre 
of gravity of the c i t y . The reference point f o r " e c c e n t r i c i t y " 
i n store l o c a t i o n i s the C.B.D., the focus of the c i t y 
highway and t r a n s i t system. Possible implications of the 
eccentric l o c a t i o n of the C.B.D. i t s e l f are discussed l a t e r 
(Chapter VI.) 

7 
Berry, B. "Ribbon Development i n the Urban Business 

Pattern," Annals of the American Association of Geographers, 
Vol. XLIX, ( 1 9 5 9 ) , P. 1 4 5 . 
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C.B.D. was not the only place which s a t i s f i e d t h i s access
i b i l i t y requirement. Rather, several areas of the c i t y , i t 
seemed to him, apparently offered s i m i l a r degrees of access
i b i l i t y to the c i t y as a whole, e s p e c i a l l y i f , as was assumed, 
most p o t e n t i a l customers were i n the middle and upper socio
economic classes and thus probably car owning and mobile. 

When various s i t e s are considered to be s i m i l a r l y 
accessible from across the c i t y , formerly marginal factors may 
become l o c a t i o n determinents, as t h i s case demonstrates. 

( i ) F i r s t l y , the merchant involved was deterred 
p o s i t i v e l y by some aspects of downtown Vancouver. In 
p a r t i c u l a r , the high rents of core r e t a i l areas reduced the 
a t t r a c t i o n of a downtown l o c a t i o n . This a t t i t u d e has, i n 
f a c t , an important general i m p l i c a t i o n f o r l o c a t i o n theory. 
High downtown rents o r i g i n a l l y represented a premium paid by 
entrepreneurs f o r the a c c e s s i b i l i t y value and prestige of a 
downtown l o c a t i o n . I f downtown loses i t s a c c e s s i b i l i t y value 
i n the eyes of business men, r e s i d u a l l y high rents become, 
as here, a deterrent to l o c a t i o n . This i s an important theme 
which w i l l be returned to l a t e r . 

( i i ) Secondly, i n the eyes of t h i s merchant, downtown 
t r a f f i c conditions also q u a l i f y the a t t r a c t i o n of a downtown 
l o c a t i o n . The considerable inconvenience assumed to f a l l on 
po t e n t i a l customers attempting to negotiate downtown t r a f f i c 
was an important f a c t o r i n f l u e n c i n g the merchant against a 
central l o c a t i o n . 

In contrast, the chosen s i t e was seen to possess a 
number of p o s i t i v e advantages. 

( i ) F i r s t , being situated closeto a major east-west 
artery (Broadway) and a major north-south artery ( G r a n v i l l e St.) 
the s i t e had a high degree of a c c e s s i b i l i t y from the middle 
and upper class suburbs i n the western and southern parts of 
the c i t y . The f a c t that the other main middle class suburb 
of Vancouver (the Worth Shore) lay to the "other side" of the 
C.B.D. was not f e l t to be a, s i g n i f i c a n t disadvantage. The 
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merchant f e l t that "once people were i n t h e i r cars" an extra 
one or two miles of t r a v e l i s l i k e l y to be considered unimport
ant i n both time and cost by consumers. The intervening 
opportunity and nearness advantages of the C.B.D. v i s a v i s 
North Shore customers, was thus considered s l i g h t . As added 
weight, the merchant f e l t that the q u a l i t y of his own goods 
and e s p e c i a l l y the high degree of service associated with, sale, 
completely eliminated any s l i g h t distance disadvantage of the 
s i t e i n terms of North Shore customers. 

Also important i n t h i s context, i s that soon a f t e r 
opening, a c a r e f u l advertizing campaign was started, conducted 
through those l o c a l magazines and radio stations appealing to 
middle and upper socio-economic groups, and calculated to b u i l d 
an image of elegant, expensive taste f o r the store. On the 
basis of the image thus generated, nearness as a competitive 
f a c t o r was expected to be reduced and l o c a t i o n became a l e s s 
c r i t i c a l issue. 

( i i ) Second, the s i t e i s on one of the busiest a r t e r i a l s 
i n Vancouver outside the c e n t r a l business d i s t r i c t . Thus 
several thousand vehicles an hour pass by the store during 
peak hours and f i v e bus routes converge at t h i s point before 
entering the downtown peninsula. The merchant, of course, i s 
w e l l aware of the advantages of such, an exposed l o c a t i o n . The 
chief advantage, he suggests, i s i n continual exposure to a 
passing public which gives the s i t e considerable advertizing 
p o t e n t i a l . I t i s s i g n i f i c a n t then, that great a t t e n t i o n i s 
given to the store front and windows display, which become an 
important, c o n t i n u a l l y displayed advetisement. 

Moreover, the merchant f e e l s that t h i s s i t e permits 
exposure to just the section of the population which includes 
his p o t e n t i a l ;customers, since i t i s along t h i s route that the 
middle and upper income groups commute from t h e i r homes i n the 

Q 
western part of the c i t y to t h e i r downtown work places. As 

See Wolforth, J. Work-Residence Relations i n Vancouver, 
unpublished M.A. t h e s i s , University of B r i t i s h Columbia^ 1965. 
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the merchant put i t himself, "Granville Street i s the "drain" 
f o r the upper income suburbs of Vancouver." 

( i i i ) Third, the chosen s i t e offered r e a l advantages i n 
terms of lower rents than downtown s i t e s . The rent here i s $600 
a month, while rents i n downtown r e t a i l areas are between $600 
and $800 a month f o r much smaller stores. For the merchant 
involved, t h i s proved an important difference, e s p e c i a l l y since 
at the time the business was set up, c a p i t a l was l i m i t e d . 

( i v ) F i n a l l y , i t i s important that the area, chosen 
already had t h e o c h a r a c t e r i s t i c s of a " f u r n i t u r e row" before 
t h i s p a r t i c u l a r merchant set up business here. Although the 
numberi. and q u a l i t y of f u r n i t u r e and a l l i e d stores has increased 
recently i n the area (due i n part to the success of the 
p a r t i c u l a r store under study,) the nucleus of the f u r n i t u r e row 
already existed at the time the s i t e was chosen. This e x i s t i n g 
c o n s t e l l a t i o n of stores proved an i n f l u e n t i a l a t t r a c t i o n i n the 
mind of the business man here considered, and indeed, t h i s 
was the f a c t o r which l e d to the choice of t h i s rather than any 
other non-central l o c a t i o n f o r the business. The merchant 
suggested that the area had "always" been a f u r n i t u r e and 
i n t e r i o r decorating s p e c i a l i t y area and was known as such 
throughout Vancouver. He f e l t that the area would already 
have an i d e n t i t y i n the mind of customers as a f u r n i t u r e 
r e t a i l i n g d i s t r i c t , and that h i s own store would benefit from 
association with t h i s image. 

In f a c t , the merchant admitted that before choosing h i s 
l o c a t i o n , he had given other non-central s i t e s only perfunctory 
consideration, and the background to t h i s a t t i t u d e i s i n t e r e s t 
ing. 

E s s e n t i a l l y , the merchant admitted that he had already 
formed an impression of the " i d e a l " type of l o c a t i o n for a 
business such as h i s before s e t t i n g up h i s store. This 
" i d e a l image" was based on an acquaintance with Jackson Square, 
San Francisco, a f u r n i t u r e and furnishing s p e c i a l i t y d i s t r i c t . 
In Vancouver, Broadway and G r a n v i l l e seemed to be the closest 
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parallel to this ideal situation and-fitted i n best with the 
psychological image built up by the merchant of the ideal 
"speciality d i s t r i c t " location. 

This l a t t e r attitude i s perhaps comparable to the 
attitude shown i n the case of stores 1 and 2 i n this group. 
In both cases, merchants had a pre-existing notion of an ideal 
location (the urbane city core i n the f i r s t case, the high 
quality speciality d i s t r i c t i n this latter case,) and i n 
Vancouver, locations were chosen which best approximated these 
ideal pre-cdnceptions. 

Summary To summarize this example, the merchant 
sought a site accessible to customers scattered across the 
metropolitan area. Other sites besides the traditional down
town area seemed to satisfy this requirement, while downtown 
positively repelled because of high rents and t r a f f i c congestion. 
One non-central si t e , the "furniture row" area, seemed to 
offer the advantages of low rents and a busy highway side 
position, but was selected mainly because i t recalled the 
advantages of Jackson Square, San Francisco, i n i t s com
bination of similar store types. 

Again, this evidence seems to support the hypothesis 
under review; certainly the merchant does not regard the 
C . B . D . as uniquely accessible to scattered consumers when 
consumers are increasingly mobile, and he was prepared to 
locate his business i n lig h t of this belief. 

Store 5. 
Another store i n t h i s class i s store no. 5. This store 

i s situated quite close to store 3, previously discussed, 
but not close enough to be considered part of the same 
furniture group. The distance between the stores i s too great 
for pedestrian comparison shopping,for example, i f this can 
be used as an indicator of proximity. 
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Again, the s i t e i s a highway side l o c a t i o n , t h i s 
time on the corner of the busy east-west thoroughfare of 
Broadway, and an important north-south route (Burrard Street) 
leading to the cen t r a l business d i s t r i c t . However, the store 
i s rather i s o l a t e d . I t i s just outside the Broadway-Granville 
shopping d i s t r i c t and i t s neighbours are insurance o f f i c e s and 
medical o f f i c e s . 

The motives which l e d to the choice of the s i t e are by 
now f a m i l i a r , and tend to support out i n i t i a l hypothesis. A 
p o s i t i o n accessible to a dispersed customer market was desired. 
I t was f e l t that t h i s non-central l o c a t i o n s a t i s f i e d t h i s 
condition as we l l as the C.B.D. could, when most customers are 
assumed mobile. Once t h i s i s allowed, the s i t e has considerable 
advantages over any C.B.D. s i t e i n lower rents, ( c r u c i a l where 
a large f l o o r area i s needed f o r f u r n i t u r e display) and easier 
parking (the store has i t s own eight car parking l o t . ) 
S i g n i f i c a n t l y , and confirming the merchants appraisal of 
customer m o b i l i t y , an estimated 90 per cent of customers a r r i v e 
by car. 

Although a s i t e closer to f u r n i t u r e row would have been 
preferred, none was ava i l a b l e at the time the store was set 
up (1963.) However, t h i s i s not now regarded as a disadvantage. 
The s i t e has proven a successful l o c a t i o n and the advertizing 
p o t e n t i a l of the busy corner l o c a t i o n , though unsuspected when 
the s i t e was chosen, p a r t l y compensates f o r i s o l a t i o n . 

But t h i s business has an extra s i g n i f i c a n c e which demands 
discussion here, and which f i l l s out our argument. The 
merchant has strong opinions as to the allowable l i m i t s of 
e c c e n t r i c i t y i n l o c a t i o n , based upon personal experience. 

I n i t i a l l y , ( i n 1961) the merchant set up business i n 
New Westminster, 14 miles from c e n t r a l Vancouver. Prom t h i s 
l o c a t i o n , i t was hoped to serve the metropolitan market, just 
as the present store attempts to do. I t was f e l t that since 
customers were mobile, and moreover, since an infrequently 
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purchased and s p e c i a l i z e d good was being offered, customers 
would be w i l l i n g to t r a v e l to even t h i s highly eccentric 
l o c a t i o n f o r such purchases. At f i r s t s ight, t h i s a t t i t u d e 
seems only to support our argument. 

However, i t i s more important that the business was, 
i n f a c t , unsuccessful, and i t s f a i l u r e was a t t r i b u t e d by the 
merchant to poor l o c a t i o n . Although customers were indeed 
attracted from distant suburbs such as West Vancouver, the 
volume of business achieved was i n s u f f i c i e n t f o r successful 
operation. A change i n l o c a t i o n was planned to a more ce n t r a l 
p o s i t i o n i n the "inner suburbs" of Vancouver i t s e l f , i n order 
to gain a c c e s s i b i l i t y to the metropolitan market. 

Thus on the basis of t h i s experience, the merchant i s 
prepared to agree that downtown has l o s t i t s a c c e s s i b i l i t y 
monopoly, but also believes that access to scattered customers 
i s shared only by a l i m i t e d part of the c i t y , not by any and 
a l l c i t y s i t e s . The lesson f o r us i s that although the 
importance of l o c a t i o n f o r t h i s kind of business i s shown to 
be r e l a t i v e l y weak, i t i s not t o t a l l y i n s i g n i f i c a n t . This 
business man's experience suggests that a too eccentric 
l o c a t i o n (say, an outer suburban loc a t i o n ) would prove too 
inconvenient f o r customers and would consequently prove 
unprofitable f o r the business man. Even though a cental 
l o c a t i o n may no longer be mandatory, there are s t i l l l i m i t s 
to successful store l o c a t i o n . E c c e n t r i c i t y i n l o c a t i o n does 
not mean randomness i n l o c a t i o n . 

Summary. This example then, tends both to confirm and 
to modify the l o c a t i o n a l hypothesis under review. The present 
store was located outside the C.B.D. f o r reasons exactly l i k e 
those deductively suggested; but the experience of the older 
store emphasizes that t h i s argument i s also l i m i t e d by some 
constraints. 
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Store _6 
A further example from t h i s group i s store no. 6. The 

map indicates that t h i s i s the most e c c e n t r i c a l l y located of 
a l l the stores so f a r examined. The store i s situated i n the 
old established suburban shopping d i s t r i c t of K e r r i s d a l e , a 
major shopping d i s t r i c t i n a middle income suburb. This 
store, the most highly commodity sp e c i a l i z e d i n the d i s t r i c t , 
i s located on the main thoroughfare and neighboured by food 
stores, l a d i e s ' wear and g i f t stores. 

The motivation of the merchant who chose the l o c a t i o n 
f i t s our hypothesis w e l l . Indeed, i f i t were possible to 
b u i l d generalizations on single examples, t h i s example would 
prove our argument. 

This store was the f i r s t Danish modern f u r n i t u r e store 
to set up i n Vancouver, and opened i n 1 9 5 3 . I t i s of a 
s p e c i a l s i g n i f i c a n c e that the f i r s t store of i t s type i n the 
c i t y chose an eccentric l o c a t i o n , since i t c a l l s i n t o question 
the statements of e a r l i e r w r i t e r s ( R a t c l i f f , Carol) about 
the l i k e l y l o c a t i o n of such businesses. Instead, i t tends to 
support the s i x t h hypothesis set out i n Chapter I I , that such 
newly appearing businesses need not locate i n the core of the 
c i t y . 

A d d i t i o n a l l y , t h i s example provides unambiguous support 
for the main l o c a t i o n a l hypothesis here examined. 

The store owner recognized from the f i r s t that he had 
made a rather unusual l o c a t i o n choice. As he remarked, 
"I broke every rule of marketing." Not only was the chosen 
l o c a t i o n eccentric with respect to the metropolitan market, 
but the i n i t i a l s i t e was also away from the main shopping 
centre and had poor display f a c i l i t i e s . 

However, the merchant f e l t able to t o l e r a t e such a 
l o c a t i o n because of the nature of h i s goods and customers. 

Although recognizing that a widely scattered customer 
hinterland would be required to support such a s p e c i a l i z e d 
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business, i t was f e l t that goods of a unique type and q u a l i t y 
were being offered, such that customers would be attracted 
to even a p e r i p h e r a l l y located store. At the same time, a 
non-central s i t e was seen to o f f e r advantages of lower rent 
than any central l o c a t i o n , important i n the early days of 
the business when c a p i t a l was short. 

Also the high q u a l i t y goods offered were assumed to 
appeal to at l e a s t a middle income market, who could be assumed 
mobile i n t h e i r shopping habits, and t h i s again favoured 

q 
l o c a t i o n a l f l e x i b i l i t y . 

In f a c t , several non-central locations were considered, 
and Kerrisdale chosen because, as i t was an upper income 
area, i t was thought to provide the r i g h t "background" against 
which to b u i l d a customer-attractive image of q u a l i t y . 
This a t t i t u d e i s , we s h a l l see, a rather general one, and 
important since i t tends to set l i m i t s to the possible a l t 
ernatives i n non-central l o c a t i o n s . 

The f a c t that the store has succeeded i s regarded by 
the merchant as v e r i f i c a t i o n of h i s l o c a t i o n choice. A c t u a l l y 
the store does draw people from across the c i t y from extra-
l o c a l areas (see Chapter V) and does so l a r g e l y without advert
i z i n g (which, the merchant considers "vulgar".) The presumption 
i s indeed that s p e c i a l i z a t i o n and q u a l i t y i n the merchandise 
offered f o r sale has b u i l t up an "image" f o r the store which 
has overcome the ef f e c t of distance, e s p e c i a l l y when distance 
i s l e s s important to mobile customers. In short, an eccentric 
l o c a t i o n i s tolerated since the store i s not competing f o r 
custom i n s p a t i a l terms, but i n image pro j e c t i o n terms. 
Conclusions. 

The evidence of the Danish modern group of stores tends 
to support the hypothesis that high order businesses can be 
located outside the core of the c i t y . Merchants f e e l that such 

" i n f a et, i t i s estimated that 90 per cent of customers 
a r r i v e by car.' 
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l o c a t i o n s can now a t t r a c t s c a t t e r e d c u s t o m e r s when customers 
a r e m o b i l e and when b u s i n e s s e s p r o j e c t images o f p r o d u c t 
s p e c i a l i z a t i o n and commodity q u a l i t y . C e r t a i n l y , b u s i n e s s 
men choose l o c a t i o n s on t h e b a s i s o f m o t i v e s l i k e t h e s e and 
t h e i r s u c c e s s i s p r i m a f a c i e p r o o f o f t h e v a l i d i t y o f t h e 
argument. 

Where such s p e c i a l i z e d b u s i n e s s e s a r e f o u n d downtown, 
s p e c i a l c u l t u r a l l y based v a l u e s imputed t o such s i t e s by 
merchants h e l p s a c c o u n t f o r t h e l o c a t i o n , as much as any 
t r a d i t i o n a l e x p l a n a t i o n based on t h e a c c e s s i b i l i t y f u n c t i o n s 
o f t h e C.B.D. 

Where such s p e c i a l i z e d s t o r e s a r e l o c a t e d o u t s i d e t h e 
C.B.D., however, t h e y a r e n o t f o u n d "anywhere" i n t h e c i t y , 
r a t h e r t h e y t e n d t o c l u s t e r i n t h e " i n n e r c i t y " (where 
a c c e s s i b i l i t y f r o m e x t r a - l o c a l m i d d l e income a r e a s i s e n j o y e d 
a l o n g w i t h l o w r e n t s , ) o r i n m i d d l e income suburbs ( f r o m 
where a l o c a l market c a n be s e r v e d and an a p p r o p r i a t e 
c u s t o m e r - a t t r a c t i v e image can be d e v e l o p e d . ) We t h u s r e c e i v e 
f i r s t i n d i c a t i o n s o f t h e l i m i t s o f n o n - c e n t r a l l o c a t i o n i n 
terms o f d i s t a n c e f r o m t h e c i t y c e n t r e and i n terms o f t h e 
k i n d o f suburban a r e a a c c e p t a b l e t o s p e c i a l i z e d b u s i n e s s e s . 

I b COLONIAL FURNITURE STORES 
A second group o f f u r n i t u r e s t o r e s t o be examined i s 

t h e " c o l o n i a l f u r n i t u r e g r o u p , " s e l l i n g m a i n l y f u r n i t u r e o f 
t h e "maple" o r t h e " e a r l y A m e r i c a n " s t y l e . 

There a r e f i v e such s t o r e s i n V a n c o u v e r , and t h e i r 
l o c a t i o n i s shown on Map I I I . A g a i n , t h e s t o r e s a r e numbered 
i n an a r b i t r a r y manner. 

S t o r e 1 i s s i t u a t e d i n West Vancouver, a m i d d l e income 
subur b ; S t o r e 2 i s i n a l a r g e p l a n n e d N o r t h Shore s h o p p i n g 
c e n t r e ; s t o r e 3 i s i n a highway s i d e l o c a t i o n i n the " i n n e r 
c i t y " t o t h e s o u t h o f t h e C.B.D.; s t o r e 4 i s i n a l o c a l 
s h o p p i n g d i s t r i c t i n t h e i n n e r s u b u r b s , i n a l o w e r income 
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area; and store 5 i s i n the southern suburbs, i n a middle 
income area and opposite but not i n the Oakridge planned 
shopping centre. 

These stores are more homogeneous than the group 
previously discussed, since there i s less opportunity for 
product differentiation to develop between them, and to become 
the basis of competition, as was at least theoretically 
possible i n the "Danish modern" group. They thus form a 
more well-defined store group. 

Note also that stores 1 and 3 are co-owned but are 
operated as separate stores, and this has some locational 
consequences as w i l l be discussed. 

Store X 

Store 1 was the f i r s t store i n Vancouver selling 
exclusively colonial style furniture. It opened i n 195 3. 
At once then, this example supports the hypothesis that 
newly appearing business types need not be downtown (as did 
store 6 i n the specialized modern furniture group,) and 
denies earlier ideas to the contrary. 

Reasons for the choice of location for this store are 
familiar but can relevantly be expanded, since i t s West 
Vancouver location i s one of the most eccentric yet discussed. 

It was recognized by the merchant that a large segment 
of the metropolitan area would be required as a potential 
market for such a specialized business, but i t was f e l t that 
such a market could be served from an eccentric location 
since specialized high quality goods were being offered to 
mobile customers. Thus the nature of the good offered and 
the characteristics of potential customers suggested to the 
merchant f l e x i b i l i t y i n business location. Once such flex
i b i l i t y i n location was admitted, any of several shopping 
d i s t r i c t s i n the upper middle class suburbs were regarded as 
potential sites. 
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However, once again middle class suburban areas were 
preferred by the merchant since i t was assumed that most 
p o t e n t i a l customers would be from t h i s socio-economic group. 
Location i n such suburbs was then seen to conveniently serve 
l o c a l customers and also provide a favourable "background 
image" f o r the a t t r a c t i o n of customers from more distant 
middle income suburbs. In t h i s l a t t e r context, what was 
being sought was a. l o c a t i o n which "complemented" the good 
being offered, and t h i s r e c a l l s the at t i t u d e of store 6 i n 
the Danish modern store group. 

Note then that t h i s case also admits l o c a t i o n a l f l e x 
i b i l i t y but also sets some l i m i t s to such l o c a t i o n freedom. 
Working class suburbs are apparently les s a t t r a c t i v e to 
sp e c i a l i z e d r e t a i l businesses since they lack any "cushion" 
of l o c a l customers and do not provide any favourable basis 
from which to project the image of q u a l i t y on which com
p e t i t i o n w i l l be based. 

This p a r t i c u l a r store i s of a d d i t i o n a l i n t e r e s t to our 
study f o r three reasons as yet unmentioned. 

( i ) F i r s t , the merchant was aware that h i s l o c a t i o n 
choice was unusual at the time that i t was made. He was 
conscious of breaking with custom, since most other s p e c i a l i z e d 
f u r n i t u r e stores i n Vancouver were at that time either down
town or i n " f u r n i t u r e row" to the south of the C.B.D. Thus 
a non-central l o c a t i o n choice was recognized as a calculated 
r i s k , but one based on the r a t i o n a l b e l i e f that increased 
customer mo b i l i t y had created a new s i t u a t i o n f o r s p e c i a l i z e d 
r e t a i l i n g , a s i t u a t i o n which included wider l o c a t i o n a l 
p o s s i b i l i t i e s . 

In f a c t , t h i s l o c a t i o n a l innovation proved successful. 
More than t h i s , the store became an example to other r e t a i l e r s . 
For instance, store 6 i n the Danish modern group was en
couraged i n i t s l o c a t i o n a l choice by the experience and success 
of t h i s c o l o n i a l f u r n i t u r e store, as was another suburban 
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located f u r n i t u r e store (to be discussed l a t e r ) and at l e a s t 
two s p e c i a l i z e d g i f t stores now located i n V/est Point Grey. 

I t i s i n t e r e s t i n g then, to watch an innovatory entre
preneur demonstrate new p o s s i b i l i t i e s of store l o c a t i o n and 
to hear the influence of such an innovator acknowledged by 

10 
i m i t a t i n g merchants. 

( i i ) Second, a f t e r t h i s o r i g i n a l business proved 
successful, a. new store was planned and the experience of t h i s 
new business i s extremely relevant to our hypothesis. 

By the l a t e 1950's, the " c o l o n i a l " s t y l e of fu r n i t u r e 
had become more popular, and i t was f e l t by the merchant that 
the metropolitan area could support more stores. A l o c a t i o n 
i n the eastern part of town was planned. The chosen s i t e was 
i n Burnaby, opposite the large planned shopping centre of 
Brentwood. Again i t was recognized that a, more than l o c a l 
market would be required to support such a s p e c i a l i z e d store, 
but again s p e c i a l i z a t i o n and qua l i t y of merchandise was r e l i e d 
upon to draw mobile customers to Brentwood from the entire 
eastern and southern areas of the c i t y . 

However, t h i s new store was not a success and i t was 
closed down i n 1962. 

The merchant a t t r i b u t e d t h i s f a i l u r e to two f a c t o r s . 
(a) The area immediately proximate to the store was 

mainly working class r e s i d e n t i a l housing. I t f a i l e d to 
generate even a minimal demand for the goods offered. The 
merchant f e l t he had miscalculated the extent of the spread of 
the demand f o r c o l o n i a l f u r n i t u r e . 

(b) More important, the l o c a t i o n was too eccentric to 
a t t r a c t customers from the middle class suburbs. Brentwood 
i s about seven miles from the Vancouver C.B.D. and separated 
from the middle income suburbs of the c i t y by broad t r a c t s of 

See B l i s s , P. "Schumpeter, the Big Disturbance and 
R e t a i l i n g , " S o c i a l Forces. Vol. XXXIX, (October, 1960), p. 72, 
for a f u l l and t h e o r e t i c a l l y grounded discussion of innovation 
i n r e t a i l i n g . 
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low income housing. The m o b i l i t y of customers was not enough 
to overcome t h i s distance handicap. 

This unsuccessful experiment then, again h i n t s at the 
allowable l i m i t s of e c c e n t r i c i t y i n store l o c a t i o n , both i n 
terms of distance from the centre of the c i t y and i n terms of 
the kind of non-central area most a t t r a c t i v e to s p e c i a l i z e d 
stores. 

There i s a p a r a l l e l here with the experience of the 
modern f u r n i t u r e store that was established i n Uew Westminster 
and also closed down. Both merchants believed a non-central 
l o c a t i o n was f e a s i b l e , but both over-estimated customer mobility 
and t h e i r own powers of a t t r a c t i o n , and i n both cases, busi
nesses situated too f a r from the core f a i l e d . 

By such processes of t r i a l and error i n l o c a t i o n choice 
w i l l the l i m i t s to l o c a t i o n f l e x i b i l i t y be established. 

( i i i ) F i n a l l y , note that t h i s merchant has also established 
another s i m i l a r c o l o n i a l s t y l e f u r n i t u r e store i n Calgary. 
This store i s located f i v e miles from central Calgary, on the 
same basis of r a t i o n a l i t y as h i s o r i g i n a l Vancouver store. 
The Calgary store has proven s u c c e s s f u l ; the importance of 
such examples from other c i t i e s f o r the generalizing power of 
our basic argument need not be stressed. 

Summary. This store then, proves a. u s e f u l and i n s t r u c t i v e 
case study. The f i r s t store of i t s type!* i t was located outside 
the C.B.D. i n a middle income suburb, and the l o c a t i o n and 
the reasons behind i t s choice f i t our hypothesis w e l l . Sub
sequently, the store became a model f o r eccentric l o c a t i o n i n 
the operation of s p e c i a l i z e d stores, although the experience 
of a branch store l a t e r i l l u s t r a t e d l i m i t s to such e c c e n t r i c i t y 
i n l o c a t i o n . 

Store 2 
Store 3, owned by the same merchant as store 1, should 

be viewed i n conjunction with the unsuccessful Burnaby store i n 
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order to f u l l y appreciate i t s l o c a t i o n c h a r a c t e r i s t i c s . 
Following the f a i l u r e of the Brentwood store, the 

merchant opened a new store closer to the centre of the 
c i t y , i . e . there was a retrenchment of l o c a t i o n to a l e s s 
eccentric and more accessible s i t e . This time, the 
chosen s i t e was i n the "inner c i t y " to the south of the 
C.B.D. i n the same general areas as "f u r n i t u r e row" but not 
close enough to be considered part of t h i s store c l u s t e r . 
The chosen s i t e i s beside a major north-south a r t e r i a l 
(Burrard Street) feeding into the C.B.D. from the southern 
suburbs. The chief advantages of such a s i t e at the time 
i t was selected were seen to be i t s a c c e s s i b i l i t y from 
those areas of the c i t y where p o t e n t i a l customers were 
assumed to l i v e , and i t s p a r t i c u l a r l o c a t i o n beside a w e l l -
t r a v e l l e d highway which would have a powerful ad v e r t i z i n g 
p o t e n t i a l . For t h i s l a t t e r reason, considerable care was 
taken with the appearance of the store so that the a r c h i 
tecture would create a " r u r a l " image thought appropriate 
for t h i s type of merchandise. 

Note though that the chosen s i t e i s , a c t u a l l y , rather 
i s o l a t e d from other stores; i t does not l i e i n any major 
shopping d i s t r i c t and pedestrian t r a f f i c past the store i s 
low. However, t h i s i s not seen as a disadvantage. I t i s 
argued that most customers a r r i v e by car (the manager 
estimates that over 90 per cent of customers a c t u a l l y 
a r r i v e i n t h i s way,) and are attracted to the store by the 
unusual s t y l e and the high q u a l i t y of the merchandise. 
In t h i s sense, i s o l a t i o n i s no disadvantage. 

In f a c t , the r e l a t i v e i s o l a t i o n of the store and lack 
of pedestrian t r a f f i c i s now regarded as a r e a l advantage. 
I t i s argued that under these circumstances, shoppers who 

The p a r a l l e l with the Danish modern store 
discussed previously obviously remains strong. 
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a r r i v e at the s t o r e are l i k e l y to be s e r i o u s customers who 
have made a, d e l i b e r a t e t r i p to the s t o r e , and l e s s l i k e l y 
to be browsers or impulse motivated passers-by. This " s o r t i n g 
of customers through s t o r e i s o l a t i o n i s s a i d to enable 
the business to operate w i t h l e s s s t a f f than a s t o r e i n a 
more popular area and thus to ena.ble the st o r e to operate 
at lower c o s t . This i s a somewhat c i r c u i t o u s argument, but 
i t has undoubtedly weighed upon the l o c a t i o n d e c i s i o n of the 
merchant. 

Since t h i s s t o r e was opened, the owner of the b u i l d i n g 
i n which the business i s l o c a t e d (a r e t a i l e r of e l e c t r i c a l 
equipment s i t u a t e d i n the same b u i l d i n g , ) has renovated the 
whole b u i l d i n g , added p a r k i n g space and improved sidewalks. 
The o b j e c t i v e i s to a t t r a c t r e l a t e d r e t a i l e r s to the block 
to create a s m a l l s p e c i a l i z e d "household f u r n i s h i n g " shopping 
c e n t r e . This has, to some extent, reduced the i s o l a t i o n of 
the s t o r e , though access remains e s s e n t i a l l y by car r a t h e r 
than by bus or by f o o t . 

Summary. Taking st o r e 3 w i t h the u n s u c c e s s f u l 
Brentwood s t o r e then, i l l u s t r a t e s how an over-estimate of 
l o c a t i o n a l freedom was made, r e s u l t i n g i n a retrenchment i n 
l o c a t i o n to an " i n n e r c i t y " (but not a downtown) s i t e . 

Store 4. 
Store 4 i s a l s o a s p e c i a l i z e d f u r n i t u r e s t o r e i n a 

n o n - c e n t r a l l o c a t i o n , but i t f i t s l e s s e a s i l y i n t o the argu
ment as presented so f a r . 

The s t o r e i s l o c a t e d i n an unplanned shopping d i s t r i c t 
( 4 t h and Yew) i n an area r a t h e r d i f f i c u l t to summarize i n 
socio-economic terms. "Apartment b u i l d i n g and upper working 
c l a s s r e s i d e n t i a l area" i s perhaps an a p p r o p r i a t e d e s c r i p t i o n . 

An area, w i t h an "average" socio-economic index, 
accor d i n g to B e l l , L. " M e t r o p o l i t a n Vancouver. An Overview  
f o r S o c i a l P l a n n e r s " , (Community Chest & C o u n c i l s of 
Greater Vancouver, 1965.) 
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Other stores i n the d i s t r i c t are essentially convenience 
goods and lowt order shopping goods stores, such as super
markets, drugstores, food stores, ladies' wear stores, and 
second hand furniture stores. The store here described i s 
the most specialized i n the shopping d i s t r i c t . 

Store location i s again highway side, though 4th Avenue 
is a much less busy a r t e r i a l than any other street thus far 
considered. It i s an east-west thoroughfare serving the 
western suburbs and the University d i s t r i c t . To the merchant, 
the site seems to offer a degree of accessibility from 
these western and southern suburbs, and to benefit from 
exposure to passing t r a f f i c . 

So far this i s familiar. The difference i n this case 
i s that this i s an old-established store which has recently 
been transformed. The store originally opened i n 1920. 
Por thirty years i t operated as a relatively unspecialized 
family furniture store oriented to an adjacent market hinter
land. In the late 1950's, the owner began to upgrade his 
merchandise, and eventually became a specialist i n colonial 
style furniture. The move was prompted by the fear that the 
role of the unspecialized suburban shopping goods store was 
being taken over by the department store and the planned 
shopping centre, since the only competitive advantage of the 
local unspecialized shopping goods store - closeness to 
customers - was being undermined by increasing customer 
mobility. The merchant's response was to compete i n non-
spatial terms by becoming more specialized i n products and 
quality. The important fact,from our point of view, i s that 
the merchant f e l t his situation was no inhibition to this 
process; he f e l t that i t was quite possible to carry on a 
specialized business, necessarily drawing on customers from 
a. wide area of the city, from a non-central location. 
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Summary. T h i s example i s u n u s u a l o n l y i n t h a t i t i s 
an o l d - e s t a b l i s h e d s t o r e , r e c e n t l y t r a n s f o r m e d i n t o a more 
s p e c i a l i z e d s t o r e f o l l o w i n g a r a t h e r shrewd a n a l y s i s o f 
r e t a i l i n g t r e n d s by t h e merchant. Prom our p o i n t o f v i e w , 
i t s i m p o r t a n c e i s t h a t i t i s a s p e c i a l i z e d f u r n i t u r e s t o r e 
s e r v i n g a more t h a n l o c a l market from an e c c e n t r i c 
( " i n n e r c i t y " ) l o c a t i o n , and t o t h i s e x t e n t i t c o n f i r m s t h e 
l e s s o n o f o t h e r s t o r e s d i s c u s s e d and s u p p o r t s our main 
h y p o t h e s i s . 

S t o r e 5.' 
S t o r e 5 c a n be examined b r i e f l y . I t adds l i t t l e t o 

our argument, e x c e p t t h a t the merchant has l e s s e x t r a v a g e n t 
c l a i m s about h i s a b i l i t y t o a t t r a c t c u s t o m e r s f r o m d i s t a n t 
s u b u r b s . Thus, w h i l e he r e c o g n i z e s t h a t h i s s t o r e depends 
upon a more t h a n l o c a l market a r e a , he sees h i s p o t e n t i a l 
market as t h e b r o a d w e s t e r n and s o u t h e r n s u b u rbs r a t h e r t h a n 
t h e whole m e t r o p o l i t a n a r e a . 

To s e r v e t h i s i d e n t i f i e d m a r k e t , any one o f s e v e r a l 
l o c a t i o n s a ppeared p r a c t i c a l t o t h e merchant, and c e r t a i n l y 
a downtown l o c a t i o n was n o t r e g a r d e d as mandatory. I n f a c t , 
t h e s t o r e p r e v i o u s l y o p e r a t e d on G r a n v i l l e S t r e e t s o u t h o f 
Broadway f o r seven, y e a r s , and moved, n o t because o f any 
q u e s t i o n o f a c c e s s i b i l i t y , but because p a r k i n g became 
d i f f i c u l t i n t h e a r e a . I t i s s i g n i f i c a n t t h e n , t h a t t h e 
p r e s e n t l o c a t i o n a t 4 1 s t and Cambie S t r e e t i s r e g a r d e d as 
i n t e r c h a n g e a b l e i n terms o f a c c e s s i b i l i t y c h a r a c t e r i s t i c s 
w i t h t h e o l d l o c a t i o n . T h i s new s i t e was chosen i n t h e 
e x p e c t a t i o n o f e a s i e r p a r k i n g , and because o f t h e added a d 
v a n t a g e o f p r o x i m i t y t o t h e O a k r i d g e p l a n n e d s h o p p i n g c e n t r e , 
b u t i t was f e l t t h a t the p o t e n t i a l market f o r goods o f f e r e d 
c o u l d be s e r v e d as e a s i l y f r o m t h i s s i t e as from the 
p r e v i o u s l o c a t i o n , o r i n f a c t , from any one o f s e v e r a l sub
u r b a n s i t e s . I n s h o r t , l o c a t i o n was r e g a r d e d as h i g h l y 
f l e x i b l e , and n o t a c r u c i a l f a c t o r i n s t o r e o p e r a t i o n o r s u c c e s s . 
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However, t h i s example does add one f u r t h e r r e f i n e m e n t 
to our d i s c u s s i o n . I n t e r e s t i n g l y , the merchant r e f u s e d t o 
c o n s i d e r a l o c a t i o n i n s i d e the shopping c e n t r e . The merchant 
had a s h o r t e x p e r i e n c e o f shopping c e n t r e l o c a t i o n a f t e r 
moving from the South G r a n v i l l e a r e a , but c o n s i d e r e d t h a t 
shopping c e n t r e owners e x e r c i s e d too much c o n t r o l over the 
management p o l i c i e s of s t o r e o p e r a t o r s . A l o c a t i o n c l o s e t o , 
but o u t s i d e a shopping c e n t r e , seemed to him to o f f e r the 
b e n e f i t s due to p r o x i m i t y , w h i l e m a i n t a i n i n g m a n a g e r i a l f r e e 
dom. 

T h i s a t t i t u d e i s s i g n i f i c a n t s i n c e i t was shared by 
ot h e r s p e c i a l i z e d merchants i n n o n - c e n t r a l l o c a t i o n s ; f o r 
example, by the merchant o p e r a t i n g s t o r e 1 i n t h i s same s t o r e 
group. Although many merchants c o n s i d e r e d t h a t some non-
c e n t r a l l o c a t i o n s o f f e r r e a l advantages, they d i d not c o n s i d e r 
a planned shopping c e n t r e i n t h e i r l o c a t i o n a l c a l c u l a t i o n s . 
The c h i e f reason, as i n the case above, was the d e s i r e o f 
merchants to m a i n t a i n c o n t r o l over a l l a s p e c t s of b u s i n e s s 
management, e s p e c i a l l y s a l e s promotion and expansion. 

Summary. T h i s s t o r e p r o v i d e s another example of a 
s p e c i a l i z e d b u s i n e s s i n a n o n - c e n t r a l l o c a t i o n and adds the 
p o i n t t h a t e c c e n t r i c i t y i n l o c a t i o n does not i n c l u d e l o c a t i o n 
i n planned shopping c e n t r e s f o r some merchants. E n t r e p r e n e u r a l 
a t t i t u d e s p l a c e d such c e n t r e s beyond the a l l o w a b l e l i m i t s of 
e c c e n t r i c i t y f o r some s t o r e s and t h i s r e f i n e s f u r t h e r the 
argument which i s under review. 

C o n c l u s i o n s . 
The c o l o n i a l f u r n i t u r e group of s t o r e s thus p r o v i d e s 

f u r t h e r examples to support the l o c a t i o n a l h y p o t h e s i s under 
study. I t a l s o p r o v i d e s an i n d i c a t i o n of the l i m i t s to 
e c c e n t r i c i t y i n l o c a t i o n , s i n c e examples i n d i c a t e t h a t 
merchants tend to choose i n n e r c i t y l o c a t i o n s , f a v o u r s i t e s 
i n middle income suburbs, and a v o i d planned shopping c e n t r e s . 
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Extremely eccentric locations and shopping centre l o c a t i o n s , 
where t r i e d , have sometimes l a t e r been abandoned. 

Note on Planned Shopping Centres. 
Where apparently high order businesses are located i n 

shopping centres (as with store 2 i n the c o l o n i a l f u r n i t u r e 
store group, and store 7 i n the Danish modern group, both i n 
the Park Royal centre,) then i t i s noted that such stores 
o f f e r a more d i v e r s i f i e d range of commodities, and that 
merchants see themselves as catering c h i e f l y to the adjacent 
l o c a l suburb and not to more distant customers d i s t r i b u t e d 
across the c i t y . Thus both these stores s e l l small " g i f t " 
items as w e l l as f u r n i t u r e , and the se make up a s i g i n i f i c a n t 
30-40 per cent of t o t a l sales by merchant estimate. The high 
l e v e l of commodity s p e c i a l i z a t i o n that i s the h a l l mark of 
the high order store, i s thus d i l u t e d i n these stores. 

At the same time, these merchants are l e s s i n c l i n e d to 
see themselves asuunique, or able to a t t r a c t distant cus^-
tomers on the basis of product s p e c i a l i z a t i o n . Rather, they 
expect to service more l o c a l markets, leaving distant 
suburbs to recognized competitors. 

In short, apparently high order stores i n planned shop
ping centre lo c a t i o n s are, upon examination, acting as 
rather "lower order" stores. 

Ic ANTIQUE FURNITURE STORES 
I f we were to f i n d evidence i n any group of stores for 

the idea of e c c e n t r i c i t y i n l o c a t i o n , then we might expect 
that the antique store group would provide such evidence. 

In t h i s group, product d i f f e r e n t i a t i o n , uniqueness i n 
merchandise, and competition by q u a l i t y are w e l l developed, 
and customers are most l i k e l y to be high income, mobile and 
uniquely a c q u i s i t i v e . Consequently, we might expect f l e x 
i b i l i t y i n l o c a t i o n to be high f o r stores i n t h i s group. 

I n t e r e s t i n g l y , one aspect of t h i s argument was noted 
over f o r t y years ago, and not by a s o c i a l s c i e n t i s t , but by 
a n o v e l i s t . Arnold Bennet described the antique bookstore 
operated by h i s hero i n "Riceyman Steps" i n the following 
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terms; (the store i s located i n Clerkenwell, an inner 
London suburb, once genteel, now a working class residential 

13 
area.) y 

"It seemed strangely, even f a t a l l y out of 
place i n that dingy and sordid neighbourhood where 
existence was a dangerous and d i f f i c u l t adventure ... 
Nevertheless, the shop was, i n fact, well placed 
i n Riceyman Steps. It had a picturesque a i r , and 
Riceyman Steps had a picturesque air with i t s 
outworn shabbiness, grime and decay ... The shop 
reinforced the appeal of i t s environment. The shop 
was i n i t s right appropriate place. To the secret 
race of collectors, always ravenously desiring to 
get something for much less than i t s real value, the 
window i n Riceyman Steps was irresistable. A l l 
manner of people, including book collectors, passed 
along King's Cross Road i n the course of the day. 
And a l l the collectors upon catching sight of the 
shop, exclaimed i n their hearts "What a queer place 
for a bookshop! Bargains!". Moreover, the 
business was of old date and therefore had firmly 
established connections that were quite extra-local." 

And, i n fact, the owner of this f i c t i o n a l shop i s 
keenly aware of the basis of his store's appeal. An a i r of 
shabbiness and disorder i s cultivated, which attracts a 
large and consistent clientele. 

We need not imagine that a l l antique stores actually 
indulge i n such appeal through self-abasement to appreciate 
the point. Potentially, the antique group of stores, whether 
furniture or book, (but especially the former) have a high 
degree of locational f l e x i b i l i t y since customers are 
prepared to travel to stores which have created an image of 
quality or selection. 

Antique furniture stores i n Yancouver can now be 
examined. 

^Bennet, A. Riceyman Steps, (Cassell, London, 
11th ed. 1959, f i r s t printed 1923), p. 10. 
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. I n i t i a l l y , we s h o u l d p o i n t out t h a t t h i s c a t e g o r y i s 
l e s s c l e a r l y d e f i n a b l e t h a n t h e two s t o r e c a t e g o r i e s a l r e a d y 
c o n s i d e r e d , and a l a r g e r s u b j e c t i v e element e n t e r s i n t o the 
c l a s s i f i c a t i o n . T h i s i s f o r two r e a s o n s : 

( i ) I t was c o n s i d e r e d n e c e s s a r y t o d e a l w i t h a n t i q u e 
f u r n i t u r e s t o r e s s e p a r a t e l y f r o m a n t i q u e " g i f t " s t o r e s , 
( i . e . s t o r e s s e l l i n g m a i n l y s i l v e r , p o t t e r y , g l a s s , c o i n s 
and weapons) s i n c e t h e s e have a d i s t i n c t i v e l y d i f f e r e n t 
p a t t e r n o f l o c a t i o n and a d i f f e r e n t n e t w o r k o f market 

14 
r e l a t i o n s h i p s . But t h e l i n e between t h e two t y p e s i s n o t 
al w a y s c l e a r , s i n c e g i f t s t o r e s o f t e n s e l l s m a l l i t e m s o f 
f u r n i t u r e a l s o . 

( i i ) Some s t o r e s c a l l i n g t h e m s e l v e s a n t i q u e s t o r e s would 
b e t t e r be d e s c r i b e d as second-hand s t o r e s . A g a i n , t h e 
d i v i d i n g l i n e between the two i s sometimes ambiguous, and 
depends upon t h e q u a l i t y o f goods o f f e r e d f o r s a l e . 

I n b o t h s i t u a t i o n s , c a t e g o r i z a t i o n was made a f t e r f i e l d 
i n s p e c t i o n , on t h e bases o f t y p e , q u a l i t y and p r i c e o f goods 
o f f e r e d , and upon merchant a t t i t u d e . 

On t h i s b a s i s , f i v e s t o r e s were i d e n t i f i e d as a n t i q u e 
f u r n i t u r e s t o r e s i n Vancouver, and t h e i r l o c a t i o n i s shown 
i n Map IV. Prom Map IV we see t h a t t h r e e o f t h e f i v e s t o r e s 
i n v o l v e d a r e c l u s t e r e d c l o s e t o g e t h e r i n t h e " f u r n i t u r e row" 
d i s t r i c t t o t h e s o u t h o f t h e C.B.D. ( w h i c h has been 
c o n s i d e r e d n o n - c e n t r a l t h r o u g h o u t t h i s c h a p t e r , ) one o t h e r 
s t o r e i s c l o s e t o t h i s c l u s t e r , and one i s i n t h e w e s t e r n 
suburbs c l o s e t o t h e U n i v e r s i t y . 

One c h a r a c t e r i s t i c marks o f f t h e a n t i q u e group s t o r e s 
a t once from t h e s t o r e s c o n s i d e r e d p r e v i o u s l y . A number o f 

I n p a r t i c u l a r , a n t i q u e g i f t s t o r e s depend h e a v i l y 
upon t h e summer t o u r i s t t r a d e f o r a l a r g e p r o p o r t i o n o f 
s a l e s . F u r n i t u r e s t o r e s , however, draw customers a l m o s t 
e n t i r e l y from t h e m e t r o p o l i t a n a r e a . 
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these antique stores are much older businessssthan any yet 
discussed, and have been i n non-central locations for many 
years. Probably this indicates that antique stores depend 
less upon recently acquired customer mobility for their 
locational f l e x i b i l i t y , and that the nature of the goods they 
s e l l has always allowed non-central sites to act as 
alternative locations. Examination of examples f i l l s out 
this suggestion. 

Store j_. 
Store 1 i s one of the oldest established antique stores 

in Vancouver. It was opened on this location i n 1932. 
Before this, the business was located downtown i n the 600 
block Seymour Street for nine years. When the downtown store 
was taken over for new building, i t was decided to move to 
the present highway side location to the south of the C.B.D. 

The reasons for the new location choice show that 
even at this early date, maimers of highly specialized 
businesses recognized the p o s s i b i l i t y of non-central location. 

Thus, i n this case, the manager f e l t that for an 
antique furniture store, location was relatively unimportant. 
It was f e l t that i t would be possible to attract customers 
on the basis of quality, choice of goods, and service offered. 
It was hoped to build through these a reputation which would 
draw customers from wherever i n the city they lived. 

This policy was pursued and proved successful. The 
store specializes i n quality French and Regency furniture and 
a large stock i s maintained to provide a range of choice 
for customers. An important part of the business i s the 
finishing and polishing of goods before sale, which, though 
not a net profit earning activity, i s regarded as an 
important service attraction. 

The store i s now old-established and well-known and 
has no d i f f i c u l t y i n maintaining custom. However, the busy 
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highway side l o c a t i o n , (on G r a n v i l l e Street) also helps to 
explain the store's success, since i t helps keep the store 
image before the p u b l i c . 

In the early days of the store, other fac t o r s influenced 
the l o c a t i o n choice, also i n the d i r e c t i o n of a non-central 
s i t e . 

( i ) Lower land costs outside the C.B.D. were a strong, 
p o s i t i v e f a c t o r p u l l i n g to the south G r a n v i l l e s i t e , 
e s p e c i a l l y since downtown seemed to o f f e r no r e a l advantages 
i n ^ r e t u r n f o r i t s high rents. 

( i i ) The business man was anxious to buy h i s own 
b u i l d i n g to ensure s t a b i l i t y i n operation and room f o r ex
pansion. Downtown was f e l t to be an "unstable" property 
area; the business man's early experience downtown had been 
unfavourable, and t h i s encouraged him to decentralize to a, 
lower cost, more secure s i t e . It was the a v a i l a b i l i t y of a 
suitable b u i l d i n g f o r sale, i n f a c t , which le d the merchant 
to t h i s p a r t i c u l a r non-central location:.' rather than any 
other. 

We should note that at the time the store was set up 
i n t h i s area ( 1 9 3 2 ) , the d i s t r i c t had not f u l l y acquired i t s 
" f u r n i t u r e row" c h a r a c t e r i s t i c s . One s i m i l a r store already 
e x i s t i n g i n the area was a s p e c i a l i z e d i n t e r i o r decorator, 
and these two early businesses were, i n f a c t , the nucleus 
around which the present " f u r n i t u r e row" grew. I t i s only 
i n the l a s t "ten; years" (according to the manager of the o l d -
established i n t e r i o r decorating business,) that the d i s t r i c t 
has become d i s t i n c t i v e l y a " f u r n i t u r e " area. 

Summary. Thus t h i s store was one of the e a r l i e s t to 
set up i n a non-central l o c a t i o n , a t a c t i c encouraged by the 
nature of the goods offered for sale. However, the 
p a r t i c u l a r non-central s i t e chosen was selected almost 
f o r t u i t o u s l y , depending upon the a v a i l a b i l i t y of a vacant 
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b u i l d i n g . Since then the d i s t r i c t chosen has become an 
important s p e c i a l i t y store d i s t r i c t , due i n part to the success 
of t h i s early established business. 

Store 3.• 
Store no. 3 i n the same area, f i l l s out the picture 

with the example of a newer business. This store i s probably 
the most highly s p e c i a l i z e d , highest q u a l i t y store of i t s 
type i n Vancouver. (Por example, sales average $400 per 
item, an i n d i c a t i o n of the q u a l i t y of goods sold.) 

The store was opened on t h i s s i t e i n 1963. Previously 
the store had been downtown f o r two years, i n the 600 block 
Howe Street (the centre of a c l u s t e r of antique g i f t stores 
at that time.) 

The downtown l o c a t i o n was always regarded as somewhat 
temporary, however; the managers eventually intended to 
locate i n the south G r a n v i l l e area when a suitable s i t e 
became a v a i l a b l e . The downtown s i t e was accepted as a 
temporary a l t e r n a t i v e , since a store was offered at an un
u s u a l l y low rent, and since a downtown s i t e was regarded as 
having a u s e f u l a d v e r t i z i n g p o t e n t i a l i n the early days of 
the store. As the managers saw i t , "everyone goes downtown 
eventually," and exposure to t h i s cosmopolitan shopping crowd 
was regarded as desirable i n these i n i t i a l years. 

A f t e r two years of downtown operation, the store de
c e n t r a l i z e d to i t s present l o c a t i o n . The o r i g i n a l i n t e n t i o n 
to locate outside the C.B.D. was strengthened by the 
experience of actual downtown operation. Por example, down
town i t had been necessary to operate the store as a g i f t 
store (directed at the t o u r i s t trade,) as well as a f u r n i t u r e 
store, i n order to r a i s e turnover, to meet the higher costs 
of downtown operation. This was not to the taste of the 
managers who preferred to operate a s p e c i a l i z e d f u r n i t u r e 
store, free from the bother of s e l l i n g small items of l i t t l e 
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interest to themselves. Additionally, customers hinted that 
the area was inconvenient i n terms of parking and i n terms 
of accessibility through the downtown one way street system, 
and suggested a move to a more convenient, even i f non-central, 
location. Finally, the downtown site proved to have other 
minor disadvantages, such as inconvenience for loading mer
chandise and a generally unattractive aesthetic atmosphere. 

The advantages of the present location were carefully 
assessed before the store was opened. 

(i) F i r s t , i t was recognized that potential customers 
would be from high income groups, areally localized i n the 
western and southern suburbs of the city. The south Granville 
area i s conveniently accessible from such areas via Granville 
Street and Broadway, and was regarded as no less accessible 
than the C.B.D. from these c r i t i c a l areas. 

( i i ) Second, the area chosen already had a number of 
related businesses, such as furniture stores and interior 
decorators. This was f e l t to be an important attraction, 
since i t was expected that customers would move between stores 
on comparative shopping trips. In fact, the main advantage 
to materialize i s that interior decorators bring clients to 
the antique store to choose high quality furniture. 

Also, not only i s proximity to other retailers 
recognized as important, but also fabric wholesalers and 
furniture repairers are located i n the immediate d i s t r i c t , 
with consequent savings i n cost and time i n the repair and 
renovation of merchandise. 

Interestingly, the merchants involved repeated the idea 
already expressed by another merchant that this area could 
evolve into Vancouver's "Jackson Square" - a specialized 
area of quality furniture stores, and argued that this was, 
in fact, the ideal location for stores of this type. As 
one partner i n the store hopefully put i t , "this i s an area 
on the way up," and implied that the direction of growth 
was towards the San Francisco ideal. 
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( i i i ) Thirdly, the area was seen to offer advantages 
i n low rents, greater security of tenure, and easier 
parking over central locations, advantages other merchants 
have also recognized. 

Summary. The business men here then, believed that 
a non-central location would be superior to a C.B.D. location 
for specialized businesses, and their experience confirmed 
this notion. However, not "any" non-central location was 
considered as an alternative site. The only area seriously 
considered, i n fact, was the south Granville area, with every 
effort being made to locate as close as possible to the 
furniture row cluster. Location i s thus considered not 
unimportant, though i t i s not the expected downtown location. 

In short, i n this case, a central location i s seen to 
offer no compensating advantages for i t s higher overhead 
costs, and i s rejected. The chosen non-central site i s 
thought to offer an equal degree of accessibility to cust
omers and advantages growing out of proximity to related 
r e t a i l a c t i v i t i e s and business services, while i t also f i t s 
an ideal location image ("Jackson Square") impressed on the 
minds of owners through contact with other c i t i e s . 

Two stores outside the furniture row cluster can be 
examined, by way of contrast. 

Store 4. 
Store 4 i s on 4 t h Ave., close to the intersection of 

4 t h and Burrard Street. Again, this i s an old-established 
store, founded on this site i n 1929. The store mainly offers 
English furniture i n the medium price range. 

Again, this merchant early decided that a central 
location was not essential to the operation of specialized 
furniture since customers could be expected to seek out scarce 
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and h i g h q u a l i t y goods, even i n a r e l a t i v e l y u n o b t r u s i v e 
l o c a t i o n . Thus the merchant r e s e n t e d the i d e a o f p a y i n g a 
h i g h r e n t f o r a. C.B.D. s i t e f o r a p p a r e n t l y no r e t u r n i n 
customer a c c e s s i b i l i t y , and i n s t e a d sought a, l o w r e n t , non-
c e n t r a l s i t e . I n t h i s s e n s e , when c e n t r a l and n o n - c e n t r a l 
s i t e s a r e v i e w e d i n d i f f e r e n t l y i n terms o f customer a c c e s s 
i b i l i t y , t h e l o w r e n t o f an e c c e n t r i c l o c a t i o n becomes the 
d e t e r m i n i n g l o c a t i o n f a c t o r . 

By now t h e s t o r e has a wide r e p u t a t i o n , and has even 
l e s s r e a s o n t o seek a c e n t r a l l o c a t i o n , s i n c e c u s t o m e r s a r e 
q u i t e w i l l i n g t o t r a v e l t o the s t o r e f o r a s s u r e d l y h i g h 
q u a l i t y m e r c h a n d i s e . 

However, f o r two s h o r t p e r i o d s ( f r o m 1 9 3 6 - 1 9 3 8 and 
1 9 5 0 - 1 9 5 3 , ) t h e merchant o p e r a t e d downtown b r a n c h s t o r e s and 
t h i s e x p e r i e n c e i s r e l e v a n t t o our d i s c u s s i o n . 

The downtown s t o r e s were opened a t a p e r i o d when the 
s u p p l y o f a n t i q u e s was h i g h , and the merchant- saw p o s s i b i l i t i e s 
f o r e x p a n s i o n . U n f o r t u n a t e l y , e x p a n s i o n o f t r a d e d i d n o t 
m a t e r i a l i z e . Opening downtown b r a n c h s t o r e s i n c r e a s e d t o t a l 
t u r n o v e r o n l y m a r g i n a l l y ; t h e downtown s t o r e s were e x p e n s i v e 
f a i l u r e s and were c l o s e d as soon as l e a s e s p e r m i t t e d . 

The merchant i n t e r p r e t e d t h i s e x p e r i e n c e t o mean t h a t 
t h e market f o r t h e k i n d o f a n t i q u e s he o f f e r e d was, and 
r e m a i n s , l i m i t e d i n Vancouver and t h a t a maximum l e v e l i s s e t 
by the s i z e and w e a l t h o f t h e m e t r o p o l i t a n a r e a p o p u l a t i o n . 
Thus, even by c h a n g i n g l o c a t i o n o r o p e n i n g new s t o r e s , t o t a l 
t u r n o v e r c annot be i n c r e a s e d v e r y much. As the merchant 
e x p l a i n e d , " I c o u l d n o t g e t a h i g h e r t u r n o v e r a t G e o r g i a and 
G r a n v i l l e " ( t h a n a t t h e 4th Ave. s t o r e . ) The b e s t l o c a t i o n 
u n der t h e s e c i r c u m s t a n c e s he sees t o be a s t a b l e , n o n - c e n t r a l 
l o c a t i o n , o f f e r i n g l o w overhead c o s t s and r e l a t i v e l y easy 
a c c e s s i b i l i t y t o c u s t o m e r s . P o r a n t i q u e f u r n i t u r e s t o r e s , 
a c e n t r a l l o c a t i o n i s seen as an e x t r a v a g a n c e w i t h no r e w a r d . 

A f u r t h e r c o n s i d e r a t i o n was mentioned by t h i s merchant 
(th o u g h n o t by any o t h e r s ) w h i c h may a l s o d e t e r a n t i q u e 
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f u r n i t u r e stores from l o c a t i n g downtown. The supply of 
good antiques i s e r r a t i c . It would not be impossible f o r 
a store to run very low i n stocks. Then a low cost, 
non-central l o c a t i o n would obviously fare better than a 
high cost, c e n t r a l l o c a t i o n i f f i x e d costs had to be borne 
over an enforced period of sales i n a c t i v i t y . 

Summary. In t h i s store too then, a non-central 
l o c a t i o n was preferred, while experience with a downtown 
l o c a t i o n suggested the higher cost of downtown operation 
brings no compensatory reward through greater sales. 

Store _6. 

Store 6 i s the smallest of the stores yet considered, 
and the most e c c e n t r i c a l l y located, situated as i t i s on 
West 10th Ave. i n the U n i v e r s i t y d i s t r i c t . The store has 
been in J,this area (though not i n the same building) f o r eight 
years. 

I t should be mentioned at once that only h a l f t h i s 
store's business i s concerned with antique r e t a i l i n g , while 
over h a l f the t o t a l income of the business depends on f i n i s h i n g 
antique f u r n i t u r e f o r private customers or other r e t a i l e r s . 
Thus t h i s example lacks s t r i c t comparability with the other 
examples c i t e d . However, i t i s u s e f u l to include t h i s case 
since merchant a t t i t u d e compares well with the a t t i t u d e of 
business men already discussed. 

Prom the point of view of the f i n i s h i n g sectiion of the 
business, the merchant suggests that l o c a t i o n could be almost 
anywhere i n the c i t y where zoning regulations permit, with 
the g l a r i n g exception of the C.B.D. where rents are too high 
to permit v i a b l e operation. 

The r e t a i l i n g aspect of the business i s considered 
s l i g h t l y l e s s f l e x i b l e i n l o c a t i o n a l terms, but i t i s f e l t 
that any of several l o c a t i o n s i n the higher income suburbs 
would prove a s u i t a b l e basis f o r operation. Thus the merchant 
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considered both the North Shore area, and the K e r r i s d a l e 
area before choosing the West P o i n t Grey d i s t r i c t , and the 
l a t t e r area was p r e f e r r e d only because a s u i t a b l e work shop 
s t o r e was immediately a v a i l a b l e . 

Summary. E s s e n t i a l l y , the merchant agrees t h a t high 
q u a l i t y s p e c i a l i z e d merchandise w i l l a t t r a c t customers even 
to n o n - c e n t r a l l o c a t i o n s , w h i l e an upper income suburb 
provides both a, cushion of l o c a l customers and an a p p r o p r i a t e 
s e t t i n g f o r the a t t r a c t i o n of more d i s t a n t customers. This 
a t t i t u d e i s , of course, h i g h l y comparable w i t h s e v e r a l s t o r e s 
a l r e a d y d i s c u s s e d . 

Conclusion. 
The antique f u r n i t u r e group then, provides examples of 

s p e c i a l i z e d s t o r e s i n n o n - c e n t r a l l o c a t i o n s and somewhat 
un i q u e l y , some examples of o l d - e s t a b l i s h e d businesses i n 
such l o c a t i o n s . S e v e r a l merchants have experimented w i t h 
downtown l o c a t i o n s , but found t h a t the C.B.D. o f f e r s no 
advantage i n a c c e s s i b i l i t y to customers, or i n i n c r e a s e d s a l e s 
volumes, t h a t i s not more than o f f s e t by higher overhead 
c o s t s and by diseconomies through t r a f f i c congestion. 

Antique s t o r e s do, however, seem to b e n e f i t from prox
i m i t y to each other and to e x t e r n a l s u p p l i e s and businesscr; 
s e r v i c e s . Businesses thus tend to c l u s t e r i n one p a r t of the 
i n n e r c i t y , a c c e s s i b l e from the high income areas where most 
customers r e s i d e , and c l o s e to e x t e r n a l s e r v i c e businesses. 
Such a c l u s t e r has grown up i n Vancouver i n a highway s i d e 
l o c a t i o n i n the i n n e r c i t y , around a s u c c e s s f u l e a r l y 
business which gave the area the a p p r o p r i a t e impetus. 

Id OTHER FURNITURE STORES 
Co n f i r m a t i o n of the l o c a t i o n a l hypothesis depends upon 

p r o l i f e r a t i o n of examples. I t i s thus r e l e v a n t to c i t e a 
f u r t h e r case. 
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A large s p e c i a l i z e d f u r n i t u r e store i s situated i n the 
2500 block, West Broadway. This store i s dealt with alone 
since i t does not e a s i l y f i t into any category yet discussed. 
It i s c l o s e s t to the Danish modern group of stores, yet 
s u f f i c i e n t l y d i f f e r e n t i a t e d to be apart from that group. The 
store s p e c i a l i z e s i n modernfurniture i n the " I t a l i a n " and 
"French" reproduction s t y l e , and i s apparently the only store 
i n Vancouver of t h i s type. 

The precise l o c a t i o n of the store i s shown by a d i s 
t i n c t i v e symbol on Map IV. The store i s rather i s o l a t e d ; i t 
i s situated between the large, unplanned shopping d i s t r i c t 
of Broadway and Bayswater, and the major Broadway-Granville 
store grouping, but i t s e l f has no s i g n i f i c a n t r e t a i l neigh
bours. The s i t u a t i o n i s highway side, on the busy east-west 
Broadway a r t e r i a l , and vehicular t r a f f i c past the store i s 
heavy. 

The merchant's explanation f o r the choice of the l o c a t i o n 
f i t s our i n i t i a l hypotheses almost exactly. Notable, i n f a c t , 
was the emphatic i n s i s t e n c e of the merchant upon hi s part
i c u l a r i n t e r p r e t a t i o n of the l o c a t i o n requirements of 
s p e c i a l i z e d businesses. 

E s s e n t i a l l y , the merchant believes that under contem
porary conditions of customer mobility and where a highly 
s p e c i a l i z e d commodity i s being offered, business l o c a t i o n i s 
r e l a t i v e l y unimportant. 

Thus the merchant believes that his store i s unique i n 
the c i t y , i n terms of s t y l e of goods offered and range of 
choice of goods. Under these circumstances, he believes that 
"people w i l l come to you," and tha.t store l o c a t i o n i s con
sequently highly f l e x i b l e . 

Thus the merchant f e e l s i t i s not necessary to be near 
to other competitive stores, (since people w i l l t r a v e l f o r 
expensive, postponable purchases) nor i s i t necessary to be 
i n an area with heavy pedestrian t r a f f i c (since the walk-in 
trade i s small,) nor even i s i t necessary to be i n an upper 
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income a,rea (to provide a suitable "environment" for 
operation, as other merchants have insisted.) 

In light of these attitudes, i t i s not d i f f i c u l t to see 
why the merchant rejects the traditional downtown location 
with i t s high overhead costs, when downtown offers no unique 
advantages i n return for such high costs. 

In support of this attitude, the merchant notes the 
experience of a partner store i n Calgary, which was located on 
the basis of similar principles and which proved successful 
even i n a low income, non-central area. The main point 
repeated by the merchant i s that the nature of the good 
offered permits great locational f l e x i b i l i t y . 

However, the merchant also stresses that a. necessary pre
requisite to locational freedom i s customer mobility. 
Essentially, he believes that his potential customers are i n 
the middle and upper income group and are thus highly mobile, 
and l i k e l y to travel for specialized high quality goods. 
Thus the merchant estimates that 98 per cent of customers 
arrive by car, and this tends to confirm his estimate of 
customer mobility. 

The particular site chosen was, i n fact, selected on the 
basis of i t s a v a i l a b i l i t y at the time the store was opened 
(195 9) since i t satisfied some few minimum requirements. Thus 
the store was chosen since i t i s a large one, i t has i t s own 
parking l o t , and i t was possible to negotiate with the land
lord for improvement and renovations to be made. As we have 
seen before then, once locational f l e x i b i l i t y i s admitted, 
relatively marginal considerations become locational 
determinents. 

This business has now been open for six years andhas 
proven successful. If anything, the business has become more 
specialized over that period; the merchant has dropped 
lower price items from his stock which tended to s e l l slowly. 
This experience he interprets as confirming his i n i t i a l ideas 
that potential customers are high income and quality conscious, 
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permitting stores to compete i n q u a l i t y rather than distance 
terms, and thus allowing stores considerable l o c a t i o n f l e x 
i b i l i t y . 

Conclusions - Furniture Store Group. 
This discussion of the f u r n i t u r e group of stores has 

been long and n e c e s s a r i l y sonewhat r e p e t i t i v e . However, out 
of the diverse cases studied, several themes stand c l e a r . 

( i ) Highly s p e c i a l i z e d f u r n i t u r e stores need not be 
c e n t r a l l y located as e x i s t i n g notions of c i t y s p a t i a l organ
i z a t i o n tend to suggest. Rather, observation i n d i c a t e s that 
such stores can be located i n non-central s i t e s . Where such 
cases are i d e n t i f i e d , interview reveals that merchant a t t i t u d e s 
towards product d i f f e r e n t i a t i o n , store image and customer 

n o b i l i t y , structure l o c a t i o n choice, i n accordance with our 
deductive argument. A consistent theme i s that l o c a t i o n 
requirements are rather f l e x i b l e , since suchs p e c i a l i z e d 
businesses are not seeking to a t t r a c t customers i n s p a t i a l 
terms, but i n "monopolistic competitive" terms. 

( i i ) However, even i f e c c e n t r i c i t y i n l o c a t i o n i s 
admitted, there are l i m i t s to such e c c e n t r i c i t y . Inner c i t y 
highway side l o c a t i o n s or middle income suburbs are preferred, 
while outer suburban s i t e s , low income suburbs and planned 
shopping centres are avoided. 

( i i i ) Where s p e c i a l i z e d f u r n i t u r e stores are downtown, 
sentimental values imputed to downtown loc a t i o n s rather than 
the t r a d i t i o n a l a c c e s s i b i l i t y function of the C.B.D. accounts 
fo r such l o c a t i o n s . 

(iv) Generally, however, the high rent of the C.B.D. 
(once the premium paid f o r the C.B.D.'s a c c e s s i b i l i t y 
advantage,) now seems to be" a p r i c e with l i t t l e return, since 
other areas are regarded as equally accessible to mobile 
customers. High downtown rents thus become a deterrent to 
downtown l o c a t i o n . 
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(v) It i s noticeable that when several locations 
are regarded as equally accessible to mobile customers, 
there may be a lack of consistency i n motives a f f e c t i n g 
l o c a t i o n choice, and r e l a t i v e l y "minor" considerations can 
become l o c a t i o n determinents. 

(vi ) There i s some evidence f o r the idea that newly 
appearing business types need not appear i n c e n t r a l locations 
but can as e a s i l y appear i n non-central l o c a t i o n s . 

II GIFT STORES 

A second group of stores which may be examined with 
advantage, i s the s p e c i a l i z e d g i f t store group. 

Note that i n t h i s " g i f t " category, stores a c t u a l l y s e l l 
crockery, flatware, c u t l e r y , and glassware, as well as more 
obviously decorative items. We can speak of the stores as a 
group, however, since: 

( i ) Merchants f e e l that most goods are g i f t intended, 
and organize t h e i r operations on t h i s basis. 

( i i ) A l l stores s p e c i a l i z e i n goods of high q u a l i t y 
and high p r i c e . 

( i i i ) Stores are set apart by d i s t i n c t i v e c h a r a c t e r i s t i c s 
i n the design of the goods sold, and t h i s i t s e l f becomes 
the basis of s u b - c l a s s i f i c a t i o n of the basic " g i f t " group, 
(e.g. Danish modern, g i f t stores, Spanish g i f t stores.) 

The d e f i n i t i o n of high order g i f t stores then, depends 
upon management p r a c t i c e s , commodity q u a l i t y and commodity 
s p e c i a l i z a t i o n i n design, not the f u n c t i o n a l c h a r a c t e r i s t i c s 
of the goods offered (which may, i n f a c t , be quite diverse.) 
Sub-categories are d i f f e r e n t i a t e d further on the basis of 
s p e c i a l i z a t i o n i n design. 

There are some differences between t h i s group of stores 
and the f u r n i t u r e group previously discussed, and these must 
be made e x p l i c i t . 
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Most notably, we must assume; that g i f t items are lower 
cost, and are purchased more frequently than high cost, 
infrequently bought items of f u r n i t u r e . Although there exi s t 
no estimates of " t y p i c a l " i n t e r v a l s between purchases of 
various categories of goods by various groups of customers, 
t h i s assumption seems i n t u i t i v e l y v a l i d . 

Wow t h i s difference has some l o c a t i o n a l consequences, 
since i f g i f t items are lower cost and more frequently pur
chased than f u r n i t u r e items, then: 

( i ) "shopping around" before purchase of g i f t items i s 
l i k e l y to be l e s s prolonged than with f u r n i t u r e purchases; 

( i i ) t r a v e l costs become a lar g e r part of t o t a l costs; 
( i i i ) customers are more l i k e l y to set up habitual con

nections with p a r t i c u l a r stores and shopping centres where* 
g i f t s are purchased. 

The r e s u l t w i l l be that f o r g i f t stores, l o c a t i o n i s 
l i k e l y to be more c r i t i c a l and l e s s f l e x i b l e than was the 
case with f u r n i t u r e stores, and we might expect that 
s p e c i a l i z e d g i f t stores w i l l f i t more e a s i l y into e x i s t i n g 
theories of r e t a i l business l o c a t i o n . This needs to be borne 
i n mind as the discussion proceeds. 

Regarding s p e c i a l i z e d g i f t stores as high order businesses 
then, by v i r t u e of t h e i r high degree of product design, 
s p e c i a l i z a t i o n , and high merchandise q u a l i t y , but recognizing 
that greater frequency of purchase by customers w i l l involve 
consequences f o r the l o c a t i o n a l pattern of the business 
discussed, we examine the c h a r a c t e r i s t i c s of some such stores 
i n Vancouver. 

H a DANISH MODERN GIFT STORES 
There are four stores i n Vancouver s p e c i a l i z i n g e n t i r e l y 

i n small items of crockery, glassware, and ornaments i n 
"contemporary" design, which f i t . into t h i s category. Their' 
l o c a t i o n s are shown on Map V. 
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Stores 1 and 2 are downtown; store 1 i s i n Robson 
Street, (an area which w i l l recur.- frequently i n this section, 
since i t i s the locus of several specialized g i f t stores) and 
store 2 i s i n Seymour Street close to a major department store. 
Store 3 i s i n the western suburbs, i n the University d i s t r i c t , 
and store 4 i s i n West Vancouver. 

The stores can be discussed individually, again depending 
upon interview data. 

Store j _ . 
The store i s situated i n the western section of downtown 

in Robson Street, a d i s t r i c t of speciality g i f t stores and 
ethnic food stores. This store cluster i s rather isolated from 
the main shopping axis of Granville Street, but i t has i t s 
own attractive power by virture of the number and quality of 
i t s stores. 

Store 1 opened on this site i n 1962 and a downtown site 
was chosen for two main reasons. 

(i) F i r s t l y , i t was assumed that a speciality store such 
as this depended upon a large and scattered population to 
generate a sustaining demand, and that such a potential market 
could best be served from a central location. In contrast, 
a suburban site was thought incapable of generating a demand 
sufficient to support a speciality store; the manager did 
not share the view that customer mobility made a non-central 
location feasible for specialized business, since i t was f e l t 
that a suburban location necessarily implied dependence upon 
an adjacent market. Only downtown i t was f e l t , could attract 
customers from non-contiguous parts of the city on the scale 
that a specialized business would require. This attitude i s 
obviously i n contrast to some merchant attitudes already 
discussed. 

( i i ) Secondly, i t was hoped to benefit from Vancouver's 
tourist t r a f f i c and to achieve this, a downtown location was 
f e l t essential, since downtown i s the usual locus of the 
temporary tourist v i s i t o r . In fact, the importance of tourist 
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custom was stressed as a f a c t o r i n f l u e n c i n g the choice of a 
c e n t r a l l o c a t i o n . 

Thus the downtown s i t e was chosen p a r t l y because of the 
t r a d i t i o n a l l y recognized value of the C.B.D. as the focus 
of communication and congregation from across the entire c i t y , 
but also, and hardly l e s s importantly, because downtown i s 
seen as the locus of the summer t o u r i s t . 

Once downtown had been decided upon, the choice of a 
p a r t i c u l a r downtown s i t e became important. In t h i s context, 
proximity to the p o t e n t i a l t o u r i s t trade assumed even 
greater s i g n i f i c a n c e . A s i t e was chosen i n the 900 block 
Robson Street, already an area with a number of s p e c i a l i z e d 
g i f t stores (two antique g i f t stores and an a r t g a l l e r y , 
f o r example,) which together were expected to a t t r a c t t o u r i s t 

1 5 
v i s i t o r s . Moreover, t h i s store group i s close to a, number 
of major downtown hotels, and t h i s proximity was c i t e d as 
a, further advantage i n the pursuit of the t o u r i s t trade. 

The s p e c i f i c s i t e chosen then, depended upon the 
c h a r a c t e r i s t i c s of the neighbouring complementary businesses, 
e s p e c i a l l y as these would a t t r a c t t o u r i s t customers. At 

It may be relevant to note a recent development i n 
the character of t h i s s p e c i a l i z e d store d i s t r i c t . 

In 1962, the merchants i n the 900 Robson store 
c l u s t e r attempted to c a p i t a l i z e more p o s i t i v e l y on t h e i r 
adjacence. I t was f e l t that cooperation between businesses 
might increase the o v e r a l l a ttractiveness of the area, and 
thus draw more customers to the d i s t r i c t . Onthe i n i t i a t i v e 
of one merchant i n the block (a bookseller,) the owner of 
the b u i l d i n g i n which the stores are situated was approached. 
He agreed to renovate the entire facade of the b u i l d i n g , 
to standardize shop fro n t s , signs, b l i n d s , etc. An a r c h i 
t e c t was retained to coordinate renovation and redecoration. 
In return, merchants agree to accept higher rents, (rents 
are now about $600 a. month f o r small stores with 16' front 
footage.) The scheme was completed i n the l a t e summer of 
1964. Merchants an t i c i p a t e success, and claim that there 
i s a waiting l i s t of business men anxious to set up stores 
i n the newly decorated buildings. 
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t h i s scale, t o u r i s t o r i e n t a t i o n was the dominant l o c a t i o n 
influence. 

Summary. This example then, (store 1) apparently 
contradicts an aspect of the major hypothesis under 
review, since the merchant r e j e c t s the notion of a non?-
central l o c a t i o n f o r s p e c i a l i z e d g i f t stores as w e l l as 
the possible r a t i o n a l e behind such a suggested l o c a t i o n . 
However, the example does support the idea put forward that 
where s p e c i a l i z e d businesses are found downtown, there i s 
a conscious o r i e n t a t i o n to the downtown population of 
workers, or (as i n t h i s case,) t o u r i s t s , as w e l l as a 
conscious o r i e n t a t i o n to customers assumed scattered across 
the metropolitan area. 

But the picture of t h i s store presented so f a r must 
be enlarged. 

I t i s important that t h i s store i s not a completely 
independant business. I t i s , i n f a c t , financed by the 
owner of store 6 of the Danish modern fu r n i t u r e group (the 
Kerrisdale store) and operated by a partner-manager. 
Moreover, the store i s not as yet f i n a n c i a l l y v i a b l e ; i t 
i s , i n a sense, subsidized by the Kerrisdale store, which 
provides stock on long term c r e d i t . 

This subsidy r e f l e c t s an as yet unmentioned motive 
which l e d to the choice of a downtown l o c a t i o n . The business 
men who financed and operate the enterprise believe that 
r e t a i l i n g has an "educative" function as w e l l as a commercial 
function; thus they wish to expose "good design" ( i n the 
shape of the merchandise they o f f e r , ) to as wide a public 
as possible, and hope to thus stimulate public i n t e r e s t i n 
contemporary design. This a t t i t u d e helped to lead (and s t i l l 
more helps to maintain,) the store downtown, since the 
C.B.D. i s thought to be the best place from which to in-? 
fluence public taste. 

In t h i s example then, the choice of a s i t e downtown was 
not e n t i r e l y dicated by " r a t i o n a l " motives, s t i l l l e s s by 
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the a c c e s s i b i l i t y function of the C.B.D. Rather there i s an 
i r r a t i o n a l element a f f e c t i n g l o c a t i o n choice, and more 
p a r t i c u l a r l y , maintaining the store downtown, despite i n i t i a l l y 
unprofitable operation. This " i r r a t i o n a l " element i s the 
desire to influence public taste by o f f e r i n g w e l l designed 
goods f o r sale, the desire to "educate" as well as to s e l l . 
How long such an a l t r u i s t i c posture can be maintained i s 
uncertain. C e r t a i n l y , i t i s not meant to be a permanent 
s i t u a t i o n ; the business i s looked upon as a long-term venture, 
the current "educational" period hopefully leading to 
genuinely viable downtown operation eventually. However, the 
att i t u d e outlined i s important i n so f a r as i t structures 
l o c a t i o n choice. I t i s perhaps comparable to the c u l t u r a l l y 
based preferences of the European immigrant f u r n i t u r e store 
owners f o r a core l o c a t i o n , and to the "furn i t u r e row" 
merchants' a s p i r a t i o n f o r a "Jackson Square" type l o c a t i o n . 
I t suggests that f o r s p e c i a l i z e d r e t a i l businesses, not the 
nature of the goods sold but the c h a r a c t e r i s t i c s of the  
merchant involved w i l l frequently determine business l o c a t i o n . 
Examination of the at t i t u d e s and motives of merchants when 
choosing t h e i r business l o c a t i o n i s thus e s s e n t i a l i f 
apparently disparate patterns of store locations are to be 
understood. 

Store 2. 
Store 2 i s also downtown, and has several aspects of 

l o c a t i o n i n common with store 1 , e s p e c i a l l y since t h i s store 
also i s f i n a n c i a l l y and managerially related to a non-central 
Danish modern f u r n i t u r e store ( i n t h i s case, store 3 i n the 
fu r n i t u r e row area,) and since i t too i s somewhat l e s s than 
f i n a n c i a l l y successful.., 

This store i s i n the 600 block Seymour Street, i n a 
cl u s t e r of s p e c i a l i t y stores occupying the ground f l o o r of a 
recently b u i l t ( 1 9 5 9 ) multi-storey parking structure. This 
b u i l d i n g was constructed and i s owned by the Hudson Bay Co. 
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and i s adjacent to t h e i r downtown department store. Company 
po l i c y i s to a t t r a c t high q u a l i t y s p e c i a l i t y stores to the 
new b u i l d i n g , attempting to b u i l d up the kind of symbiotic 
department s t o r e - s p e c i a l i t y store r e l a t i o n s h i p s which often 
occur spontaneously i n central c i t y areas. 

In f a c t , the owner of store 2 was i n v i t e d to set up a 
business i n t h i s new b u i l d i n g . At that time (the l a t e 1950 fs) 
the o r i g i n a l South G r a n v i l l e store had become successful and 
well-known, and presumably the Hudson Bay Co., i n i t s 
capacity as landlord, considered t h i s to be the type of store 
i t wanted to a t t r a c t to i t s new b u i l d i n g . The merchant agreed 
to open a branch store i n the new b u i l d i n g , since h i s business 
was proving successful, and he was considering expansion. A 
downtown l o c a t i o n attracted mainly because of i t s prestige 
and i t s p o t e n t i a l advertizing power. Since the new store 
was small, i t was looked upon as a secondary aspect of the 
business, i n no way replacing the o r i g i n a l South G r a n v i l l e 
Street store, and not representing any basic change i n the 
l o c a t i o n a l philosophy of the merchant involved. 

The dominant f a c t about the new downtown branch i s that 
i t has proved unsuccessful. In not one year of i t s f i v e years 

1 & 

of operation has the store even covered costs. The merchant 
a t t r i b u t e s the f a i l u r e to some c h a r a c t e r i s t i c s of the central 
l o c a t i o n e s p e c i a l l y to too high rents i n the new b u i l d i n g , 
i n proportion to the size of the store, The merchant f e e l s 
that rents (at $800 a month) have been set " u n r e a l i s t i c a l l y " 
high and should be adjusted to take account of the reduced 
comparative l o c a t i o n advantage of the C.B.D. i n the modern c i t y . 

Soon a f t e r the store was established, the emphasis 
of the store s h i f t e d from f u r n i t u r e (the early s p e c i a l i z a t i o n ) 
to g i f t s . The s h i f t was dictated by the experience of 
operation, since small g i f t items sold better than f u r n i t u r e 
items and s p e c i a l i z a t i o n on g i f t s was encouraged i n an e f f o r t 
to increase turnover. The present nature of the store as a 
g i f t shop was determined by i t s l o c a t i o n rather than the 
l o c a t i o n being chosen f o r that p a r t i c u l a r store type. 
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This experience d i s i l l u s i o n e d the merchant about a 
downtown l o c a t i o n , and confirmed h i s b e l i e f that a s p e c i a l i z e d 
business i s best operated from a. non-central l o c a t i o n (as 
was f u l l y discussed i n the context of h i s main G r a n v i l l e Street 
store.) His a t t i t u d e c e r t a i n l y extends to f u r n i t u r e stores 
and, l e s s dogmatically, to g i f t stores; the merchant concedes 
that a s p e c i a l i z e d g i f t store of the type that his store 
has evolved into might operate i n a downtown l o c a t i o n i f rents 
were lower. Since he has l i t t l e i n t e r e s t i n operating a g i f t 
store, however, the merchant w i l l close down t h i s p a r t i c u l a r 
store as soon as the lease permits. 

Summary. This case then, does not a f t e r a l l undermine 
the l o c a t i o n a l hypothesis put forward, even though i t presents 
a highly s p e c i a l i z e d g i f t store i n a c e n t r a l l o c a t i o n . In.a 
negative sense, i t tends to support out hypothesis, since the 
business proved unsuccessful, and lack of success i s a t t r i 
butable to the high costs i n t r i n s i c i n a central l o c a t i o n . 
The i m p l i c a t i o n i s that high downtown rents, once the premium 
paid f o r a c c e s s i b i l i t y , now tend to mitigate against viable 
operation i n the c i t y core f»r s p e c i a l i z e d businesses. 

Store 2.. 
Store 3, the most eccentric store of i t s type i n 

Vancouver, was a c t u a l l y the f i r s t store of i t s type to be 
established i n Vancouver, being set up i n 1950, and has main
tained i t s l o c a t i o n over that period. The store i s situated 
i n the 4200 block West 10th Ave., i n the western suburbs,on 
the margin of a l o c a l shopping d i s t r i c t , which, however, 
also contains a number of rather high q u a l i t y apparel and 
g i f t stores. 

( i ) F i r s t , (and as with Danish modern f u r n i t u r e stores 
and c o l o n i a l f u r n i t u r e stores considered) the early foundation 
and eccentric l o c a t i o n of t h i s example provides evidence f o r 
the idea that newly appearing business types are as l i k e l y to 
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appear i n non-central locations i n the c i t y as i n the C.B.D.,..i 
further supporting hypothesis IV of Chapter I I . 

( i i ) Second, the rat i o n a l e behind the choice of t h i s 
suburban l o c a t i o n i s also familiar,and tends to support our 
l o c a t i o n hypothesis. As with previous cases, a non-central 
l o c a t i o n was considered an acceptable a l t e r n a t i v e to a 
C.B.D. s i t e , since i t was f e l t that product s p e c i a l i z a t i o n 
and customer mobility implied the a b i l i t y to attra.ct 
customers to non-central s i t e s , and that t h i s , i n turn, 
permitted l o c a t i o n a l f l e x i b i l i t y . 

( i i i ) The motivation leading to the p a r t i c u l a r choice 
of the West Point G-rey area, out of many a l t e r n a t i v e non-
cent r a l locations i s relevant and again i s not unfamiliar. 
E s s e n t i a l l y , the merchant sought a non-central l o c a t i o n which 
would provide both a l o c a l demand and also would "complement" 
the good offered i n such a way as to a t t r a c t more distant 
customers. 

Thus the s e l e c t i o n of a s i t e was preceded i n t h i s 
merchant's case by a car e f u l evaluation of p o t e n t i a l s i t e s . 
S i t e s i n the other middle income suburbs - Kerrisdale and 
West Vancouver - were considered. The former was rejected 
because i t was "an old-established area," and thus thought 
u n l i k e l y to provide a s a t i s f a c t o r y "background" from which to 
project the desired store image of "modernity" on which the 
a t t r a c t i o n of distant customers would depend. The l a t t e r 
d i s t r i c t was considered l e s s a t t r a c t i v e f o r a more prosaic 
reason, i . e . i t s distance from the merchant's home. 

In contrast, the Point Grey d i s t r i c t was selected out of 
a l l possible suburban s i t e s e s s e n t i a l l y f o r i t s "atmosphere"; 
i t was f e l t that the adjacent middle income residences and 
more p a r t i c u l a r l y proximity to the University provided an 
appropriate s e t t i n g f o r a store s e l l i n g "contemporary" items, 
and also (the merchant suggested,) a community reosptive to 
new ideas i n design, which would help to generate an i n i t i a l 
l o c a l demand. In short, the environment of the area and the 
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nature of the good offered were f e l t to he complementary, 
and the store was expected to benefit from association with 
the area. 

Once t h i s store had been set up, the merchant was 
energetic i n promoting the a t t r a c t i o n of the store and the 
area. Here, her ambition was to see the University d i s t r i c t 
become a high, q u a l i t y s p e c i a l i t y store area known a l l over 
the c i t y . Thus she urged other merchants to j o i n i n standard
i z i n g shop fronts and i n tree planting along sidewalks. This 
programme achieved l i m i t e d success, since other merchants 
were described as "apathetic." However, the merchant's own 
store has been improved and enlarged, and now has a con
siderable e x t r a - l o c a l reputation and trade. 

More recently, (from about 1962) several high q u a l i t y 
s p e c i a l i z e d stores have indeed set up i n the area, e s p e c i a l l y 
g i f t stores and apparel stores, and t h i s shopping d i s t r i c t 
seems to be emerging into a s p e c i a l i t y store d i s t r i c t . Some 
of these stores and the motives that l e d owners to open i n 
t h i s d i s t r i c t w i l l be discussed l a t e r . Note here, however, 
that the example of store 3 was c i t e d as an influence on 

17 
l o c a t i o n choice by some new merchants. 

Summary. In the case of store 3 then, a non-central 
l o c a t i o n i s admitted and f o r f a m i l i a r reasons. But again, 
the l i m i t s of e c c e n t r i c i t y are set by the necessity f o r 
l o c a t i o n i n the " r i g h t " place, with an appropriate background 
atmosphere, one which seems to complement the good offered 
and which i s expected to a t t r a c t the kind of customer to 
whom the store i s assumed to appeal. 

See B l i s s , P. o_p_. c i t . , f o r s i m i l a r observations 
on the spread of r e t a i l i n g innovations among merchants. 
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Store 4_. 
Store 4 i s situated on the Worth. Shore, i n a small 

shopping d i s t r i c t i n West Vancouver. The store opened i n 
1956 and at f i r s t operated as a rather unspecialized g i f t 
shop. I t only became a commodity sp e c i a l i z e d (Danish modern) 
store i n 1960, when a new partner entered the business. Thus 
f o r our purposes, the store became a high order store at the 
l a t t e r date, and the firm's l o c a t i o n h i s t o r y r e l e v a n t l y begins 
at that time. 

The most important point f o r us i s that when a change 
to a more sp e c i a l i z e d l i n e of goods was undertaken, the 
merchant considered an eccentric l o c a t i o n no hindrance to the 
operation of such a s p e c i a l i z e d business. This i s s i m i l a r 
to other s p e c i a l i z e d f u r n i t u r e stores and g i f t stores discussed 
and seems to confirm our l o c a t i o n hypothesis. 

However, the r a t i o n a l i t y behind the a t t i t u d e i s l e s s 
confirmatory. The merchant did not expect to draw customers 
from distant areas on the basis of uniqueness and q u a l i t y of 
goods offered. Rather, the major market was expected to be i n 
the adjacent Worth Shore suburban areas which, were regarded 
as areas of concentration of wealth and tastes s u f f i c i e n t to 
support even a highly s p e c i a l i z e d g i f t store. In short, 
the merchant recognized that demands fo r the goods offered 
were s o c i a l l y l o c a l i z e d among upper income groups, and a l s o , 
i n Vancouver, were a r e a l l y l o c a l i z e d i n Worth Shore r e s i d e n t i a l 
areas. This suburb was expected to generate a l o c a l demand 
s u f f i c i e n t to support the store. 

This a t t i t u d e i s d i f f e r e n t from at t i t u d e s expressed by 
other merchant operators of s p e c i a l i z e d businesses. There, 
a non-central l o c a t i o n was favoured because customers were 
presumed at t r a c t a b l e from even distant areas by v i r t u e of 
the nature of goods offered. At most, the l o c a l area;, was 
expected to provide a cushion of l o c a l demand and an appro
p r i a t e s e t t i n g f o r the a t t r a c t i o n of e x t r a - l o c a l customers. 
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Here, however, the store i s e n t i r e l y l o c a l l y oriented 
because of the emphatic l o c a l i z a t i o n of wealth and of par
t i c u l a r taste demands inone part of the c i t y . 

In f a c t , i t i s noticeable that the shopping d i s t r i c t 
containing t h i s store ( i n Marine Drive,West Vancouver,) i s 
d i s t i n c t i v e l y unusual. Although, containing few stores, these 
stores are not the ubiquitous low order functions we would 
expect to f i n d i n a small neighbourhood centre. Rather, there 
i s an unusually high concentration of expensive beauty salons, 
exclusive dressmakers and high q u a l i t y g i f t stores i n the 
d i s t r i c t . The d i s t r i c t as a whole i s obviously catering to 
the demands of a r i c h suburban market, and as a consequence, 
stores of a high degree of s p e c i a l i z a t i o n are found playing 
a "convenience good" r o l e . 

Summary. This example seems to add a new dimension to 
our argument. C e r t a i n l y , the store i s as " s p e c i a l i z e d " 
(and thus as "high order") as any g i f t store yet discussed. 
Yet i t i s e c c e n t r i c a l l y located and serves only an a r e a l l y 
r e s t r i c t e d market. This r e f l e c t s an o r i e n t a t i o n to a l o c a l 
market where demands for the sp e c i a l i z e d goods offered are 
unusually concentrated. The example thus confirms and adds 
to our argument, while also modifying further more t r a d i t i o n a l 
theories of c i t y r e t a i l structure. 

Conclusions. 
The Danish modern g i f t group does not completely support 

our basic argument; only one store f i t s completely i n 
l o c a t i o n and merchant a t t i t u d e with the theme we are develop
in g , and two stores are found i n the more t r a d i t i o n a l down
town l o c a t i o n . However, the two downtown stores, as suspected, 
do show a conscious o r i e n t a t i o n to a t o u r i s t market as we l l 
as a l o c a l market, and again, as expected, a downtown 
l o c a t i o n was not selected i n e i t h e r case f o r the t r a d i t i o n a l 
a c c e s s i b i l i t y advantage of the C.B.D. The economic weakness 
of these C.B.D. stores perhaps i l l u s t r a t e s also that downtown 
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i s an ambiguously a t t r a c t i v e 
under contemporary r e t a i l i n g 
a new dimension ,is added to 
located but l o c a l l y oriented 

area f o r high order businesses 
conditions. At the same time, 
the argument - an e c c e n t r i c a l l y 
high order g i f t store. 

l i b SPANISH GIFT STORES 
In the l a s t two years or so, Spanish i n s p i r e d decor has 

become popular i n Western North. America. Recently three 
stores have opened i n Vancouver s p e c i a l i z i n g e n t i r e l y i n 
small items of glassware, i r o n ware and pottery of Spanish 
design and manufacture, and also s e l l i n g small items of 
f u r n i t u r e i n t r a d i t i o n a l Spanish designs. 

The d i s t r i b u t i o n of these stores i s also shown i n 
Map V. One store i s i n the North Shore i n the l o c a l shopping 
d i s t r i c t of Marine Drive, West Vancouver, while the other two 
stores are situated close together i n the West 10th Ave. 
shopping d i s t r i c t i n the University area. 

A l l the stores i n t h i s category opened wi t h i n a few 
months of each other, i n 1964. The f a i l u r e of any such, store 
to appear i n the C.B.D. helps to reinforce once again the 
hypothesis about the l i k e l y l o c a t i o n of newly appearing bus
iness types. 

Store ±. 
The f i r s t store to open was store 1 i n West Vancouver. 

The chosen s i t e i s out of the main business ribbon, but i n 
a new b u i l d i n g i n an adjacent s t r e e t , neighboured by a jeweller's 
and an expensive beauty salon. 

This example again modifies our basic l o c a t i o n a l argu
ment i n the same way as did store 4 i n the Danish, modern 
g i f t store group. E s s e n t i a l l y , the merchant considers he i s 
serving a l o c a l (North Shore) market, and chose h i s s i t e and 
operates h i s business on that assumption. He does not agree 
that a. business such as h i s i s l i k e l y to a t t r a c t customers 
from across the c i t y , (since other g i f t stores i n other areas 
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are seen as e s s e n t i a l l y comparable and competitive,) but 
stresses that he i s serving a North Shore market which i s 
regarded as a concentrated market f o r the s p e c i a l i z e d goods 
offered. In short, the motives leading to l o c a t i o n choice 
were rather simple f o r t h i s store. The merchant recognized 
that the goods he was o f f e r i n g would appeal to upper income 
customers able to aff o r d and l i k e l y to appreciate high 
q u a l i t y goods, and a s i t u a t i o n close to an upper income suburb 
was desired. Several were considered (the South G r a n v i l l e 
Street area, f o r example,) before the West Vancouver area was 
chosen, since i t was possible to select a s i t e i n proximity 
to complementary store types expected to a t t r a c t p o t e n t i a l 
customers to the immediate l o c a l i t y . 

Stores 2_ and 5. 
The two other stores i n t h i s group can be discussed 

together, since they are i n the same location,(only one block 
apart) of recent establishment, (both set up i n the summer 
of 1964) and s i m i l a r motives l e d to the choice of the l o c a t i o n . 

In these examples, both merchants f e e l that they are 
operating s p e c i a l i z e d businesses, which, depend e s s e n t i a l l y 
upon a large market and upon a wide d i s t r i b u t i o n of customers 
fo r support. However, both, f e e l that such a market area can 
be served as e a s i l y (and at lower cost) from a non-central 
l o c a t i o n as from a central l o c a t i o n , since "unique" and high 
q u a l i t y goods are being offered f o r sale. This a t t i t u d e , of 
course, p r e c i s e l y supports our l o c a t i o n a l hypothesis and i s 
s i m i l a r to views expressed by operators of other s p e c i a l i z e d 
stores i n non-central l o c a t i o n s . 

The c r i t i c a l and as yet unanswered question these mer^ 
chants now.face i s whether or not they can draw customers from 
the e x t r a - l o c a l area i n s u f f i c i e n t numbers to sustain operation. 
As the owner of store 3 commented, "that i s the $64,000 
question." Both merchants f e e l that they w i l l be able to 
a t t r a c t such customers on the basis of the q u a l i t y of t h e i r 
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goods and assumed customer m o b i l i t y , and i t was t h i s expect
a t i o n which l e d them to select non-central s i t e s o r i g i n a l l y . 

I n t e r e s t i n g l y , both merchants here pointed to the 
success of other s p e c i a l i z e d businesses i n non-central 
l o c a t i o n s , ( e s p e c i a l l y store 1 i n the c o l o n i a l f u r n i t u r e 
group, and store 3 i n the Danish g i f t group) as evidence of 
•the f e a s i b i l i t y of such a l o c a t i o n . 

The factors which le d these businesses to West Point 
Grey rather than any other suburban l o c a t i o n were i n each 
case d i f f e r e n t , however, and need to be discussed separately. 

Store 2 was set up i n a n t i c i p a t i o n of an increase i n 
demand f o r Spanish f u r n i t u r e and g i f t s . The owner, formerly 
an importer of such items, was so impressed at the i n t e r e s t 
generated by h i s display at a recent Vancouver trade f a i r , 
that he decided to move d i r e c t l y i n t o r e t a i l i n g . A suburban 
l o c a t i o n was chosen f o r the broad reasons discussed. 

However, the merchant would have preferred a Kerrisdale 
l o c a t i o n over a Point Grey s i t e , since i t was f e l t that the 
former area would provide a more s o l i d base of l o c a l trade 
and, as a l a r g e r centre with more complementary stores, would 
be more l i k e l y to a t t r a c t distant customers. Since no s i t e s 
were av a i l a b l e i n Kerr i s d a l e , Point Grey was accepted as an 
al t e r n a t i v e on a one year t r i a l basis. As a compensation, 
the " c u l t u r a l atmosphere" of the University area (to quote 
the merchant) as w e l l as the neighbouring s p e c i a l i t y shops, 
were looked upon as p o t e n t i a l aids to customer a t t r a c t i o n and 
as appropriate complements to the good offered. 

Since the store opened, a sustained ad v e r t i z i n g campaign 
has been i n i t i a t e d through those regional magazines and radio 
stations aimed at the middle and upper income, market 
i d e n t i f i e d as p o t e n t i a l customers. The intro d u c t i o n of such 
a campaign obviously indicates that the store intends to be 
more than l o c a l i n scope, and that the basis of i t s extras 
l o c a l appeal i s expected to be i t s "image" of product 
s p e c i a l i z a t i o n and q u a l i t y . 
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Por store j5> i n contrast, the West Point Grey area was 
the f i r s t choice. Once a non'rcentral s i t e had been admitted 
as a possible l o c a t i o n , the Point Grey area attracted the 
merchant because of proximity to the U n i v e r s i t y . The Uni
v e r s i t y was expected to provide a, l o c a l market f o r one 
important aspect of the business ( s e l l i n g Spanish guitars) 
and thus Un i v e r s i t y proximity became an important l o c a t i o n 
factor when other s i t e s were regarded as p r a c t i c a l l y 
equivalent. 

This merchant added one i n t e r e s t i n g point which might 
help further i n explaining the lack of Spanish g i f t stores 
downtown. 

We noted that Danish modern g i f t shops i n downtown 
locations consciously acknowledged the importance of t o u r i s t 
trade. This merchant, however, f e e l s that Spanish g i f t s 
would have l i t t l e appeal to summer t o u r i s t s i n competition 
with antiques, Canadiana and Oriental g i f t s , the t r a d i t i o n a l 
souvenir items of the American t o u r i s t i n Western Canada. 
Spanish items are, i n f a c t , more common i n the U.S.A. (where 
most t o u r i s t s originate) than i n Canada, and are also cheaper 
i n the U.S.A. The t o u r i s t market f o r Spanish items i s thus 
f e l t to be l i m i t e d i n Vancouver, and there i s not even t h i s 
incentive to locate stores downtown. Rather, the market f o r 
such goods i s seen as l y i n g w i t h i n the c i t y i t s e l f , and 
l o c a t i o n i s selected with t h i s market i n mind. 

Conclusions. 
( i ) This small group of stores seems to support the 

main hypothesis under review, since we see non-centrally 
located s p e c i a l i z e d stores oriented to e x t r a - l o c a l customers, 
competing f o r trade i n non-spatial "image projec t i o n " terms. 

( i i ) One store, the smallest of the three, expects to 
serve only a l o c a l market, however, and t h i s modifies our 
argument as did a previous g i f t store example. 
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H e OTHER SPECIALIZED GIFT STORES 
There are some few other g i f t stores i n Vancouver 

sp e c i a l i z e d enojigh to be c a l l e d "high order", but not f i t t i n g 
i n t o any category yet discussed. They are included here on 
the basis of t h e i r s p e c i a l i z a t i o n i n some commodity category 
and on the basis of merchandise q u a l i t y . 

Such, "miscellaneous" stores are not mapped, since, i n 
f a c t , they are a l l downtown. They include a Canadian art 
shop (store 1,) a "South Sea" g i f t shop (Store 2,) a 
" S c o t t i s h " g i f t shop (store 3») and two " o r i e n t a l " g i f t shops 
(stores 4 and 5.) 

As stated, a l l the stores included here are downtown. 
Interview reveals that i n a l l cases, i t i s the recognition of 
the t o u r i s t p o t e n t i a l of a downtown s i t e that maintains such 
stores i n the C.B.D. and not (as t r a d i t i o n a l ideas suggest,) 
the a c c e s s i b i l i t y of the C.B.D. from the c i t y as a whole. 

Examples need not be m u l t i p l i e d , but we can note that 
store J_ (opened i n 1963) and store 2 (1959) i n the Robson 
Street store c l u s t e r , both c i t e proximity to nearby hotels as 
a feature a t t r a c t i n g them to the s i t e . A d d i t i o n a l l y , the 
importance of s e l e c t i n g an area with the correct "atmosphere" 
( i n terms of the surrounding shops and the physical appear
ance of the d i s t r i c t ) appropriate to the kind of good offered 
and to the kind of customer to whom appeal i s being addressed, 
was stressed. 

S i m i l a r l y , store _3_ formerly operated as a home-based 
business supplying Scottish, goods to pipe bands by mail 
order. The owner, d e s i r i n g to expand h i s business, recognized 
the p o t e n t i a l importance of t o u r i s t trade and appreciated the 
key r o l e of a downtown l o c a t i o n i n securing such a market. 

An attempt was made to measure the r o l e of t h i s t o u r i s t 
trade i n downtown g i f t store operation more d i r e c t l y . Por 
t h i s purpose, the questionnaire cards (discussed i n Chapter I I I ) 
were d i s t r i b u t e d to store 1_ i n t h i s group and store 1 i n the 
Danish modern g i f t group (discussed e a r l i e r i n t h i s chapter.) 
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The object was to measure the proportion of customers 
shopping at the store, who a c t u a l l y originated from downtown 
i t s e l f , and who might be t o u r i s t s . Unfortunately, a 
disappointing r e s u l t was obtained and few cards were returned. 
The evidence c o l l e c t e d must then be interpreted "cum grano 
s a l i s " ; and even so the evidence f o r the two stores must be 

17 
aggregated to be us e f u l . However, the response at l e a s t 
confirms the d i r e c t i o n of merchants estimate i n broad terms, 
(see Table I I I . ) Some 35$ of customers are t o u r i s t s 
( a r r i v i n g to shop from downtown hotels,) and the same pro
portion are downtown workers. Thus the C.B.D. i t s e l f con
t r i b u t e s 70 per cent of custom to the trade of these downtown 
s p e c i a l i t y stores, and t h i s i s a powerful l o c a t i o n influence, 
as merchants st r e s s . 
Conclusions - G i f t Store Group. 

The following main themes can be i d e n t i f i e d a f t e r analysis 
of t h i s store category. 

(I.) In contrast to the f u r n i t u r e group of stores, 
s p e c i a l i z e d g i f t stores provide only rather ambiguous support 
f o r our main l o c a t i o n a l hypothesis. Merchant a t t i t u d e i s 
l e s s prepared to accept the p o s s i b i l i t y of via b l e operation 
i n non-central l o c a t i o n s , even allowing f o r customer mobility 
and competition through product s p e c i a l i z a t i o n and store 
image, etc. Only two stores i n the Danish group and two 
stores i n the Spanish g i f t group, i n f a c t , chose lo c a t i o n s 
based on t h i s a t t i t u d e , and even here, some businesses admit 
that they are as yet on a t r i a l basis, and viable operation 
i s not assured. 

In the few cases where e c c e n t r i c i t y i s i d e n t i f i e d , 
there i s a f a m i l i a r l i m i t a t i o n to upper income suburban s i t e s 

This i s l e g i t i m a t e , since the stores are situated 
side by side i n the same (Robson Street) store c l u s t e r , 
and s e l l similar"modern"high q u a l i t y merchandise. 



TABLE I I I 

Customer Origins - Robson Street  
G i f t Stores 

Home Work Hotel Total 

6 6 5 17 No. 
35 35 30 - * 

Source: Card questionnaire.survey. 

TABLE IV 

Customer Origins - Downtown Men's Wear Stores 

No 
Store Home Work Hotel Other Reply Total 

Howe Street No. 8 14 8 — — 3 0 
S p e c i a l i t y Store 27 47 2 7 - — 
Popular P r i c e No. 2 0 7 4 1 — 32 
Men's Wear Store * 66 2 3 12 3 - -
Downtown Dept. 
Stores No. 1 3 6 61 26 12 4 2 3 9 (Men's Wear Depts.) * 5 8 11 25 5 -
N.B. $'s do not add up to 1 0 0 because of rounding. 
Source: Dept. Stores - i n store survey. 

Other Scores - Card questionnaire survey. 
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and to areas which provide a s e t t i n g which "complements11 

the good offered and which i s thus thought appropriate f o r 
customer a t t r a c t i o n and image projection. 

( I i ) Yet the l o c a t i o n s i t u a t i o n described i s not entirely-
unexpected. We pointed out that g i f t stores would l i k e l y 
display l e s s l o c a t i o n a l f l e x i b i l i t y than f u r n i t u r e stores 
because of differences i n the nature of the good offered, 
e s p e c i a l l y i n the frequency of purchases. This i s now con
firmed. 

In t h i s context, however, we might expect that i f 
e c c e n t r i c i t y i n l o c a t i o n of high order businesses i s i n any 
sense an evolutionary process ( i . e . i f l o c a t i o n f l e x i b i l i t y 
and non-spatial competition i s i n the process of extending to 
lower order businesses as customer mo b i l i t y and merchant 
s o p h i s t i c a t i o n increase,) then lower order stores w i l l begin 
to e x h i b i t non-central locations at l a t e r dates. Now, i f we 
consider s p e c i a l i z e d g i f t stores as s l i g h t l y "lower order," 
then s p e c i a l i z e d f u r n i t u r e stores (on the basis of the 
assumed difference i n the purchase i n t e r v a l of goods,) then 
i t i s i n t e r e s t i n g that s p e c i a l i z e d g i f t stores are appearing 
i n non-central l o c a t i o n s at rather l a t e r dates (1963-64) 
than s p e c i a l i z e d f u r n i t u r e stores (1954-61.) The inference 
i s that s p e c i a l i z e d g i f t stores w i l l be more l i k e l y to appear 
i n non-central but c i t y serving locations i n future. 

( i i i ) I t i s demonstrated by merchant a t t i t u d e , merchant 
estaimate,and'customer survey, that s p e c i a l i z e d g i f t stores 
located downtown depend upon downtown t o u r i s t s f o r a large 
proportion of t h e i r customers. This o r i e n t a t i o n i s , i n f a c t , 
the c r u c i a l l o c a t i o n determinent f o r such stores and i t i s 
a c c e s s i b i l i t y to t h i s t o u r i s t market, not the metropolitan 
market as a whole, which makes the higher cost of downtown 
operation worthwhile. 

(4v) There i s further support f o r the idea that business 
types appearing i n the c i t y f o r the f i r s t time can as e a s i l y 
appear i n non-central as i n ce n t r a l l o c a t i o n s , as the examples 
of the Danish and Spanish g i f t stores i l l u s t r a t e . 
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I l l SPECIALIZED JEWELLERY STORES 

A small but distinctive group of stores i n Vancouver i s 
the specialized modern jewellery group. These stores s e l l 
expensive jewellery i n "modern" designs and items are usually 
craftsmen designed and manufactured. They are thus set apart 
from other jewellers, and identifiable as a group by the 
specialization and quality of the product they offer for sale. 

To amplify the basis of identity of this group note: 
(i) There i s a specialization on jewellery (as much as 

on a distinctive kind of jewellery); other jewellers i n 
Vancouver, both central and suburban, large and small, include 
silverware, glassware, clocks and watches i n their operations, 
as well as items of personal jewellery. In short, the stores 
i n this group are more highly commodity specialized, even at 
this l e v e l . 

( i i ) A l l stores are operated by jeweller-craftsmen 
who design and make their own goods for sale. The stores 
could thus be described as "custom jewellers" and the goods 
they s e l l are truly unique i n the sense of being individual 
i n design. There i s , however, a comparability i n the design 
of goods offered which enables the stores to be discussed ;' 
as a group. 

( i i i ) Significant i s that a l l merchants name each other 
as "similar" stores i n discussing the nature of their bus
iness and differentiating themselves from "ordinary" 
jewellers. 

With this definition i n mind, this store group can now 
be discussed. 

There are five such, stores i n Vancouver and their 
location i s shown on map VI. (Note that stores 1 and 2 are 
operated by the same merchant.J[ 

Store 1 i s situated i n the Marine Drive shopping d i s t r i c t 
of West Vancouver, a middle class suburb. Store 2 i s downtown 
i n a cluster of specialized ladies 1 wear shops and close to 
a large department store. Store 3, also downtown, i s i n a 





122. 

rather inconspicuous p o s i t i o n i n a side street o f f a "busier 
thoroughfare close to a large cinema. Store 4 i s i n the 
South G r a n v i l l e Street "business d i s t r i c t , and store 5 i s i n 
the West 10th Ave. shopping d i s t r i c t , close to the U n i v e r s i t y . 

Store j_ and Store 2_. 
Stores 1 and 2, operated by the same merchant, can be 

considered together since they are, i n a sense, complementary. 
Store 1 was opened i n 1952 and was the f i r s t jewellery 

store of i t s type to open i n Vancouver. This seems to con
f i r m again the idea that newly appearing business types need 
not appear i n c e n t r a l l o c a t i o n s , as have several other store 
types previously discussed. 

S i m i l a r l y , the l o g i c behind the l o c a t i o n choice seems 
to bear out our main l o c a t i o n hypothesis. 

E s s e n t i a l l y , the merchant f e l t that he was o f f e r i n g a 
s p e c i a l i z e d good to mobile customers. This implied to him 
l o c a t i o n f l e x i b i l i t y f o r the business, and a suburban s i t e 
was then preferred (even f o r a new business,) since a central 
s i t e seemed to o f f e r no s p e c i a l advantage i n return f o r higher 
operating costs. 

West Vancouver i n p a r t i c u l a r was chosen since i t was the 
most recently developed of the middle income suburban areas 
of Vancouver - ( i t i s an area of new homes and young f a m i l i e s ) -
and thus was presumed to be an area with a high, demand for 
"modern" jewellery. Thus the suburb i t s e l f was expected to 
provide a s i g n i f i c a n t l o c a l market while more distant cus
tomers would be attracted by the q u a l i t y and uniquenss of 
the product offered. To further a t t r a c t distant customers, 
advertisements were placed i n appropriate magazines and the 
more than l o c a l appeal of such advertizing i s symbolic of the 
more than suburban ambitions of the business and i t s attempt 
to serve a wide market from a, non-central l o c a t i o n . 

So f a r t h i s i s f a m i l i a r and seems to add another fragment 
to the e d i f i c e of our argument. 
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However, the l a t e r experience of the business q u a l i f i e s 
rather than confirms our hypothesis. 

E s s e n t i a l l y , the business was not as successful as had 
been hoped, and lack of success was a t t r i b u t e d i n part t) 
poor l o c a t i o n . The West Vancouver shopping d i s t r i c t ( b a s i c a l l y 
a convenience centre with some sp e c i a l i z e d l a d i e s ' wear 
stores,) proved to be a disappointing local., imarket and, 
moreover, f a i l e d to a t t r a c t more distant customers. As the 
d i s i l l u s i o n e d merchant put i t , "people only buy groceries i n 
West Vancouver." 

The merchant came to f e e l that a downtown l o c a t i o n 
was, a f t e r a l l , a more desirable s i t e . Such a l o c a t i o n was 
now seen to o f f e r advantages of two kinds. 

( i ) Improved a c c e s s i b i l i t y from the Vancouver market, 
e s p e c i a l l y from the upper income suburbs where p o t e n t i a l 
customers were assumed to reside. 

( i i ) Downtown was looked upon as an i d e a l "display" 
centre, since i t i s the area of the c i t y with maximum exr-
posure to a passing p u b l i c . Thus the C.B.D. was seen as a, 
desirable l o c a t i o n from which, to advertize, or as the merchant 
put i t , from which to "educate" the public taste f o r modern 
jewellery. 

Here, i n t h i s l a t t e r context, there i s a, comparison 
between the a t t i t u d e of t h i s merchant and the a t t i t u d e of 
the merchant operating store 1 i n the modern Danish g i f t group, 

v l n both cases, i t was f e l t that a new product was being 
offered to the p u b l i c , which involved an educative process, 
before the good would be accepted. Thus they both selected 
a downtown l o c a t i o n because of i t s p o t e n t i a l educative function, 
and t h i s was as important as the more t r a d i t i o n a l access
i b i l i t y function of the C.B.D. i n i n f l u e n c i n g t h e i r l o c a t i o n 
choice. 

On the basis of t h i s a t t i t u d e , a s i t e was chosen down
town i n the western (G r a n v i l l e Street) shopping d i s t r i c t of 
the C.B.D., i n a c l u s t e r of rather exclusive l a d i e s ' wear 
shops and close to a large department store. This s i t e was 
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preferred because of i t s high pedestrian count, implying 
maximum exposure to p o t e n t i a l customers, and because passing 
pedestrians were thought to be of the "ri g h t type," i . e . of 
the higher income groups most l i k e l y to be p o t e n t i a l cus
tomers. Here i t was stressed that the G r a n v i l l e Street 
shopping d i s t r i c t with i t s c o l l e c t i o n of high q u a l i t y l a d i e s ' 
wear stores was regarded i n contrast to the eastern (Hastings 
Street) shopping d i s t r i c t , and that the former provided a 
more a p p K p r i a t e s e t t i n g f o r a q u a l i t y jewellery store, a 
se t t i n g which, complemented the good offered as w e l l as providing 
exposure to the appropriate shopping crowd. 

Note then, that once downtown had been decided urpon as 
a l o c a t i o n , not "anywhere" downtown was accepted as a s i t e ; 
the C.B.D. was not looked upon as a homogeneous area, rather 
i t was recognized that "better" and "poorer" r e t a i l areas 
existed, d i f f e r e n t i a t e d by the nature of the stores contained 
and the type of customers they at t r a c t e d . The western shopping 
d i s t r i c t was chosen since, because of i t s high q u a l i t y store 
mix and the character of i t s shopping crowd, i t seemed to 
most appropriately complement the good offered. 

I t i s also important that the chosen downtown store 
(2) i s , i n f a c t , a very small one - with a front footage of 
only 6 feet - and thus was av a i l a b l e at a r e l a t i v e l y low 
rent. This placed a downtown l o c a t i o n w i t h i n the f i n a n c i a l 
reach of the merchant involved. 

Currently, the downtown store i s operated as a display 
centre and r e t a i l o u t l e t f o r the hand-crafted, modern 
jewellery designed and made by the merchant. The West Vancouver 
store i s l e s s highly s p e c i a l i z e d , s e l l i n g modern jewellery 
and also a, range of non-original items; the suburban store 
has thus become l e s s s p e c i a l i z e d and more of a conventional 
jewellery store, and has l o s t i t s o r i g i n a l pretensions to 
serve the whole metropolitan market from i t s suburban l o c a t i o n . 
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Store j5« 
Store 3, also downtown, s i m i l a r l y q u a l i f i e s rather than 

supports our hypothesis. The store i s i n a rather secluded 
s i t e i n the western r e t a i l area, quite close to the Hudson 
Bay department store, but on the "wrong" side of the street 
i n terms of pedestrian t r a f f i c and, i n f a c t , not adjacent 
to any other major r e t a i l store. 

Previously the business had been carr i e d on from a 
workshop i n the downtown Birks b u i l d i n g , producing hand-crafted 
jewellery f o r sale to other jewellers and to some privateu 
customers. The owner, wishing to expand the r e t a i l side of 
the business, moved to t h i s l o c a t i o n i n 1963 a f t e r f i v e 
years of operation from an upstairs workshop. 

The downtown l o c a t i o n was selected without much con
s i d e r a t i o n of a l t e r n a t i v e l o c a t i o n s , since b a s i c a l l y the 
merchant wished only to move from a cen t r a l workshop l o c a t i o n 
to a ce n t r a l street l o c a t i o n ; he wished to gain increased 
exposure to passing customers, while disturbing as l i t t l e as 
possible the e x i s t i n g web of customer r e l a t i o n s h i p s . 

The merchant perceived a downtown s i t e i n terms of i t s 
t r a d i t i o n a l advantages, and selected h i s c e n t r a l s i t e on 
the basis of these a t t i t u d e s . The chief advantages of down
town were seen to be: 

( i ) Maximum a c c e s s i b i l i t y to p o t e n t i a l customers 
r e s i d i n g i n a l l oarts of the c i t y . 

( i i ) Maximum exposure to passing pedestrians attracted 
downtown by h i s own store and by competitive and complementary 
stores i n the C.B.D. 

( i i i ) The prestige assumed to accrue to the business 
by v i r t u e of a downtown l o c a t i o n . 

I t was f e l t that the advantages outlined could not be 
duplicated anywhere else i n the c i t y , even allowing f o r 
customer m o b i l i t y , and they thus j u s t i f i e d the higher cost 
of c e n t r a l operation. 

This business i s operating successfully and the merchant 
i s s a t i s f i e d with h i s c e n t r a l l o c a t i o n . This, and the motives 
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which le d to the i n i t i a l choice of a central l o c a t i o n , indeed 
permit t h i s example to support t r a d i t i o n a l rather than 
a l t e r n a t i v e views of s p e c i a l i z e d r e t a i l l o c a t i o n . 

More important, however, i s that t h i s i s the f i r s t 
business out of the many so f a r discussed which unequivocally 
supports the t r a d i t i o n a l l o c a t i o n argument. 

Store 4_. 
So f a E i n the jewellery group we have seen that one 

store (3) does not support our hypothesis at a l l i n l o c a t i o n 
or merchant a t t i t u d e , and that others (1 and 2), while o r i g 
i n a l l y l o c a t i n g i n a manner which supported our argument, 
l a t e r adjusted l o c a t i o n and operation i n a contrary d i r e c t i o n . 
However, store 4 i n t h i s group provides clearer evidence i n 
support of our hypothesis, such that s p e c i a l i z e d jewellery 
stores (as w e l l as s p e c i a l i z e d f u r n i t u r e stores and some g i f t 
stores,) may he brought i n t o the argument as b u i l t up so f a r . 

Thus store 4 i s located i n the G r a n v i l l e and Broadway 
business d i s t r i c t , i n the 2600 ©lock Gr a n v i l l e Street. This 
important r e t a i l centre also contains a number of high q u a l i t y 
l a d i e s ' apparel shops, s p e c i a l i z e d f u r n i t u r e and carpet 
stores (as w e l l as more conventional convenience goods stores,) 
and some of these have been discussed i n previous pages. 

This jewellery store, however, only set up i n t h i s 
l o c a t i o n very recently (early 1965.) Previously, the store 
was located for three years on the margin of the same shopping 
d i s t r i c t i n the 1600 block Broadway, rather i s o l a t e d from 
the main store c l u s t e r ; before t h i s the store had been 
located f o r one year i n the smaller Broadway-Bayswater shopping 
d i s t r i c t i n the western suburbs. In the l a t t e r s i t e , however, 
the store operated as a l e s s s p e c i a l i z e d jewellers, s e l l i n g 
mass merchandise as w e l l as hand-crafted, high q u a l i t y 
jewellery. 

The present l o c a t i o n i s regarded as a f i n a l one, and the 
merchant has no further ambitions to move. Previous locations 
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were, i n f a c t , always seen as temporary, the merchant's 
goal always being l o c a t i o n i n the South G r a n v i l l e d i s t r i c t , 
and early locations were regarded as steps towards t h i s 
f i n a l s i t e . 

The South G r a n v i l l e d i s t r i c t was seen as an i d e a l 
l o c a t i o n f or a business of t h i s type, and the reasons behind 
t h i s a t t i t u d e f i t our l o c a t i o n hypothesis w e l l . 

E s s e n t i a l l y , the merchant stressed that a s p e c i a l i z e d 
commodity was being offered f o r sale i n the high q u a l i t y , 
i n d i v i d u a l l y designed jewellery on display, such that very 
few other stores i n Vancouver could be considered p o t e n t i a l 
competitors. This uniqueness i n product q u a l i t y and design 
was assumed to imply f l e x i b i l i t y i n the l o c a t i o n of the bus
iness, since customers were expected to seek out a store 
o f f e r i n g goods not to be found elsewhere; the business i s 
seen to be competing with other jewellers on the basis of 
product q u a l i t y and design, and not on the basis of conven
ience through l o c a t i o n . 

Location f l e x i b i l i t y i s seen to mean that a c e n t r a l 
l o c a t i o n i s not mandatory. Rather, a non-central l o c a t i o n i s 
seen to o f f e r at l e a s t equal advantages i n terms of access
i b i l i t y to scattered customers and, i n f a c t , to o f f e r greater 
advantages i n terms of lower operating costs. 

Out of a l l possible a l t e r n a t i v e non-central l o c a t i o n s , 
the South G r a n v i l l e Street area i s preferred by the merchant 
since i t i s w e l l placed to serve p o t e n t i a l customers i n the 
upper income, western and southern suburbs to whom the goods 
offered are assumed to appeal. More distant customers are 
expected to be attracted to the store by the nature of the 
good offered, and by advertizing i n appropriate regional 
magazines. 

A d d i t i o n a l l y , the G r a n v i l l e Street area with i t s sprink
l i n g of high q u a l i t y shopping good stores, i s seen as an 
area a t t r a c t i v e to middle income customers, and an area with, 
a uniquely wealthy shopping crowd. Thus the store was 
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expected to benefit from exposure to t h i s shopping crowd of 
p o t e n t i a l customers attracted by the adjacent s p e c i a l i t y 
stores. 

This example then, more obviously supports the argument 
we are t r y i n g to e s t a b l i s h . C e n t r a l i t y i s not regarded as 
mandatory f o r a high order business, rather the nature of the 
good offered i s seen to permit l o c a t i o n f l e x i b i l i t y . 

Store 5_. 
Store 5 i s situated i n the West 10th Ave. shopping d i s 

t r i c t referred to e a r l i e r as the locus of Danish g i f t store 3 
and Spanish g i f t stores 2 and 3. 

This store i s smaller than the other jewellery stores 
discussed, maintaining a smaller stock of goods and opening 
for r e t a i l i n g on a l e s s than f u l l - t i m e basis. I t can be con
sidered part of the same group, however, since i t s e l l s high 
q u a l i t y jewellery i n modern designs, handmade by the merchant 
craftsman. 

The store opened i n l a t e 1964 on t h i s s i t e . The motives 
which led to the choice of the l o c a t i o n were, i n t h i s case, 
so s i m i l a r to those expressed by the merchant operators of 
other s p e c i a l i z e d stores that they need only be summarized. 
Thus product s p e c i a l i z a t i o n was seen to extend to the point 
of product uniqaeness, and customers were expected to t r a v e l 
to a peripheral l o c a t i o n f o r such unusual goods. Admitting 
such l o c a t i o n f l e x i b i l i t y , the University d i s t r i c t was chosen 
since i t was seen as an area with a p o t e n t i a l l o c a l market 
and also a number of complementary stores l i k e l y to reinforce 
a t t r a c t i o n of more distant customers. I n t h i s sense, the 
merchant's l o g i c was very s i m i l a r to that behind the l o c a t i o n 
decision of the sp e c i a l i z e d g i f t store owners i n the same 
d i s t r i c t . Since the addition of more s p e c i a l i t y stores to the 
d i s t r i c t probably increases the a t t r a c t i o n of the area to 
more customers and stores, the process i s cumulative, and 
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the i m p l i c a t i o n i s that the University d i s t r i c t may be i n 
the process of emerging as a genuine sp e c i a l i z e d shopping 
centre. 

In short, t h i s store repeats the l o c a t i o n argument of 
several other s p e c i a l i z e d r e t a i l stores, and i t i s pre c i s e l y 
t h i s r e p e t i t i o n which, i s relevant to t h i s study, since i t 
increases the l i k e l i h o o d that examples already examined are 
not merely chance occurances, but are cases with a general 
s i g n i f i c a n c e . 

Conclusions - Specialized Jewellery Store Group. 
The following points emerge: 
( i ) Specialized jewellery stores, l i k e s p e c i a l i z e d 

g i f t stores, o f f e r examples of businesses i n cen t r a l and i n 
non-central l o c a t i o n s . Non-central stores again claim o r i e n 
t a t i o n to e x t r a - l o c a l markets, t h i s made possible by the 
nature of the goods they o f f e r . They thus provide examples of 
another business type to f i t our l o c a t i o n hypothesis. 

( i i ) But i n contrast, some stores i n s i s t on operation 
from the C.B.D. of the c i t y as the point o f f e r i n g maximum 
a c c e s s i b i l i t y and maximum exposure to p o t e n t i a l customers. 
This obviously q u a l i f i e s rather than supports our l o c a t i o n a l 
hypothesis, and supports instead conventional ideas of c i t y 
r e t a i l structure. The success of stores i n both kinds of 
l o c a t i o n suggests that under present conditions, ei t h e r l o 
cation i s f e a s i b l e f o r stores of t h i s type. 

( i i i ) Non-centrally located stores are, as before, . 
r e s t r i c t e d to inner c i t y or middle income suburbs i n order to 
best serve a market i d e n t i f i e d as "middle c l a s s . " 

( i v ) There i s no insistence on the part of downtown 
merchants concerning o r i e n t a t i o n to a c e n t r a l l y l o c a l i z e d 
market of workers or t o u r i s t s . To t h i s extent, the jewellery . 
store group provides no confirmation of our s i x t h hypothesis. 

(v) The f i r s t store of t h i s type to appear i n Vancouver 
appeared i n a non-central (West Vancouver) l o c a t i o n . This 
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apparently confirms our dissenting suggestion that such 
businesses need not appear i n i t i a l l y i n the C.B.D. The later 
experience of the business must, however, modify this suggestion 
somewhat. 

IV SPECIALIZED MEN'S APPAREL STORES 

Within the broad category of stores selling men's apparel, 
one group i s distinctively set apart through specialization on 
high quality, higher price merchandise. These constitute the 
small group of so-called "exclusive" men's wear stores. 

In Vancouver there are nine such stores and they are, 
i n fact, highly conscious of their distinctiveness from men's 
wear stores of a more conventional type, (family clothing 
stores, young men's stores and the like.) 

The specialized stores discussed here stress that their 
differentiation i s based essentially on the nature of the 
goods they are offering for sale, though differences based on 
quality and price of goods are also reinforced by management 
policy, store decoration and advertizing. Such a policy of 
differentiation consciously attempts to build up an image of 
"exclusiveness" among stores i n this group, which becomes an 
important basis of the store's competitive appeal. 

Concurrently, merchants recognize that as they become 
more specialized, as they narrow the range of the goods they 
offer, as their image becomes more refined, then their potential 
market becomes more restricted. Thus they stress that the 
market for the clothes they offer i s restricted by taste and 
price, to men i n the middle and upper socio-economic groups 
and i n the professional and managerial occupational categories. 
It i s also recognized that such, a market i s l i k e l y to be 
areally localized within the city - i n terms of residence, 
localized i n the western and northern suburbs, i n terms of work 
place highly localized i n the C.B.D. 
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Now orientation to this identifiable localized group 
of customers i s a crucial factor determining the location of 
specialized men's wear stores within the ci t y . The location 
of potential customers (especially during daytime hours) and 
also the shopping habits imputed to potential customers 
strongly affect merchant attitudes towards the choice of a 
location for their business. 

Thus out of the nine Vancouver stores i n this category, 
a l l stores except one are downtown, and i t should not be un
expected that orientation to the identified sector of the 
downtown work force i s the factor that has attracted and main
tains merchants i n such a location. Merchants stress the 
advantages of proximity to the daytime locus of potential 
customers - (the court house, stock exchange, offices, hotels) 
and stress how a location i n proximity to such f a c i l i t i e s 
enables them to offer maximum convenience to potential customers. 
Here, a rather unique merchant attitude structures location 
choice, an attitude not found i n merchants i n other store 
groups and based on a particular interpretation of the needs 
of potential customers. Merchants feel that male customers 
are essentially "practical" shoppers, for whom "shopping" i s 
a u t i l i t a r i a n process, influenced mainly by questions of 
time-saving and convenience. As one consequence, locations are 
chosen which minimize shopping t r i p travel, and consequently 
merchants try to cluster close to downtown work places. In 
this context, i t i s significant for us that although merchants 
are convinced of their own exclusivity and agree that exclusi
vity might allow some f l e x i b i l i t y i n business location, a 
downtown location i s maintained i n order to offer maximum con
venience and service to customers. 

The desire to offer maximum convenience to customers 
leads further to a quite distinct localization within the 
C.B.D. Six out of eight downtown stores are located on Howe 
Street, said by merchants to be an important route between 
the financial and legal d i s t r i c t of the C.B.D. In short, 
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Howe Street i s said to have the maximum concentration of 
pedestrians i n the i d e n t i f i e d customer group, and businesses 
a l i g n themselves along the street i n order to tap t h i s custom. 
A d d i t i o n a l l y , the street has become recognized as a sp e c i a l i z e d 
men's wear d i s t r i c t , and t h i s tends to a t t r a c t new men's wear 
stores to the same area and to perpetuate i t s s p e c i a l i z a t i o n . 

I t was attempted to measure more p r e c i s e l y the ro l e of 
the downtown worker i n the customer mix of sp e c i a l i z e d men's 
wear stores. A card survey was car r i e d out i n one store i n 
t h i s group situated i n the Howe Street store c l u s t e r , and the 
r e s u l t s are presented i n Table IV. 

We can see from the table (p. 118) that 47 per cent of 
a l l customers ar r i v e d at t h i s s p e c i a l i z e d store from work, a l l 
of these from downtown work places. A d d i t i o n a l l y , another 
23 per cent ar r i v e d from downtown hotels, and these hotel 
customers are i d e n t i f i a b l e as t r a v e l l i n g business men rather 
than t o u r i s t s . In short, some 70 per cent of a l l customers 
a r r i v e from w i t h i n the C.B.D. i t s e l f . Obviously i n such c i r 
cumstances, the chief advantage of a downtown s i t e l i e s i n 
proximity to t h i s section of the market, not i n any access
i b i l i t y from across the c i t y as a whole. 

As a standard of comparison, note the percentages of 
downtown workers purchasing men's clothes i n the three major 
department stores i n Vancouver, and i n a large old-established 
downtown men's wear store with a broader basis of merchandise 
appeal. The percentage i s high i n each case, but as we might 
expect, highest f o r the more sp e c i a l i z e d store which, appeals 
to a narrow range of customers l o c a l i z e d i n cen t r a l work places. 

Note that one store is_ located outside the C.B.D. and 
t h i s i s i n the Park Royal planned shopping d i s t r i c t i n West 
Vancouver. This store i s , i n f a c t , a branch of a downtown 
Howe Street store, established to serve the s i g n i f i c a n t pro
portion of the downtown store's customers who l i v e i n the 
upper income suburbs on the North Shore. I t does not claim 
any e x t r a - l o c a l o r i e n t a t i o n , and i t s operation i s regarded as 
complementary to the downtown store, catering to the weekend 
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shopper and emphasizing sports clothes i n the goods offered. 
The store i s , i n fact, exceptional; generally suburban 
locations are not favoured by merchants ( s t i l l less, shopping 
centre locations,) since such sites are regarded as "women's" 
shopping areas, and the shopping crowd they attract i s unlikely 
to include potential customers i n sufficient numbers to justify 
operation. 

Summary. 
The high figures revealed i n Table IV, as well as mer

chant attitude, confirm our hypothesis that not accessibility 
to a, scattered metropolitan market, but adjacence to a 
localized downtown market maintains some specialized businesses 
i n the C.B.D., and this i s now seen to include men's wear 
stores as well as specialized g i f t stores, as discussed pre
viously. 

V OTHER BUSINESS TYPES 

It i s needless to test hypotheses outlined i n terms of 
more examples. The main argument has already been made, i t s 
qualifications and nuances identified and supported. Rep
l i c a t i o n would be tedious. If necessary, evidence from 
antique g i f t stores, quality art stores, men's shoe stores, 
musical instrument stores, and exclusive ladies' wear stores 
could be quoted to reinforce a l l the main ideas put forward, 
and the evidence offered would be abundant. 

In so far as each of these store categories would also 
demonstrate particular and characteristic locational features, 
however, these can be summarized b r i e f l y . 

Por example, specialized men's shoe stores are largely 
located downtown, and here are seen to be old-established stores 
oriented to a downtown worker market, this obviously support
ing hypotheses put forward. 
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Antique g i f t stores i n c e n t r a l l o c a t i o n s are also 
oriented to a downtown c l i e n t e l e ( t h i s time l a r g e l y of t o u r i s t s 
and workers,) while non-central stores i n the same category 
include e x t r a - l o c a l l y oriented "businesses, l o c a l l y oriented 
stores and, i n t e r e s t i n g l y , several sub-marginal stores operated 

1 R 

part-time by e l d e r l y merchants. 
S i m i l a r l y , a r t stores show businesses i n both c e n t r a l 

and non-central l o c a t i o n s , though i n Vancouver the most 
s p e c i a l i z e d stores are i n non-central l o c a t i o n s ( i n middle 
income suburban areas) from which l o c a t i o n s they serve extra-
l o c a l , non-contiguous markets. This i s understandable i n view 
of the genuinely unique nature of the goods (paintings, etc.) 
sold by such, stores. 

Musical instruments are r e t a i l e d through various kinds 
of store o u t l e t , but more s p e c i a l i z e d firms i n Vancouver include 
two downtown stores (old-established firms, maintained i n the 
core by i n e r t i a , ) and one suburban located store which i s , i n 
f a c t , the most s p e c i a l i z e d store of i t s kind i n the c i t y 
( s e l l i n g only drums.) The appearance of t h i s highest of "high 
order" stores i n a non-central l o c a t i o n i s , of course, of 
p a r t i c u l a r importance to t h i s study, as are the merchant's 
reasons f o r the l o c a t i o n choice (exactly comparable with the 
deductive r a t i o n a l i t y set out i n t h i s study i n i t i a l l y . ) 

Exclusive l a d i e s ' wear stores are rather numerous i n the 
c i t y , and include stores i n c e n t r a l , inner c i t y , and middle 
class suburban areas (Kerrisdale, West Vancouver- e s p e c i a l l y . ) 
An important point though i s that there i s no observable  
diffe r e n c e i n "degree of s p e c i a l i z a t i o n " ( i n commodity; range 
or q u a l i t y , or i n store personality) between c e n t r a l and non-
c e n t r a l stores. Suburban stores are just as " s p e c i a l i z e d " as 
C.B.D. stores i n these terms. At the same time, market 

Vancouver has a large number of antique g i f t stores 
(18), many more than i t s size along would suggest. This i s a 
c h a r a c t e r i s t i c i t shares with V i c t o r i a , B.C. and i s a 
consequence of the t o u r i s t functions of these towns, (see 
Table I.) 
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hinterlands of non-central stores may be quite s i g n i f i c a n t l y 
e x t r a - l o c a l l y oriented, and these stores t r y to a t t r a c t 
custom by t h e i r store image and reputation and not through 
t h e i r p o s i t i o n . ./Merchants i n such non-centrally located 
stores are quite l i k e l y to view themselves as "unique" and 
to locate and operate t h e i r businesses on that assumption, 
viewing quite distant parts of the c i t y as t h e i r oyster i n 
terms of market, and professing r e l a t i v e i n d i f f e r e n c e to l o 
cation as a competitive gambit. 

In short, the ideas set out concerning the p o t e n t i a l 
l o c a t i o n c h a r a c t e r i s t i c s of high order r e t a i l a c t i v i t i e s 
( i . e . f l e x i b i l i t y and e c c e n t r i c i t y i n location) are not con
fined to a few types of store, but are commong among several 
store categories i d e n t i f i e d as "high order". Variations and 
idiosyncrasies may be associated with some store types, but 
these are explainable either i n terms of q u a l i f y i n g hypotheses 
i n i t i a l l y put forward, or i n terms peculiar to i n d i v i d u a l 
categories, stores or merchants. 

CONCLUSIONS 

Location C h a r a c t e r i s t i c s of High Order R e t a i l Businesses. 
In t h i s chapter we have examined the l o c a t i o n 

c h a r a c t e r i s t i c s of sp e c i a l i z e d f u r n i t u r e stores (Danish 
modern, c o l o n i a l , antique, etc.) s p e c i a l i z e d g i f t stores 
(Danish modern, Spanish, etc.) s p e c i a l i z e d jewellery stores 
(modern handmade jewellery,) and sp e c i a l i z e d men's wear 
stores ("exclusive" stores.) Examples of other stores have 
also been mentioned more b r i e f l y . In terms of the hypothesis 
under review, i t i s obvious that: 

( i ) Some high order stores are situated i n non-C.B.D. 
loc a t i o n s , i n contrast to t r a d i t i o n a l ideas of c i t y r e t a i l 
structure, but i n conformity with the argument set out i n 
Chapter I I . The basic reason behind such locations i s that 
merchants f e e l that o f f e r i n g a sp e c i a l i z e d (and i n some 
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respects, unique) product to mobile customers implies l o c a t i o n 
f l e x i b i l i t y f o r t h e i r business. They assume that customers 
w i l l be prepared to t r a v e l to purchase s p e c i a l i z e d goods, i f 
not to a c t i v e l y seek them out. Most important i s that manage
ment practice aims to project an image of s p e c i a l i z a t i o n and 
qu a l i t y , i n order to ensure such customer movement, and i t i s 
t h i s rather than l o c a t i o n which i s regarded as the basis of 
the store's appeal. 

In the vocabulary of economic theory, we are saying i n 
t h i s l a t t e r context that competition among sp e c i a l i z e d r e t a i l 
businesses tends towards monopolistic competition, and, i n 
f a c t , that t h i s i s the normal state among such businesses. 
This i s i n contrast to the underlying notion of t r a d i t i o n a l 
geographic theories, i . e . that competition among r e t a i l bus
inesses i s mainly i n s p a t i a l terms i n an environment which more 
nearly approaches perfect competition. The important geo
graphic i m p l i c a t i o n a r i s i n g out of the recognition of t h i s 
monopolistic tendency i n the operation of sp e c i a l i z e d r e t a i l 
businesses i s that i t permits s p e c i a l i z e d r e t a i l businesses 
some f l e x i b i l i t y i n l o c a t i o n , and reduces the necessity f o r 
cen t r a l f i x a t i o n . To t h i s extent, t r a d i t i o n a l geographic theory 
i s enriched, and i t s explanatory power improved, by the 
addit i o n of these i n s i g h t s from economic theory. At the same 
time, t h i s argument suggests that t r a d i t i o n a l geographic 
theories are most u s e f u l i n explaining the s p a t i a l character
i s t i c s of low order r e t a i l i n g where competitive circumstances 
more nearly approach the assumptions of these theories. 

When the l o c a t i o n f l e x i b i l i t y described above i s 
admitted, the high cost of downtown operations, once the pre
mium paid f o r the a c c e s s i b i l i t y advantage of the C.B.D. 
becomes, i n f a c t , a disi n c e n t i v e to C.B.D. l o c a t i o n f o r some 
sp e c i a l i z e d stores. 

The above argument i s e s p e c i a l l y true of a l l three 
types of f u r n i t u r e stores, of some g i f t stores, jewellery stores, 
ar t stores, and of the more sp e c i a l i z e d musical instrument 
stores. 
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( i i ) Where stores are i n non-central locations, there 
i s , however, a consistency i n location. Very few merchants 
feel that "anywhere" i n the city i s an acceptable location, 
or were willing to choose the f i r s t vacant store which 
presented i t s e l f . Merchants were more l i k e l y to i n s i s t on a 
location i n either the "inner c i t y " or i n "middle income" 
suburbs. 

The"inner c i t y " location i n Vancouver, (Broadway and 
Granville, and immediately adjacent areas,) i s selected by 
merchants on the basis of i t s accessibility to potential 
customers i n the western southern and Worth Shore areas, and 
by some merchants because of the existence of other specialized 
businesses i n the area. 

It i s i n this context that we can think of a "market 
area" replacing the former "market place" as the locus of 
specialized businesses i n the modern Worth American cit y . Mer
chants feel that this t e r r i t o r a l l y larger area reproduces a l l 
the accessibility advantages of the C.B.D., and i s thus an 
acceptable alternative to a central location. 

"Middle income" suburban locations (Kerrisdale, West 
Point and, less often, West Vancouver,) are chosen by some 
merchants since i t i s expected that such areas w i l l provide 
a local demand for goods offered and w i l l provide an approp
riate background from which to project the desired image of 
specialization and quality which i s relied upon to attract 
more distant customers across competitive space. In this 
l a t t e r context, there i s often an attempt to choose a location 
i n an area which "complements" the good offered for sale -
the "cultural" atmosphere of Point Grey, the "young" atemosphere 
of West Vancouver, or the "old-established wealth" of 
Kerrisdale. Each i s seen by different merchants to be an aid 
appropriate to the attraction of customers for different goods, 
(vide "Riceyman Steps".) 
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( i i i ) However, there are also l i m i t s to e c c e n t r i c i t y i n 
store l o c a t i o n , even for s p e c i a l i z e d stores i n the modern c i t y . 
The movement of some stores from outer suburban to inner c i t y 
l o c a tions suggests that l o c a t i o n f l e x i b i l i t y i s not t o t a l l y 
permissive, and that the distance customers are w i l l i n g to 
t r a v e l s t i l l sets some constraints on the l o c a t i o n of stores 
w i t h i n the c i t y . 

Por rather d i f f e r e n t reasons, planned shopping centres 
are not often included i n merchants 1 l o c a t i o n c a l c u l a t i o n s . 

( i v ) Where s p e c i a l i z e d stores are located downtown, 
proximity to the l o c a l i z e d downtown market of t o u r i s t s and 
workers i s often as important a factor i n maintaining stores 
i n such a l o c a t i o n as i s the more usually suggested desire to 
be accessible to a scattered customer market. This i s esp
e c i a l l y true of some g i f t stores and of a l l exclusive men's 
wear stores, and men's shoe stores. Merchant a t t i t u d e and 
measurement ind i c a t e that over 50 per cent of customers may 
originate from downtown o r i g i n s i n such cases, enough to be
come a, c r u c i a l l o c a t i o n determinent. 

Indeed, since many cen t r a l merchants f e e l that the 
domestic r e s i d e n t i a l market can, i n f a c t , be served from a 
non-central l o c a t i o n , we may regard o r i e n t a t i o n to the down
town market as the c r i t i c a l l o c a t i o n factor i n the case of 
these store types. 

(v) I t i s r e c a l l e d that some sp e c i a l i z e d stores p e r s i s t 
i n downtown locations f o r sentimental reasons (some f u r n i t u r e 
stores,) or f o r reasons more i n accord with t r a d i t i o n a l 
arguments (jewellery stores, musical instrument stores.) 
Here, the a b i l i t y to obtain unusually favourable rents, or 
more importantly, longevity i n operation, are important 
q u a l i f y i n g considerations. 

( v i ) There i s also a c e r t a i n fastidiousness i n l o c a t i o n 
w i t h i n the C.B.D. The C.B.D. i s not regarded as a homo
geneous area by merchants. Rather there i s a concentration 
of s p e c i a l i z e d stores ( g i f t stores and men's wear stores) i n 
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the western area of the C.B.D. (Robson Street, Howe Street 
and G r a n v i l l e Street.) I t - i s recognized that t h i s area 
serves a d i s t i n c t l y d i f f e r e n t shopping crowd from the eastern 
r e t a i l sector, one to whom sp e c i a l i z e d stores are more l i k e l y 
to appeal. The ••image" of the western sector i n terms of 
the stores i t contains and the customers i t serves, i s quite 
d i s t i n c t i n the minds of merchants, and i t i s an image which 
often served to a t t r a c t them to the area i n the f i r s t place 
and which, indeed, they t r y to encourage. 

( v i i ) I f the store groups discussed are regarded as 
separate store types, then i t i s obvious that many business 
types appearing i n the c i t y f or the f i r s t time, locate i n non-
cent r a l s i t e s . Examples are Danish modern fu r n i t u r e stores, 
c o l o n i a l f u r n i t u r e stores, modern g i f t stores, Spanish g i f t 
stores, and sp e c i a l i z e d jewellery stores. This i s i n contrast 
to the t r a d i t i o n a l idea that such new businesses, having a 
high threshold, w i l l require a city-wide market to support 
them, and must thus locate i n the C.B.D. Instead, i t i s seen 
that the nature of the good offered and the nature of the 
market served, permit l o c a t i o n f l e x i b i l i t y , and because of the 
c a p i t a l short c h a r a c t e r i s t i c s of new businesses, a non-central 
l o c a t i o n i s often favoured over a high cost c e n t r a l s i t e . 

Two other main conclusions can be noted. 
1 . The Time Element i n Location. 

Reference has been made to dates at which stores have 
appeared i n the c i t y , and to dates at which, merchants have 
chosen locations i n various parts of the metropolitan area. 
The time element i n the development of the l o c a t i o n pattern of 
spe c i a l i z e d businesses i s s i g n i f i c a n t and needs to be made 
e x p l i c i t . In the process, we can evaluate hypothesis V of 
Chapter I I which suggested that e c c e n t r i c i t y i n the l o c a t i o n 
of high order a c t i v i t i e s i s perhaps of recent o r i g i n and that 
t h i s implies the occurance of a recent fundamental change i n 
c i t y r e t a i l structure. 
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( i ) A few businesses i n one store group (antique 
f u r n i t u r e stores) have been located outside the C.B.D. f o r 
many years. The unique nature of the goods sold has always 
permitted some l o c a t i o n f l e x i b i l i t y , even when customer 
mobi l i t y was l i m i t e d and merchandising t a c t i c s were l e s s 
refined. 

( i i ) But more noticeable i s that most stores i d e n t i f i e d 
as e c c e n t r i c a l l y located high order businesses have appeared 
i n the c i t y since 1952, and the number of such e c c e n t r i c a l l y 
located businesses has increased f a s t e s t i n very recent years. 
The phenomena i s thus a recent one, and must be correlated 
with increasing c i t y s i z e , increasing customer m o b i l i t y , and 
changing r e t a i l i n g techniques. 

( i i i ) In t h i s context, i t i s possible to establish a 
chronology f o r the appearance of d i s t i n c t i v e high order bus
iness types i n non-central l o c a t i o n s . Thus i f antique f u r n i t u r 
stores appeared i n the "inner c i t y " i n the 1930's, then the 
next major store group to appear i n non-central locations were 
Danish and c o l o n i a l f u r n i t u r e stores i n the early and mid-19501 

By the l a t e '50 fs and early '60's, l o c a t i o n f l e x i b i l i t y seemed 
to extend to g i f t stores, jewellery stores, and musical 
instrument stores. Some of the l a t e r stores were, i n f a c t , 
encouraged to locate outside the C.B.D. by the example of older 
established stores. Thus the trend i s c l e a r ; more store 
types are r e l y i n g on non-spatial factors to a t t r a c t customers, 
including t a c t i c s such, as product d i f f e r e n t i a t i o n and image 
proj e c t i o n . Consequently, more store types are admitting 
l o c a t i o n freedom and are increasingly found i n a v a r i e t y of 
loc a t i o n s . I f anything, these more recently decentralized 
businesses are rather "lower order" than e a r l i e r established 
stores i n non-central l o c a t i o n s . The i m p l i c a t i o n i s that the 
r e t a i l i n g circumstances, characterized as t y p i c a l of high 
order businesses are f i l t e r i n g down to involve more business 
types, with consequences f o r the l o c a t i o n a l a t t r i b u t e s of 
such businesses. 
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( i v ) The appearance of sp e c i a l i z e d businesses i n non-
cen t r a l locations i n Vancouver since the early 1950's does 
not imply an active d e c e n t r a l i z a t i o n of businesses from the 
C.B.D. of the c i t y . In f a c t , s p e c i a l i z e d businesses o r i g i n a l l y 
located i n the C.B.D. have tended to stay there, and only 
one business examined has moved out to a non-central l o c a t i o n 
(an antique f u r n i t u r e store.) The C.B.D. has a c t u a l l y gained 
some sp e c i a l i z e d businesses (Danish f u r n i t u r e , jewellery 
stores and some g i f t stores) though some of these appeared i n 
the C.B.D. l a t e r than they did i n the suburbs. The spe c i a l i z e d 
stores s e t t i n g up outside the C.B.D. are newly appearing 
business types ( c o l o n i a l , Danish f u r n i t u r e stores, g i f t stores) 
or new examples of established businesses (jewellery stores, 
musical instrument stores.) The change i n status of the C.B.D. 
i s r e l a t i v e , not absolute; the C.B.D. has not l o s t functions 
so much as i t has f a i l e d to gain functions we might have pre
dicted i t would gain had t r a d i t i o n a l ideas of c i t y r e t a i l 
structure been correct. 

(v) In terms of hypothesis V then, i t i s apparent 
that the current d i s t r i b u t i o n a l pattern of high order act-* 
i v i t i e s , with i t s evident eccentric component, i s a recent 
and developing trend. Moreover, i t i s not merely an accident 
of c i t y growth, i . e . the du p l i c a t i o n of e x i s t i n g r e t a i l functions 
i n suburban market areas. Rather, there are undeniable high 
order a c t i v i t i e s i n non-central locations and t h i s i s the 
consequence of a consistent b e l i e f among merchants that cen-
t r a l i t y i s no longer necessary f o r the successful operation of 
a sp e c i a l i z e d r e t a i l store. I d e n t i f i c a t i o n of t h i s trend, 
and appreciation of t h i s a t t i t u d e , suggest that hypothesis V 
i s . s u b s t a n t i a l l y correct. 

2. The Process of R e t a i l S i t e Selection. 
A f t e r examination of the way i n which many merchants 

have selected a s i t e f o r t h e i r business, i t i s tempting to 
generalize about the process of r e t a i l s i t e s e l e c t i o n i n an 
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e f f o r t to c l a r i f y the experience of diverse cases. This i s 
attempted below i n a highly summary form. 

The process of r e t a i l s i t e s e l e c t i o n i s seen as a 
decision made as part of a series of decisions, (to set up i n 
business, to set up i n a p a r t i c u l a r kind of business, to 
locate i n a p a r t i c u l a r c i t y , ) any one of which could be analysed 
f o r i t s l o c a t i o n a l i m p l i c a t i o n s . 

I t i s h e l p f u l to think of the s i t e s e l e c t i o n process as 
taking place w i t h i n an "environment" and the process as con
s i s t i n g of the subjective i n t e r p r e t a t i o n of t h i s environment 
by the merchant i n terms of the l o c a t i o n needs of the business. 

By "environment" i s meant e s s e n t i a l l y the c i t y landscape 
which the merchant faces when making a l o c a t i o n choice. This 
landscape can be regarded as "environmental" since i t i s l a r g e l y 
beyond the power of the merchant to a l t e r . A l l merchants view 
the same landscape, but they perceive i t i n d i f f e r e n t ways, 
and i t i s on the basis of t h i s subjective appraisal of the 
c i t y environment that merchants choose t h e i r l o c a t i o n . We 
might say that the l o c a t i o n process consists of merchants 
f i t t i n g themselves i n t o the e x i s t i n g environmental framework. 

The major elements i n the c i t y environment.apparent to 
merchants are shopping d i s t r i c t s , thoroughfares and r e s i d e n t i a l 
areas. Shopping d i s t r i c t s are seen as c l u s t e r s of p a r t i c u l a r 
store types drawing customers from p a r t i c u l a r areas of the 
c i t y and w i t h i n which p a r t i c u l a r rent l e v e l s p r e v a i l . Thorough
fares are appraised i n terms of the volume of t r a f f i c passing 
over them and t h e i r exposure to a passing p u b l i c , though 
considerations of volume are often modified according to the 
c h a r a c t e r i s t i c s of passers by. R e s i d e n t i a l areas, i n t u i t i v e l y 
segregated into socio-economic categories, are appraised as 
areas i n which demands f o r p a r t i c u l a r goods are l i k e l y to a r i s e . 

These elements become f a m i l i a r to merchants almost 
i n t u i t i v e l y through, residence i n the c i t y , by comparison with. 
other c i t i e s , or during a process of raxanaissance preceding 

1 9 
s i t e ^.selection. Ho matter how merchants become aware of 

Many merchants indulge i n such a process. 
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elements, though., i t remains true that i n d i v i d u a l merchants 
see the c i t y d i f f e r e n t l y and that such i n d i v i d u a l differences 
i n the i n t e r p r e t a t i o n of the environment influence l o c a t i o n 
choice. 

Differences i n the i n t e r p r e t a t i o n of the c i t y environ
ment depend most obviously on the nature of the good being 
offered for sale. D i f f e r e n t kinds of goods are seen to have 
p a r t i c u l a r kinds of l o c a t i o n requirements and f a i r l y c o n s i s t 
ently locate i n p a r t i c u l a r parts of the c i t y . (The l o c a t i o n 
of men's wear stores i n proximity to C.B.D. workers i s a good 
example.) But differences i n i n t e r p r e t a t i o n also depend upon 
the c h a r a c t e r i s t i c s of merchants themselves and upon merchants' 
backgrounds; ite;„how a merchant perceives the c i t y depends 
upon a merchant's pre-business, c u l t u r a l , and s o c i a l experiences. 
I t i s differences i n such experiences g i v i n g merchants 
d i f f e r e n t ideas about what i s an appropriate l o c a t i o n f o r a 
business, that can lead to differences i n l o c a t i o n characters 
i s t i c s of even s i m i l a r businesses. For example, some merchants 
see downtown as the "heart of the c i t y , " while others, even • 
i n the same l i n e of business, see i t as an unaesthetic and 
congested area. For the former, the area i s a t t r a c t i v e , f or 
the l a t t e r , r e p e l l e n t ; as a consequence, s i m i l a r store types 
are found i n quite d i f f e r e n t l o c a t i o n s . 

For high, order businesses and i n the modern c i t y where 
f l e x i b i l i t y i n business l o c a t i o n i s most possible, analysis 
of l o c a t i o n patterns must e s p e c i a l l y take note of the 
c h a r a c t e r i s t i c s of merchants themselves and of such " c u l t u r a l " 
l o c a t i o n determinents i n analysing patterns of store l o c a t i o n . 

The most important element i n the " l o c a t i o n require
ments" of a business which a merchant considers while apprais
ing the c i t y environment concerns the nature of p o t e n t i a l 
customers. Merchants are conscious of the d i s t i n c t i v e character
i s t i c s of the customers to whom they appeal, and have ideas 
about t h e i r d i s t r i b u t i o n w i t h i n the c i t y , t h e i r m o b i l i t y 
c h a r a c t e r i s t i c s and t h e i r shopping habits. These ideas, 
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i n t u i t i v e or derived from experience, again are necessarily-
subjective, and i t i s the bringing together of such assumptions 
about customer c h a r a c t e r i s t i c s with i n t e r p r e t a t i o n s of the 
c i t y environment that makes up the l o c a t i o n decision. 

Two points need to be added. F i r s t , merchants are not 
passive, and t h e i r dynamic aspects need to be made e x p l i c i t . 
For example, the c i t y environment i s not e n t i r e l y beyond the 
merchants' power to change. C e r t a i n l y , the d i s t r i b u t i o n and 
c h a r a c t e r i s t i c s of business centres are f i x e d , the pattern of 
roads and of t r a f f i c flows over them i s determined, the 
d i s t r i b u t i o n of population cannot be changed by merchants' 
e f f o r t s . But merchants can a f f e c t the c i t y environment i n a 
minor way, depending on the size of t h e i r business, t h e i r 
wealth and t h e i r ingenuity. Thus a p a r t i c u l a r l y successful 
store may a t t r a c t competitive and complementary businesses to 
i t , a l t e r i n g the c h a r a c t e r i s t i c s of a, p a r t i c u l a r business 
centre. A l t e r n a t i v e l y , a group of business men can con
sciously attempt to improve the appearance of a p a r t i c u l a r 
business d i s t r i c t by cooperative e f f o r t (as i n Robson Street, 
Vancouver,) and t h i s may also e f f e c t a s i g n i f i c a n t change i n 
the r e l a t i v e r e l a t i o n s of one d i s t r i c t to another. At the 
very l e a s t , merchants are able to improve the appearance of 
t h e i r store, and thus to a l t e r s l i g h t l y the c i t y melange 
faced by subsequent merchants. 

Merchants can more r e a d i l y influence customer shopping 
habits. For example, advertizing and image projection can 
encourage customers to t r a v e l extra distances to non-local 
business d i s t r i c t s , f o r p a r t i c u l a r goods, as we have seen 
i n the case of s p e c i a l i z e d businesses. 

Secondly, the s i t e s e l e c t i o n process i s not always a 
matter of choosing a s i t e f o r a given business. Rather, a 
merchant may choose a s i t e f o r a p a r t i c u l a r business, and 
f i n d that l o c a t i o n unsuitable f o r that business or f i n d a, 
subordinate l i n e of goods s e l l i n g better than antici p a t e d . 
The merchant may then allow the l o c a t i o n to di c t a t e the future 
s p e c i a l i z a t i o n of the business. Such "determinism by l o c a t i o n " 
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i s not unusual and there may even he a conscious experi
mental period before the business s t a b i l i z e s i t s operations. 
Usually, however, the process i s unconscious or i s regarded 
as "learning from experience" by the merchant. 

The s i t e s e l e c t i o n decision then, consists of an 
appraisal of the c i t y landscape by a, merchant i n terms of 
h i s l o c a t i o n requirements, e s p e c i a l l y i n l i g h t of p o t e n t i a l 
customer c h a r a c t e r i s t i c s . The value of t h i s concept ( i t can 
be thought of as a verbal model,) i s i n i t s usefulness as 
both a s t a r t i n g point and a summary for the analysis of l o c a t i o n 
patterns of d i f f e r e n t business types. Although applicable to 
the l o c a t i o n analysis of a l l r e t a i l stores, i t i s es p e c i a l l y 
useful i n the context of sp e c i a l i z e d r e t a i l a c t i v i t y . In 
t h i s context, the model emphasizes the r o l e of merchant per*. 
ception of c i t y structure i n the process of l o c a t i o n choice. 
We have already seen that i n sp e c i a l i z e d r e t a i l i n g where 
several locations are often regarded as acceptable a l t e r n a t i v e s , 
the deciding l o c a t i o n f a c t o r may a r i s e out of the c u l t u r a l 
background of the merchant, i . e . may depend on h i s conception 
of a normative c i t y structure or an i d e a l r e t a i l pattern. 
In t h i s sense, the model emphasizes that the l o c a t i o n pattern 
of s p e c i a l i z e d r e t a i l businesses depends upon the character
i s t i c s of the merchant as much as upon the nature of the 
goods sold, and that d i f f e r e n t merchant at t i t u d e s can r e s u l t 
i n d i f f e r e n t l o c a t i o n patterns even f o r s i m i l a r store types. 



CHAPTER V 

HIGH ORDER ACTIVITIES IN VANCOUVER:3: STORE 
HINTERLANDS AND MARKET RELATIONSHIPS 

In t h i s chapter, we are concerned with the market 
re l a t i o n s h i p s of businesses i d e n t i f i e d as "high order". We 
s h a l l consider businesses i n both ce n t r a l and i n non-central 
l o c a t i o n s . We hope to show that such businesses, f a r from 
having c i t y wide hinterlands, have, i n f a c t , s e l e c t i v e and 
sectoral hinterlands, and that i f anything, store hinterlands, 
become more s e l e c t i v e as stores become more s p e c i a l i z e d . We 
argue, i n f a c t , that s e l e c t i v e hinterlands are c h a r a c t e r i s t i c 
of s p e c i a l i z e d businesses, since these appeal to l i m i t e d and 
a r e a l l y l o c a l i z e d groups of customers. 

At the same time, we hope to demonstrate: 
( i ) that C.B.D. located stores are just as s e l e c t i v e 

i n t h e i r customer r e l a t i o n s as non-central stores: 
( i i ) that non-centrally located businesses may draw 

customers from e x t r a - l o c a l areas and may a t t r a c t 
customers over impressively long distances to shop; 

( i i i ) that hinterlands of even s i m i l a r business types 
may overlap, since s p e c i a l i z e d businesses do not 
compete f o r customers i n s p a t i a l terms. 

The major theme, however, i s to examine the hypothesis 
that s p e c i a l i z e d stores have s e l e c t i v e as opposed to c i t y wide 
hinterlands. 

The data presented i n t h i s chapter are e s s e n t i a l l y 
records of customer addresses drawn from c r e d i t records of a 
number of s p e c i a l i z e d stores, as discussed i n Chapter I I I . 
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Where a normative basis i s required f o r comparison of 
spe c i a l i z e d businesses with other store types, t h i s i s 
provided by reference to published studies, or i n some 
cases, to data c o l l e c t e d as part of the UBC Urban Core 
Project of 1965. Very often, however, such a normative base 
i s l a c k i n g and the drawing of d e f i n i t i v e conclusions i s 
hampered by t h i s lack. 

A v a i l a b i data i s presented mainly i n cartographic 
form as a series of l i n e diagrams, showing connections 
between customer residences and stores. The method 
i l l u s t r a t e s , though perhaps inadequately measures, the 
d i r e c t i o n of store-customer r e l a t i o n s h i p s . I t i s preferred 
to depiction of store hinterlands as bounded regions, since 
these tend to be over-inclusive i n the area they contain, 
to obscure variations i n the i n t e n s i t y of r e l a t i o n s h i p s i n 
d i f f e r e n t parts of the hinterland, and to disguise the 
d e t a i l s of decline i n the i n t e n s i t y of store r e l a t i o n s with. 1 
distance. 

A l t e r n a t i v e methods of presentation might have been 
dot maps (each customer address represented by a dot,) or 
is o p l e t h maps ( r e f e r r i n g customers to a basic areal u n i t 
such as a census t r a c t and constructing a shaded i s o p l e t h 
map using t h i s data as control points.) The former method 
would show e s s e n t i a l l y the same picture as l i n e diagrams, 
and might even give some s l i g h t gain i n c l a r i t y where l i n e s 
are close together. However, l i n e s more impressively 
portray the strength of store r e l a t i o n s with p a r t i c u l a r 
parts of the c i t y , and are fo r t h i s reason preferred, though 
dot maps w i l l be used i n some few cases, where appropriate. 
The isopleth. method i s c e r t a i n l y more elegant, and makes i t 
possible to r e l a t e the d i s t r i b u t i o n of store customers to 
the d i s t r i b u t i o n of r e s i d e n t i a l population i n general, so 
that areas of concentration of store customers stand out. 
(Por example, f o r each areal u n i t , we could calculate 
X-|-X, where X-| i s the $ of store customers i n that area 
and X i s the fo of metropolitan area population. Resulting 
values are used as control points f o r i s o p l e t h mapping. 
High p o s i t i v e values i n d i c a t e areas of concentration of 
customers.) However, where store data depends upon small 
samples (30-40 customers,) possibly anomolous i n d i v i d u a l 
cases heavily d i s t o r t the pattern, and would prove p o s i t i v e l y 
misleading. This outweighs the advantages of the method. 
Thus, r e l a t i n g customer d i s t r i b u t i o n to d i s t r i b u t i o n of 
population as a whole i s made i n crude terms i n the text. 
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Again, we w i l l discuss stores i n terms of relatively 
homogeneous classes as we did i n the preceding chapter on 
the location of high order businesses. Again, within each 
class, not a l l stores are discussed, rather a range of examples 
i s presented. However, two important qualifications must be 
noted. 

(i) Merchant unwillingness to supply necessary data 
has resulted i n a less than adequate coverage for 
some store groups, 

( i i ) The pa r t i a l failure of the card questionnaire 
programme which was used to collect some data, 
also limits the scale of coverage, especially 
where this method of data collection was 
relied upon extensively, (in some g i f t stores, 
for example). 

In this l a t t e r case, aggregation of small numbers of 
responses of neighbouring stores into larger samples partly 
offsets this drawback, and we can also c a l l upon merchant 
estimates of customer origins. 

Discussion of store market relationships can begin 
with the furniture group. 

I. FURNITURE STORES 

Ia. DANISH MODERN FURNITURE 
It w i l l be recalled that there are 7 Danish modern 

furniture stores i n Vancouver, and their distribution i s 
shown i n Map II. Here, the market relationships of store 
1 (downtown), store 3 (S. Granville), store 5 (Broadway) 
and store 6 (Kerrisdale), are discussed. This gives a rather 
complete picture of this store group, with a sample from 
each major type of location. 

Ideally, store 7 (Park Royal) should have been 
included to complete this picture, especially since this store 
i s i n a rather unusual location for specialized businesses. 
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I t would have been i n t e r e s t i n g to determine the amount of 
t r a f f i c passing through downtown to shop at the North Shore, 
p a r t i c u l a r l y since the merchant estimated that t h i s movement 
was a s i g n i f i c a n t 20 - 30 per cent of t o t a l customers. 
However, the merchant was u n w i l l i n g to reveal the necessary 
data, and h i s own estimate must remain the only comparison 
with other stores. 
Store 1. 

Store 1 i s i n the eastern end of downtown, between 
two large department stores and neighboured by l a d i e s ' 
apparel and shoe stores. On MapVII, the residences of 39 
customers, a 10 per cent sample drawn from c r e d i t records, 
are plotted and joined by l i n e s to the downtown store 
l o c a t i o n . By inspection, a number of elements stand out. 

( i ) There i s no doubt that the d i s t r i b u t i o n of 
customers i s biased i n favour of the western part of the 
c i t y and the North Shore. 

In f a c t , some 50 per pent of customers originate from 
p 

the mainland peninsula west of Gajnbie Street compared to 
17 per cent from east of that d i v i d e . Only 19 per cent of 
the population of metropolitan Vancouver l i v e d on the 
peninsula west of Gambie i n 1961, r e i n f o r c i n g the impression 
of the map that the a t t r a c t i o n of customers i s f a r from even. 
Another 27 per cent of customers or i g i n a t e from North Shore 
residences (with a bias towards West Vancouver here), and 10 
per cent from the West End adjacent to the C.B.D. Again, 
the f i g u r e s i n d i c a t e that these areas contribute more to the 

"Cambie Street" can be regarded as a s i g n i f i c a n t 
socio-economic divide i n Vancouver. To the west of Cambie 
Street, c h a r a c t e r i s t i c s t y p i c a l of middle-upper socio^--
economic groups p r e v a i l , the east would be defined as "work
ing c l a s s " by most c r i t e r i a . S i m i l a r l y , West Vancouver i s 
recognized as an "upper" socio-economic area. Por 
confirmation, see L. B e l l , o p . c i t . e s p e c i a l l y p. 7. 
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custom of store 1 than we should expect on the basis of 
3 

t h e i r population alone. 
Note that a small number of customers i n the sample 

had addresses outside Vancouver. In f a c t , 5 customers 
(out of a t o t a l useable sample of 44) l i v e d i n other 
B r i t i s h Columbia towns, such as Kamloops, V i c t o r i a , Prince 
George. This gives a rough i n d i c a t i o n of the r o l e of non-
domestic trade i n the operation of the business. I t i s , i n 
f a c t , r e l a t i v e l y i n s i g n i f i c a n t i n sales and as a l o c a t i o n 
influence. In t h i s case at l e a s t , a downtown s i t e i s not 
expected to provide a bonus of out-of-town customers. 

( i i ) Areas contributing s i g n i f i c a n t proportions of 
customers to store 1 are c h a r a c t e r i s t i c a l l y "middle" or 
"upper" socio-economic areas. This supports the idea that 
there i s some consistency i n l o c a l i z a t i o n of demands f o r 
c e r t a i n high order goods, and that they can be spoken of as 
" s o c i a l l y l o c a l i z e d demands." 

( i i i ) Customers t r a v e l l i n g to store 1 are i n only a 
very few cases t r a v e l l i n g to the nearest store. Por example, 
North Shore customers must by-pass store 7, and mainland 
customers pass close to stores 3, 4 and 5 ( i n the Broadway-
Gr a n v i l l e area) to reach store 1. Only West End customers 
and some customers to the east of the c i t y are closer to 
store 1 than to any other comparable store. I t i s obvious 
then that store hinterlands are not defined p r i m a r i l y i n 
terms of s p a t i a l competition. The p a r t i c u l a r high, order 
store a customer w i l l go to does not depend s o l e l y or even 
mainly on i t s r e l a t i v e l o c a t i o n , as i s usually the case 
with low order s t o r e s . 4 

^North. Shore has 11 per cent of the metropolitan area 
population and the West End has 2.8 per cent. (Estimates 
by Vancouver C i t y Planning Department, 1962.) 

4See Applebaum and Cohen, "Store Trading Area and 
Market Equilibrium," Annals of the American Association of  
Geographers, Vol. LI (May, 1961), p. 73; also Getis, A. 
"Determination of Location of R e t a i l A c t i v i t i e s with the Use 
of Map Transformation," Economic Geography, Vol. XXIX 
(Jan. 1963), p. 14. 
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( i v ) Store 1 i s i n t e r e s t i n g as an example of a 
c e n t r a l l y located high order store oriented mainly to a 
domestic market ( i . e . the t o u r i s t element i s i n s i g n i f i c a n t 
i n sales and as a l o c a t i o n influence.) As such, i t i s the 
" c l a s s i c " high order store i n terms of l o c a t i o n and should, 
i f any store should, show a c i t y wide market hinterland. 
Instead, as we have seen, the hinterland of even t h i s 
c e n t r a l l y located store i s di s t o r t e d towards the western 
part of the c i t y . 

Also i n t e r e s t i n g i s the s i t u a t i o n of t h i s store i n 
the eastern part of downtown. Now, st) res i n the eastern^ 
part of the C.B.D. tend to he biased i n t h e i r customer 
r e l a t i o n s h i p s towards the eastern part of the c i t y , s e l l i n g 
goods which i n price and q u a l i t y appeal to "lower" socio
economic groups. Even the large department stores i n t h i s 
part of the C.B.D. show t h i s o r i e n t a t i o n . This store 
then, i s i n contrast to the stores which surround i t i n i t s 
market r e l a t i o n s h i p s , and i s drawing customers from middle 
income areas to a section of downtown which predominantly 
serves a working class c l i e n t e l e . 

(v) The mean t r i p length f o r shopping t r i p s o r i g i n a t i n g 
i n the metropolitan area and terminating i n store 1 i s 3.8 
miles with minima and maxima of 1 mile and 9.0 miles. This 
can be compared to a mean t r i p length of 3.24 miles f o r 
customers "shopping i n downtown Vancouver department stores. 
This l a t t e r figure gives some normative base against which to 
judge the figure f o r store 1. Prom t h i s data, i t appears that 
customers come longer distances to shop at downtown high order 

Data from several sources confirms t h i s . Por 
example, customer interviews c a r r i e d out i n downtown 
Vancouver as part of the UBC Urban Core Project (1964), 
and interviews with shoppers a r r i v i n g i n the C.B.D. by 
car (Vancouver C i t y Engineering Dept. T r a f f i c Survey 
1961.) 

^Downtown Shopping Survey, 1964, (UBC Urban Core 
Project.) 
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7 f u r n i t u r e stores than at downtown department stores . 

However, t h i s i s not too su r p r i s i n g . T r a d i t i o n a l theory-
implies that high order businesses draw customers 
p a r t i c u l a r l y long distances from remote parts of the metro
p o l i t a n area and beyond, since they supply goods not l o c a l l y 
a v a i l a b l e . Indeed, perhaps i t i s su r p r i s i n g that the average 
shopping t r i p i s not even longer. The answer here l i e s i n 
the r e s i d e n t i a l structure of Vancouver. In Vancouver, middle 
and upper income r e s i d e n t i a l areas l i e quite close to the 
C.B.D. Because of p e c u l i a r i t i e s of the l o c a l topography, 
these c l o s e - i n areas - endowed with scenic views and proximity 
to open spaces - have maintained themselves as middle and 
upper income r e s i d e n t i a l areas even as the c i t y has grown. 
I t i s the lower middle and working class areas which are 

Q 
found at greater distances from the C.B.D. i n Vancouver . 
I t can be understood then why shopping t r i p s to c e n t r a l l y 
located high order stores, o r i g i n a t i n g mainly i n upper 
income areas, are not r e l a t i v e l y longer. In fac/t^ i t i s 
true that the longest t r i p s to store 1 on Map VII - those 
from Richmond and S. Burnaby - are from "lower" socio
economic areas and are rather anomalous. 

Thus f a r , a l l discussion has been based on data co l l e c t e d 
from c r e d i t records showing only customer home addresses. 
This has enabled us to present a good picture of the hinterland 
c h a r a c t e r i s t i c s of store 1 , i n terms of the d i s t r i b u t i o n of 
customers and also the distances customers t y p i c a l l y travel;; 
to the store. I t was hoped that other data co l l e c t e d by 
card questionnaire would answer other questions, e s p e c i a l l y : 

Note that t h i s comparison allows f o r the fact that 
many department store t r i p s originate fio m downtown workplaces 
and hotels and t h i s tends to reduce the length of department 
store customer t r i p s . The department store data i s calculated 
on point of o r i g i n of t r i p , (work, £ome, etc.) not r e s i d e n t i a l 
address. C a l c u l a t i o n on the l a t t e r basis would give a higher 
mean t r i p f i g u r e . 

8 
In contrast to the archetypal "concentric zone theory" 

where upper income areas are i n the outermost zones. This 
aspect of Vancouver's r e s i d e n t i a l structure was pointed out 
by J . Wolforth, "Work-Residence Relations i n Vancouver", paper 
read at C.A.G-. Meeting, U n i v e r s i t y of B.C., 1 9 6 5 . 
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( i ) whether customers come to shop from home or 
work, and the addresses of such t r i p o r i g i n s . We would 
want to know whether hinterlands defined i n t h i s manner 
("actual" hinterlands) d i f f e r s i g n i f i c a n t l y from hinterlands 
defined on the basis of r e s i d e n t i a l o r i g i n s only ("apparent" 
hint e r l a n d s ) . 

( i i ) the degree to which customers shop around 
before purchasing high order goods. 

( i i i ) the approximate price of goods purchased; 
( i v ) the degree to which customers combine t r i p s to 

high order stores with t r i p s to other stores. 
I t w i l l be recognized that assumptions - based on e x i s t i n g 
theory, market research, evidence and observation - have been 
made about these aspects of customer behaviour, and used to 
generate the hypotheses outlined i n Chapter I I . We would 
l i k e to confirm these assumptions, and i f possible, provide 
measured d e t a i l s of t h e i r incidence. 

Unfortunately, the questionnaire programme designed 
to e l i c i t t h i s data f a i l e d f o r t h i s store. There was a t o t a l 
l ack of response i n cards d i s t r i b u t e d to customers. The 
nearest response obtained was i n a very small number of cards 
(6) returned from Store 2 i n the same commodity group and 
also i n a downtown l o c a t i o n . However i f these two stores are 
considered s i m i l a r i n commodity s p e c i a l i z a t i o n and l o c a t i o n , 
then t h i s sample, minute though i t i s , need not be wasted and 
can be used i n proxy, and t h i s seems a legitimate excercise. 
In f a c t , the sample u s e f u l l y indicates two points: 

( i ) a l l customers bought a single item, and the 
average cost of purchase was $ 7 4 (ranging between $6 and $144). 
Although we have no "family budget" to compare the figure i t 
seems a r e l a t i v e l y high one. Certainly, cost of t r a v e l on an 
intra-metropolitan scale would be s l i g h t compared to t h i s 
f i g u r e , and consequently customer t r a v e l during purchase i s 
l e s s l i k e l y to be i n h i b i t e d : 

( i i ) a l l customers indicated that purchase was 
preceded by shopping around i n both other d i s t r i c t s and on 
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other occasions. In short, there i s some s l i g h t 
confirmation that customers shop around and v i s i t several 
stores and shopping d i s t r i c t s before purchase. 

Summary• In sum, t h i s store e x h i b i t s a somewhat 
sectoral h interland, biased towards the upper income 
r e s i d e n t i a l areas of Western Vancouver and the North Shore. 
The store also draws customers from non-contiguous areas 
and over rather long distances to shop and customers 
obviously bypass s i m i l a r stores i n order to reach the central 
l o c a t i o n . Some rather unsatisfactory evidence from a s i m i l a r , 
adjacent store tends to confirm that purchase prices of items 
are high and that shopping around before purchase i s usual], 
as was i n i t i a l l y assumed. 
Store 3. 

Store 3 can be taken as an example of a s p e c i a l i z e d 
(Danishmpdern) f u r n i t u r e store i n the Broadway and G r a n v i l l e 
"inner city-highway side" l o c a t i o n , i n which there i s also 
one other store of t h i s type (store 4). 

In MapVIII, 41 customer residences are plotted and 
l i n k e d to the store. I t i s obvious at once that the store 
hinterland i s highly s e l e c t i v e , and that a s u b s t a n t i a l 
majority of customer originate from West End and West 
Vancouver addresses. In f a c t , 30 per cent of customers 
originate from the former l o c a t i o n and 22 per cent from the q 
l a t t e r . Por the remaining customers, there i s an emphasis 
towards the western area of the c i t y (as i n store 1) with a, 
n e g l i g i b l e number of customers o r i g i n a t i n g east of Cambie 
Street. 

Aspects of the hinterland of t h i s store can be made 
clearer by contrast with store 1. 

( i ) Fewer customers are attracted from the western 
area of the c i t y (30 per cent v. 50 per cent f o r store 1) 
despite the f a c t that t h i s store i s the "intervening 
opportunity" between t h i s area and store 1 downtown. 

Remember the West End has only 2.8 per cent of the 
metropolitan area population. 
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( i i ) Many more customers are attracted from the 
West End to store 3 (30 per cent v. 10 per cent) despite the 
f a c t that store 1 i s nearer to West End residences. Since 
the West End contains only 2.8 per cent of the metropolitan 
area population, i t i s obvious that store-customer r e l a t i o n s 
are p a r t i c u l a r l y strong from t h i s area. 

( i i i ) A large number of customers originate from the 
Worth Shore, despite the nearness of stores 7 , 1 and 2 to 
such customers. However, these customers are much more 
clustered than North Shore customers shopping at store 1 
downtown. They are, i n f a c t , heavily concentrated i n the 
upper income r e s i d e n t i a l d i s t r i c t of " B r i t i s h Properties" -
an area synonymous i n Vancouver with expensive homes, high 
incomes, executive occupational groupings and the "new r i c h " . 

The hinterland of t h i s store then, i s , i f anything, 
more s e l e c t i v e than store 1. Part of the explanation must l i e 
i n the fact that store 3 i s , i f anything, more s p e c i a l i z e d 
than store 1. While the downtown store o f f e r s cutlery etc. 
f o r sale as w e l l as f u r n i t u r e , the S»uth Granville Street 
store s e l l s only f u r n i t u r e . Moreover, store 3 has also been 
p a r t i c u l a r l y successful i n i t s p o l i c y of "image proje c t i o n " . 
I t i s probably the best known store of i t s type i n the c i t y , 
and has a stable image of e x c l u s i v i t y and high q u a l i t y i n 
merchandise offered. Such s p e c i a l i z a t i o n i n goods offered 
i s thus matched by s p e c i a l i z a t i o n i n customer r e l a t i o n s . 
Most customers c h a r a c t e r i s t i c a l l y reside i n upper income 
areas, and more e s p e c i a l l y , upper income areas of new house
hold formation (West End, B r i t i s h P r o p e r t i e s ) , where demand 
for q u a l i t y f u r n i t u r e i s l i k e l y to be l o c a l i z e d . There i s 
strong support on t h i s evidence, f o r the idea that increasing 
store s p e c i a l i z a t i o n implies i n c r e a s i n g l y s e l e c t i v e customer 
r e l a t i o n s , such that the hinterlands of s p e c i a l i z e d stores 
are not widespread, embracing nests of lower order h i n t e r 
lands, but are s p e c i f i c and sectoral and become more s p e c i f i c 
as s p e c i a l i z a t i o n increases. 

The average distance t r a v e l l e d to shop f o r t h i s store 
i s 4.2 miles, with minimum and maximum t r i p s of .3 miles and 
8 miles. This i s greater than f o r the c e n t r a l l y located store. 
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In distance minumization terms, the central s i t e could thus 
be considered the more " e f f i c i e n t " site,. )However, more important 
i s that the apparent willing n e s s of customers to t r a v e l extra 
distances to shop at a non-central s i t e revealed by t h i s 
contrast tends to support our e a r l i e r argument that l o c a t i o n a l 
f l e x i b i l i t y i s possible i n the operation of high order stores. 

Summary. This second example then, i s a highly 
s p e c i a l i z e d e c c e n t r i c a l l y located store with a highly 
s e l e c t i v e hinterland, a t t r a c t i n g customers over r e l a t i v e l y 
long distances past intervening opportunity stores. I t 
succeeds i n t h i s through commodity s p e c i a l i z a t i o n and image 
pro j e c t i o n , and because customers are from the mobile upper 
income group. Thus, t h i s store i s perhaps, the archetype of 
the " a l t e r n a t i v e i n t e r p r e t a t i o n " of the geography of high 
order businesses here being presented. 
Store 5. 

Store 5 i s also i n the "inner c i t y " area but outside 
the " f u r n i t u r e row" area. I t i s a rather i s o l a t e d store 
with no s i g n i f i c a n t r e t a i l neighbours. 

The hinterland of the store i s shown i n Map IX , 
based on a 30 customer sample from c r e d i t records. There 
are i n t h i s case a number of comparisons and contrasts with 
stores i n the same group previously discussed. 

( i ) The strongest customer r e l a t i o n s s t i l l tend to 
be with the western suburbs. Over 40 per cent of customers 
originate from the Point Grey peninsula west of Cambie 
Street. This i s as expected. 

( i i ) There i s a much weaker r e l a t i o n s h i p with the 
West End and North Shore than previous stores exhibited. In 
f a c t , only 16 per cent of customers originate from th? North 
Shore, and most of these come from North. Vancouver. There i s 
here an apparent lack of customers from the West Vancouver 
areas of the North Shore, though t h i s area i s strongly 
represented i n previous examples. Perhaps stores such as 1 
and 3 intercept t h i s trade, though t h i s leaves unexplained 
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the a b i l i t y of the store to a t t r a c t noticeable numbers of 
North Vancouver shoppers across the C.B.D. 

( i i i ) However, more noticeable i s the apparent 
a b i l i t y of t h i s store to a t t r a c t customers r e l a t i v e l y long 
distances to shop from the eastern area of the c i t y . Some 
30 per cent of customers originate from East Vancouver, 
North Burnaby and New Westminster, a proportion too high 
to be regarded as simple chance. These journeys are 
i n t e r e s t i n g , not only f o r t h e i r length, but also because 
they originate from an area of the c i t y which, we have 
suggested, normally generates few demands for the kind of 
commodities here offered. A p a r t i a l "explanation" may l i e 
i n the l o c a t i o n h i s t o r y of the firm . I t w i l l be remembered 
that the business formerly operated i n New Westminster (see 
Chapter IV P - 70). The business moved to i t s present 
l o c a t i o n when i t became apparent that p o t e n t i a l customers 
were l a r g e l y i n the west of the c i t y and could not be 
attracted to a peripheral eastern l o c a t i o n . Probably then, 
customers from Burnaby and New Westminster formed t h e i r 
connection with the store when i t was situated i n New 
Westminster; they may thus maintain a r e l a t i o n s h i p with the 
store, based on t h i s early contact. Possibly these East 
Side connections w i l l wither away as the goodwill 
accumulated among East Side customers evaporates or as 
demands are s a t i s f i e d and do not recurr. The store w i l l 
then e x h i b i t a more unbiased Western o r i e n t a t i o n , more 

1 0 
c h a r a c t e r i s t i c of stores of t h i s type i n Vancouver. 

At the moment, however, the r e l a t i v e l y long distances 
t r a v e l l e d to the store o f f e r a good support f o r the id ea that 
non-centrally located stores can a t t r a c t customers from extra-
l o c a l areas and over impressively long distances because of 
the nature of the goods they o f f e r f o r sale. 

T^here i s no question that such customers remain 
only "on the books" of the firm a f t e r having made a purchase 
at the Westminster store. A l l customers here plotted made 
purchases at the present Broadway-Burrard store. 
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The average distance t r a v e l l e d to t h i s store i s 5.2 

miles (minimum . 5 , maximum 12), rather higher than stores 
previously discussed. Obviously the few long t r i p s from the 
eastern suburbs weight t h i s f i g u r e ; indeed, as f a r as 
customers i n the western suburbs are concerned, there i s 
some evidence on the map that shopping t r i p s are i n f a c t , 
rather short compared to store 2. 

Summary. This store then, e c c e n t r i c a l l y located, 
c e r t a i n l y succeeds i n drawing customers from e x t r a - l o c a l 
areas and past competing stores. I t s hinterland i s strongly 
western oriented ( i . e . s e c t o r a l , as hypothesised) though 
perhaps l e s s s e l e c t i v e than some other stores. This may be 
a remnant of a unique circumstance, a former eastern 
l o c a t i o n . 
Store 5 i n i t s previous l o c a t i o n 

Map X makes an i n t e r e s t i n g contrast with map IX , 
This shows the customer r e l a t i o n s of store 5 when that store 
was located i n New Westminster (1962-1964). The map shows 
28 customer residences, a ten per cent sample drawn from 
old c r e d i t accounts of the New Westminster store. Although 
there i s a strong o r i e n t a t i o n to the New Westminster and 
Burnaby area, perhaps even more noticeable i s that many 
customers (28 per cent) were attracted from the western part 
of the c i t y and a few from the North Shore and West End, 
even to such a peripheral l o c a t i o n . Although we have no 
idea of the hinterland of the New Westminster shopping 
d i s t r i c t f o r other categories of goods, i t seems u n l i k e l y 
that any but a highly s p e c i a l i z e d store could draw customers 
from such distant sources across the competitive space of 
intervening stores. 
Store 6. 

F i n a l l y , note store 6. This store i s located i n 
Kerr i s d a l e , i n the western suburbs of Vancouver; i t was the 
f i r s t store of t h i s t$jpe of set up i n the c i t y , and remains 
the most e c c e n t r i c a l l y located store of i t s type i n the study 
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area. The merchant anticipated drawing customers from 
beyond the l o c a l area to h i s store because of the 
sp e c i a l i z e d nature of the goods offered, and claimed a 
p r a c t i c a l o r i e n t a t i o n to quite distant customers. 

The actual store hinterland i s shown i n map XI , 
where 31 customer addresses are plotted. The hinterland 
confirms quite w e l l with the merchant's de s c r i p t i o n , though, 
i f anything, the merchant has tended to exaggerate h i s appeal 
to West End and North Shore customers. His store i s rather 
more l o c a l l y oriented than he admits. 

The majority of customers originate from w i t h i n two 
m i l e s H of the store (about 50 per cent do so, i n f a c t ) , 
thoughnot. i n s i g n i f i c a n t numbers are attracted from more 
distant western r e s i d e n t i a l areas, e s p e c i a l l y from the 
University d i s t r i c t . fc Also, customers from the West 
End and North Shore are more than we would expect from 
chance alone, and are as numerous f o r t h i s store as for 
store 5, which i s much closer to such customer o r i g i n s . 

Unfortunately, we again lack a comparative base 
against which to judge t h i s store's hinterland. Por example, 
we do not know from which areas other Kerrisdale stores 
t y p i c a l l y draw customers and so we are not sure i f the store's 
hinterland i s exceptional i n anyway. Despite t h i s lack, i t 

-L-LTwo miles i s a meaningful index of l o c a l trade. 
See J . Vance "Commercial Structure of American C i t i e s "op. 
c i t . and Applebaum & Cohen op. c i t . 

l ^ T h i s i s a much higher per cent of " l o c a l " custom 
than the other stores considered. Store 1 had about 10 per 
cent of customers from w i t h i n the 2 mile zone, store 3 had 45 
per cent, store 5 about 30 per cent. The explanation i s that 
store '6 i s more f i r m l y embedded i n the western r e s i d e n t i a l 
area that generates most customers. Customers t r a v e l l i n g to 
store 3 and store 1; must cross intervening areas of lower 
class r e s i d e n t i a l property and commercial property to gain 
the stores, and t h i s r e s u l t s i n longer average shopping 
t r i p s . Store 3 i s close to a major customer concentration 
(the West End) and t h i s means customers t r a v e l comparatively 
shorter distances to shop. 
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seems clear that customers are not attracted on simple 
distance terms. Even when customers come from the " l o c a l " 
area (within two m i l e s ) , t h i s adjacent area does not 
contribute customers equally; i n f a c t , most " l o c a l " 
customers originate from the "New Shaughnessy" d i s t r i c t 
close to K e r r i s d a l e , ( an area of large homes and upper 
income f a m i l i e s ) , while other c l o s e - i n areas generate much 
le s s custom. Bias i n customer r e l a t i o n s thus extends to 
close as w e l l as to distant areas. At the same time, 
when customers are attracted from more remote areas, i t 
i s always from upper income areas, and they are always 
attracted across the hinterlands of intervening stores. 

I t seems clear that the strategy suggested by na ny 
e c c e n t r i c a l l y located business men applies here; a l o c a l 
market i s r e l i e d upon to provide a "cushion" of demand, 
while more distant customers are attracted from non
contiguous upper income areas through product q u a l i t y and 
image pro j e c t i o n , and t h i s allows a, highly s p e c i a l i z e d store 
to f l o u r i s h i n a non-central l o c a t i o n . 

The average t r i p length f o r store % i s 3.0 miles 
(between .3 and 12.5), rather l e s s than any store yet 
considered, but s t i l l nearly as much as customers t r a v e l to 
downtown department stores. This shorter t r i p length 
obviously represents the rather more l o c a l role played by 
t h i s store, but i t also r e f l e c t s the store's proximity to 
the r e s i d e n t i a l areas of the c i t y which generate most 
customers f o r stores of t h i s type i n Vancouver. 

For t h i s store, a card questionnaire programme was 
attempted to seek answers to the kind of question outlined 
e a r l i e r (p.154)_. Again, t h i s programme was only a very 
l i m i t e d success. Only 11 cards were returned by customers. 
These are reported here, but as an i n d i c a t i o n of customer 
c h a r a c t e r i s t i c s only, as hints not answers. 

( i ) F i r s t , note that responses obtained re-emphasise 
that store 7 has a strong l o c a l o r i e n t a t i o n . Most customers 
repl y i n g l i v e d w i t h i n two miles of the store (8 out of 11), 
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though i n d i v i d u a l s came from more distant areas (University, 
North Shore, West End). 1^ This can be explained p a r t l y by 
the fact that t h i s store i s , i n f a c t , rather l e s s s p e c i a l i z e d 
than other stores i n t h i s "Danish modern f u r n i t u r e group" -
( i t o f f e r s modern pottery, flatware and glassware for sale 
as w e l l as f u r n i t u r e , though; f u r n i t u r e i s the l a r g e s t item 
i n sales) - and the hinterland i s correspondingly l e s s 
s e l e c t i v e , and more l o c a l . 

( i i ) Most customers returning cards a c t u a l l y bought 
rather small, low cost items (average cost $9.00), not the 
expensive items of f u r n i t u r e we expected. I t i s not 
s u r p r i s i n g then, that most customers responding originated 
from the l o c a l area, and have t r a v e l l e d quite short 
distances to shop. In f a c t , i t appears here that the card 
survey i s measuring a rather d i f f e r e n t quantity than the 
c r e d i t record data. Credit data refers to high cost items, 
mainly f u r n i t u r e , and gives a v a l i d customer picture f o r 
t h i s commodity. But i t i s recognized that c r e d i t data 
ignores cash sales which are most l i k e l y to involve smaller, 
lower cost items ( i n t h i s store, glassware, pottery, e t c . ) . 
Apparently, the card survey was biased i n favour of t h i s 
trade; i t thus confirms that such, lower price trade i s 
l i k e l y to be mainly l o c a l l y oriented, and that c r e d i t 
record data underestimates t h i s l o c a l trade. 

( i i i ) Despite the short distances involved i n shopping, 
most customers (8 out of 11) a r r i v e d by car at the store, 
confirming the merchant's estimate of modes of customer t r a v e l 
and, by i m p l i c a t i o n , confirming the suggestion that p o t e n t i a l 
customers are r e l a t i v e l y mobile. Exceptional customers 
l i v e d close enough to the store to a r r i v e by walking. 

(i v ) Despite the low average price of items 
purchased, over h a l f respondants (6 out of 11) shopped i n 
"other d i s t r i c t s " and made "other shopping t r i p s " before making 
t h e i r purchase. This tends to confirm the assumption about 
the pre-buying shopping habits of the customers of high order 

1 5 The sample i s too small for meaningful cartographic 
presentation or even for more detailed discussion of hinterland 
c h a r a c t e r i s t i c s . 
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stores, e s p e c i a l l y i f taken with the card questionnaire 
data obtained from store 2 i n t h i s group downtown. 

This card survey data should not be regarded as 
d e f i n i t i r e . I t i s , however, thought better to include 
i t than waste i t . I f interpreted q u a l i t a t i v e l y , i t at 
l e a s t confirms the d i r e c t i o n of assumptions previously 
based only on speculation. I t permits us to say "most 
customers act i n such a way..." or "the majority of 
customers reside i n such an area..." Even though t h i s 
i s l e s s s a t i s f a c t o r y than p r e c i s e l y measured d e t a i l , i t 
i s better than no data at. a l l . 

Summary. This e c c e n t r i c a l l y located high order 
f u r n i t u r e store then, shows a s o c i a l l y and a r e a l l y 
s e l e c t i v e hinterland, (as hypothesized), which includes 
the a t t r a c t i o n of customers from over long distances to 
shop at t h i s suburban l o c a t i o n . However the store 
hinterland i s , i f anything rather l e s s powerfully customer 
a t t r a c t i v e than other stores considered, and rather more 
l o c a l l y oriented. This i s l a r g e l y explained by the l e s s 
s p e c i a l i z e d nature of the store, i t i s acting to some 
extent as a "convenience" store as w e l l as a s p e c i a l t y 
store, i n the sale of g i f t s etc. as the card questionnaire 
data h i n t s . 
Theoretical hinterlands of s p e c i a l i z e d (Danish modern)  
fur n i t u r e stores. 

The rather complete coverage a v a i l a b l e f o r t h i s 
store group - with data av a i l a b l e for most types of store 
l o c a t i o n - enables further analysis to be made of store 
hinterland c h a r a c t e r i s t i c s . 

I t was suggested e a r l i e r that analysis of the s p a t i a l 
c h a r a c t e r i s t i c s of r e t a i l trade i n terms of t r a d i t i o n a l , 
e c o l o g i c a l l y i n s p i r e d distance minimization concepts might 
be v a l i d f o r low order r e t a i l a c t i v i t i e s , but not f o r high 
order a c t i v i t i e s . 1 4 In p a r t i c u l a r , the conventional theory 

"̂See R a t c l i f f , R. o p . c i t . and F i r e y , W. "Sentiment and 
Symbolism as E c o l o g i c a l Variables". "American S o c i o l o g i c a l  
Review", (1945) p.'140, f o r discussion of t r a d i t i o n a l theory. 
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would imply that: 

(a) Customers tend to minimize the "cost of f r i c t i o n " 
i n their movement (i. e . they tend to shop at the nearest store 
which offers goods required). 

(b) Store hinterlands are thus typically determined 
hy spatial competition and take the form of a network of 
minimally overlapping store-focussed regions. 

In fact, we have seen that for the stores here 
considered, some features of store hinterlands are: 

(a) The a b i l i t y of stores - even eccentrically 
located stores - to attract customers long distances from 
relatively remote upper income residential areas; 

(b) the characteristic distortion of competitive 
space as customers are persuaded to ignore similar stores 
close to them, and are encouraged to travel past intervening 
opportunities to distant stores; 

(c) the form of hinterlands i s quite complex: hinter
lands commonly overlap and interlock, and overlapping i s not 
confined only to boundary zones between equidistant stores. 

Under these circumstances, i t would be interesting 
to measure more precisely the extent to which the actual 
pattern of observed customer-store relations departs from the 
theoretical (expected) pattern, and thus to assess the u t i l i t y 
of ecological theory to the analysis of the geography of 
specialized r e t a i l trade. 

This can be done rather easily. Por the four Danish 
modern furniture stores i n the group (stores 1, 3, 5 and 6), 
we have samples of 41, 39, 30 and 31 customer addresses, 
(drawn i n a similar fashion from credit records) which havea 
been plotted on separate maps (Maps VIII-XI ). Prom these 
maps, i t i s possible to re-assign customers from the store 
they actually visited and tc_ the store i n the same category 
which i s nearest to them. This gives a picture of "theoretical" 
store hinterlands, i.e. a picture of the pattern of customer-
store r.;ed-a;tionships that would exist i f shoppers acted so as • 
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to minimize the costs of f r i c t i o n , and moved to shop at the 
nearest a v a i l a b l e store. Discrepancies between " t h e o r e t i c a l " 
hinterlands (where " t h e o r e t i c a l " i s defined i n distance 
minimization terms) and "actual" hinterlands w i l l then 
c l e a r l y emerge. 

Theoretical patterns and t h e o r e t i c a l - a c t u a l 
discrepancies can be shown i n cartographic and tabular form. 

Map XII shows the pattern of customer r e l a t i o n s a f t e r 
each customer has been plotted and re-assigned to the 
f u r n i t u r e store nearest to him. In a l l , 141 customers are 
plotted and re-assigned, t h i s being the t o t a l of the samples 
from the four separate s t o r e s . ^ j n addition, store 7 (on 
the North. Shore) has been included i n the map (since i t must 
be regarded as the "intervening opportunity" ignored by North 
Shore customers who shop at stores 1, 3> 5 and 6), and the 
customers that might be expected to accrue to i t are shown. 

The main elements of the map are s e l f evident. 
( i ) P l o t t i n g a l l customers together confirms that 

customers t y p i c a l l y reside i n upper-middle income areas (the 
c i t y west of Gamble, the West End, the North Shore). Pew 
customers (15 per cent of the t o t a l ) l i v e i n the eastern part 
of the c i t y . In the western part of the c i t y , however, 
customers are not evenly spread, but are concentrated i n the 
S. G r a n v i l l e area, K i t s i l a n o , New Shaughnessy, Kerrisdale and 
the University d i s t r i c t - these are areas of new household 
formation and apartment dwellings, where demand for modern 
fu r n i t u r e i s l o c a l i z e d . 

Note that areas south, of the Fraser (Richmond, Surrey) 
generate very few customers. Although areas of recent 
settlement and new household formation, demands fo r f u r n i t u r e 
are of a d i f f e r e n t kind and are met by d i f f e r e n t stores. 

-'In e f f e c t , we are here pooling a l l the customers from 
the four separate stores and regarding them as a group of 
customers whose d i s t r i b u t i o n i s t y p i c a l of the market f o r 
Danish modern f u r n i t u r e i n Vancouver. 
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( i i ) Re-assigning customers to nearer stores ,as 
expected,eliminates some long t r i p s , reduces overlap (except 
i n boundary areas such as the University d i s t r i c t ) , and 
produces more compact hinterlands whose morphology more 
nearly approaches the c i r c u l a r i d e a l . 

( i i i ) The impact of re-assignment i s d i f f e r e n t on 
d i f f e r e n t stores and areas, and these are discussed 
i n d i v i d u a l l y . 

(a) Upon re-assignment, store 1 i n the C.B.D. 
dra,ws most of the trade of the West End and a l l the trade 
of the eastern part of the c i t y . However, i t loses a l l 
former customers on the North Shore and south of False Creek 
to non-centrally located stores. Out of the 141 customers 
plotted, store 1 would t h e o r e t i c a l l y a t t r a c t 39, (28 per 
cent) which i s , by a s l i g h t margin, the la r g e s t number 
attracted by any store. T h e o r e t i c a l l y then, store 1 i s 
the best located store i n the c i t y ; i f customers of Danish 
modern f u r n i t u r e shopped so as to minimize distances involved 
i n shopping, store 1 would receive most custom. Note, 
however, t h i s i s l a r g e l y because of i t s proximity to the i n -
town high class r e s i d e n t i a l market i n the West End, not to 
any a c c e s s i b i l i t y advantage from the whole c i t y , as 
t r a d i t i o n a l theory would suggest. 

The store may, i n f a c t , be rather l e s s w e l l placed 
than appears here at f i r s t s i ght, since some of the east 
side trade may be temporary, the r e s u l t of bias introduced 
into the sample by the former eastern l o c a t i o n of store 5. 

(b) Store 3, although i n practice a well-established 
and successful business, i s t h e o r e t i c a l l y i n the worst l o c a t i o n ! 
I t s s u b s t a n t i a l West End trade "ought" to shop at store 1, 
and i s re-assigned to that store on the map, while i t s North 
Shore trade i s intercepted by store 7. S i m i l a r l y , customers 
to the south are captured by stores 5 and 6, leaving only a 
small l o c a l trade remaining f o r store 3 from K i t s i l a n o , S. 
Gr a n v i l l e and part of the West End. Th e o r e t i c a l l y , the store 
would capture le s s than 6 per cent of the aggregate pool of 
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customers. Obviously, the stores success has been contingent 
upon i t s a b i l i t y to a t t r a c t customers past intervening stores, 
as w i l l be re-emphasized l a t e r . 

(b) Store 5 "ought" to a t t r a c t customers from the 
western suburbs and University d i s t r i c t , and i n the process 
of re-assignment i t gains s i g n i f i c a n t numbers of customers 
from these areas at the expense of other stores. I t s own 
greatest losses are to store 1, which intercepts former east 
side customers, though the l o s s here may be more apparent 
than r e a l , as already discussed. In t h i s manner, store 5 
a t t r a c t s to i t s e l f some 20 per cent of av a i l a b l e customers, 
s l i g h t l y l e s s than any other store save store 3. 

From the map, i t i s obvious that stores 3 and 5 are 
close together. These stores have been discussed separately 
u n t i l now since, on the ground, they cannot be regarded as 
"neighbours", (the distance between them i s too great f o r 
pedestrian comparative shopping) and since both merchants do 
not f e e l that they are part of the same store c l u s t e r . In 
short, store 5 i s w e l l outside the f u r n i t u r e row area, though 
both stores are considered to l i e w i t h i n the "inner c i t y " . 
However, the two stores are close enough together that 
customers a r r i v i n g by car would perhaps regard the distance 
between them i n d i f f e r e n t l y . 1 ^ A v a l i d a l t e r n a t i v e 
i n t e r p r e t a t i o n of the map then, i s to regard t h i s area of the 
"inner c i t y " as a single locus, and aggregate the customer 
data for stores 3 and 5. Under these circumstances, t h i s 
area of the "inner c i t y " (the Broadway-Granville area) i s 
t h e o r e t i c a l l y seen to serve the K i t s i l a n o , S. G r a n v i l l e , Point 
Grey and University area as w e l l as part of the West End. 
I t then takes about 27 per cent of a l l customers plotted and, 
on a t h e o r e t i c a l basis, i s at l e a s t as a t t r a c t i v e a l o c a t i o n 
as downtown. 

(t) Store 6 t h e o r e t i c a l l y a t t r a c t s customers from 

^"Merchants estimate nearly a l l customers a c t u a l l y 
a r r i v e by car. 
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the s o u t h e r n suburbs ( K e r r i s d a l e , Dunbar) and from the 
U n i v e r s i t y d i s t r i c t ( i n c o m p e t i t i o n w i t h s t o r e 5 , ) w h i l e 
i t l o s e s more d i s t a n t customers from Worth. Shore and West End 
a r e a s . The s t o r e t a k e s on the c h a r a c t e r of a more l o c a l l y 
o r i e n t e d b u s i n e s s ; i t s h i n t e r l a n d becomes q u i t e compact and 
l o s e s i t s " s e c t o r a l " appearance. However, because i t i s 
s i t u a t e d i n the h e a r t of a middle-upper income a r e a which 
generates much t r a d e , the s t o r e manages to c a p t u r e 25 per 
cent o f t o t a l a v a i l a b l e custom. 

(d) S t o r e 7 i s i n t r o d u c e d f o r the sake of completeness; 
though i t c o n t r i b u t e s no customers o f i t s own to the 
a n a l y s i s , i t i s a l l o w e d to i n t e r c e p t the s i g n i f i c a n t share 
of t r a d e o r i g i n a t i n g on the Worth Shore ( 2 3 per c e nt.) 
T h i s g i v e s the s t o r e a w e l l developed l o c a l h i n t e r l a n d , 
comparable i n f u n c t i o n to the l o c a l h i n t e r l a n d of s t o r e 6 . 

I n s h o r t , redrawing the map of s tore-customer r e l a t i o n s 
i n t h i s way, thus g i v e s a good i d e a as to the e x t e n t and 
shape of s t o r e h i n t e r l a n d s under r i g o r o u s t h e o r e t i c a l con
d i t i o n s , where the o n l y i n f l u e n c e a f f e c t i n g customer buying 
h a b i t s i s the d i s t a n c e to s t o r e s . As shown, such s p a t i a l 
c o m p e t i t i o n d i v i d e s up the a v a i l a b l e market among e x i s t i n g 
s t o r e s such t h a t h i n t e r l a n d s more n e a r l y approach the i d e a l 
o f a network of m i n i m a l l y o v e r l a p p i n g s t o r e f o c u s s e d r e g i o n s . 
D i s t o r t i o n i n the shape of h i n t e r l a n d s i s produced o n l y by 
t h e - p a t t e r n o f d i s t r i b u t i o n of customers. D i s c r e p a n c i e s 
between the t h e o r e t i c a l p a t t e r n and the observed p a t t e r n are 
obvious by map comparison (compare map X I I w i t h maps VII-XI.) 
D i f f e r e n c e s can be put down to customer m o b i l i t y ( i n d i f f e r e n c e 
to d i s t a n c e ) and to s t o r e t a c t i c s ( s p e c i a l i z a t i o n and image 
p r o j e c t i o n , encouraging customer movement d e s p i t e d i s t a n c e . ) 

A f u r t h e r p i c t u r e of t h e o r e t i c a l - a c t u a l d i s c r e p a n c i e s 
i s shown i n T a b l e V . Here, i t i s noted what p r o p o r t i o n o f 
customers shopping a t any p a r t i c u l a r Danish modern f u r n i t u r e 
s t o r e i s a c t u a l l y shopping a t the s t o r e n e a r e s t to them. 
Por example, f o r s t o r e 1, out of 39 customers i n the sample, 



TABLE V 

Column A 
Customers f o r whom 
Store i s Wearest 

Column B 
Customers f o r whom 

Store i s more Distant Total 
Store 3 Wo. 3 

7 
37 
93 

41 

Store 1 Wo. 10 
27 

29 
73 

39 

Store 5 Wo. 7 
23 

23 
77 

30 

Store 6 Wo. 14 
47 

17 
53 

31 

Total Wo. 
1o 

35 
25 

106 
75 

141 

Source: Store c r e d i t records and Maps V I I - X I I . 
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store 1 i s the nearest store for only 10 of them (column A). 
The other 29 customers who shop at the store have by-passed 
a nearer store of the same type i n order to reach store 1 
(column B). We thus have an i n d i c a t i o n of the r o l e of 
nearness considerations versus non-spatial considerations as 
factors i n store customer a t t r a c t i o n . 

For store 1 then, nearly 75 per cent of a l l customers 
ignore a closer store i n order to shop at the downtown store. 
Only 25 per cent of the custom of the store can be "explained" 
i n distance minimization terms alone. However, a possible 
q u a l i f i c a t i o n i s that some customers whose o r i g i n i s here 
shown by home addresses a c t u a l l y v i s i t e d the store from 
downtown workplaces. This i s e s p e c i a l l y possible given the 
high concentration of middle income-white c o l l a r job 
opportunities downtown. On the other hand, a downtown 
shopping survey shows that t r i p s to buy f u r n i t u r e etc. are 
l e s s l i k e l y to originate from work places than are most 
other kinds of shopping t r i p s . 1 7 

For store 3. a t t r a c t i o n of customers depends almost 
e n t i r e l y on non-spatial competitive f a c t o r s . Over 90 per 
cent of customers (37 out of 40) are somehow persuaded to 
ignore stores nearer to them and made to t r a v e l extra 
distances to shop at t h i s store. Apparently, then, t h i s i s 
confirmation of the idea that high order stores do not compete 
i n s p a t i a l terms and that customers do not act so as to minimize 
distance when shopping. Most customers must be assumed to be 
attracted by distance d i s t o r t i n g factors - by product 
s p e c i a l i z a t i o n and image pr o j e c t i o n - or must be assumed 
i n d i f f e r e n t to distance at the i n t r a - c i t y scale here 
considered. 

Store 5 i s rather s i m i l a r to store 1, i n that i t i s 

1 7 0 n l y 10 per cent of shopping t r i p s to the f u r n i t u r e 
departments of downtown department shores originate from work
places not homes, compared to about 20 per cent of a l l 
customers t r i p s to department stores i n downtown Vancouver. 
(U.B.C. Urban Core Project, Downtown Department Store Survey). 
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the"nearest store" f o r about 25 per cent of the customers 
who shop there. The majority of customers are thus 
t r a v e l l i n g longer distances to shop than i s t h e o r e t i c a l l y 
necessary, i . e . the store i s competing f o r custom i n non-*-
s p a t i a l terms. 

Store _6 comes closest to the t h e o r e t i c a l pattern i n 
i t s actual performance. Por just under h a l f (14 out of 31.) 
customers shopping there, i t i s the "nearest store." The 
store i s thus acting more l i k e a l o c a l shopping goods store 
than any yet considered, as we might expect from i t s most 
eccentric p o s i t i o n and l e a s t s p e c i a l i z e d nature. However, 
the store i s s t i l l a t t r a c t i n g over h a l f of i t s customers to 
t h i s eccentric l o c a t i o n over quite long distances and against 
the a t t r a c t i o n of nearer stores. 
Summary. 

The discussion shows then, that among high order stores -
f u r n i t u r e stores at l e a s t -

( i ) competition i n non-spatial terms i s the r u l e , 
not the exception; 

( i i ) customers commonly not exceptionally, ignore 
close stores i n order to t r a v e l to more dis t a n t ones. They 
do not usually act so as to minimize distance i n t h e i r 
shopping t r i p s ; 

( i i i ) store hinterlands i n t e r l o c k i n a complex manner, 
and not only i n boundary regions equidistant from s i m i l a r 
stores. 

Explanations f o r these hinterland c h a r a c t e r i s t i c s must 
l i e i n the nature of goods offered f o r sale, i n the r e t a i l i n g 
t a c t i c s adopted by customers and i n the mobility character
i s t i c s of p o t e n t i a l customers. 

Ib COLONIAL FURNITURE STORES 
There are four stores i n Vancouver i n t h i s category, 

and t h e i r d i s t r i b u t i o n i s shown i n Map I I I , Chapter IV. 
Customer hinterland data was not a v a i l a b l e f o r a l l stores, 
but enough, has been collected to permit further evaluation 
of relevant hypotheses. In the discussion which follows, 
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figures for stores again r e f e r to the maps i n Chapter IV. 

Store 3_. 

Store 3 i s situated i n the "inner c i t y " area,outside 
any major r e t a i l centre, hut i n a b u i l d i n g currently being 
developed as a "house and garden" centre. D e t a i l s of the 
l o c a t i o n and of the l o c a t i o n h i s t o r y of the business were 
given i n Chapter IV. 

Prom current c r e d i t records, a 20 per cent sample of 
customer addresses was taken, g i v i n g 31 addresses i n a l l . 
Out of these, 6 proved to be customers from outside 
Vancouver, c h i e f l y from smaller B.C. towns, such, as 
V i c t o r i a , Squamish. This i s a small but s i g n i f i c a n t number. 
I t suggests that we are r i g h t to c a l l t h i s business high 
order, since i t seems to be s a t i s f y i n g demands that smaller 
communities cannot meet. Moreover, even though the store i s 
drawing custom even from outside Vancouver, i t i s apparently 
f i n d i n g an eccentric l o c a t i o n w i t h i n Vancouver no hindrance 
i n t h i s process. The proportion.- of custom drawn from outside 
the c i t y (20 per cent) i s , i n f a c t , the highest f o r any 
store yet discussed, higher even than the downtown Danish, 
f u r n i t u r e store (11 per cent) which presumably has a better 
chance to capture the t o u r i s t and out-of-town occasional 
shopper. Perhaps the explanation l i e s i n the nature of the 
goods sold. C o l o n i a l f u r n i t u r e has a r u r a l (though not a 
r u s t i c ) image. This i s , i n f a c t , the image the merchant 
attempts to associate with h i s wares, as i s r e a d i l y obvious 
i n d e t a i l s of store decoration and merchandise display. 
The same theme i s also emphasized i n a d v e r t i z i n g . In these 
circumstances, c o l o n i a l f u r n i t u r e i s more l i k e l y to appeal 
to tastes c u l t i v a t e d i n smaller urban centres i n the Province, 
than i s , say, f u r n i t u r e of the more sophisticated modern 
design. The demand f o r c o l o n i a l f u r n i t u r e may w e l l be 
biased i n favour of such smaller urban centres, and t h i s i s 
r e f l e c t e d i n the store data we have at hand. The i n t e r 
p r e t a t i o n i s not f a r fetched, though i t remains speculative. 
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The d i s t r i b u t i o n of the 25 customers r e s i d i n g i n 
Vancouver i s shown on the map ($.111). In most aspects, the 
hinterland c h a r a c t e r i s t i c s revealed tend to support our 
hypotheses. 

( i ) Although the store i s non-centrally located, 
i t i s c e r t a i n l y oriented to a, more than l o c a l market. A 
n e g l i g i b l e number of customers (3 out of 25) originate 
w i t h i n two miles of the store, while a s i g n i f i c a n t number 
of journeys are of impressive length (from Richmond, New 
Westminster and the North Shore). The average t r i p length 
i s , i n f a c t , 5.3 miles, one of the longest of any store 
yet discussed. Obviously, t h i s non-central store i s 
a t t r a c t i n g customers from quite distant areas of the c i t y , 
as was hypothesized. 

( i i ) The store i s not drawing customers from a l l 
parts of the metropolitan area evenly. Although i t s 
hinterland i s l e s s obviously s e c t o r a l , demand i s s t i l l 
obviously l o c a l i z e d . The largest proportion of customers 
(30 per cent) originates i n the c i t y , west of Cambie Street, 
as with previous stores, but i n t h i s case, there i s a marked 
concentration w i t h i n t h i s l a r g e r area, e s p e c i a l l y i n the 
Kerrisdale and New Shaughnessy d i s t r i c t s . Small but 
s i g n i f i c a n t numbers of customers originate from the North 
Shore and also from Richmond, (an area not s i g n i f i c a n t i n 
the Danish modern store group). Most of the densely 
populated areas of east side Vancouver and Burnaby contribute 
few customers to the store, (as usual and as was expected) 
although a few customers originate from South Burnaby and 
New Westminster. More s u r p r i s i n g i s the n e g l i g i b l e r o l e of 
the West End as a customer source, since the area contributed 
s i g n i f i c a n t l y to other high order f u r n i t u r e stores. 

( i i i ) In general, the store hinterland i s biased 
towards upper middle income r e s i d e n t i a l areas, as we 
suggested f o r high order stores. S p e c i f i c s of the store's 
r e l a t i o n s with p a r t i c u l a r parts of the c i t y can perhaps be 
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explained i n the same terms as were used to explain the 
rather high proportion of out-of-town sales f o r t h i s store. 
Por example, Richmond i s an area of recent suburbanization 
which includes manymaddle income homes. As an area of 
new household formation, i t i s a l i k e l y market f o r f u r n i t u r e 
sales. But als o , as a, semi-rural area (with low r e s i d e n t i a l 
densities and "ranch s t y l e " homes), i t i s quite probably a 
p a r t i c u l a r market f o r Colonial f u r n i t u r e with i t s " r u r a l " 
overtones. In contrast, the West End i s an area of middle 
income household formation, but here dwellings are t y p i c a l l y 
apartments and f u r n i t u r e demanded i s more l i k e l y to be f o r 
smaller items more modern i n s t y l e . Consequently, there i s 
a lack i n demand for Colo n i a l s t y l e f u r n i t u r e i n t h i s area, 
and t h i s i s r e f l e c t e d i n Map 

Summary. Store hinterlands of high order stores 
( l i k e t h i s store) are thus quite s e l e c t i v e , and when mapped 
appear as d i s t i n c t i v e l y l o c a l i z e d . Such patterns of 
l o c a l i z a t i o n are not accidental. They represent the 
t e r r i t o r i a l expression of p a r t i c u l a r s o c i a l l y l o c a l i z e d 
demands, which are analysable to quite f i n e l i m i t s . In 
this- case (store 3 ) , we see a d i s t i n c t r e l a t i o n s h i p between 
the demands f o r Colo n i a l s t y l e f u r n i t u r e and areas of new 
middle income housing, e s p e c i a l l y where such housing i s i n 
a semi-rural environment. 

Store J_. 
Store 1, operated by the same merchant as store 3 , 

was a c t u a l l y the f i r s t store of i t s type to open i n 
Vancouver ( 1 9 5 3 . ) I t then anticipated dra,wing customers 
from quite distant middle income suburbs, even to i t s 
eccentric West Vancouver l o c a t i o n , because of the supposedly 
unique nature of goods offered. This was discussed i n 
Chapter IV and shown to support the l o c a t i o n hypothesis 
there put forward. 

In f a c t , the merchant claimed t h i s p o l i c y was success
f u l and confirmation of t h i s claim i s provided by other 
merchants who point to t h i s store as an example of an 
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e c c e n t r i c a l l y located s p e c i a l i t y store drawing e x t r a - l o c a l 
custom to a peripheral s i t e . 

However, as the Vancouver market has grown, and 
branch stores have been established ( l i k e store 2,) the 
share of the market captured by store 3 has tended to become 
more l o c a l . With the establishment of branch stores of the 
same f i r m , customers have tended to become divided up 
amongst branches by s p a t i a l competition. Thus, (as w i l l be 
seen) store 3 has apparently captured much of the former 
market of store 1 on the mainland peninsula, long shopping 
t r i p s from the mainland to the peripheral West Vancouver 
store are now r a r e r , and under current conditions, the store 
i s oriented to a North Shore market. This i s not unexpected. 
Where two s p e c i a l i t y stores are commodity s i m i l a r branch 
stores, there i s l i t t l e opportunity f o r non-spatial com
p e t i t i o n (by image pro j e c t i o n etc.) to develop, and d i v i s i o n 
of the market w i l l be almost e n t i r e l y i n nearness terms. 
A comparison of hinterlands of stores 1 and 3 i s thus 
i n t e r e s t i n g , since i t shows the customer r e l a t i o n s of 
s p e c i a l i t y stores i n the same group where the "image pro-r 

j e c t i o n " f actor i s neutralized. 
Even more i n t e r e s t i n g i s a comparison of hinterlands 

of stores 1 and 3 with that of store 5 i n the same group, 
to be discussed l a t e r . Although i n the same commodity 
group, differences i n management allow non-spatial com
p e t i t i v e factors to again become relevant f o r t h i s l a t t e r 
store, and the store hinterland i n t h i s case again shows 
the now f a m i l i a r i n t e r l o c k s and overlaps with the hinterlands 
of other stores i n the group. This i s re-emphasized below. 

These two contrasts can be brought out by a closer 
inspection of the market r e l a t i o n s of store 1, based on a 

18 
sample of 4G customer addresses taken from sales s l i p s . 

18 
Sales s l i p s data i s a usefu l source i n that i t con

tains a l l sales, large and small, cash and c r e d i t . I t s 
u t i l i t y i s l i m i t e d , however, by the fa c t that i t i s a 
sample from a population of unknown s i z e . E s p e c i a l l y , i t 
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Residences are shown on Map X I I I a l o n g w i t h customer 
r e s i d e n c e from s t o r e 3, the s i s t e r s t o r e . 

( i ) F i r s t , note t h a t 8 out of 40 customers (20$) 
o r i g i n a t e d from o u t s i d e Vancouver (mainly from s m a l l B.C. 
towns such as P r i n c e Geogge, Cranbrook, P e n t i c t o n . ) T h i s i s 
a s i m i l a r p r o p o r t i o n to s t o r e 3 i n t h i s group, though h i g h e r 
than any o t h e r s p e c i a l i z e d f u r n i t u r e s t o r e d i s c u s s e d . The 
s i g n i f i c a n c e o f t h i s p r o p o r t i o n and a p o s s i b l e e x p l a n a t i o n 
f o r i t were suggested e a r l i e r . I t i s important, however, 
t h a t another s t o r e r e p e a t s the e x p e r i e n c e , s i n c e i n c r e a s i n g 
the number of examples improves the g e n e r a l i t y o f the a r g u 
ment . 

( i i ) Out of the rem a i n i n g 32 customers, 28 o r i g i n a t e 
from the North Shore (70$; of the t o t a l sample.) Only 10$ 
of a l l customers a p p a r e n t l y o r i g i n a t e from mainland Vancouver, 
and c o u l d thus be c o n s i d e r e d a t t r a c t e d out o f the re a c h o f 
s t o r e 3. T h i s l a t t e r p r o p o r t i o n i s , i n f a c t , s i m i l a r to 
the p r o p o r t i o n o f customers a r r i v i n g a t s t o r e 3 from s t o r e 1's 
zone of i n f l u e n c e on the North Shore. I n o t h e r words, 
Map X I I I shows how the market i s d i v i d e d amongst the two 
branch s t o r e s i n s p a t i a l terms. S t o r e 1 dominates the North 
Shore and s t o r e 3 , the mainland and south. Overlap o f 
market h i n t e r l a n d s i s reduced to 10$, a r a t h e r s m a l l pro-*-
p o r t i o n i n comparison to o t h e r s p e c i a l i z e d f u r n i t u r e s t o r e s , 
and t h i s i s due to the c o m p a r a b i l i t y o f the s t o r e ' s image 
e l i m i n a t i n g e f f e c t i v e n o n - s p a t i a l c o m p e t i t i o n . 

( i i i ) A l t hough most customers o r i g i n a t e from North 
Shore r e s i d e n t i a l a r e a s , the s t o r e h i n t e r l a n d i s not s t r i c t l y 
l o c a l i n o r i e n t a t i o n . Customers are a t t r a c t e d from a l l a r e a s 
of the North Shore, and almost as many o r i g i n a t e from North 
Vancouver as from West Vancouver (12 compared to 13.) 

i s l i m i t e d i n terms of comparison w i t h c r e d i t 
r e c o r d data, s i n c e the former i s b i a s e d towards l a r g e r 
purchases perhaps made by more d i s t a n t customers. However, 
the data must be used, s i n c e c r e d i t r e c o r d data was not 
a v a i l a b l e f o r t h i s s t o r e . 
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I f anything, the store i s a t t r a c t i n g customers over 
rather longer distances than other s p e c i a l i z e d stores on 
the Worth Shore (a Spanish g i f t store and Danish g i f t 
store, discussed l a t e r , f o r example,) and indeed, the 
immediately l o c a l area seems to contribute few customers, 
fhe average distance to shop i s 3.75 miles, and t h i s i s not 
i n s i g n i f i c a n t . I t i s , f o r example, longer than average 
t r i p lengths to downtown department stores and about the 
same as f o r store 1 i n the Danish modern f u r n i t u r e group, 
also located i n the C.B.D. 

Summary. In sum, the market served by t h i s store 
could best be described as "regional" rather than l o c a l , 
and though customers are attracted rather long distances to 
shop (as hypothesized,) t h i s does not involve the a t t r a c t i o n 
of customers from e x t r a - l o c a l areas. However, t h i s f a i l u r e 
i s p a r t l y explained by the "branch" status of the store -
the a v a i l a b l e market i s e f f e c t i v e l y divided up,:, among 
s i m i l a r stores when image pro j e c t i o n (the prime competitive 
t a c t i c of s p e c i a l i z e d businesses,) cannot develop among 
stores. 

Store _5_« 
Store 5 i s situated i n the southern suburbs outside 

the Oakridge planned shopping centre. Both i n terms of i t s 
own hinterland c h a r a c t e r i s t i c s and i n terms of contrasts 
with stores 1 and 3 i n the same group, i t supports many of 
our suggestions. Again, a sample of the l a s t 40 customer 
sales i s made the basis f o r discussion. 

( i ) Again for t h i s store, a rather large proportion 
of customers (8 out of 40, or 20$) originated outside 
Vancouver from small B.C. towns (Campbell River, Stewart 
Lake, Penticton.) I t i s apparently a consistent pattern f o r 
spe c i a l i z e d c o l o n i a l f u r n i t u r e stores i n Vancouver to dispose 
of about 20$ of sales to out-of-town customers. In t h i s 
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example, as i n the previous cases, the merchant stressed the 
role of out-of-town advertizing (in regional magazines, 
local newspapers) i n cultivating this market. We can repeat 
the observation that furniture of this type may be appro
priate to the l i f e styles of residents of small provincial 
urban centres, and that this may explain the high out-of-town 
sales volume. Prom our viewpoint, i t i s important that this 
store also finds a non-central location within the city no 
hindrance i n supplying this market. In so far as such sales 
are made to out-of-town customers v i s i t i n g Vancouver (as 
some are,) th.e;..store can apparently attract such customers 
to a non-central site. If sales are made on a mail order 
basis, intra-city location i s obviously irrelevant, i.e. 
highly f l e x i b i l e . 

( i i ) The 32 customers residing i n Vancouver are shown 
in Map X I V . This i s an interesting pattern. In general, 
there i s a localization of demand i n middle income areas 
(the western suburbs and the North Shore,) confirming the 
idea, of social localization i n demand. However, there i s not 
the well defined pattern of localization of demand that 
some other stores showed, and, i n fact, a few customers 
apparently originate from "below average" socio-economic 

19 
areas i n East Vancouver and New Westminster. J The important 
elements of the domestic market are: 

(a) The importance of the North Shore market. This 
contributes 25$ out of the total sample of 40 customers, 
or 32$ of the domestic market. Obviously, the store i s 
here drawing customers from a relatively distant non-con
tiguous residential area to an eccentric location. More 
than this, i t i s attracting a l l of this significant pro
portion of customers away from the influence of competing 
stores. Thus stores 1, 2, 3, and 4 i n this group are nearer 
to North Shore customers than i s store 5, and attraction of 

Bell, L. op_. c i t . , p. 7. 
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these distant customers i s obviously i n non-spatial terms. 
Both these elemaats are as hypothesized, and are s i m i l a r 
to other s p e c i a l i z e d stores discussed. 

The a b i l i t y of store 5 to a t t r a c t North Shore cus
tomers where store 3 cannot i s unusual and must be ex
plained by the r o l e of store 1. Thus store 5 can develop 
non-spatial appeals to customers not a v a i l a b l e to store 3 
(as a branch of store 1) and can a t t r a c t customers from 
distant suburbs and past intervening stores where store 2 
cannot. 

(b) Other domestic Vancouver customers are drawn 
from western areas of the c i t y (Shaughnessy, Marpole,) from 
Richmond and New Westminster.; However, the West End, 
U n i v e r s i t y , Point Grey and K i t s i l a n o d i s t r i c t s , though areas 
of new household formation and of demand fo r f u r n i t u r e 
from other s p e c i a l i z e d stores, apparently do not generate 
s i g n i f i c a n t demands fo r c o l o n i a l f u r n i t u r e f o r t h i s store 
(or indeed, f o r any store i n the c o l o n i a l group.) House 
type and customer taste obviously d i c t a t e demands f o r 
d i f f e r e n t f u r n i t u r e s t y l e s i n these areas. 

(c) Customers are attracted long distances to shop 
at this e c c e n t r i c a l l y located store. We have alluded to 
the important proportion of customers a r r i v i n g from the 
North Shore. In f a c t , the average shopping t r i p length i s 
5 miles, one of the longest recorded, and only 24 per cent 
of customers ori g i n a t e w i t h i n 2 miles of the store. The 
store could i n no sense be c a l l e d l o c a l l y oriented, despite 
the suburban l o c a t i o n . 

( i i i ) We can note here the d i s p a r i t y between the 
"a c t u a l " store hinterland described f o r store 5, and the 
" t h e o r e t i c a l l y r a t i o n a l " pattern predicted f o r the store 
by e c o l o g i c a l theory (as was done f o r Danish modern stores.) 
At the same time, we can comment on the departure from the 
same r a t i o n a l i t y i n the market r e l a t i o n s h i p s of store 3 
i n t h i s group. 
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Noticeable i s that a t t r a c t i o n of customers to store;.-5 
from a l l western and southern areas of the c i t y a c t u a l l y 
involves considerable overlap i n customer r e l a t i o n s , 
e s p e c i a l l y with store 3. There i s apparently l i t t l e 
r a t i o n a l i t y i n terms of distance minimization i n the d i v i s i o n 
of customers between stores 3 and 5. In f a c t , some 18$ of 
the customers shopping at store 5 are nearer to store 3 and 
"ought" ( i n distance minimization terms) to shop there. At 
the same time, an even greater proportion (60$) of customers 
shopping at store 3 are nearer to store 5 and t h e o r e t i c a l l y 
"ought" to shop at the l a t t e r store. Customers from 
Richmond and K e r r i s d a l e , f o r example, f a l l i n t o t h i s group. 
This i s an impressive overlap, and again tends to bear out 
the suggestion that overlapping of customer hinterlands i s 
c h a r a c t e r i s t i c of the market r e l a t i o n s of high order r e t a i l 
stores. 

I f these figures are supplemented by the figures f o r 
North. Shore customers, the r o l e of non-spatial competitive 
factors becomes even more pronounced. Thus i t can be seen 
that only 37$ of domestic Vancouver customers shopping at 
store 5 are a c t u a l l y closer to store 5 than to any competing 
store, while f o r store 3, only 10$ of customers who use the 
store are a c t u a l l y shopping at the closest store. Again, 
i t i s clear that the majority of shoppers at such s p e c i a l i z e d 
stores are ignoring distance while making shopping t r i p s , 
and are attracted to stores by non-spatial considerations. 

Conclusion - C o l o n i a l Furniture Store Group. 
This group displays stores i n non-central locations 

drawing customers long distances from non-contiguous,extra-
l o c a l r e s i d e n t i a l areas. In two out of three stores studied, 
the majority of customers (between 75-90$) are also 
attr a c t e d across competitive space past intervening stores, 
confirming that such stores e s s e n t i a l l y compete for custom 
i n non-spatial terms. Where such overlap of store h i n t e r 
lands does not occur, t h i s i s explainable by rather unique 
o r g a n i z a t i o n a l f a c t o r s . 



188. 

In sum, t h i s store group ex h i b i t s most of the h i n t e r 
land features hypothesized and to t h i s extent confirms 
our hypotheses. ' 

Ic ANTIQUE FURNITURE STORES 
A f i n a l group of d i s t i n c t i v e f u r n i t u r e stores i s the 

antique f u r n i t u r e group. There are f i v e stores i n t h i s 
group, and t h e i r l o c a t i o n i s shown i n Map IV, Chapter IV, 
and discussed thoroughly i n that chapter. 

Discussion of store hinterlands i s again i n terms of 
examples from t h i s group. 

Store _3 • 
Store 3 can he discussed as an example of one of the 

three antique f u r n i t u r e stores located i n the Broadway-
Gra n v i l l e f u r n i t u r e row area, the same locus as store 3 i n 
the Damish modern group discussed e a r l i e r . I t i s also an 
i n t e r e s t i n g example since i t i s the most s p e c i a l i z e d of a l l 
the antique stores - (the store s e l l s only expensive, high 
q u a l i t y antiques and sales average $400 per item) - and we 
can test again the idea that increasing store s p e c i a l i z a t i o n 
i s associated with i n c r e a s i n g l y s e l e c t i v e market r e l a t i o n 
ships. Here again, there i s the p o s s i b i l i t y of a. f r u i t f u l 
comparison with store 3 of rithe Danish modern f u r n i t u r e 
group, which, as we saw, was the most sp e c i a l i z e d of i t s 
type and exhibited a p a r t i c u l a r l y s e l e c t i v e hinterland. 

A 20 per cent sample from c r e d i t records provided a 
t o t a l of 74 addresses, of which 70 were useable. These are 
plotted on Map XV. In contrast to e a r l i e r maps, customer 
o r i g i n s are here shown as dots, since the use of l i n e s would 
obscure d e t a i l s of the d i s t r i b u t i o n . 

Inspection of the map tends to confirm the ideas 
i n i t i a l l y put forward concerning the market r e l a t i o n s h i p s of 
high order stores. 
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( i ) Obviously the hinterland of antique f u r n i t u r e 
store 3 i s highly s e l e c t i v e and i s f a r from " c i t y wide." 
Customer r e l a t i o n s are with highly s p e c i f i c parts of the 
c i t y , and on the map t h i s i s shown by dense c l u s t e r i n g of 
customer o r i g i n s i n a few areas of l o c a l i z a t i o n . Thus almost 
a l l customers originate from upper middle income r e s i d e n t i a l 
suburbs of Vancouver. In terms of the divide we have usedu 
before, 94 per cent of customers (66 out of 70) l i v e i n the 
suburbs west of Cambie, though w i t h i n t h i s broad area, there 
i s a s t i l l f u rther concentration, with/most customers coming 
from the upper income areas along G r a n v i l l e Street - Old 
Shaughnessy, New Shaughnessy - and from Kerrisdale and Marine 
Drive. There i s also a d i s t i n c t c l u s t e r of customers i n the 
University d i s t r i c t , e s p e c i a l l y i n the recognizable highest 
income area of the University d i s t r i c t . 

Noticeable and rather s u r p r i s i n g i s the apparently very 
small demand generated by the high income areas of the West 
End and North Shore. There i s i a strong contrast here with 
the s p e c i a l i z e d Danish modern stores discussed e a r l i e r . 

( i i ) Such s e l e c t i v e a hinterland confirms the idea of 
" s o c i a l l y l o c a l i z e d demands." In f a c t , the areas of greatest 
demand f o r the goods offered by store 3 are rather con
s i s t e n t l y l o c a l i z e d i n areas of p a r t i c u l a r l y high income i n 
the c i t y . Thus the Marine Drive and Shaughnessy d i s t r i c t s 
are areas synonymous i n Vancouver with large houses and 
"old-established wealth." (compared with West Vancouver's image 
of "new r i c h . " ) The contrast with store 3 of the Danish 
modern group i s thus i n t e r e s t i n g l y reinforced. Both are 
highly s p e c i a l i z e d stores, both have highly s e l e c t i v e h i n t e r 
lands. But the Danish modern store draws customers mainly 
from the "newer" high income r e s i d e n t i a l areas (West End, 
B r i t i s h Properties) while the antique f u r n i t u r e store draws 
customers from the "older", upper income r e s i d e n t i a l areas 
(Shaughnessy, Marine Drive.) The c o r r e l a t i o n must r e f l e c t 
differences i n taste between the "old" and "new" r i c h , and 
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differences i n f u r n i t u r e design thought appropriate f o r 
houses of d i f f e r e n t age and design. 

( i i i ) Although the store hinterland i s highly s e l e c t i v e 
and customers are d i s t i n c t l y clustered, customers are s t i l l 
a ttracted over quite long distances to shop. Despite i t s 
non-central l o c a t i o n , the store i s drawing customers from 
beyond a l o c a l environment. Thus the average distance 
t r a v e l l e d to shop i s 2.5 miles (max. 6 miles, min. 0.3,) and 
over 60 per cent of customers l i v e more than two miles from 
the store. 

( i v ) At the same time, the store hinterland i s obviously 
not determined i n distance minimization terms. Customers 
from the University area by-pass stores 5 and 4 i n order to 
reach store 3, and customers along the G r a n v i l l e Street axis 
could also v i s i t stores 1 and 2 (see Map IV, Chapter IV.) 
Also the store i t s e l f i s e c c e n t r i c a l l y located with respect to 
i t s main market - a l o c a t i o n further south along G r a n v i l l e 
Street would apparently and t h e o r e t i c a l l y be a more e f f i c i e n t 
customer serving l o c a t i o n . 

Summary. This store then, undoubtedly a high order 
store, seems to v e r i f y a l l the suggestions made about the 
hinterlands of such s p e c i a l i z e d stores, with i t s d i s c r i m i n 
ating market, i t s s e l e c t i v e , s e c t o r a l l y shaped hinterland, 
i t s quite long shopping t r i p s , and i t s tolerance of l o c a t i o n a l 
e c c e n t r i c i t y . 

Store Jp_. 
Customer data f o r store 5 i s shown on Map XVI. I t 

w i l l be r e c a l l e d that store 5 i s a rather small store 
situated i n the University d i s t r i c t , that combines r e f i n i s h i n g 
with r e t a i l i n g a c t i v i t i e s . The merchant claimed an o r i e n t a t i o n 
to a l a r g e l y l o c a l and western suburban market, with a few 
customers coming from rather more distant areas. The map 
e s s e n t i a l l y confirms t h i s estimate. Out of 40 addresses 
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p l o t t e d , 19 (50 per cent) originate w i t h i n two miles of 
the store i n and around the University area. Beyond t h i s , 
most customers are drawn from the Kerrisdale area, with a 
few from more distant sources such as the West End and North. 
Shore. 

The predominantly l o c a l r o l e of t h i s store i s not 
too s u r p r i s i n g considering i t s small size and eccentricity. 
Perhaps i t i s more su r p r i s i n g that the store manages to 
a t t r a c t customers from as f a r away as i t does (from Kerrisdale 
and the West End) despite the p u l l of other stores ( e s p e c i a l l y 
S. G r a n v i l l e Street stores,) i n more a t t r a c t i v e l o c a t i o n s . 
In short, though highly eccentric i n l o c a t i o n , the store i s 
considerable more than l o c a l i n i t s customer r e l a t i o n s , and 
t h i s supports our hypothesis and our argument. 

Two points can be added: 
( i ) As a l e s s s p e c i a l i z e d store i n the same group 

as store 3 , the experience of t h i s store (by comparison 
with store 3 ) supports the idea that increasing business 
s p e c i a l i z a t i o n i s matched by increasing d i s c r i m i n a t i o n i n 
store r e l a t i o n s , and not by dependence on a more widespread 
hinterland. 

( i i ) Although the store hinterland i s rather more 
l o c a l l y oriented than most stores yet discussed, i t i s s t i l l 
quite s e l e c t i v e . Not a l l areas adjacent to the store con
t r i b u t e customers equally, rather customer originate from 
the rather higher income areas close to the University and 
i n K e r r i s d a l e , and equally close areas (Dunbar, W. Kitsilano)-..-. 
contribute very few customers. 

Conclusions - Antique Furniture Store Group. 
Unfortunately, through, merchant h e s i t a t i o n , data f or 

other stores i n t h i s group are not a v a i l a b l e . However, since 
the two other main stores i n the group are close to store 3 , 
are also (but not s i m i l a r l y ) q u a l i t y s p e c i a l i z e d , and are 
old-established stores, we might expect them to ex h i b i t 
comparable se c t o r a l and e x t r a - l o c a l hinterlands. C e r t a i n l y , 
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verbal summaries of store hinterlands given by merchants 
suggest that the stores cater mainly to a middle class 
market localized i n the western suburbs of the city, and 
that they have weaker relations with the eastern working 
class areas of the city. Within the western city, upper 
income enclaves (Shaughnessy, Kerrisdale, S.W. Marine Drive) 
are mentioned as areas of particular customer concentration 
by merchants. 

Thus even though coverage of this group i s less than 
complete, the data available i s useful, especially i f the 
stores actually examined are thought of as examples of 
"inner c i t y " and "suburban" located businesses, and businesses 
at different degrees of specialization. 

Thus both the stores examined have sectoral hinterlands, 
the more specialized store having the most selective hinter
land, and this being oriented to a distinctive social sub-
area i n the city. At the same time, the most eccentric store 
dra,ws a considerable extra-local trade to i t s suburban 
location, as hypothesized. 

Id OTHER FURNITURE STORES 
At least one other furniture store i n Vancouver was 

considered to f a l l into the high order category of interest 
to us, by virtue of i t s concentration on high cost,high 
quality modern furniture. This was the store discussed i n 
Chapter IV (p. 96 ) and whose location i s shown on Map IV. 
It w i l l be recalled that the store i s i n a rather isolated 
position on West Broadway, just outside the Broadway-Bayswater 
shopping d i s t r i c t . 

Also, i t w i l l be recalled that this merchant claimed 
orientation to a. wide distribution of customers but f e l t 
able to serve them from a non-central location because of the 
nature of the goods he was offering and the mobility 
characteristics of potential customers. In this, his attitude 
to location was typical of most eccentrically located business 
men interviewed. 
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I n f a c t , the market a r e a o f t n e s t o r e , when mapped, 
t e n d s t o c o n f i r m t h e m e rchant's o p i n i o n as t o t h e e x t e n t o f 
b i s c ustomer r e l a t i o n s and a l s o a p p e a r s t o be t y p i c a l o f 
t h e h i n t e r l a n d o f many n o n - c e n t r a l h i g h o r d e r s t o r e s . 

I n Map XVII.",49 customer a d d r e s s e s a r e p l o t t e d , a 10 
p e r c e n t sample f r o m c u r r e n t c r e d i t r e c o r d s . Some f a m i l i a r 
h i n t e r l a n d e l e m e n t s appear on t h e map. 

( i ) The s t o r e h i n t e r l a n d i s s e l e c t i v e i n t h e sense 
t h a t a l m o s t a l l c u s t o m e r s o r i g i n a t e f r o m th e f a m i l i a r u p p e r -
m i d d l e income r e s i d e n t i a l a r e a s ( t h e w e s t e r n s u b u r b s , Worth 
Shore and West End.) The h i n t e r l a n d ' s morphology i s l e s s 
o b v i o u s l y s e c t o r a l , however, s i n c e customers a r e r a t h e r more 
e v e n l y s p r e a d t h r o u g h o u t t h e s e m i d d l e income a r e a s t h a n was 
t h e case w i t h p r e v i o u s s t o r e s . Thus most customers s t i l l 
o r i g i n a t e f r om th e c i t y p e n i n s u l a west o f Cambie S t r e e t 
(27 out o f 49, o r n e a r l y 54 p e r c e n t , ) and w i t h i n t h i s a r e a , 
t e n d t o be l o c a l i z e d i n t h e U n i v e r s i t y and K e r r i s d a l e a r e a s . 
Worth Shore c u s t o m e r s amount t o n e a r l y 24 p e r c e n t o f t h e 
t o t a l , and t h e West End i s r a t h e r l e s s i m p o r t a n t w i t h about 
c +20 6 p e r c e n t . 

I t i s i n t e r e s t i n g t h a t t h i s r a t h e r "even" s p r e a d of 
c u s t o m e r s - one o f t h e most even y e t e n c o u n t e r e d - s h o u l d , i n 
f a c t , b e l o n g t o a n o n - c e n t r a l l y l o c a t e d s t o r e . T h i s s u g g e s t s 
t h a t even where s p e c i a l i z e d s t o r e h i n t e r l a n d s b e g i n t o 
a p p r o a c h the t r a d i t i o n a l t h e o r e t i c a l i d e a l , t h i s c a n s t i l l be 
r e c o n c i l e d w i t h a non-C.B.D. l o c a t i o n . 

( i i ) Prom t h i s d i s t r i b u t i o n o f c u s t o m e r s , i t i s 
o b v i o u s t h a t demand i s s o c i a l l y l o c a l i z e d among m i d d l e income 
g r o u p s , though i t i s l e s s easy t o i n f e r f u r t h e r r e f i n e m e n t s 
i n t h e l o c a l i z a t i o n o f demand as was p o s s i b l e w i t h some 
p r e v i o u s s t o r e s . One r e f i n e m e n t can be n o t e d , however, 
D u r i n g i n t e r v i e w , the merchant remarked t h a t a s i g n i f i c a n t 
number o f c u s t o m e r s were m i d d l e c l a s s Jews who l i v e d i n t h e 

Though r e l a t i n g t h e s e two l a t t e r f i g u r e s t o t h e p r o 
p o r t i o n o f t h e m e t r o p o l i t a n a r e a p o p u l a t i o n t h a t t h e s e d i s 
t r i c t s c o n t a i n , i n d i c a t e s t h a t i n b o t h c a s e s th e s t o r e a t t r a c t s 
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4 1 s t and Oak Street area (a suburban area, with a substan
t i a l Jewish community and a number of Jewish i n s t i t u t i o n s . ) 
The incidence was noticeable enough to c a l l forward t h i s 
unprompted information, and i s thus perhaps s i g n i f i c a n t enough 
to be reported. I t i s not impossible that p a r t i c u l a r tastes -
even i n f u r n i t u r e - are l o c a l i z e d i n such ethnic groups, 
and that t h i s store i s - (perhaps c o i n c i d e n t a l l y ) - catering 
to a "middle c l a s s Jewish" taste. I f so, i t adds another 
dimension to the idea of " s o c i a l l y l o c a l i z e d demands" which, 
thus f a r has been phrased more i n terms of s o c i a l c lass than 
ethnic v a r i e t y . 

On the map there does seem to be a c l u s t e r i n g of 
customers i n the area indicated, giving some confirmation of 
the merchant's opinion. 

( i i i ) The store i s obviously a t t r a c t i n g customers over 
quite long distances from non-local r e s i d e n t i a l areas. The 
average shopping t r i p distance i s 4 miles, one of the longest 
yet recorded, with over 75 per cent of customers o r i g i n a t i n g 
beyond the two mile " l o c a l " zone. 

I t i s not so easy to say f o r t h i s example that the 
store i s " d i s t o r t i n g competitive space" by a t t r a c t i n g 
customers away from nearer stores, since we have admitted that 
no exactly s i m i l a r store e x i s t s i n Vancouver. But i t i s 
obvious that the store i_s drawing customers from areas close 
to competing r e t a i l o u t l e t s (such as the C.B.D., with i t s 
considerable r e t a i l a t t r a c t i o n s and i t s department stores,) 
and also i n some cases, past intervening f u r n i t u r e store 
c l u s t e r s , such as the C.B.D. and the South G r a n v i l l e Street 
area. Competition i s obviously not based p r i m a r i l y on near
ness to customers, and on t h i s evidence, store l o c a t i o n may 
indeed be relatively f l e x i b l e . 

Por t h i s store, a card questionnaire was attempted, 
and although r e s u l t s were again disappointing, they are 

about twice the number of customers i t "ought" to 
a t t r a c t i f i t drew custom evenly from a l l areas. 
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presented as indications of store operations. 
Ten cards were returned from the store, and the useable 

data i s summarized below followed by inferences t e n t a t i v e l y 
drawn from t h i s information. 

( i ) Each customer purchased, on the average, $987 
worth of goods (minimum $120, maximum $4700). This confirms 
the assumption that f o r some high order stores, goods offered 
are high p r i c e . Obviously, such expensive items w i l l be 
bought r e l a t i v e l y infrequently and even more obviously, costs 
of transport during shopping w i l l be r e l a t i v e l y s l i g h t , 
encouraging customer mobility i n shopping. 

( i i ) In f a c t , 9 out of 10 respondents looked i n "other 
stores" and i n "other shopping d i s t r i c t s " before purchasing, 
and 6 out of 10 indicated .that previous shopping t r i p s had 
been made before purchase was completed. Thus the- idea that 
purchase of high order goods i s preceded by f a i r l y prolonged 
shopping around receives some confirmation, and again customer 
mob i l i t y and r e l a t i v e i ndifference to distance i n the purchase 
of such goods i s hinted at. 

( i i i ) Customer m o b i l i t y i s p o t e n t i a l l y confirmed by the 
fact that a l l customers ar r i v e d by car. 

(i v ) 9 out of 10 respondents arrived to shop from 
home (as opposed to work, h o t e l , etc.) This i s encouraging 
since i t suggests that examination of f u r n i t u r e store h i n t e r 
lands through c r e d i t records (i.e.residence based data) which 
have been used extensively i n t h i s study, adequately represents 
shopping t r i p o r i g i n s , as w e l l as summarizing customer 
d i s t r i b u t i o n s i n socio-economic terms. 

(v) A l l customers i n the card survey, as expected, 
originated from middle-income r e s i d e n t i a l areas (western 
suburbs, and North Shore.) Though closer analysis of o r i g i n s 
would be meaningless for such a small sample, i t i s i n t e r e s t 
ing that the proportion of respondents from the North Shore 
(3 out of 10) corresponds quite w e l l to the proportion of 
customers shown r e s i d i n g i n that area by the l a r g e r c r e d i t 
record sample. 
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Summary. In a 11 e s s e n t i a l d e t a i l s then, on the 
basis of both c r e d i t data and questionnaire data, t h i s 
example seems to confirm our major hypotheses and the assump
tions on which they were based. Taken with the l o c a t i o n 
h i s t o r y of the f i r m discussed i n Chapter "IV, we have as 
good a picture of a non-centrally located high order, 
f u r n i t u r e store as was hoped would emerge from t h i s study. 

Conclusions - Furniture Store Group. 
Analysis of the hinterland c h a r a c t e r i s t i c s of s p e c i a l i z e d 

f u r n i t u r e stores i n Vancouver i s convincing. The patterns 
of market r e l a t i o n s h i p s i d e n t i f i e d are quite l i k e the patterns 
predicted by our hypotheses, while they are unlike patterns 
predicted by t r a d i t i o n a l notions of c i t y r e t a i l organization, 
e s p e c i a l l y c e n t r a l place theory. 

Important features include: 
( i ) S e l e c t i v i t y i n store r e l a t i o n s h i p s , not city-wide 

o r i e n t a t i o n . Such s e l e c t i v i t y i s analysable to quite f i n e 
l i m i t s i n terms of the concentration of demand among d i s 
t i n c t i v e s o c i a l l y l o c a l i z e d and a r e a l l y l o c a l i z e d groups, to 
whom goods and stores appeal. This i s true of both c e n t r a l l y 
and non-centrally located stores, and f o r the l a t t e r , i t may 
involve drawing customers quite long distances from extra-
l o c a l areas. 

( i i ) Increasing store s p e c i a l i z a t i o n i s associated 
with increasing s e l e c t i v i t y i n store market r e l a t i o n s . This 
i s seen best i n the most s p e c i a l i z e d Danish modern and antique 
f u r n i t u r e stores discussed. 

( i i i ) Store hinterlands are obviously not determined 
by simple s p a t i a l competition. Most customers by-pass nearer 
stores i n order to shop at more distant stores, and up to 9 0 
per cent of customers may act i n t h i s manner. Customer 
a t t r a c t i o n depends upon store image as much as upon store 
l o c a t i o n . This point is"proved" by the experience of branch 
stores i n the c o l o n i a l f u r n i t u r e c l a s s : where no difference 
i n image can develop between such stores, the d i v i s i o n of the 
market i s more nearly i n s p a t i a l terms. 
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I I . GIFT STORES 

A n a l y s e s of the market r e l a t i o n s h i p s o f the " g i f t " 
group of s t o r e s i s l e s s complete than f o r the f u r n i t u r e 
group, both i n terms o f the number of s t o r e s d i s c u s s e d 
and the r e l i a b i l i t y o f d a t a f o r the s t o r e s c o n s i d e r e d . 
T h i s i s determined by a number of f a c t o r s : 

( i ) U n w i l l i n g n e s s of some merchants t o supply 
n e c e s s a r y d a t a . 

( i i ) I n a b i l i t y of even w i l l i n g merchants to supply 
d a t a , s i n c e f r e q u e n t l y no r e c o r d s o f customer addresses 
were kept f o r cash s a l e s . 

( i i i ) The p a r t i a l f a i l u r e o f the q u e s t i o n n a i r e p r o 
gramme designed to c o l l e c t customer data i n s t o r e s of t h i s 
type. 

However, some a n a l y s i s i s p o s s i b l e and i s r e p o r t e d 
here. I t i s to be expected t h a t h i n t e r l a n d c h a r a c t e r i s t i c s 
d e s c r i b e d f o r the g i f t s t o r e group w i l l be found to be 
r a t h e r s i m i l a r to those o f the s p e c i a l i z e d f u r n i t u r e s t o r e 
group a l r e a d y d i s c u s s e d , but w i l l a l s o show some d i f f e r e n c e s 
from t h i s s t o r e group. I t has been suggested t h a t g i f t 
items are lower c o s t than f u r n i t u r e items, and perhaps more 
f r e q u e n t l y bought. Thus i t i s p o s s i b l e t h a t market h i n t e r 
l a n d s o f g i f t s t o r e s , ( i n comparison w i t h s p e c i a l i z e d 
f u r n i t u r e s t o r e s ) w i l l be l e s s s e c t o r a l and more c i r c u l a r i n 
shape, shopping t r i p s d i s t a n c e s l e s s l e n g t h y and more l o c a l , 
and s t o r e market a r e a s more determined by s p a t i a l c o m p e t i t i o n 
f a c t o r s (nearness) than by product d i f f e r e n t i a t i o n and image 
p r o j e c t i o n . I t i s p r e c i s e l y t h i s c o n t r a s t which i s a use
f u l one to develop, and which, j u s t i f i e s the d i s c u s s i o n o f 
the g i f t s t o r e group here a t some l e n g t h . 

H a DANISH MODERN GIFT STORES 
Data f o r t h i s p a r t i c u l a r group of s t o r e s i s p a r t i c u l a r l y 

l i m i t e d and treatment must remain p e r f u n c t o r y . 
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Downtown Gift Stores. 
Two stores i n this group (stores 1 and 2 on Map 

i n Chapter IV) are downtown, and some slight information i s 
available concerning one store. 

Por one store (1), no data was available. This i s 
the store that i s chronically unprofitable and shortly to 
close. Because most sales were cash sales, no significant 
customer data was available for use, and the merchant was 
unwilling to take part i n the card questionnaire programme. 

Similarly, store 2 (the Robson Street store) could 
yield no credit record data. However, here a questionnaire 
programme was carried out. Por this store alone, the response 
was too small to be meaningful, but when combined with a 
neighbouring store, the response gives a useable total of 

21 
1 7 observations. The "other" store with which data i s 
combined i s , i n fact, a not too dissimilar store selling 
modern "Canadian" g i f t s ; we are here then, referring to 
two stores and the picture presented i s for "downtown 
specialized g i f t " stores rather than Danish, modern stores 
per se. However, aggregation i s permissible since the stores 
are not totally dissimilar i n merchandise offered (both, are 
high price, high quality,) and the stores are situated side 
by side on Robson Street. 

The most important detail about the store hinterland 
of this "Robson Street g i f t store group" i s the importance 
of the downtown population i t s e l f i n trade. This was disr-
cussed f u l l y i n Chapter IV, where the importance of this 
downtown trade as a location influence was brought out. 
Reference to Table III i n Chapter IV reminds us of the im-r 
portance of downtown as a. source of customers, since 66 per 
cent (11 out of 17) customers were either tourists or workers 
originating from downtown hotels and work places. Other 

The neighbouring store was referred to i n Chapter IV 
and data for the two stores was there aggregated and made 
the basis of Table III. 
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customers originated from upper middle income r e s i d e n t i a l 
areas of Vancouver (as expected,) including many from the 
West Point Grey area. 

The use of cards to c o l l e c t hinterland data instead of 
c r e d i t records, enables t h i s picture of the actual o r i g i n s 
of customer shopping t r i p s (with i t s strong downtown bias) 
to be compared with a hinterland picture based on r e s i d e n t i a l 
o r i g i n s of customers. No map presentation i s developed from 
t h i s data since numbers are too small, but the general trend 
i s c l e a r . A l l the s i x people who arrived to shop from down
town work places a c t u a l l y l i v e i n middle income r e s i d e n t i a l 
areas, including Point Grey, West End and North Shore (which 
had 3 out of the 6.) These o r i g i n s are s i m i l a r to the 
customers who t r a v e l l e d to the store d i r e c t l y from home,in 
that they are a l l middle income areas. The stores are thus 
seen to be serving a predominantly middle class c l i e n t e l e . 

The store hinterlands of the Robson Street downtown 
g i f t stores are thus s e l e c t i v e i n the sense that they draw 
customers heavily from downtown .workplaces and hotels, or 
from middle income areas of the c i t y , and since also, (on 
the evidence of customer r e s i d e n t i a l o r i g i n s ) they cater 
e n t i r e l y to.- a middle class c l i e n t e l e . In both circumstances 
t h i s denies the idea that highly s p e c i a l i z e d downtown stores 
are oriented to a " c i t y wide" customer hinterland. 

The card questionnaire also hints at answers to other 
questions, e s p e c i a l l y assumptions of customer m o b i l i t y . 

( i ) The average cost of items bought i s low ($5), 
22 

except f o r one $ 3 0 0 item purchased by one respondent. I f 
customers are t r a v e l l i n g f a i r l y long distances to shop at 
such stores, i t i s not because transport costs are i n s i g 
n i f i c a n t i n proportion to t o t a l costs (as could be argued 
with f u r n i t u r e stores,) but because customers are seeking 

This item i s omitted from the c a l c u l a t i o n of 
"average" p r i c e . 
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s p e c i a l i z e d items not l o c a l l y a v a i l a b l e . 
( i i ) Despite the low cost of goods bought, purchase 

was s t i l l frequently preceded by "shopping around." Over 
h a l f the customers replying (8 out of .-17) indicated that 
t r i p s had been made to other stores before purchase, and 
most of these involved s p e c i a l t r i p s to other shopping d i s 
t r i c t s . Customer m o b i l i t y seems r e l a t i v e l y high despite the 
low cost of items purchased. 

( i i i ) Data on methods of customer t r a v e l i s too diverse 
to be meaningful f o r small numbers. A l l customers o r i g i n 
ating from downtown work places and hotels (11 out of 16) 
walked to the store, while f o r customers a r r i v i n g from home, 
ha l f (3 out of 6) came by car and h a l f by bus. This l a t t e r 
data i s , however, meaningless by i t s e l f , and cannot be used 
to confirm or deny assumptions of customer m o b i l i t y . 

Summary. Thus f o r downtown sp e c i a l i z e d g i f t stores 
of t h i s type, we have rather meagre data, but nonetheless, 
data which tends to support our main arguments, namely the 
s o c i a l l y l o c a l i z e d nature of the demands fo r high order 
goods and the consequent se c t o r a l bias i n the hinterlands 
of high order stores. In t h i s case, s e l e c t i v i t y involves 
o r i e n t a t i o n to a middle class market a r e a l l y l o c a l i z e d i n 
downtown hotels and work places, and middle class areas of 
suburban Vancouver. 

Non-central Stores. 
Two examples of non-centrally located Danish modern 

g i f t stores w i l l be examined, namely store 3 and store 4-.:.;. 

Store 2.' Store 3 i s a Danish, modern g i f t store 
located i n the U n i v e r s i t y d i s t r i c t . I t i s an old-established 
store (the f i r s t of i t s type to open i n the c i t y ) and claims 
and o r i e n t a t i o n to an e x t r a - l o c a l market. The basis of 
the store's appeal to distant customers i s , the merchant 
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suggests, partly based on quality and uniqueness of goods, 
but more especially, on a reputation and store image built 
up over a long period of operation. This enables the store 
to attract customers from quite distant suburbs past 
theoretically competitive stores. The merchant's attitude 
i n this context, (based on experience) f i t s well certain 
i n i t i a l assumptions we made about the characteristics of high 
order businesses and, i f confirmed, would tend to support 
hinterland hypotheses developed on the basis of those 
assumptions. 

Data are available for this store, though not from 
credit records. A sample of customer addresses was taken 
from a mailing l i s t compiled by the merchant. Mailing l i s t 
data are i n some respects comparable to credit record data. 
Customers entered on mailing l i s t s have usually made a 
relatively large purchase and not a small cash purchase. 
The mailing l i s t , l i ke the credit record, may thus under
estimate some very local trade. The chief difference between 
the two data sources i s that a mailing l i s t i s complied and 
added to over a period of time, i n contrast to the credit 
record which describes only recent purchases and outstanding 
accounts. Mailing l i s t data are thus not s t r i c t l y comparable 
with credit data, since each refers to different time 
periods. However, this defect i s probably not crippling, 
and does not deny the u t i l i t y of the data. 

Prom a mailing l i s t of 2,000 addresses, a systematic 
sample of 50 addresses was selected, ignoring customers who 
had moved out of town, but who remained on the mailing l i s t . 
These addresses are plotted on map XVIII and from inspection 
of the map, several elements stand out. 

(i) Most customers (70 per cent) come from the 
western part of the city - from Point Grey, the University, 
Dunbar, and Kerrisdale, i .e. from the middle income suburbs 
close to the store. A significant number, however, come 
from more distant residential areas, notably the North 
Shore ( l l out of 50, or 22 per cent.) The store hinterland 
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i s s e l e c t i v e i n the sense that a l l customers come from 
t y p i c a l l y upper middle income r e s i d e n t i a l areas, while at 
the same time, the store i s an example of an e c c e n t r i c a l l y 
located s p e c i a l i t y store drawing customers over quite long 
distances from non-contiguous r e s i d e n t i a l areas to shop, 

( i i ) The store obviously has quite a strong l o c a l 
o r i e n t a t i o n . About 40 per cent of customers l i v e w i t h i n 
two miles of the store (quite a large proportion compared to 
other stores discussed,) and the average distance to shop 
i s 3.5 miles. However, many customers are s t i l l a ttracted 
over long distances, f o r example from Ker r i s d a l e , K i t s i l a n o 
and the North Shore. More than t h i s , distant customers are 
being attracted despite t h e i r proximity to closer competing 
stores, o f f e r i n g s i m i l a r merchandise and which "ought" to be 
acting as intervening opportunities. Thus North Shore cus
tomers ignore s i m i l a r stores (1 and 2) downtown i n order to 
t r a v e l to store 3, while Kerrisdale customers ignore store 6 
of the Danish f u r n i t u r e group, (which must also be considered 
a competitor since i t s e l l s small g i f t s (as w e l l as f u r n i t u r e . ) 
I f the Danish f u r n i t u r e stores i n the G r a n v i l l e Street:'.inner 
c i t y area are also considered competitors, then K i t s i l a n o 
and Shaughnessy customers are also attracted to store 3 
against the p u l l of these nearer stores. Thus although, the 
store has a considerable element of l o c a l trade, i t s h i n t e r 
land i s not determined simply by s p a t i a l competition, since 
customers are attrac t e d to the store out of the t h e o r e t i c a l 
grasp of a l t e r n a t i v e stores. Although t h i s overlap of store 
hinterlands i s l e s s w e l l marked than with, the f u r n i t u r e 
store group (where, on average, 75 per cent of customers are 
attracted against the p u l l of competitive stores,) i t i s 

23 
s t i l l s i g n i f i c a n t l y high. 

Inspection of the map i n terms of customer o r i g i n s 
and competing stores reveals that 24 out of 50 customers 
shopping at store 3 (48 per cent) are nearer to store 3 than 
any other competing store, while 52 per cent of customers 
are attracted to the store despite being closer to a l t e r n a t i v e 
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In this l a t t e r context, a comparison of the hinter-* 
land of this specialized g i f t store with the hinterlands of 
similar downtown stores, reveals that the latter also draw 
customers from areas actually closer to competing stores, 
including some customers from the University d i s t r i c t close 
to store 3; (customers who travel downtown to shop from 
Point Grey, for example.) Interlocking of store hinterlands, 
though, not great, i s thus apparently mutual among stores of 
this group. 

Store 4_. Store 4 i n i t s West Vancouver location, was 
described as a specialized g i f t store oriented to an essentially 
local market, where the local market generated particular 
and sufficient demands to support the store. The actual 
store hinterland (based on 30 customer addresses drawn from 
a mailing l i s t , ) i s shown on Map XVIII (along with the hinter
land for store 3,) and i t apparently confirms the merchant's 
estimate. 

(i) Most customers shopping at store A originate from 
the North Shore middle class suburbs, a negligible number 
of customers being attracted from across the ci t y . Moreover, 
most customers originate from close to the store, and shopping 
trips are shorter than for other specialized stores on the 
North Shore (e.g. colonial furniture and Spanish g i f t stores 
discussed i n this study.) Thus the average shopping t r i p i s 
2.4 miles i n length (the shortest recorded,) and 50 per cent 
of customers originate within two miles of the store. On 
this basis, the store i s the most "l o c a l l y " oriented ;of any 
North Shore specialized store, and indeed of a l l the stores 
classed as "high order" i n this study. Inshort, the store 

stores. Compare this with the theoretical hinterland 
patterns derived for specialized furniture stores (pp.167-176.) 
Here we have a. rather less impressive overlap, but this i s as 
suggested. 
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i s supported by demand l o c a l i z e d i n the adjacent middle 
income suburb. The income and taste structure of the 
suburb i s such that a s p e c i a l i z e d store can be supported on 
the basis of l o c a l demand alone. 

( i i ) The store must be considered as a t t r a c t i n g most 
custom i n simple nearness terms. I t apparently a t t r a c t s 
few customers out of the t h e o r e t i c a l reach of other stores. 
However, i f store 7 i n the Danish modern fu r n i t u r e group 
(located i n the Park Royal Shopping centre) i s considered a 
p o t e n t i a l competitor (as i t r e a l i s t i c a l l y might,.) then 
customers from North Vancouver, Ambleside and B r i t i s h Prop
e r t i e s (about 20 per cent of the t o t a l ) are being attracted 
out of the competitive space of t h i s alternate store. This 
proportion i s s l i g h t compared to other s p e c i a l i z e d stores 
discussed, and again suggests that hinterland overlap i n the 
g i f t group of stores i s l e s s developed than i n the f u r n i t u r e 
group.of stores. 

More obvious from Map XVIIIis the success of store 3 
( i n Point Grey) i n a t t r a c t i n g shoppers out of the t h e o r e t i c a l 
reach of t h i s store, (store §.) Perhaps t h i s pattern means 
that i t i s easier f o r s p e c i a l i z e d stores on the mainland to 
a t t r a c t customers from the North. Shore than i t i s f o r North 
Shore stores to a t t r a c t mainland residents, since t h i s move
ment of North Shore customers to mainland stores i s a pattern 
we have seen before, ( i n the c o l o n i a l and Danish f u r n i t u r e 
store groups, f o r example.) Possibly North Shore residents 
b u i l d up an "awareness" of store opportunities during 
commuting t r i p s to mainland work places, which i s l a t e r 
actualized i n shopping t r i p s to mainland stores. Since com
muting from mainland residences to North Shore work places 
i s n e g l i g i b l e , mainland residents are l e s s l i k e l y to b u i l d 
up a f a m i l i a r i t y with North Shore s p e c i a l i t y stores, and 
are l e s s l i k e l y to become customers of such North Shore stores. 

Summary. Non-centrally located Danish modern g i f t 
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stores show s e l e c t i v e market hinterlands i n the sense that 
they apparently appeal mainly to middle class customers. 
This o r i e n t a t i o n can involve the a t t r a c t i o n of customers 
from non-contiguous,middle class areas to shop at quite 
distant stores (as with store 3.) However, t h i s e x t r a - l o c a l 
element i n store appeal i s l e s s developed than f o r non-
c e n t r a l l y located s p e c i a l i z e d f u r n i t u r e stores (as expected) 
and hinterlands are a r e a l l y more r e s t r i c t e d . 

At the same time, overlap of store hinterlands i s 
not excluded, and although again t h i s may he l e s s than f o r 
spe c i a l i z e d f u r n i t u r e stores, i t i s c e r t a i n l y not negligible 
(between 20 per cent - 50 per cent of custom.) 

Conclusions - Danish Modern G i f t Stores. 
The evidence of t h i s store group supports our main 

hjnterland hypothesis, i . e . that high order stores have 
s o c i a l l y and a r e a l l y s e l e c t i v e hinterlands. In t h i s case, 
" s e l e c t i v i t y " means o r i e n t a t i o n to a middle class market, 
a r e a l l y l o c a l i z e d i n the western and North. Shore suburbs 
of Vancouver or (for c e n t r a l l y located stores) i n downtown 
work places and hotels. 

At the same time, the evidence also contrasts with 
the evidence of most s p e c i a l i z e d f u r n i t u r e stores discussed, 
i n that store hinterlands have l e s s e x t r a - l o c a l appeal 
(are l e s s l i k e l y to a t t r a c t customers over long distances 
to eccentric locations,) and show l e s s hinterland overlap. 
I f g i f t stores are regarded as rather "lower order" than 
f u r n i t u r e stores, however, (on the basis of assumed f r e 
quency of purchase) t h i s also tends to support our hinter^-
land hypotheses. I t demonstrates that suggestions made 
about the hinterland c h a r a c t e r i s t i c s of high order stores 
a c t u a l l y do become more apparent as stores become more 
unambiguously "high order", i . e . as the "order of good" 
variable changes. 
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l i b SPANISH GIFT STORES 
The evidence for two of the three stores of this 

type i n Vancouver can be presented, namely store 1 i n 
West Vancouver and store 3 i n the University d i s t r i c t . In 
both cases, credit data were not available, but merchants 
maintained a record of customer residences i n sales s l i p s . 
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and a sample of addresses was taken from this source. 

Store 1_. 
Store 1 i s a small store situated i n West Vancouver. 

It w i l l be recalled that the merchant claimed orientation 
to a local North Shore market and doubted his a b i l i t y to 
attract custom from non-contiguous, middle class r e s i 
dential areas. He considered the wealthy North Shore 
suburban market large enough to support even his specialized 
store, since he believed that the demand for the product 
he was offering would probably be localized i n that part 
of the c i t y . In other words, the merchant located his 
specialized store eccentrically, since he believed his 
potential market was also areally localized i n a particular 
suburb of the ci t y . 

(i) The map (Map XIX) confirms the merchant's 
estimate of his store hinterland characteristics. Almost 
a l l customers originate on the North Shore, with only 7 
out of 40 customers (17 per cent) originating from the 
mainland. Again, however, (as with previous non-central 
stores,) even close-in areas do not contribute customers 
evenly, there being notable concentrations of customers i n 
recognizably upper income areas of this predominantly middle 

In both cases, the last 40 addresses were taken, 
i.e. the 40 most recent sales. See footnote 18 (p. 181) 
for note on sales slips as sources of data. 
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income suburb ( B r i t i s h Properties, Marine Drive, e t c . ) . 
In t h i s sense, the store hinterland i s s e l e c t i v e , since 
demand i s l o c a l i z e d among upper middle class customers 
and t h i s i s r e f l e c t e d i n the morphology of the hinterland. 

( i i ) The store hinterland must be regarded as l o c a l 
i n scope, at l e a s t i n comparison to most other stores 
t h i s f a r discussed. Although, shopping t r i p distances are 
not short (averaging 3 . 0 miles,) t h i s f i gure i s probably 
biased upwards by the physical s e t t i n g of the store, and 
does not deny the use of the " l o c a l " adjective. Por 
example, about 42 per cent of customers -.shopping at the 
store originate w i t h i n the two mile " l o c a l " zone (rather 
l e s s than with other stores discussed.) But t h i s measure 
of " l o c a l " i s l e s s meaningful f o r t h i s example, since the 
business i s situated close to the coast, and r e s i d e n t i a l 
areas are dispersed i n l i n e a r fashion between the mountains 
and sea. This pattern of r e s i d e n t i a l dispersion tends to 
r e s u l t i n r e l a t i v e l y long shopping t r i p s , even f o r t r i p s 
" l o c a l " i n nature, and t h i s produces a higher average 
t r i p length figure f o r the store than we would expect f o r 
a more normal d i s t r i b u t i o n of customers around the store. 

However, i t i s more clear from the map that 
r e l a t i v e l y few customers make the long t r i p s from non
contiguous r e s i d e n t i a l areas c h a r a c t e r i s t i c of high order 
stores already discussed, and on t h i s basis, the store 
hinterland i s more c h a r a c t e r i s t i c a l l y l o c a l . 

One p o s s i b i l i t y remains. Although we have c a l l e d 
t h i s store hinterland " l o c a l " i t may s t i l l be extensive 
compared to the hinterlands of other stores i n the same 
North Shore shopping d i s t r i c t . In f a c t , we lack a r e a l 
operational d e f i n i t i o n of " l o c a l " f o r North Shore stores 
against which to measure the a t t r a c t i o n of the p a r t i c u l a r 
store. 

( i i i ) There i s l e s s evidence of customers being 
attracted to the store against the p u l l of competing stores. 
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On the evidence of the map, the s t o r e i s a t t r a c t i n g 
customers m a i n l y i n nearness terms, though some customers 
(17 per cent) are a t t r a c t e d from the mainland out of the 
t h e o r e t i c a l grasp of s t o r e 3 i n t h i s group, S i m i l a r l y , 
s t o r e 3 a t t r a c t s a few customers to i t s e l f from a r e a s 
a d j a c e n t to t h i s s t o r e , as we s h a l l emphasize l a t e r . 

Summary. Por t h i s s t o r e then, h i n t e r l a n d des-
c r i p t i o n s a p p l i c a b l e t o most o t h e r h i g h o r d e r s t o r e s do 
not a p p l y w i t h as much, f o r c e . I t s h i n t e r l a n d i s l a r g e l y 
l o c a l (though, s t i l l s e l e c t i v e , ) i s l a r g e l y determined by 
s p a t i a l c o m p e t i t i o n , and a l s o i n v o l v e s few l o n g shopping 
t r i p s . T h i s i s d e s p i t e the undoubted commodity s p e c i a l i z a t i o n 
o f the s t o r e and the h i g h p r i c e and q u a l i t y o f goods 
o f f e r e d , i n which terms the s t o r e i s a t l e a s t as s p e c i a l i z e d 
as any downtown s t o r e . Thus on t h i s evidence, we might 
suggest t h a t s p e c i a l i z a t i o n i n r e t a i l t r a d e i s compatible 
not only w i t h e c c e n t r i c l o c a t i o n , but a l s o w i t h l o c a l mar
ket dependence, i f the l o c a l market i s wealthy and i s the 
l o c u s o f s p e c i a l i z e d t a s t e s and demands. T h i s s i t u a t i o n , 
however, i s p r o b a b l y l e s s u s u a l than i s e x t r a - l o c a l 
o r i e n t a t i o n i n the customer r e g i o n s o f s p e c i a l i z e d s t o r e s 
i n v o l v i n g the drawing of customers from both a d j a c e n t and 
d i s t a n t r e s i d e n t i a l a r e a s . 

S t o r e _3_* 
S t o r e 3 i n the same group i s a l a r g e r s t o r e , l o c a t e d 

i n the U n i v e r s i t y d i s t r i c t . When opened, i t expected to 
draw customers from q u i t e d i s t a n t sources because of the 
assumed unique n a t u r e o f goods o f f e r e d and an e c c e n t r i c 
l o c a t i o n was j u s t i f i e d on t h i s b a s i s . T h i s a t t i t u d e was 
c i t e d i n Chapter IV i n support o f our l o c a t i o n h y p o t h e s i s . 

A sample of 40 customer o r i g i n s from s a l e s r e c o r d s 
was taken and 36 are p l o t t e d on the same map as da t a f o r 
s t o r e 1 (Map XIX.) Pour customers (10 per cent) o r i g i n a t e d 
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outside Vancouver (from V i c t o r i a and Vernon) and were 
attracted to the store (the merchant suggested) through 
advertisements placed i n regional magazines. This extra-
Vancouver trade i s s i g n i f i c a n t f o r such a non-centrally 
located store since i t confirms the more than l o c a l pre
tensions of the store. 

Elements of the Vancouver domestic hinterland can 
be noted and compared to the merchant's estimates which 
structured l o c a t i o n choice. 

( i ) Most customers reside i n upper-middle income 
areas, mainly-in the western suburbs (University, Point 
Grey, Ker r i s d a l e , South G r a n v i l l e , ) with a few customers 
o r i g i n a t i n g from Eastern Vancouver addresses. This repeats 
the pattern of s o c i a l l o c a l i z a t i o n i n demand seen i n every 
store examined i n t h i s study so f a r . 

( i i ) Most customers obviously originate from rather 
l o c a l areas; 40 per cent came from w i t h i n two miles of 
the store, while the average distance to shop i s 3.0 miles. 
However, on t h i s basis, (and allowing f o r a more even 
d i s t r i b u t i o n ofc customers around the store) the store seems 
s l i g h t l y l e s s immediately l o c a l l y oriented than did store 1 
i n the same group. The store also succeeds i n d r a w i n g 
customers over rather longer distances than did store 1, 
from non-local r e s i d e n t i a l areas (such as Kerr i s d a l e , and 
K i t s i l a n o ) and t h i s i s as the merchant anticipated and as 
we hypothesized. 

( i i i ) Since there are so few stores of t h i s type ine. 
Vancouver, i t i s d i f f i c u l t to speak of " i n t e r l o c k i n g " of 
store hinterlands and to analyse competitive v. non-com
p e t i t i v e factors i n hinterland d e f i n i t i o n . However, 
comparison of hinterlands of stores 1 and 3 does suggest a 
d i v i s i o n of the metropolitan market i n l a r g e l y s p a t i a l 
terms, with store 1 a t t r a c t i n g mainly :iNorth Shore custom 
and store 3 mainly mainland custom with r e l a t i v e l y small 
amounts of customer movement to unnecessarily distant stores 
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taking place. Certainly, the division of available custom 
i s more nearly on spatial lines than was the case with 
the furniture store group, and the distortion of hinter
lands by non-spatial competitive factors seems less 
apparent i n this store group. 

Conclusions - Spanish Gift Stores. 
Again i t i s i n terms of contrast with the hinterland 

patterns of specialized furniture stores that analysis of 
this store group i s f r u i t f u l . If we think i n terms of a 
continuum of "orders of stores" along which businesses can 
be ranked, then specialized g i f t stores rank lower than 
specialized furniture stores. Along such a continuum we 
have hypothesized that hinterland characteristics typical 
of high order businesses (sectorality, overlap, extra-local 
customer attraction, non-spatial determination) increase 
with rank, and the evidence of the Spanish g i f t group of 
stores tends to confirm this notion, especially i n contrast 
to furniture stores discussed earlier. 

He ANTIQUE GIFT STORES. 
This i s a. large store group and w i l l be examined 

rather cursorily. Only one centrally located store w i l l 
be discussed i n detail, while some rather sparser data 
relating to downtown antique stores i n general w i l l be 
presented. 

Downtown Antique Gift Stores. 
There are 1 0 such stores downtown i n two main 

clusters, one on Howe Street, one on Robson Street. Here 
we examine the characteristics of the Howe Street cluster 
i n terms of a sample of customer addresses drawn from the 
sales slips of one store and i n terms of card questionnaire 
data aggregated for two neighbouring stores. 
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Howe Street Store. Sales s l i p data are a v a i l a b l e 
for one store now located downtown i n the 1100 block Howe 
Street. However, u n t i l very recently, t h i s store was 
located i n the 800 block Howe Street, and data c o l l e c t e d 
r e f e r s to t h i s more ce n t r a l l o c a t i o n and not the present 
s i t u a t i o n i n the "frame" of the C.B.D. This i s , i n f a c t , 
an advantage. I t enables us to use card questionnaire data 
for the Howe Street antique store group as a whole to 
complement sales record data f o r t h i s i n d i v i d u a l store, 
since a l l stores were i n i t i a l l y close enough together to be 
considered a "store c l u s t e r . " The discussion of customer 
r e l a t i o n s that follows then can be considered as comment 
on the "Howe Street antique g i f t store group.? 

Por the i n d i v i d u a l Howe Street store, the l a s t 40 
sales were recorded. Out of t h i s t o t a l , 8 customers (20 per 
cent) originated from out of town, and probably represent 
t o u r i s t trade. This i s one of the highest proportions of 
out-of-town trade reported f o r any store yet discussed, and 
i t accords quite w e l l with our i n i t i a l hypothesis that 
c e n t r a l l y located s p e c i a l i z e d stores depend s i g n i f i c a n t l y 
on downtown t o u r i s t s f o r custom. I f anything, i t i s per
haps a, smaller proportion than expected, possibly r e f l e c t i n g 
the time (October) that the sample was c o l l e c t e d . 

The d i s t r i b u t i o n of the remaining customers r e s i d i n g 
i n Vancouver i s shown :.on Map XX. The map stands as a 
p a r t i c u l a r l y c l e a r expression of our argument. Here, f or 
a c e n t r a l l y located high order store, i s a hinterland pattern 
which makes i n exemplary fashion most of the points we 
would wish i t to make. 

( i ) The store's customer r e l a t i o n s are highly 
s e l e c t i v e and the hinterland i s thus sectoral i n shape. 
Customers are l o c a l i z e d i n upper income r e s i d e n t i a l areas, 
and more s p e c i f i c a l l y , are highly clustered i n the "old r i c h " 
areas of Shaughnessy and Ker r i s d a l e . Secondary areas of 
concentrations are the University d i s t r i c t and the West End, 
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though these l a g behind the former areas as centres of 
shopping t r i p generation. The hinterland of t h i s s p e c i a l i z e d 
downtown store i s thus f a r from " c i t y wide" as t r a d i t i o n a l 
theory suggests. I t does not depend upon a c i t y wide 
d i s t r i b u t i o n of customers f o r i t s support, but on the con
t r a r y , depends upon demand highly l o c a l i z e d i n a few 
upper income r e s i d e n t i a l areas. The example demonstrates 
c l e a r l y that even i f the C.B.D. as a whole draws customers 
to i t from a l l parts of the c i t y , i n d i v i d u a l stores w i t h i n 
the C.B.D. - even the most s p e c i a l i z e d stores - need not share 
t h i s market o r i e n t a t i o n . 

There i s a strong comparability between the h i n t e r 
land of t h i s store and that of store 3 i n the antique 
fu r n i t u r e group (Map XV.) Both stores have highly s e l e c t i v e 
hinterlands, and both draw customers heavily from the d i s 
t i n c t i v e upper income r e s i d e n t i a l areas of Shaughnessy and 
Kerrisdale where demand for antiques i s apparently l o c a l i z e d 
i n Vancouver. S i m i l a r l y , t h i s store, l i k e store 3 i n the 
fur n i t u r e group, draws l i t t l e custom from the upper-middle 
income areas of the North Shore, where tastes are apparently 
as U t i l e developed f o r smaller antique items as they are 
fo r antique f u r n i t u r e . With both stores, the degree of 
l o c a l i z a t i o n i n demand i s i d e n t i f i a b l e to quite f i n e l i m i t s 
i n terms of s o c i a l class and house design. 

( i i ) The average distance customers t r a v e l to shop 
at t h i s store i s 3.5 miles (compared to the 3.2 miles mean 
t r i p length f o r downtown department store shoppers.) I t 
i s not unexpected that a more sp e c i a l i z e d store should draw 
customers over longer distances to shop downtown than should 
l e s s s p e c i a l i z e d mass merchandise stores, and t h i s i s com
pa t i b l e with both t r a d i t i o n a l ( c e n t r a l place) theory, and 
with ideas put forward i n t h i s study. However, t h i s i s a 
shorter mean t r i p distance than f o r many e c c e n t r i c a l l y 
located high order stores and t h i s i s more s u r p r i s i n g . I t 
perhaps confirms again that e c c e n t r i c i t y i n l o c a t i o n i s 
compatible with the a t t r a c t i o n of customers over long 
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distances from e x t r a - l o c a l areas, and indeed suggests 
that i n doing so, non-central stores may draw customers 
longer distances to shop than may c e n t r a l l y located high 
order stores. 

I f t h i s store i s t y p i c a l of downtown antique stores 
i n customer r e l a t i o n s - and no es s e n t i a l differences are 
obvious i n the f i e l d , - then i t seems clear that the 
customer r e l a t i o n s of the whole sub-area of the C.B.D. con
ta i n i n g these stores c h i e f l y the 600 block Howe Street -> 
i s also biased i n these terms towards a p a r t i c u l a r area of 
the c i t y , and not to "the c i t y as a whole." Thus easy 
generalizations about the customer r e l a t i o n s h i p s of the 
C.B.D. do not apply to a l l i t s parts, neither to i n d i v i d u a l 
stores, nor to c l u s t e r s of stores w i t h i n the C.B.D. 

Questionnaire Data. Some supplementary data f o r the 
Howe Street c l u s t e r of antique g i f t stores i s ava i l a b l e 
through the card questionnaire programme. However, because 
of the poor response to the programme, data must be presented 
here i n aggregate form. Thus data re f e r s to two antique 
stores situated close together on Howe Street. Aggregation 
of data i s l e g i t i m a t e , since the stores are s i m i l a r i n 
product q u a l i t y and are situated close together. 

The data a v a i l a b l e provides information on customer 
shopping t r i p o r i g i n s and customer residences, as we l l as 
information on customer shopping habits. This l a t t e r 
provides checks on e a r l i e r assumptions about the charater-
i s t i c s of shoppers at high order stores. 

Data here i s presented i n tabular form not on maps, 
since numbers are too small f o r meaningful cartographic 
presentation. 

( i ) As indicated i n Tables.".VI and VII, the most 
important source of custom i s downtown i t s e l f , with 5? per 
cent of customers o r i g i n a t i n g from downtown work places 

25 
and hotels. The remaining customers originate from 

To provide a standard of comparison, note that 



TABLE VI. 

Trip Origins of Downtown (Howe Street) 
Antique G i f t Stores 

Home Work Hotel Other Total 
9 7 6 1 23 No. 

36 28 24 4 -

T A B L E vn:: 

Origins of Shopping Trips to Downtown (Howe St.) 
Antique G i f t Stores, by Areas of the City 

No. 
North Shore 8 2 
C.B.D. and West End 44 11 

Vancouver west of Cambie 32 8 
Vancouver east of Cambie ) 
Burnaby, etc. ) 4 1 

Out of Town 4 1 

Total 23 

TABLE VIII 

Customer Residences f o r Downtown (Howe St.) 
Antique G i f t Stores, by Area s of the City 

t No. 
North Shore 12 3 

C.B.D. and West End - -
Vancouver west of Cambie 48 12 

Vancouver east of Cambie ) 
Burnaby, etc. ) 4 1 

Out of Town 28 7 

Total 23 

Source f o r a l l tables: Card questionnaire survey. 
N.B. Percentages are rounded. 



220. 

residences i n areas of Vancouver characterized as "middle 
c l a s s " (Point Grey, Shaughnessy,) though no c l e a r pattern 
of concentration emerges with such a small sample. However, 
. i t i s at l e a s t obvious that no customers originate from 
eastern working class areas of the c i t y . 

( i i ) In Table V I I I , customer residences, not t r i p 
o r i g i n s are shown. I t can be seen that customers a r r i v i n g 
from downtown, ( i . e . downtown work places) i n e v i t a b l y 
resided i n middle income r e s i d e n t i a l areas, suggesting that 
downtown antique stores, l i k e other downtown high order 
stores discussed, do not draw i n d i s c r i m i n a n t l y from the 
downtown population, but draw customers mainly from the 
middle class "white c o l l a r " elements of the downtown work
force, among whome demands for goods of t h i s type are 
l o c a l i z e d . 

( i i i ) The questionnaire survey also shows that the 
average cost of antique items purchased i s $37. This i s 
rather higher than the estimates a v a i l a b l e for other g i f t 
stores both c e n t r a l l y and non-centrally located, though not 
so high, as to guarantee indifference to transport costs by 
customers. 

( i v ) Most customers (80 per cent) indicated that 
purchase had been preceded by "shopping around" though 
apparently t h i s was usually l i m i t e d to v i s i t s to other down
town stores on the same shopping t r i p f or most of these 
customers. Prolonged shopping around (the r u l e f o r high 
f u r n i t u r e stores and rather common f o r other g i f t stores 
examined,) i s apparently the exception f o r downtown antique 
stores. Perhaps the proximity of stores i n one c l u s t e r 
enables comparisons spread over several t r i p s (as i s 
apparently usual f o r other stores) to be made i n one t r i p 
f o r downtown antique stores. Prom t h i s point of view, a 

about 20 per cent of customers at downtown Vancouver 
department stores originate from downtown work places or 
hotels (UBC Urban Core Project, 1964.) 
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downtown l o c a t i o n ( p a r t i c u l a r l y when combined with 
c l u s t e r i n g of s i m i l a r store types,) i s more convenient 
for customers, and seems to minimize shopping e f f o r t com
pared to a non-central dispersed pattern of store l o c a t i o n . 

Conclusions. 
Antique g i f t stores i n c e n t r a l locations convincingly 

demonstrate the hypothesis that hinterlands of such 
c e n t r a l l y located high order stores are not c i t y wide, but 
are highly s e l e c t i v e . Hinterlands i d e n t i f i e d are oriented 
to d i s t i n c t s o c i a l groups t e r r i t o r i a l l y l o c a l i z e d w i t h i n the 
c i t y , which, i n t h i s case involves o r i e n t a t i o n to d i s t i n c t 
groups (white c o l l a r workers and t o u r i s t s ) w i t h i n the down
town area i t s e l f . Beyond downtown, o r i e n t a t i o n i s to 
highly s e l e c t i v e "upper" s o c i a l groups i n d i s t i n c t "house 
types" i n the urban region. 

Conclusions - G i f t Store Group. 
Examples have been c i t e d of the three main product 

d i f f e r e n t i a t e d store types w i t h i n the s p e c i a l i z e d g i f t store 
category. The three have some elements i n common and also 
show some contrasts between themselves and between other 
store groups. 

( i ) A l l s p e c i a l i z e d g i f t stores - central and non-
c e n t r a l l y located - have s e l e c t i v e hinterlands i n that a l l 
draw customers most heavily from upper middle income 
r e s i d e n t i a l areas. 

( i i ) Within the g i f t category, antique stores seem 
to have developed s o c i a l l o c a l i z a t i o n i n demand to the 
highest degree, and t h i s i s shown by p a r t i c u l a r l y s e l e c t i v e 
store r e l a t i o n s . 

( i i i ) C e ntrally located g i f t stores draw heavily on 
the downtown population f o r demand - i e upon t o u r i s t s and 
downtown workers - though they do not draw i n d i s c r i m i n a n t l y 
from t h i s market, but rather again i n s o c i a l l y s e l e c t i v e 
terms. 
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( i v ) Hinterlands of non-central stores are more 
l o c a l l y oriented than were hinterlands of non-central 
f u r n i t u r e stores. Customers are s t i l l attracted quite 
long distances to shop, however, ( t r i p averages range 
from 3.0 - 3.5 miles) and some customers c e r t a i n l y originate 
from non-contiguous r e s i d e n t i a l areas. A d d i t i o n a l l y , 
customers may s t i l l ignore near stores i n order to t r a v e l 
to more dist a n t stores, though t h i s now tends to he f o r a 
minority of customers rather than f o r the majority as i n 
the s p e c i a l i z e d f u r n i t u r e group. S p a t i a l competition plays 
a more important r o l e i n circumscrihing hinterlands of 
s p e c i a l i z e d g i f t stores, and t h i s i s expected i f such stores 
are regarded as s l i g h t l y "lower order" than s p e c i a l i z e d 
f u r n i t u r e stores. 

I l l SPECIALIZED JEWELLERY STORES 

The modern jewellery store group, whose l o c a t i o n 
c h a r a c t e r i s t i c s were described i n Chapter IV, can be des
cribed also i n terms of hinterland c h a r a c t e r i s t i c s . This 
i s a useful group to include i n the a n a l y s i s , since the 
" s p e c i a l i z e d jewellery store" i s one of the few store types 
c a t e g o r i c a l l y c i t e d i n the l i t e r a t u r e as an example of 

26 
"high, order metropolitan oriented business." 

Data f o r two out of the f i v e stores i n t h i s category 
was c o l l e c t e d and i s presented here. 
Store 4. 

Store 4 i s situated i n the Broadway-Granville store 
c l u s t e r , as were some sp e c i a l i z e d f u r n i t u r e stores (Danish 
modern and antique) discussed e a r l i e r . Contrasts between 
d i f f e r e n t categories of high order stores i n the same 
shopping d i s t r i c t are thus possible. 

Por t h i s store, records of the l a s t 40 sales were 

Carol, H. qp_. c i t . , p. 430. 
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c o l l e c t e d from sales s l i p s , and customer addresses are 
plotted on Map XXI. C h a r a c t e r i s t i c s of the store hinterland 
can be summarised. 

( i ) Most customers originate from middle income 
areas of the c i t y on the mainland peninsula, c h i e f l y from 
West Point Grey, Shaughnessy and Ker r i s d a l e , though, i f 
anything, the f i r s t area contributes more customers than 
any other i d e n t i f i a b l e d i s t r i c t . The map emphasizes the 
s e l e c t i v i t y of store r e l a t i o n s by the small number of 
customers o r i g i n a t i n g east of the store. Thus, although 
the store draws customers f a i r l y evenly from r e s i d e n t i a l 
areas to the west and south, areas to the east of lower 
socio-economic status contribute very few customers t o the 
store. Other customers originate from the West End (12 per 
cent) and a small number (2 out of 40) from the North Shore, 
r e i n f o r c i n g the middle class bias i n customer o r i g i n s . 

( i i ) The store draws customers from adjacent d i s 
t r i c t s rather 'more evenly than other high order stores 
i n the same d i s t r i c t (except f o r the lacuna i n store 
r e l a t i o n s to the east which i s consistent with a l l cases 
previously discussed.) This store i s thus rather more 
l o c a l l y oriented and i t s customer r e l a t i o n s are l e s s selec
t i v e than other high order stores i n the d i s t r i c t , perhaps 
suggesting that i t ranks lower (than say, s p e c i a l i z e d 
f u r n i t u r e stores) i n our continuum of "orders of stores." 

( i i i ) Though the store draws customers over quite 
long distances (the average shopping t r i p length i s 2.8 
miles, and over 50 per cent of the customers originate 
beyond the 2 mile zone,) t h i s i s again l e s s impressive than 
most other high order stores i n s i m i l a r "inner c i t y " 
l o c a t i o n s . I t may be that the store i s acting as a "low 
order" jeweller f o r adjacent customers as w e l l as " s p e c i a l i t y " 
jeweller for customers attracted from more distant r e s i 
d e n t i a l areas (such as West Point Grey and Kerrisdale) and 
that t h i s r e s u l t s i n more short length shopping t r i p s 
appearing i n the data. 
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( i v ) Despite these q u a l i f i c a t i o n s , the store i s 
c e r t a i n l y a t t r a c t i n g customers from the e x t r a - l o c a l area 
(as hypothesized,) and moreover, distant customers obviously 
by-pass more "conventional" jewellers i n several intervening 
shopping d i s t r i c t s , i n order to reach the store, again as 
hypothesized. 

(v) In terms of jewellers placed i n the same cate
gory as store 4, (stores o f f e r i n g handcrafted jewellery i n 
modern designs) such non-spatial competition i s , however, 
l e s s ^apparent. Customers i n the West End and North Shore 
(together 17 per cent of the t o t a l ) are persuaded to ignore 
stores 1, 2 and 3 nearer to them i n order to t r a v e l to 
store 4, and s i m i l a r l y , customers o r i g i n a t i n g from the Uni
v e r s i t y d i s t r i c t (about 20 per cent) have ignored store 5 i n 

27 
order to t r a v e l to the G r a n v i l l e Street store. But i n 
general, the store seems to serve the western and southern 
middle income suburbs nearest to i t , acting thus as the 
intervening opportunity between these r e s i d e n t i a l areas and 
downtown. In t h i s sense, the store hinterland i s i n large 
part defined i n terms of s p a t i a l competition, i . e . the 
a v a i l a b l e market i s apparently l a r g e l y divided up among com
peting stores i n terms of customer nearness to stores, with 
overlap reduced to boundary areas. 

This example i s thus i n contrast to the high order 
f u r n i t u r e group and more l i k e the high, order g i f t group i n 
terms of the r e l a t i v e r o l e played by s p a t i a l v. non-spatial 
factors i n hinterland formation and i n terms of hinterland 
c h a r a c t e r i s t i c s i n general. 

Summary. This s p e c i a l i z e d jewellery store i s oriented 
to a p a r t i c u l a r s o c i a l group ( i . e . a middle class market,) 
which i t a t t r a c t s to i t s non-central l o c a t i o n from both 
adjacent and distant sources. However, the e x t r a - l o c a l 
appeal of the store i s l e s s marked than with some sp e c i a l i z e d 

Though here, since store 5 i s a much smaller store, 
the counter-competitive appeal which has been overcome i s l e s s strong. 
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f u r n i t u r e stores, as i s the degree to which the store 
hinterland overlaps with the hinterland of other, s i m i l a r 
stores. This supports the idea that these hinterland 
c h a r a c t e r i s t i c s increase as a store's^order^increases, as 
did the g i f t store group. 

Store 2. 
Unfortunately, d e t a i l e d customer data f o r downtown 

spe c i a l i z e d jewellery stores could not he obtained from 
merchants. However, some rather more .'aggregated data i s 
a v a i l a b l e f o r store 2 i n t h i s group. The merchant made, 
ava i l a b l e customer addresses from one week's sales s l i p s 
(150 observations) separated into broad geographical areas 
of the c i t y . This gives us a rather crude picture of the 
store's customer hinterland, and one not amenable to 
cartographic presentation, but i t provides a picture which 
tends towards what we now expect of a s p e c i a l i z e d high 
order downtown store. 

The data i s shown i n Table IX where customer r e s i ~ 
dences are broken down by areas of the c i t y . 

The main dimensions of the table are f a i r l y obvious. 
Most customers come from middle class areas i n the western 
sections of Vancouver or on the North Shore, while very 
few originate from the eastern working class areas of the 
c i t y . At the same time, the West End, close to the C.B.D., 
i s a large market e s p e c i a l l y when i t s small proportion of 
metropolitan area population i s considered. A possible 
explanation i s that the West End i s a female dominant 
apartment area, - i t thus constitutes an a r e a l l y l o c a l i z e d 
market f o r l a d i e s ' wear goods l i k e jewellery. 

This picture then, i s one of bias i n customer 
r e l a t i o n s towards a s p e c i f i c s o c i a l s t r a t a i n the c i t y , and 
t h i s i s as hypothesized. 

Note that a s i g i n i f i c a n t proportion of customers 
a c t u a l l y come from outside Vancouver (28 per cent), and 



TABLE IX 

Customer Residences, Downtown Specialized  
Jewellery Store 

Area No. 

North Shore 1 5 2 3 

Downtown and West End 26 39 
City west of Camhie 24 36 
Cit y east of Camhie ) 6 1 0 

Burnahy, New Westminster, etc. ) 
1 0 

Out of Town 28 42 
Total 1 5 0 

Source: Store sales s l i p s . 
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i n f a c t , these are mainly t o u r i s t s . This i s as large a 
proportion as f o r some downtown g i f t stores discussed. I t 
tends to confirm our suggestions about the customer 
o r i e n t a t i o n of some sp e c i a l i z e d C.B.D. stores, though i t 
rather contradicts the merchant's own opinions as to the 
advantages of a downtown l o c a t i o n (see p.124, Chapter IV.) 

Summary. In short, the s t o r e shows the s e l e c t i v i t y 
i n store r e l a t i o n s (the o r i e n t a t i o n to a d i s t i n c t s o c i a l 
group also a r e a l l y l o c a l i z e d i n a p a r t i c u l a r part of the 
c i t y , ) we now expect from downtown high order stores. 

Conclusions - Specialized Jewellery Stores. 
Only two stores have been examined but these have 

been examples of both c e n t r a l l y and non-centrally located 
stores. 

Both stores have shown an o r i e n t a t i o n to a s o c i a l l y 
s e l e c t i v e and a r e a l l y l o c a l i z e d customer market, with, i f 
anything, the ce n t r a l store showing the greatest degree of 
s e l e c t i v i t y . This i s i n t e l l i g i b l e i n terms of our basic 
argument i f we r e a l i z e that the ce n t r a l store i s , i f any
thing, more sp e c i a l i z e d than the non-central store. 

The ce n t r a l store also shows a d i s t i n c t i v e o r i e n t a t i o n 
to an out-of-town trade which i s , i n f a c t , a downtown 
t o u r i s t trade, and t h i s again i s as hypothesized. 

IV EXCLUSIVE MEN'S WEAR STORES 

There are nine stores of t h i s type i n Vancouver, 
and as we saw i n Chapter IF, the majority are downtown, 
clustered along Howe Street. One store i n t h i s group (on 
Howe Street) yielded usable data through the card question
naire programme, and t h i s can be used as an example f o r 
the whole downtown group. 
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Howe Street Store. 
Por this store, 30 customers returned cards and from 

po 
this hinterland data can be established. Data collected 
i s shown i n Map XXII both i n terms of customer t r i p origins 
and customer residence addresses. 

(i) In terms of the origins of shopping t r i p s , i t i s 
most significant that 70 per cent of customers (22 out of 
30) came to the store from downtown work places or hotels. 
This was f u l l y discussed i n Chapter IV, where the importance 
of the relationship for the location of the store (and other 
stores l i k e i t , ) was emphasized. 

Customers who originated from.-home (8 out of 30) 
arrived from middle income areas mainly i n the western 
suburbs:.', of Vancouver (6) but also i n smaller numbers from 
the West End (2). 

( i i ) Analysis of the data, i n terms of customer 
residences i s also useful. Re-examination of customers who 
arrived from downtown work places i n terms of their home 
addresses indicates that many reside i n middle income areas 
i n Vancouver, chiefly i n Shaughnessy (6), West Vancouver (2), 
Point Grey (2), and the West End (1) . These origins are, 
of course, very similar to t he origins of customers arriving 
at the store directly from home. 

Thus like downtown specialized g i f t stores, downtown 
specialized men's wear stores draw from the C.B.D. work 
force i n highly selective terms, i.e. from the "white collar" 
occupational groups, and not indiscriminantly from the 
whole work force. The evidence of residential addresses 
for customers arriving from both home and work also 
confirms the idea of social localization i n demand for 

A more satisfactory response was gained from 
men's stores i n the card questionnaire survey than from 
any other type of store. Men are apparently more willing 
to supply data of this kind. 
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stores of t h i s type. Obviously, the store hinterland i s 
not i n d i s c r i m i n a n t l y c i t y wide, but i s s o c i a l l y and a r e a l l y 
l o c a l i z e d . 

At the same time, note that quite a large proportion 
of customers who originate downtown (8, or 26 per cent of 
the t o t a l sample) have homes outside Vancouver, and "these 
are t o u r i s t s or v i s i t i n g business men whose shopping t r i p s 
originated from downtown hotels. The evidence of the card 
survey i s that these hotel based customers are also 
s o c i a l l y d i s t i n c t , i . e . are mainly from managerial or 
executive occupational groups and thus from middle class 
s o c i a l groups. S o c i a l l o c a l i z a t i o n i n demand i s consistent 
at t h i s l e v e l a lso. 

( i i i ) Apparently, customers shop around r e l a t i v e l y 
l i t t l e before purchased, only 3 out of 30 customers i n d i 
cated that purchase had been preceded by v i s i t s to other 
stores, and even then stores v i s i t e d were i n the same 
d i s t r i c t and the comparison was made on the same shopping 
t r i p . This lack of shopping around i s probably a pec
u l i a r i t y of the male shopper, and implies that most cus
tomers of s p e c i a l i z e d men's wear stores are regular cus-

29 
tomers, f o r whom shopping around i s at a minimum. v I f 
soV t h i s would reinforce the a t t r a c t i o n of a downtown 
l o c a t i o n f o r such stores, since stores would f i n d i t d i f f i 
c u l t to e s t a b l i s h such a web of habitual customer r e l a t i o n s 
with t h e i r desired market from outside the C.B.D. 

This comparative lack of shopping around before 
purchase i s despite the r e l a t i v e l y high price of goods 
purchased - an average of $20. 

Summary. This store apparently d i f f e r s i n no 
e s s e n t i a l degree from other stores i n the "exclusive men's 

y'In f a c t , " a l l " three shoppers around were t o u r i s t s 
the customer category l e a s t l i k e l y to e s t a b l i s h habitual 
r e l a t i o n s with one p a r t i c u l a r store. 
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wear" c l a s s . We can assume then that the hinterland 
c h a r a c t e r i s t i c s imputed to i t - i . e . o r i e n t a t i o n to a 
group of regular customers l o c a l i z e d i n downtown work places 
and middle class r e s i d e n t i a l areas i n the west of the 
c i t y - i s applicable also to most of them. I f so, t h i s 
d i f f e r s from the t r a d i t i o n a l concept of such s p e c i a l i z e d 
C.B.D. stores as oriented to the infrequent purchases of 
many customers dispersed across the metropolitan area. 

V OTHER BUSINESS TYPES 

As i n analyses of the l o c a t i o n c h a r a c t e r i s t i c s of 
high order stores, evidence of the hinterland c h a r a c t e r i s t i c s 
of such businesses could be m u l t i p l i e d , with more business 
types (such as musical instrument stores, exclusive l a d i e s ' 
wear stores, e t c . ) . The elements of the argument set out 
here could be confirmed by r e p e t i t i o n . However, t h i s i s 
probably not necessary. Suffic e i t to say that a l l such 
store groups also show s e l e c t i v e patterns of market r e l a t i o n s , 
though such s e l e c t i v i t y varies with the nature of the good 
offered f o r sale and the pattern of l o c a t i o n of involved 
groups i n the urban region. Other hinterland character
i s t i c s of sp e c i a l i z e d businesses, ( e x t r a - l o c a l o r i e n t a t i o n , 
overlap, etc.) are also observable i n such groups, varying 
i n roughly d i r e c t r e l a t i o n to the estimated "order of good" 
function of stores involved. 

CONCLUSIONS 
Market Relationships of High Order Stores. 

( i ) I t ha.s been exhaustively demonstrated that 
hinterlands of s p e c i a l i z e d (high, order) stores are oriented 
to s o c i a l l y d i s t i n c t i v e and a r e a l l y l o c a l i z e d groups of 
customers i n the c i t y , and that such s e l e c t i v i t y i n store 
market r e l a t i o n s increases as store s p e c i a l i z a t i o n increases. 
Usually t h i s means o r i e n t a t i o n to a middle class market i n 
the c i t y , i n Vancouver l o c a l i z e d i n western and North Shore 
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areas of the c i t y . D e t a i l s of o r i e n t a t i o n are analysahle 
to quite f i n e l i m i t s when demographic, socio-economic, or 
a r c h i t e c t u r a l c h a r a c t e r i s t i c s of p a r t i c u l a r parts of the 
c i t y are appreciated. 

This g e n e r a l i z a t i o n holds f o r both c e n t r a l l y and non-
c e n t r a l l y located stores, though, c e n t r a l stores show a 
tendency to a t t r a c t customers from downtown work places 
and hotels (as hypothesized.) However, t h i s a t t r a c t i o n i s 
again s e l e c t i v e , not i n d i s c r i m i n a t e . 

( i i ) Not only are hinterlands of s p e c i a l i z e d stores 
s o c i a l l y s e l e c t i v e , and morphologically s e c t o r a l , but they 
also i n t e r l o c k and overlap with, hinterlands of s i m i l a r stores 
i n a complex manner ( i . e . not only at boundary areas equi
distant from s i m i l a r stores.) This depends on the infrequent 
nature of s p e c i a l i z e d purchases, the m o b i l i t y character-* 
i s t i c s of customers, and the non-spatial competitive t a c t i c s 
usual among sp e c i a l i z e d stores. Under such circumstances, 
customers are encouraged to t r a v e l long distances to shop, 
even to non-centrally located stores, and to by-pass near 
stores i n order to shop at more distant stores. Por some 
stores (e.g. s p e c i a l i z e d f u r n i t u r e stores) the majority of 
customers may be attracted past intervening opportunity 
stores i n t h i s manner. This obviously tends to confirm 
merchant ideas about p o t e n t i a l l o c a t i o n a l f l e x i b i l i t y among 
spe c i a l i z e d stores ( i . e the de-emphasis of p o s i t i o n as a 
competitive gambit) as discussed i n the previous chapter. 

However, these hinterland c h a r a c t e r i s t i c s are shown 
to vary with the "order" at which, stores can be c l a s s i f i e d , 
as a comparison of f u r n i t u r e stores on the one hand and 
g i f t stores and jewellery stores on the other hand c l e a r l y 
shows. 

( i i i ) In f a c t , both the above sets of hinterland 
c h a r a c t e r i s t i c s of s p e c i a l i z e d stores are i n contrast to 
the hinterland c h a r a c t e r i s t i c s of unambiguously low order 
stores (supermarkets etc.) which tend to be indiscriminate 
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i n customer a t t r a c t i o n , c i r c u l a r i n shape, and defined hy 
3 0 

simple s p a t i a l competition with other competing stores. 
In these terms, the hinterland c h a r a c t e r i s t i c s of low 
order mass appeal stores are quite u s e f u l l y explained by 
e x i s t i n g ( e c o l o g i c a l and central place) theories, and t h i s 
contrast emphasizes that such theories are most useful i n 
the context of these low order r e t a i l a c t i v i t i e s , but l e a s t 
useful i n the context of s p e c i a l i z e d r e t a i l trade. 

(iv.) The basic theme developed here i s that of 
incorporating s o c i a l class complexities into geographical 
analysis of store market areas. The recognition that North 
America i s a " p l u r a l " society made up of d i s t i n c t i v e s o c i a l 
groups, (each having d i f f e r e n t r e t a i l demands, shopping 
a t t i t u d e s , m o b i l i t y c h a r a c t e r i s t i c s etc.) enables us to 
modify e x i s t i n g theories of r e t a i l s p a t i a l organization 
(e.g. c e n t r a l place theory,) which operate under the 
s i m p l i f y i n g assumption of an u n d i f f e r e n t i a t e d market f o r 
r e t a i l goods. In the context of s p e c i a l i z e d r e t a i l trade, 
t h i s s i m p l i f y i n g assumption leads, i n e f f e c t , to con
clusions at best obscure and at worst misleading. But 
incorporation of s o c i a l class concepts into geographical 
analysis i l l u m i n a t e s obscure areas, and points towards a 
f r u i t f u l union of geographical and s o c i o l o g i c a l theories. 
Prom t h i s , the r e a l i t y of store market r e l a t i o n s h i p s i s 
i d e n t i f i e d , and the complexity of such patterns across urban 
space i s r e a l i z e d and understood. 

3 0 
' Getis, A. ojD. c i t . Applebaum and Cohen, o_p_. c i t . 



CHAPTER VI 

HIGH ORDER ACTIVITIES IN VANCOUVER. 
4. VANCOUVER, A UNIQUE CITY? 

One f i n a l point remains. The ideas presented here 
have been developed and tested i n Vancouver, but they have 
been presented as i f generally applicable to North American 
c i t i e s of the middle-size range. However, just as i t was 
necessary to examine a large number of business examples 
i n Vancouver i n order to confirm hypotheses i n i t i a l l y set 
out, so s i m i l a r l y , i t would be preferable to r e p l i c a t e the 
study i n other middle-size American c i t i e s i n order to 
v a l i d a t e the generality of conclusions reached i n Vancouver. 
The point i s that Vancouver may be, i n some respects, a 
unique c i t y and conclusions made about the geography of 
r e t a i l trade i n Vancouver may be v a l i d only f o r that c i t y 
and may lack g e n e r a l i t y . Since the value of our argument 
depends l a r g e l y on i t s generalizing power - i t s a b i l i t y to 
explain numerous apparently diverse s i t u a t i o n s - the point 
i s worth, considering, and w i l l be considered i n some 
d e t a i l i n t h i s short chapter. 

Thus the following points are relevant: 
( i ) I t was pointed out i n Chapter I I I that Vancouver 

i s a waterfront c i t y with a core area that i s i t s e l f 
eccentric with respect to the main r e s i d e n t i a l area of the 
c i t y , and which i s further i s o l a t e d by the Palse Creek 
water b a r r i e r . The centre of g r a v i t y of the c i t y could be 
said to be to the south, of the C.B.D. - perhaps i n the 
Broadway-Granville area, already shown to be the locus of 
several high order stores. Thus the non-C.B.D. l o c a t i o n of 
high order stores could be explained, not i n terms of 
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l o c a t i o n f l e x i b i l i t y of such businesses, but i n terms of 
the eccentric nature of the C.B.D. i t s e l f . This i s an 
important c r i t i c i s m , but i t can p a r t l y be answered. 

F i r s t l y , the C.B.D.. of Vancouver i s , as f o r a l l c i t i e s , 
the focus of major highways and t r a n s i t systems. In these 
terms, at l e a s t , Vancouver i s not unique, and i t i s on t h i s 
basis that we can r e f e r to the C.B.D. as the "centre" of 
the c i t y and define e c c e n t r i c i t y i n terms of the C.B.D., 
not the centre of gra v i t y of the c i t y . 

Secondly, successful high order businesses were 
i d e n t i f i e d i n other eccentric locations beside the Broadway-
Gr a n v i l l e "centre of g r a v i t y " area, and these also drew 
customers long distances from noncontiguous r e s i d e n t i a l 
areas. This tends to disarm the c r i t i c i s m . 

T h irdly, the experience of at l e a s t two merchants 
suggested that high order businesses had been ca r r i e d on 
from eccentric locations i n a more co n c e n t r i c a l l y organized 
c i t y (Calgary,) equally successfully, again suggesting that 
Vancouver i s hot unique i n having non-central high order 
stores. 

R e p l i c a t i o n of the study f o r a more co n c e n t r i c a l l y 
organized inland c i t y would test the generality of the 
conclusions reached i n Vancouver. Probably Vancouver's s i t e 
conditions exaggerate the p o t e n t i a l f o r non-central l o c a t i o n 
of s p e c i a l i z e d stores, but i t i s doubtful i f t h i s i s the 
sole explanation f o r the r e t a i l patterns observed. 

( i i ) I t was pointed out (Chapter I I I ) that Vancouver 
has a low density, uncompact core, with stores rather 
dispersed among separate nodes, (Hastings Street, G r a n v i l l e 
Street, Robson Street.) This may involve inconvenience 
f o r customers compared to a more compact c i t y core and may 
discourage the use of downtown f a c i l i t i e s by shoppers. 
A d d i t i o n a l l y , some key buildings (City H a l l , the lar g e s t 
Medical-Dental building) are located outside the C.B.D., 
and t h i s also may reduce the o v e r a l l a t t r a c t i v e power of 
the Vancouver C.B.D. 
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In short, e c c e n t r i c i t y i n l o c a t i o n of sp e c i a l i z e d 
r e t a i l stores i n Vancouver may not r e f l e c t c h a r a c t e r i s t i c s 
inherent i n such, businesses, but may only r e f l e c t the 
c h a r a c t e r i s t i c s of the Vancouver C.B.D. The Vancouver core 
may be uniquely unattractive to shoppers and thus to some 
r e t a i l businesses. By comparison, non-central s i t e s may 
appear as unusually a t t r a c t i v e . 

C e r t a i n l y , some business men interviewed suggested 
that some aspects of the C.B.D. ( i t s high rent, t r a f f i c 
congestions, unaesthetic appearance) discouraged them from 
l o c a t i n g i n the core. But more important i s that these 
and other merchants considered c e r t a i n non-central locations 
to o f f e r equal f u n c t i o n a l advantages ( e s p e c i a l l y i n terms 
of a c c e s s i b i l i t y ) as the core. This consideration (not the 
disadvantages of the core) structured and made possible 
a l t e r n a t i v e l o c a t i o n choices. We can then say that d i s 
economies i n the C.B.D. only become l o c a t i o n deterrents 
when non-C.B.D. s i t e s are r e a l i s t i c a l t e r n a t i v e l o c a t i o n s . 

In f a c t , there i s no evidence to suggest that Vancouver's 
C.B.D. i s uniquely l e s s v iable or l e s s a t t r a c t i v e to new 
businesses than the C.B.D. of other American c i t i e s . I f 
anything, i t ought to be more via b l e since: 

(a) parking problems i n the C.B.D. are admitted to 
1 

be l e s s c r i t i c a l than i n many other c i t i e s ; 
(b) the c i t y has a, large core oriented t o u r i s t 

element to swell demand f o r core r e t a i l f a c i l i t i e s , which 
many c i t i e s may not possess; 

(c) c i t y p o l i t i c i a n s are intensely C.B.D. preservatinn 
minded, and seek to channel new investment into C.B.D. 

2 
development. 

Vancouver Downtown Parking Survey, 1 9 5 6 . (Vancouver 
City Engineering Dept. 1 9 5 6 ) . 

2 
See the c r i t e r i a f or c i t y planning set out i n Vancouver 

City Planning Department, "Downtown Vancouver 1 9 5 5 - 7 6 , " 
(Vancouver City Planning Department, 1 9 5 5 ) . 
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Thus i f high order businesses are found outside the 
C.B.D. i n Vancouver, i t i s not because of some p a r t i c u l a r 
i s t i c f a i l u r e of the C.B.D. i t s e l f . 

( i i i ) Vancouver i s a c i t y of recent o r i g i n and rapid 
growth. I t has expanded under the impact of the street 
car and, more e s p e c i a l l y , the automobile. As a consequence, 
i t has low r e s i d e n t i a l densities and an extremely regular 
street plan (except on the mountainous North Shore,) with 
frequent broad thoroughfares. These circumstances may tend 
to encourage population m o b i l i t y , p o s s i b l y to a degree 
unusual even i n North American c i t i e s . I f so, i t would not 
be s u r p r i s i n g to f i n d r e t a i l patterns dependent upon a 
mobile population w e l l developed i n Vancouver. 

This point i s rather l e s s easy to resolve. Only com
parison of Vancouver's r e t a i l structure with the r e t a i l 
c h a r a c t e r i s t i c s of older c i t i e s of Eastern North America, 
whose morphology i s more r i g i d , would s a t i s f a c t o r i l y answer 
i t . In f a c t , since the pattern of e c c e n t r i c i t y i n the 
l o c a t i o n of high order businesses i d e n t i f i e d i s to some ex
tent dependent upon increased customer m o b i l i t y , i t i s 
indeed possible that such e c c e n t r i c i t y w i l l be more charater-
i s t i c of recent, low density,open planned c i t i e s of Western 
North America than of older, more compact c i t i e s of the 
East. 

( i v ) R e s i d e n t i a l areas i n Vancouver are c l e a r l y 
distinguished i n t o r e l a t i v e l y homogeneous socio-economic 
areas. This pattern may be unusually precise i n Vancouver, 
es p e c i a l l y since the s o c i a l status of r e s i d e n t i a l areas i s 
strongly influenced by considerations of topography 
(elevation, aspect, view) i n the c i t y , and abrupt changes of 
slope often coincide with abrupt socio-economic divides. 
Thus, although demands f o r high order goods have been shown 
to be s o c i a l l y and a r e a l l y l o c a l i z e d i n Vancouver, i t i s 
possible that s i m i l a r high order stores i n c i t i e s with l e s s 
p r e c i s e l y segregated r e s i d e n t i a l structures would show 
more d i f f u s e customer r e l a t i o n s . 
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On the other hand, a l l c i t i e s i n North America exhibit 
s o c i a l area d i f f e r e n t i a t i o n i n some degree. Sectoral h i n t e r 
lands f o r high order stores are s i m i l a r l y l i k e l y to be 
observable i n most c i t i e s to a greater or l e s s e r extent. 

Conclusion. 
Vancouver i s undoubtedly a unique c i t y to some extent -

or rather, i t has an unusual combination of s i t e , growth 
and i n t e r n a l s t r u c t u r a l c h a r a c t e r i s t i c s . But i t i s f e l t 
that these c h a r a c t e r i s t i c s do not i n v a l i d a t e the generality 
of conclusions made i n t h i s study a f t e r analysis of Vancouver. 
At most, these circumstances may exaggerate the degree of 
e c c e n t r i c i t y i n the l o c a t i o n of s p e c i a l i z e d r e t a i l stores and 
( l e s s possibly) the degree of s e l e c t i v i t y apparent i n the 
customer r e l a t i o n s of such stores. However, i t i s suggested 
that even studies made i n older, more co n c e n t r i c a l l y 
organized c i t i e s with more homogeneous r e s i d e n t i a l structures 
would probably also f i n d high order stores located outside 
the C.B.D. and oriented to s e l e c t i v e market areas. These 
c h a r a c t e r i s t i c s are inherent i n the nature of contemporary 
sp e c i a l i z e d r e t a i l i n g and do not depend upon circumstances 
unique to any p a r t i c u l a r c i t y . 



CHAPTER VII 

RECAPITULATION AND CONCLUSIONS 

This study began by o u t l i n i n g e x i s t i n g 
generalizations about the geography of s p e c i a l i z e d (high 
order) r e t a i l trade i n North American c i t i e s . These were 
summarized as "C.B.D. l o c a t i o n " and " c i t y wide market 
or i e n t a t i o n " . 

A v a r i e t y of studies were quoted which stated and 
repeated these notions. The generalizations were shown to 
be endemic i n the l i t e r a t u r e , and indeed to be most r i g i d l y 
stated i n more recent works phrased i n terms of mod els of 
r e t a i l structure. 

Tendencies to view r e t a i l structure i n terms of 
i d e a l models or highly aggregated store categories was 
suggested as the cause of the persistence of these 
t r a d i t i o n a l ideas. 

E x i s t i n g generalizations were then shown to rest on 
basic ideas of c i t y structure and to be i n t e g r a l to 
t h e o r e t i c a l analysis of i n t r a - c i t y r e t a i l trade. Thus: 

( i ) A c e ntral l o c a t i o n f o r high order a c t i v i t i e s 
r ests on the idea that the C.B.D. i s the point uniquely 
accessible to the entire c i t y , and t h i s i s the basis of 
explanations f o r the f u n c t i o n a l s p e c i a l i z a t i o n of the 
C.B.D. 

( i i ) E c o l o g i c a l l y i n s p i r e d distance minimization 
theories of c i t y structure (Haig, R a t c l i f f ) stress that 
s p e c i a l i z e d a c t i v i t i e s c l u s t e r i n the centre of the c i t y 
i n order to minimize the costs of f r i c t i o n f a l l i n g on 
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customers presumed scattered across the metropolitan area. 
( i i i ) Central place t h e o r i s t s (Berry, Ca^ol) suggest 

that high order a c t i v i t i e s demand a, high, threshold 
population to support them, are thus found only i n large 
c i t i e s and then i n the highest order centre (the C.B.D.) 
from where they command a c i t y wide hinterland embracing 
nests of lower order hinterlands. 

These views also influence predictions of future 
urban land use patterns, so that the future of the C.B.D. 
i s seen p r e c i s e l y as a sp e c i a l t y r e t a i l centre, despite 
l o s s of other functions to planned shopping centres (as 
i n Vance). 

But on the basis of a close examination of the 
demand and supply c h a r a c t e r i s t i c s of r e t a i l trade, 
d i s s a t i s f a i r t i o n was expressed with e x i s t i n g geographical 
generalizations. Because of the nature of the demands 
they supplied, the mob i l i t y c h a r a c t e r i s t i c s of p o t e n t i a l 
customers and the state of r e t a i l i n g t a c t i c s , i t was 
suggested that high order businesses could exhibit 
s p a t i a l c h a r a c t e r i s t i c s quite unlike those usually 
imputed to them. 

D i s s a t i s f a c t i o n was expressed as a series of 
hypotheses f o r t e s t , and t e s t i n g was carried out i n terms 
of a number of categories of high order stores i n 
Vaneouver. 

( i ) I t was hypothesised that high order stores could 
as e a s i l y be located outside the C.B.D. as i n the core 
i t s e l f . This was shown to be correct f o r s p e c i a l i z e d 
f u r n i t u r e , g i f t and jewellery stores i n Vancouver and 
could also be demonstrated f o r some musical instrument 
stores, a r t stores and exclusive l a d i e s wear stores. 
Merchants were interviewed to e s t a b l i s h the factors 
influencing l o c a t i o n choice f or various kinds of stores, 
i n various l o c a t i o n s , and merchants' opinions f i t t e d w e l l 
the deductive r a t i o n a l i t y which generated the hypothesis. 
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Merchants considered they had considerable 
f l e x i b i l i t y dnrith.e l o c a t i o n of t h e i r businesses when they 
were o f f e r i n g high p r i c e , high q u a l i t y , infrequently 
bought goods to mobile customers. Certainly they did 
not f e e l r e s t r i c t e d to a high overhead cost c e n t r a l 
l o c a t i o n when a non-central l o c a t i o n seemed no l e s s 
accessible to customers, e s p e c i a l l y where customers 
were attracted to shop by product s p e c i a l i z a t i o n and 
store image, not by nearness considerations. 

Translating t h i s merchant a t t i t u d e into 
t h e o r e t i c a l terms, we said that the process of 
competition among sp e c i a l i z e d r e t a i l stores tends to
wards monopolistic competition, (through product 
d i f f e r e n t i a t i o n and image pr o j e c t i o n ) , and t h i s , i n 
geographical terms, tends to allow l o c a t i o n a l 
f l e x i b i l i t y ( i . e . l o c a t i o n a l e c c e n t r i c i t y ) f o r business 
by negating the importance of s p a t i a l competition between 
such businesses. 

The merchant interview programme permitted the s e t t i n g 
up of a verbal model which, systemetized the process of 
r e t a i l s i t e s e l e c t i o n c a r r i e d out by merchants, and which 
v i s u a l i z e d the process as the "subjective perception of an 
environment under a set of controls". The importance of 
t h i s concept i s to stress that i n analysis of the l o c a t i o n 
patterns of high order r e t a i l businesses, i t i s often the 
c h a r a c t e r i s t i c s of the business men, not the c h a r a c t e r i s t i c s 
of goods offered f o r sale, which determine the l o c a t i o n 
choice. 

However, l i m i t s to e c c e n t r i c i t y i n l o c a t i o n were 
also observed. 

Businesses were found to favour either "inner c i t y " 
l ocations (accessible to wide areas of the c i t y ) or middle 
class suburban areas (generating a l o c a l demand and 
a t t r a c t i n g more distant customers through appropriate 
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r e t a i l i n g techniques.) Extremely eccentric l o c a t i o n s , 
where t r i e d , u s u a l l y f a i l e d . 

( i i ) Where high order businesses were found down-? 
town, i t was hypothesized that either proximity to down
town workers and t o u r i s t s or longevity i n operation were 
s i g n i f i c a n t l o c a t i o n influences, (rather than the 
a c c e s s i b i l i t y advantage of the C.B.D.) The former 
s i t u a t i o n was demonstrated i n Vancouver with s p e c i a l i z e d 
g i f t stores and men's wear stores, and the l a t t e r with 
men's shoe stores and some musical instrument stores. 
D e t a i l s of the strength of the former r e l a t i o n s h i p s were 
provided. 

( i i i ) I t was hypothesized that e c c e n t r i c i t y i n 
l o c a t i o n might be a recent development i n Vancouver. 
Except f o r the sp e c i a l case of the antique f u r n i t u r e 
store group, t h i s was shown to be so. A l l stores 
currently i d e n t i f i e d as "eccentric high order storesf 
appeared i n Vancouver since 1952, and t h i s l o c a t i o n 
f l e x i b i l i t y was shown to be spreading to more (and perhaps 
to "lower order") store types. 

Recency i n d e c e n t r a l i z a t i o n of high order stores 
coincided with improvements i n customer mo b i l i t y i n the 
c i t y . This was interpreted to mean that i n the con
temporary c i t y , the C.B.D. market place has l o s t i t s 
a c c e s s i b i l i t y monopoly. The c l u s t e r i n g of high order 
businesses i n the "inner c i t y " (between the C.B.D. and. 
south-western suburbs) tends to confirm the suggestion 
that t h i s a c c e s s i b i l i t y advantage i s now shared by a 
t e r r i t o r i a l l y wider area of the c i t y ; i n short, the 
C.B.D. "market place" has been replaced by an inner c i t y 
"market area" w i t h i n which are several locations equally 
accessible to customers i n non-contiguous r e s i d e n t i a l 
d i s t r i c t s . C e r t a i n l y , merchants situated i n the "inner 
c i t y " consider that such a l o c a t i o n duplicates the 
a c c e s s i b i l i t y q u a l i t i e s of the C.B.D. without the high 
cost of a C.B.D. s i t e . 
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Predictions of the future of the C.B.I), as a 

s p e c i a l i z e d r e t a i l i n g centre are thus shown to have no 
basis i n f u n c t i o n a l necessity, and are unsupported by 
the a t t i t u d e s of relevant business men. 

(i v ) I t was argued that demands f o r high, order 
goods were " s o c i a l l y l o c a l i z e d demands" and thus also 
a r e a l l y l o c a l i z e d w i t h i n the c i t y . I t was suggested that 
hinterlands of high order stores were thus s e l e c t i v e , not 
c i t y wide. This was confirmed for a number of stores, 
and indeed, increasing s p e c i a l i z a t i o n was shown to mean 
increasingly s e l e c t i v e customer r e l a t i o n s , not 
increasingly c i t y wide customer r e l a t i o n s as t r a d i t i o n a l 
theory suggests. 

Even c e n t r a l l y located stores exhibited t h i s 
s e l e c t i v i t y i n store r e l a t i o n s , r e f i n i n g e x i s t i n g ideas 
about the r e t a i l hinterland of the C.B.D. 

Por non-centrally located high order stores, 
s e l e c t i v i t y i n store r e l a t i o n s i s shown to be compatable 
with the a t t r a c t i o n of customers over quite long distances 
from non-contiguous, extra l o c a l r e s i d e n t i a l areas to 
peripheral l o c a t i o n s . 

I t was shown also that hinterlands of high order 
stores were not determined by s p a t i a l competition, but 
rather that they involve the d i s t o r t i o n of competitive space 
as customers ignore near stores to t r a v e l to distant 
stores. The r o l e of non-spatial factors i n store h i n t e r 
land determination was shown to increase as a store's rank 
i n terms of "order of good" increased, and some measured 
d e t a i l s were provided f o r various store types i n Vancouver. 
I t was suggested again that t h i s implied increasing l o c a t i o n a l 
f l e x i b i l i t y (not central f i x a t i o n ) f o r stores of the highest 
order; since l o c a t i o n was shown to be a, l e s s c r i t i c a l f a c tor 
i n customer a t t r a c t i o n as store "order" increased. 

F i n a l l y , the c h a r a c t e r i s t i c s of high order stores 
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i d e n t i f i e d are shown to he not unique to Vancouver 
(dependent upon p e c u l i a r i t i e s of the h i s t o r i c a l 
evolution or i n t e r n a l s p a t i a l organization of Vancouver), 
but are rather inherent c h a r a c t e r i s t i c s of s p e c i a l i z e d 
r e t a i l i n g i n contemporary North American c i t i e s of the middle 
size range. 
Conclusions. 

Prom the argument; developed, the i m p l i c a t i o n i s 
drawn that distance minimization theories are inadequate 
to explain the l o c a t i o n and hinterland c h a r a c t e r i s t i c s 
of s p e c i a l i z e d (high order) r e t a i l stores, though 
possibly such theories are adequate for lower order r e t a i l 
a c t i v i t i e s . 

S i m i l a r l y , c e n t r a l place concepts of high order 
a c t i v i t y are modified. On an i n t r a - c i t y scale, the 
highest order a c t i v i t i e s are found to be compatibly 
located i n lower order centres, and to have hinterlands 
l e s s than c i t y wide, that do not necessarily embrace 
nests of lower order hinterlands. 

This modification i s based on the recognition that 
competition among sp e c i a l i z e d r e t a i l stores i n e v i t a b l y 
tends towards monopolistic competition, and does not 
confine i t s e l f to distance competition as t r a d i t i o n a l 
geographic theories assume. This i s then seen to permit 
l o c a t i o n a l f l e x i b i l i t y f o r s p e c i a l i z e d stores. The argument 
also depends upon the recognition that s o c i a l p l u r a l i t y i s 
the c h a r a c t e r i s t i c feature of North American society, and 
that t h i s again c a r r i e s implications for the modification 
of e x i s t i n g geographical notions, t h i s time i n terms of t i e 
c h a r a c t e r i s t i c s of the hinterlands of s p e c i a l i z e d r e t a i l 
stores. 

In short, the s p a t i a l c h a r a c t e r i s t i c s of high order 
a c t i v i t i e s are summarized not as "central l o c a t i o n " and 
c i t y wide market o r i e n t a t i o n " , but as " l o c a t i o n f l e x i b i l i t y " 
and " s e l e c t i v e market o r i e n t a t i o n " , and theories of c i t y 
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structure which support the former ideas are modified 
accomodate the l a t t e r . 
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APPENDIX A 

ORGANIZATION OP MERCHANT INTERVIEW PROGRAMME 

Data for Chapter IV concerning the location 
characteristics and history of r e t a i l stores i n Vancouver, 
was collected through a programme of interviews with 
involved merchants. 

The interview programme was conducted i n conjunction 
with a larger research project concurrently carried out hy 
the Department of Geography at U.B.C, the U.B.C. Urban 
Core Project. In fact, the chief purpose of the interview 
programme was to collect data i n the context of this larger 
project. The author's task consisted of interpreting those 
parts of the programme relevant to the theme of this study, 
i.e. the geography of specialized r e t a i l trade. 

The larger Urban Core Project attempted to evaluate 
the role of the C.B.D. i n the contemporary city - using 
Vancouver as a case study. The merchant interview programme 
involved: 

(a) Interviews with downtown merchants to evaluate 
motives that led them to and maintained them i n such a 
location. 

(b) Interview with merchants who had moved from 
a central to a non-central location, to evaluate motives ':> rrU:;• 

leading to such a. move. 
(c) Interview with merchants i n non-central 

locations who might theoretically (in terms of ecological 
theory and central place theory) be expected to be found i n 
C.B.D. locations. This i s essentially the high order group 
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of stores, the focus of our specific inteiest. 
Interview was preceded hy a thorough f i e l d survey 

of the Vancouver metropolitan area, thelocus of the study. 
Poitntial stores for study were identified i n terms of the 
three categories outlined, (downtown, downtown movers, 
specialized businesses). Selection of individual store.s 
was on a subjective basis, i.e. no attempt was made to 
draw a random or systematic sample of stores i n different 
locations or commodity type-categories. Rather, for down
town, a selection of stores was selected thought to 
sat i s f a c t o r i l y cover the range of C.B.D. business types. 
Por specialized businesses (central and non-central), 
a complete coverage was attempted, except where similar 
businesses were clustered i n the same l o c a l i t y (furniture 
stores i n the S. Granville area, for example) when a majority 
sample was assumed to cover the group. 

Interview with the merchants was arranged around an 
informal questionnaire. The questionnaire was used to guide 
and prompt the questioner, not as a r i g i d framework for 
interview. The order of questions was, for example, often 
f i t t e d to the exigencies of each situation and improvisation 
was sometimes necessary to meet circumstances not covered 
i n the questionnaire. A l l interviews covered the same ground, 
however. 

The questionnaire was arranged i n five parts. 
Part 1. 

Established the immediate location history of the 
firm - date of origin, previous locations, etc. - and attempted 
to establish factors c r i t i c a l i n the choice of the particular 
site chosen. If the firm had moved from a previous location, 
reasons for the move were sought. Useful information was 
often obtained through a discussion of alternative sites 
considered but not chosen by merchants. 
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Part I I . 

Attempted to penetrate into the nature of a firm's 
r e l a t i o n s h i p to complementary and competitive r e t a i l 
businesses, since i t was i n i t i a l l y suspected that t h i s 
would he a c r i t i c a l influence on a firm's l o c a t i o n choice. 
The actual influence of the f a c t o r ( v i s a v i s other fac t o r s ) 
can he i n f e r r e d from the main discussion. I t was rather 
l e s s than expected. 
Part I I I . 

S p e c i f i c a l l y aimed to i n v e s t i g a t e the r e l a t i o n s h i p 
of each business to i t s network of suppliers and services. 
It was i n i t i a l l y f e l t that t h i s would also be an i n f l u e n t i a l 
l o c a t i o n f a c t o r at l e a s t i n maintaining some firms downtown. 
However, the question was d i f f i c u l t to administer and 
seemed to cause some resentment among business men when 
asked. Accordingly, i t was not always pursued. This i s 
probably no l o s s . It became apparent a f t e r a few cases, 
that r e t a i l firms r e l a t i o n s to suppliers and to business 
services have no s i g n i f i c a n t l o c a t i o n a l influence, since 
both are ubiquitously a v a i l a b l e and uniformly c o s t l y by 
phone and d e l i v e r y within the c i t y . * 
Parts IV and V. 

E l i c i t e d more concrete information about the s i z e of 
the business ( f l o o r area, f l o o r s , employment) and i t s 
organization ( i n terms of owner-operator, branch o f f i c e , 
e t c . ) . These were mentioned where relevant i n Chapter IV. 

*Except possibly f o r f u r n i t u r e stores. See Chapter IV. 



APPENDIX B 

ORGANIZATION OP CUSTOMER QUESTIONNAIRE PROGRAMME 

P a r t o f t h e data, i n C h a p t e r V I , c o n c e r n i n g s t o r e 
h i n t e r l a n d s and customer s h o p p i n g h a b i t s , was based on data, 
c o l l e c t e d t h r o u g h t h e customer q u e s t i o n n a i r e programme. 

l i k e t h e merchant i n t e r v i e w programme, t h e customer 
q u e s t i o n n a i r e programme was d e s i g n e d t o c o l l e c t d a t a f o r t h e 
w i d e r Urban Core P r o j e c t , t h o u g h t o n l y s p e c i a l i z e d s t o r e s 
were d i s c u s s e d i n t h i s s t u d y . 

I n t h e whole s u r v e y , s t o r e s c o v e r e d were a g a i n 
s e l e c t e d on a s u b j e c t i v e b a s i s , so as t o i n c l u d e a range 
o f downtown s t o r e s and s p e c i a l i z e d s t o r e s i n n o n - c e n t r a l 
l o c a t i o n s . 

C ards were l e f t i n t h e s t o r e s , t o be handed by t h e 
merchant t o c u s t o m e r s . Customers were e x p e c t e d t o complete 
the c a r d s and r e t u r n them by m a i l t o the Department o f 
Geography a t t h e U n i v e r s i t y . 

The number o f c a r d s l e f t i n each s t o r e depended on 
i t s s i z e and t y p e , and ran g e d from 25 - 200. I n each c a s e , 
enough c a r d s were l e f t t o c o v e r one week's t r a d i n g , by 
merchant e s t i m a t e . 

The l a c k o f s u c c e s s o f t h i s s t a g e o f t h e r e s e a r c h , 
m a i n l y due t o merchant u n w i l l i n g n e s s , has a l r e a d y been 
a l l u d e d t o . I n f a c t , where merchants handed out c a r d s , 
r e s p o n s e was q u i t e good (25-50 p e r c e n t ) . P o v e r t y o f r e s p o n s e 
was f o u n d where merchants f a i l e d t o d i s t r i b u t e c a r d s 
c o r r e c t l y . 

The c a r d i t s e l f c o n t a i n e d s i x q u e s t i o n s : 
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I d e n t i f i e d i t e m s p u r c h a s e d and a l s o e s t i m a t e d c o s t o f 
i t e m s , i n o r d e r t o t e s t a s s u m p t i o n s about t h e p r i c e o f 
s p e c i a l i z e d goods. 
I d e n t i f i e d the o r i g i n s of the s h o p p i n g t r i p , i n o r d e r 
t o t e s t i d e a s about t h e r o l e of downtown w o r k e r s i n 
the o p e r a t i o n o f downtown s t o r e s . 
I d e n t i f i e d t h e mode o f t r a v e l o f customer, i n o r d e r t o 
t e s t i d e a s about t h e m o b i l i t y o f c u s t o m e r s . 
A t t e m p t e d t o gauge t h e amount o f s h o p p i n g around 
i n d u l g e d i n by customers b e f o r e p u r c h a s e . 
A t t e m p t e d t o i d e n t i f y t h e amount o f com p l e m e n t a r y , 
s h o p p i n g i n d u l g e d i n on p a r t i c u l a r s h o p p i n g t r i p s , m a i n l y 
t o t e s t t he degree o f r e l a t i o n s h i p among downtown s t o r e s . 
I d e n t i f i e d t h e home a d d r e s s o f customers (where t h i s 
was n o t g i v e n i n q u e s t i o n 2 ) , and a l s o t h e o c c u p a t i o n 
o f the head o f the h o u s e h o l d , t o t e s t t h e i d e a t h a t 
c e r t a i n s t o r e s a r e p a t r o n i z e d m a i n l y by c e r t a i n s o c i a l 
g r o u p s . 


