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ABSTRACT

The thesis

presented is that current trends in shopping habits

within affluent urbanised societies are well

enough defined to significantly

guide planners in the selection of optimum locations and designs for planned
service centres within

metropolitan

areas.

Changing shopping habits and changes in the retail industry are

closely inter-related.

This cyclic relationship between the consumer and

the retailer is further actuated
and

by the prevailing economic situation.

may

An appreciation of these factors

allow the optimum location and form of service centres, at

time, to be identified.
is

by changes within the metropolitan system

any one

Whilst long term forecasting should be avoided, it

possible to show that through a study of metropolitan areas and their

major subsidiary centres, the apparent trends in consumer behaviour and
the action of the

retailer, it is feasible to discuss the emerging pattern of

service centres within
The research

metropolitan

areas

with

some

confidence.

supporting the writer's thesis includes a detailed

critical appraisal of trends, over the last twenty years or so,
sumer

behaviour and the retail

undertaken

habits of
the

A longitudinal series of surveys

industry.

by the writer supplies further evidence of the changing shopping

consumers

in

part of a large metropolitan area.

These surveys,

methodology of which is fully explained, also indicate the impact of

planned regional shopping centre within
In

a

metropolitan

physical environment at selected centres

some

general comparisons made by the

same

scale and

by photographs.

centre to

consumers

centre.

It is

research.

a

area.

discussing trends in the design of service centres certain aspects

of the

the

in both con¬

may

use

The

depend in part

on

are

critically examined, and

of abstracted plans drawn at
attractiveness" of a shopping

the environmental amenity of the

suggested that this notion should be explored further by future
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SERVICE CBNT-tlES IN METftOPOLITAN AREAS

IN TilQDU C TION

The thesis presented is that current trends in

within affluent urbanised societies

are

well enough

shopping habits

defined to significantly

guide planners in the selection of optimum locations and designs for planned
service centres within

metropolitan areas.

It follows that the service centre

functional

area

it serves,

is

a

itself, and the socio economic

critical element in the development of form

patterns within metropolitan regions.

An awareness of, and sensitivity to,

this situation is of importance to everyone

concerned with decisions

regarding metropolitan form.

Any discussion

integral with

retailing.
urban

a

of changing patterns of service centres must be

discussion of changes in shopping habits and changes in

Changes in retailing are very closely related to ehanges in the

system.

As James Simmons

has shown, in some detail for Chicago,

changes in retailing are partly the result of the new urban and metropolitan
pattern.

They also partly stem from the action of the

have given our

Barnes

urban areas their present form.

same

factors which

To understand the retail

Simmons, The Changing Patterns of .ietail Location. Department
Geography Research Paper No. 92. (Chicago: University of Chicago
Press, 1964)
of

2.

pattern requires an understanding of the ecology of urban living and the
process

of urban growth.

decisions

regarding the location and design of service centres within

metropolitan
the factors
now

This understanding will bring us to optimum

areas,

and consequently to some realistic knowledge of

intrinsically influencing metropolitan form patterns as they are

evolving.
Supporting the thesis this dissertation has been developed

as

follows:

Chapter One, The Metropolitan Area and the Intra Metropolitan
Central Place attempts to establish a conceptual and spatial framework
in which the
areas can

ensuing discussion of service centres within metropolitan

be most

usefully developed.

Concepts and measures of metro¬

politan areas are examined and the discussion proceeds to a short
appraisal of urban ecology and central place theory in so far as these

subjects are essential to an understanding of the intra metropolitan
place.

central

This Chapter presents the metropolitan areas as a dynamic

spatial unit, anu the intra-metropolitan central place likewise as a vital

centralising element whose viability must be appreciated in time as well
as

in space.

Chapter Two, Trends and Techniques in Metropolitan detailing,
in three

the

major sections critically examines the phenomena which make up

components of what may be described as the 'retail spiral', resulting

from the interaction of
the

consumer

behavioural modes and the responses of

retaEing industry to this behaviour.

This Chapter identifies, analyses

and comments upon

trends in

trends in

evident since the 1939-45 war, and the response to

consumer

these trends that the retaE

consumer

behaviour, particularly those

industry has made.

The notion that the

3.

interaction between the
is

consumer

and the retailer is

considered, and the discussion proceeds to

techniques of site selection, demand and
conclusions

area

a

a

cyclic process

critical review of the

estimation, reaching

regarding the validity of certain techniques in the current

metropolitan situation.

A series of surveys

made by the writer are presented in

Chapter Three, which is titled Changing Shopping Habits: A Metro¬
politan Area Case Study in Australia.

This chapter sets out to care¬

fully detail the methodological bases of the writer's research, and with
the aid of tables and

figures demonstrates what conclusions may

reasonably be drawn regarding the changing shopping habits of respond¬
ents within the survey area.

relation to the evolving shopping habits of

surveys in
the

The conclusions reached from these
consumers

and

impact of a planned regional shopping centre within a metropolitan

area

form

an

important part of the evidence supporting the writer's

thesis.

It is

writer's

original work will contribute in a small

hoped that, with the findings from other research, the
way

towards

our

growing

understanding of consumer behaviour in a metropolitan context.

Chapter Four, Changing Shopping Habits and New bhopping
Environments, looks at other relevant studies of changing shopping habits
and traces the

development of

new

patterns of shopping behaviour,

considering how these patterns influence the distribution of service
centres are

discussed, and the validity of out-of-town shopping centres

in the British context is
istics of

new

questioned.

The environmental character¬

shopping developments are discussed, and it is noted, for

instance, how certain recent innovations, such as the pedestrian precinct,

4.

accepted as the norm in service centre developments by both

are now

consumers

and

This
service

shopkeepers.

chapter concludes with a discussion of certain selected

centres, and the question of the relative attractiveness of

these centres is

raised, particularly from the point of view of the

environmental amenity that they
of

allowing

some

offer the shopper.

For the purpose

visual comparison to be made of the scale and

environmental character of the various centres, a

series of simple

plans, at a scale of 1:2000, supplemented by the writer's photographs,
is included

following this chapter.

Chapter Five, Emerging Service Centre Nodes in Metropolitan
Areas draws attention
area as a

once more

to the

question of the metropolitan

whole and notes how in affluent

metropolitan regions the major

subsidiary centres

are

growing in size and importance.

the situation of the

new

towns

as

service centres within

In Great Britain
metropolitan

regions is critically discussed, and the fact that such planned commun¬
ities

are

becoming increasingly less self sufficient is noted.

It is

suggested that a more valid local government boundary structure than
that which

normally exists

may

be achieved by relating local government

administrative boundaries to the

iary service centres.
be

an

of the

areas

of influence of the major subsid¬

Finally, the process of sub-centring is shown to

international phenomena in metropolitan areas.

An understanding

emerging centre structure, therefore, is a basic requirement for

the most effective

planning of metropolitan areas generally.

Section 6.0.0, A Note in

Conclusion: Concerning the Future of

Service Centres in Metropolitan Areas

,

considers briefly and as a whole

5.

of the

some

detailed
makes

points and conclusions previously subjected to a more

appraisal.

some

metropolitan
it is

This concluding note, in extending the discussion,

comment related to the future of service centres within
areas

from the point of view taken by this thesis, which,

believed, the evidence presented amply supports.
A

bibliography of the references cited is included following the
As a great amount has been published relevant to the

Appendices.
areas

of interest of this study a

attempted.

general bibliography has not been

Consequently, many useful works are available which have

not been cited in this dissertation and may
on

the writer.

Where the

consciously known

proper

source

have been of some influence

of information

or

acknowledgment is naturally made.

The researcher in this field will at

an

early stage turn to the

bibliographic study of Brian J.L. Berry and Allen
found it not unrewarding to
various

Bred.1

The writer

consider the evidence of interest in the

aspects of central place studies by analysing the number of

papers per

brief

inspiration is

section per year in the Berry and Bred bibliography.

This

analysis is presented here as Appendix A.
Of the sixteen sections in Berry and

Bred, five were selected as

being particularly relevant to the writer's area of interest within the
general field of central place studies.

The tabulated analysis might

reasonably be said to show that in the seven or eight years after 1949
the rate of

publication of

papers

showed a rising interest in those aspects

XBrian J.L.
A

Berry and Allen Pred, Central Place studies.
iiegional
Research Institute, 1961, and Supplement through 1964)

Bibliography of Theory and Applications. (Philadelphia:

Science

6.

of central

place study most pertinent to central places within urban

No

areas.

analysis.

special significance

or

importance is attached to this

It is felt, however, that the emergence of the major planned

regional shopping centre in the United States of America
ant node in the

as an

import¬

metropolitan landscape in the years covered by the

analysis, is not unrelated.
The title of this dissertation includes the word
as

tendencies in time, with

twenty years.

trends'

.

Trends

particular reference in this study to the last

By the end of the nineteen forties Great Britain was

showing the world signs of

a

Post-war reconstruction of

strong recovery from the 1939-45 war.

city centres, the working of the Town and

Country Planning Act of 1947, and the implementation of the New Towns

policy

was

respect.

watched by planners in other countries with interest and
In many parts of Europe and Scandinavia affluence eventually

returned and has since
in the immediate

magnified to

post-war years.

an

extent not normally envisaged

In North America the continuation of

patterns of urbanisation which accommodated the affluent life style of the
middle classes continued.

The

more

affluent parts of the Pacific,

notably Japan and Australasia, have tended to follow certain North Amer¬
ican

precedents.

Australia, particularly, has followed closely those

aspects of urbanisation first studied by central place researchers in the
United States.

It is

seeks to

enough to point out in this introduction that whilst the writer

present an adequate overview of the service centre in the metro¬

politan area, particulady with regard to emerging trends in the twenty
years

between,

say, 1949

and the beginning of 1969, the nature of the

dissertation must prevent a

fully comprehensive

coverage.

7.

Much of this
time.

But what of

Michael

study is concerned with trends, with changes in
prognosis ?

Young,1 in his

It is as well to be reminded by

recent assessment of the demand for forecast¬

ing, that forecasters can be embarrassingly mistaken.
Reasonable speculations, however, are essential.

In discuss¬

ing the analysis, interpretation and presentation of social surveys,
C.A. Moser

2

makes the following statement:

"There is

surely room in every research report
for the research worker's own ideas of specul¬
ations, even if he cannot offer chapter and verse
to substantiate them.

In the course of his work

he must

inevitably develop theories and hunches,
long as he makes clear they are no more than
this, it is a pity to omit publishing them with the
so

results."

In this

study it seems reasonable to make some unsubstantiated

comment, but when this occurs it will be clearly indicated.
sidered

Well

con¬

prognosis is one of the skills of planning.

A further skill of the

planner is the technique of communication,

leading to co-operation and hence to effective teamwork.
considers teamwork essential in the

planning

contact and stimulation as is feasible among

independently

on

process,

As the writer

including as much

research workers proceeding

like projects, he has been acutely

aware at

all times

3Michael Young

(ed.), Forecasting and the Social Sciences
(London: Heinemann, 1968) p. 4.
2
p.

C.A. Moser, Survey

300.

Methods in boeial Investigation

(London: 1958)

8.

that his individual
of others.
on

this

study should be related where possible to the work

A considerable part

project in Britain has, therefore, been used in keeping abreast

of current progress
within

of the research time spent by the writer

in the various aspects of research on service centres

metropolitan areas.
It is

good to be able to report that recently a Social Science

iiesearch Council

entitled

grant has been made towards a research project

Major Suburban chopping Centres

which will be carried out

-

their potential and impact"

by the research team of the Distributive Trades

research Unit of the

University of Durham, under the direction of

Dr. David

This project is mentioned here as an important

Thorpe.

research team study
the

which will investigate in

a

British context some of

questions considered by this dissertation.
But many

aspects remain for fresh study and appraisal, and it is

felt appropriate to comment in the final section of this dissertation on

emerging lines of research which can be fruitfully followed by research
teams.

As

a

planner, the writer is concerned that academic research

related to his

profession has practical implications which may be recog¬

nised and made

use

of study covered in
the forces
ment

are

of in the

planning process.

With regard to the field

this volume, it is suggested that the

contributing to the

understood the

process

more

efficiently and realistically the planning of
can

be achieved.

This work of critical assessment and research

architect/planner would hope to make
understanding.

completely

and form of metropolitan develop¬

service centres in both location and detail

this

more

some

by an individual

small contribution towards

SERVICE CENT.RES IN METROPOLITAN AREAS

CHAPTER 1

THE METROPOLITAN AREA AND THE INTRAMETROPOLITAN CENTRAL PLACE
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SECTION 1.10

THE SCOPE AND INTENT OF CHAPTER 1.

The opening

scale,

as

chapter of this dissertation is necessarily of a broad

it attempts to establish a conceptual and spatial framework

within which the

politan areas

following discussion of service centres within metropbe most meaningful.

can

Consequently, the main concepts examined
The Metropolitan area, as a
The Service Centre, as a

theory, and

more

are:

dynamic spatial unit.

major central place in classic central place

particularly for the

purposes

of this study,

as an

infra-metropolitan central place.
The behaviour of the people who
is

live within the metropolitan area

briefly discussed in the section entitled Urban Society.

will look

specifically at the behavioural modes of

A later Section

consumers,

and at this

stage our main concern is with the general development of urban ecolog¬
ical

theory and what effect the physical environment may have on

behaviour patterns.

As most studies of service centres have

approached the subject

by attempting to rank the centres examined in accordance with the
venient reference frame of central

hierarchical arrangement
the
on

area

of influence of

classification and

From the

con¬

place theory, with its accepted

of central places which obediently nest within

higher order centres,

some

comments are made

ranking studies.

following discussion and critical appraisal of metro¬

politan areas, urban society, and central place studies within the metro¬
politan frame, it is hoped to reach a realistic understanding of the basic

dynamics of metropolitan living.
of the

consumer

second

Against this background the interaction

and the retail trade, which

chapter, may best be viewed.

forms the subject for the

13.

fefcCTlUN 1.2.0

1.2.1

iVi-bTxiOPOLlTAN ArtFAS

THL UABANIblNG WOiiLD

ivj

Webber1

clviu iVi.

assessing urban regions.

geographical

space,

has caused

to take fresh

bearings when

The previously accepted concept of a rigid

often centred to a focus, may be superseded by

Webber's "non-place urban realm '.
centred urban region, but
Distance and

us

This implies more than a many

rather a world scale network where Cost/

lime/Distance frictions

are

minimal.

We may all partici¬

pate to some extent in this world space with its non-Duclidian reference
frame,

fhe most effective participants, however, are those leading

politicans, industrialists, professional consultants, academics, enter¬
tainers, and so on, whose life style assumes an intelligent use of the
available media

or

citizen of average

need for active

barrier.

communication, and not a little money.

For the

affluence this is a realm in which there is no pressing

participation, ana to which there is an appreciable cost

Thus, world citizenship is a fact and at the same time an un

reality.
Discussing the probable development of patterns of human
settlement, C.A. Doxiadis

iM el via M.

2

Webber et al

has projected urban growth to the stage

explorations into Urban structure

(j. hilauclpiua; Univ. of veansylvania *-ress,

2C.A.
p

111.

1964),

pp 7

Doxiadis, "Dcumenopolis", Dkistics Vol. 21 (February, 1966),

14.

where

"Lcumenopolis

occurs.

"a continuous network of settlements

covering
earth, with many centres of different
magnitude connected by many branches of varying
importance, within which large and small areas
of natural landscape with different degrees of
man's intervention will be incorporated."
the entire

Doxiadis is

speculating, perhaps provocatively.

stimulating

us

The

Similarly Webber is

into a new way of considering urban systems.

reality of the present metropolitan situation has been examined

lucidly by Peter

Hall1

in his analysis of 'The World Cities".

Of the seven

major metropolitan areas he describes, two, dantistad and .ihine-liuhr,
have

pdyeentric urban regions.

it is remarkable how the
ance over

With the remainder of the world cities,

original central

areas

time, functionally pre-eminent.

of the traditional centre is

have persisted in import¬

This persisting dominance

subjected to further consideration later in this

study.

1.2.2. A METROPOLITAN SLTTLLhiLNT AHLA

In

seeking to establish a realistic reference frame within which a

reasonably clear concept of the term metroplitan area might be expressed,
the writer finds him^lf in closest agreement

with the idea of the "Metro2

pclitan Settlement Area", recently put forward by G.A. Hoekveld.

1

Peter

Hall, The World Cities (London: World University Library,

1966)
2

Hoekveld, "A theoretical contribution to the constructs of
use in the Geography of Settlements, ' Tiidschrift voor
Lconomische en Sociale Geografie. Vol. 36, (Nov./Dec. 1965) pp 201-208
G.A.

models for

Interestingly enough, Hoekveld's concept is based
the

quality of life and life style in much the

measures

involvement in the

For
as a
so

on an assessment

same way as

Webber1

non-place urban realm".

lioekveld, the Metropolitan settlement Area may be defined

combination of settlements which because of their

closely connected with the metropolis that the

of participation" in
of the way

of

use

development are

of the

possibilities

metropolitan life and of metropiitan assets" is part

of life of most of the inhabitants:

The metropolis is within

their "scale of life".

Having based Ms definition on participation, Hoekveld stipulates
a

minimum population of 500,000 i inhabitants for Ms metropolis.

most other
a

commentators, he considers JOG, 000 inhabitants constitute

qualitative

as

well

as

sides the nucleus town

Beyond this, at
are

some

incorporated.

in other

Like

quantitative minimum.

Other settlements, be¬

itself, are usually incorporated in the urban area.

distance from the urban area, further settlements

These

are

nek physically adjoining the urban area but

respects are very much involved with it.

TMs concept of a
rather than
continuous

Metropolitan Settlement Area is system based

geographically based relying

dependencies.

em

evidence of physically

The writer considers that such a concept is

appropriate when Metropolitan Areas are considered, and accepts this
definition for the purposes of tMs dissertation.
some

In the following sections

other definitions of urban form patterns are discussed.

Kvebber,

loc.cit.

16.

1.2.3

THE CONU-itBATION

1'atrick Geddes

1
was

A

seeking an extension

our

urban terminology

when he coined the word 'conurbation".
"borne

then for these

city regions, these
aggregates, is wanted. Constellations
we cannot call them;
conglomerations is, alas,
nearer the mark at present, but it may sound
unappreciative; what of conurbations" ?
That perhaps may serve as the necessary word,
as an expression of this new form of
population-grouping, which is already, as it
were subconsciously, developing new forms of
social grouping, and of definite government
and administration fy and by also."
name

town

This quotation from
doubt that to the

decidesx

seminal work of 1909 leaves little

sociologist/planner,

be described, the word Conurbation

as Geddes may most

conveniently

signified social grouping and de¬

pendence more than contiguous physical structure.
For the Britain of

sixty years ago, Geddes identified seven con¬

urbations outside of Greater London;

Clyde-Forth, Tyne-Wear-Tees,

Lancaster, W est-c tiding, bouth aiding, midlandton and Waleston.

blgnificantly, all apart from London

were

By the year 1932 C.B. Fawcett's
urbation

was

much

more

2

coal field based.
conception of the word con¬

rigid than that which had been held by Geddes.

Patrick

Geddes, Cities in involution (London: Williams and Norgate
Ltd., 1949) pp 14-15
2

C.B.

Fawcett, "Distribution of the urban population of Great Britain',

Geographical Journal, Vol. 79 (1932) pp 100-13

17.

It may

which

be that the interest in quantitative techniques by geographers,

developed significantly in the inter-war years, reorientated

the interest Patrick Geddes had aroused in the subject away

linkages to the
In

more

quantifiable physical aspects.

194(4 however, the report of the Barlow

commented that Fawcett had
and mortar

and was

the centre and the

from social

Commission1

"overemphasised the pattern of bricks

relatively unconcerned with the inter-relation of

periphery through commuting and daily contact.

By 1931 the Registrar General had recommended conurbations
for

census

purposes,

and had defined six of them in Britain: London,

South-East Lancashire, West Midlands, West Yorkshire, Merseyside
and

Tyneside.

was

A recognition of the phenomena Geddes had observed

becoming widespread, for in 1930 the IMted Nations population

commission had

suggested that tabulation should be made for agglo¬

merations, or clusters of papulation living in built-up areas.
In the mid nineteen
of the

fifties, official publications provide evidence

difficulty at that time of reconciling

in fact was

a

a

clear definition with what

situation closer to Geddes1 concept of the term con¬

urbation.
". .each conurbation should be an

local

authority boundaries.

aggregate of

Three other

factors should be taken into account;
that the conurbation

1Baiiow,

first

generally should be a

lie port of the Royal Commission cm the Distribution
6133 (1940), p 6

of Industrial population. Cmd.

13.

continuously built up area, but on the one
hand should not include ribbon development
and

the other should not

necessarily
by a narrow
strip of rural land from the main built up
area to which it was strongly attached for
employment and other reasons; second that a
on

exclude

local
in

a

built up area separated

a

should be considered for inclusion

area

conurbation to whose focal centre it

was

strongly attached as a centre for work,
shopping, higher education, sport and
entertainment; thirdly that some
consi^eratioi
should be given to population density."

Larlier it had seemed sufficient to equate the term
with

urbanised

area

.

The 1961 Census showed
Britain

that, taking the seven conurbations of

together, their population in 1961 was almost identical to their

population in 1961.

18,685,530 to 18,678,035.

It was known that many

of the central cities of these conurbations had had
since the

early 1930's.

Liverpool fell by
fell

by

'conurbation

a

a

further 6

falling populations

In the period 1951 to 1961 the population of

further 5.5 per cent, the population of Manchester

per cent,

and the London county area fell by a further

4.6 per cent.

The population of Great Britain as a whole at the same

time increased

by about two and a half million people.

superficially, it could be said that the main objectives of the
Barlow iieport were being achieved.

This was in fact not the case, as

i

iegistrar General, deport on Greater London and Five other
Conurbations. (Her

Majesty's stationery Office, 1956),

p xv

19.

the official

figures registered changes in population within relatively

fixed administrative areas, and

all the conurbations

were

in fact

spreading beyond their census boundaries growing in area.

Whilst

population statistics for the central parts of the conurbations remained

relatively static

or

showed some actual decline, some great increases

taking place on the edges of the conurbations.

were

conurbation expt.

years

enced

a

The West Midlands

growth in population of 4.8

per cent

in the

between 1961 and 1961, within the official conurbation boundary.

But outside this

boundary, in the administrative areas immediately ad¬

jacent, a population increase of 26 percent was experienced in the same
time

period.
This organic vigor

by oargent P. Florence
of the

,

large conurbations

of the British conurbations was commented on
who claimed that the growth and persistence

was

mainly due to three sets of economic

advantage.
1.

The dose proximity

2.

The large urban

of

a

large market of

productive

unit at

a

consumers.

favourable

spot with low cost utilities, a pod of labour, multiple
localisation and
3.

linkages between industries.

The hierarchical centre

supplying specialist services.

Speaking at the same occasion as Sargent Florence, J.it. James

2

emphasised that from a planning point of view the conurbation cannot be
looked at

separately from the region it dominates:

"cargent P. Florence, "The future of the Conurbations , Town and
Country Planning Summer Sebod, 1961, Cited by ^nthony Goss, British
Industry and Town Planning. (London; Fountain Press, 1962)
2

J.K.James, '"City Kegions", Proceedings, Town and Country

Planning Summer Schod. 1961, p 6.

20.

'The

only valid concept is the city region which
a marriage between the built up core and

effects
the

area

which

conies

under its direct social and

economic influence and which is

shaped and held
together by its system of communications."

In

concept, if not in official definition, the iniluence of the

major urban area was being seen again as Geddes had seen it.

1.2.4

UxtBANEKD AHLAb AND METROPOLITAN AiiEAS IN Tlid U, S. A.

The American Bureau of Census both

metropolitan area."

terms "'urbanised area" ana

the

recognises and uses the

The latter represents

demographic and economic entity.
The urbanised

area

embraces the urban fringe outside and con¬

tiguous with the central city.

Minimum criteria are:

1.

A central

2.

Population density in the fringe of 2,000 persons

3.

city of at least 30,000 population.

per square

mile

or a

Other land

uses

associated with the central

More

minimum population of 2,500.

city.

emphasis, however, is placed en the metropolitan area;

firstly, because they are more stable units and secondly because the
components are also administrative units which makes statistical

manipulation

a

good deal easier.

The metropolitan areas are, there¬

fore, functional units based largely on the pattern of journey to work.
Known
are

defined

as

officially as btandard Metroplitan statistical Areas, they
having:

21.

1.

A central

2.

The

areas

city of at least 50,000 population.
to be

grouped within the central city

must have
a.

10,000 non-agricultural workers or contain 10 per cent
of the

non-agricultural workers working in the metro¬

politan
b.

area.

have at least two thirds of their

employed population in

non-agricultural work.
3.

Have at least 15 per cent
in the central

It is to be noted that

of the employed population working

city.

50,000 is the base level in population for the central

city for both urbanised areas and metropolitan areas.
metropolitan

as

Thus the term

used in American studies clearly does not imply great

size, and is at variance with the writer's usage of the term, when a
i

minimum

population of 50QP00

or so

is envisaged.

The main criterion listed above is that of

commuting to the central

city by a minimum of 15 per cent of the employed population.
a

succinct definition has been

From this

produced as follows:

"A standard

Metropolitan Statistical area is an
integrated economic unit v/ith a large volume of
daily travel and communication between the entire
city and the outlying parts of the area.'

xbee

Section 1.2.2 Hoekveld, Loo cit,

o

McMillan, "Accent Trends in the Decentralisation of Retail
Trade,' Traffic Quarterly. Vol 14, (1962), p 76
b.C.

22.

The results of

published in 1959

1

international

an

study of urbanisation were

and used three simple minimum criteria for

selecting metropolitan

areas:
not less than 100,000

1.

An urbanised

2.

A central

2.

Administrative units

area

population.

oily of not less than >0,000 population.
contiguous with the central

city must have two thirds or more of their employed
populations in non-agricultural occupations.
On this basis the

study showed 53 metropolitan areas in the United

Kingdom.

1.2.5

THE CONCEPT OF

METROPOLITAN COMMUNITY
2

Discussing the planning of Greater London, D.L. Foley points
out that the

concept of "metropolitan community

used in Great Britain.
most

has been

vexy

little

Foley considers that the concept of ' conurbation

usually used in this country
.does not provide a sense of (or faith in)
community structure that is implicit in the
metropolitan community concept. "**

This lack of faith in

"conurbation'' has

xThe

come

to

imply may arise primarily from the fact

Centre for International Urban

metropolitan
2

community structure that Foley senses the term

D.L.

Foley,

(April 1961)

SIbid.,

areas.

p

p 56

57

search, A study of the World's
(Berkley: University ot California Fress, 1959)

Manning for Greater London

,

Town Manning A- view.

23.

that, previously, easily quantifiable physical attributes have been associated
That this is

with the term.

probably not consistent with Geddes' own

interpretation has been mentioned above.
L. P.

"a

Green1

has defined

a

metropolitan region as

region of intense movement of people, goods and

services between residential

areas

and industrial and

commercial centres whose existence and structure

largely

are

boundaries

function of communications and whose
determined by the degree of human

a

are

contact'

This is most

certainly

a

qualitative, community acknowledging

definition.

In

central

defining metropolitan Lancashire (with h. anchester

the

city) Green chose a standard of 16.8 per cent commuting to

form the inner
as

as

region.

This inner region uses almost the same standard

the U.S. Bureau of Census

figure mentioned above, and in this instance

almost coincides with the boundaries of the conurbation.

Taking

an

cent of the total

carter region where the committer rate exceeds one per

occupied population, Green found his standard covered

the whole of the south east Lancashire conurbation and added to it
to the south and east.

This marked the extreme outer limit of the cities

influence and did not involve any intense movement,
inner

area.

For

an area

such as found in the

example, of the total working population within the

provincial metropolis, 98 per cent
outer limits but 31 per
2

were

from within these extreme

cent were from within the inner metropolitan

region.

XL. P.

Green, Provincial Metropolis.
Unwin, 1959) p 27.

2Ibid.,

p

127

(London: George Allen and

Additionally, Green noted that the contribution of the outer zone
workers

or

was

24,644

only 2.3 per cent of the total occupied population of the outer

zone.

Allowing that the fall off in the rate of commuting is rapid with
increasing distance, and that only a small amount of movement in this
case

takes place to the

this type

central city from outside the official conurbation,

of study is useful as a broad approach to regional organisation,

and the concept of

metropolitan community a valid concept to hold.

U. ,VICii CLNT.U...

ACTION 1.S.0

1.3.1 SOME DDFINITIQNfe

Before

length
area

a

discussing the infra-metropolitan central place at some

few concepts should be introduced.

has been established

above, and

some

The idea of a metropolitan
simple statements as to the

meaning of the term "bervice Centre' would seem appropriate at this

Stage.

It should be noted at the outset that the hierarchical distribution

of service centres

at.

central

places in geographic space is the major

postulate of classical central-place theory, as laid down by the German

scholars, the geographer Walter Ohristaller, and the economist, August
Lbsch before the 1339-46

war.

The

terminology used by Waiter ChiTs-

taller in 1933 has been well re-presented, in a
2

by iians Carol
in

partly modified version,

in 1960, and in addition, Ms seminal study is now available

^ngliah translation.

3

For the purposes

of tMs study,

A service centre is a focal

point where shopping, entertainments,

cultural and professional services are provided.
A service area is that area served

the

area

from within which

by the service centre, and

people seek the services of

a

particular centre.

1

Walter

Christaller, Die central en urte in ctiddeutschland
(Jena: Fischer, 1933)

2Bans Card,

"The Hierarchy of Central Functions within the City",
Annals, Association of American Geographers. Vol. 50, (1960)
3

Walter

Christaller, The Central Flaces of bouthem Germany.
(Dnglewood Cliffs: t rentice-hall, 1966)

trans. C. Baskin

26.

The service population is the number of
centre.

They are normally only

a

the

This proportion

according to the local circumstances, and usually

it increases with

These

use

proportion of the total

population living within the service area.
varies

people who

proximity to the centre.

concepts were introduced in Great Britain by several

geographers id! owing the central place studies of Walter Christaller.
Notable early British contributors in

Smailes,1

^A.E,

this field have been A.E.

Green,2 H.Bracey^ ancU.B. Fleming.4

F.W.H.

Smailes, "The Urban Hierarchy in England and Wales,"

Geography. Vol. 29, (1944).
o

F.W.H. Green,

"Urban hinterlands in England and Wales: an
Geographical Journal. Vol. 116, (I960)

analysis of bus services
3

H.

.

Bracey, "Towns as xiural service Centres:

of
Transactions of the
an index

eentrality with special reference to Somerset .
publication No. 19 (1953)

Institute of British Geographers.
4
J.B.

Fleming,

Scottish Towns, "

(1954)

An analysis of shops and Services Trades in
ocottish Geographical Magazine. Vol. 70, No. 3.

I.3.2 Cddi'mm, meACa. TiiLUitY

Central
the

place theory has as its most fundamental conclusion

proposition of a hierarchical arrangement of service centres.

B.J.L.

As

i

Berry, H.G. Baraum and ii.J. Tennant

have stated,

"Central place

theory is the theory pertaining to
spatial aspects of retail and service business.
Among these spatial aspects are the location and
groupings of central functions, the consequent size
and spacing of central places, consumer travel
behaviour, and the size, shape and arrangement of
the

trade areas."

In this way

scientific basis for
business,

classical central place theory begins to provide

a

understanding the geography of retail and service

Regularities in facts may be predicted from the theory

put forward by Christaller,

2

and the work of the economist August

Lbsch, in independent derivation, has made the theory explicit.
Because of the many

last

thirty or

so years

regularities which have appeared in the

from the results of different researches, many

investigators have concluded that a central place hierarchy is a funda¬
mental feature of the

geographic organisation of economic life.

Empirical regularities emphasized by these investigations include:
1.

A

hierarchy of urban centres and business districts

within cities.

B.J.L.

Berry, H.G. Barnurn and ii.J. Tennant, "detail Location
Behaviour", i apers and i roceedings of Hie .Regional
association. Vol. 9 (19t>2) p. 10G.

and Consumer

bcience

2Chrlstaller,

op.cit. (1933)

28.

2.

Trade

areas

encompassing similar total demands for

centres of any
3.

given level of the hierarchy.

"Nesting

of lower order trade

trade

of centres

area

areas

within the

occupying higher levels of the

hierarchy.
4.

i~ vea

spacing of centres of the same levels where the

major economic base of the these centres consists of
central

When the
these

the

a

1

concepts of "threshold" and "range" are understood,

regularities

turn allows

place functions.

are

emphasised by central place theory.

This in

clear statement to be made of the relationships between

regularities noted and the spatial structure which, together, they
The concepts of "threshold" ana

create.

range'

are

essential to the

development of the theory.
Differentiation between centres in size and extent of establish¬
ments occurs because

threshold

or

shops performing various functions have separate

entry values.

These are determined by the frequency with

which their goods are purchased, and any one city
number of establishments whose goods are
grocers, but
visit

cm

relatively few higher

average

-

places,

centre as the

For

a

a

large

purchased often, such as

order establishments which people

less frequently, such as jewellers.

The different thresholds result in
central

might support

as

all of the

jewellers.

grocers

a

hierarchical system

of

shops are not located in the same

The lower order shops, those visited most

concise and authoritive

explanation of Central place theory

seeB.J.L. Berry. Geography erf faarket Centres and detail Distribution.

(.hnglewood Cliffs: Prentice Hall, 1967),

pp

59-73.

29.

frequently, aim to serve only a portion of the city's population, tad therefore
tend to disperse so as to be

close to their potential market,

la contrast the

higher order establishments serve the whole city population and need to be
located at the most accessible point.

All establishments have what is termed
which is the maximum distance

a

an

outer range

value,

be expected to travel to pur¬

person can

chase

only the goods sold by that establishment.

good1

is purchaser the further most people are prepared to journey tor it.

Low order establishments

are

The less frequently a

dispersed through the suburban areas, there¬

fore, to reduce peoples' travelling time to reach them, while the higher
order establishments tend to concentrate in a

few, very accessible, large

centres.

ih© hierarchical system

fore by the interaction between

of central places is produced there¬

the threshold value of the separate

establishments and the outer range

limits of

a good.

The goods most

frequently purchased by the local population will result in the formation
of

a

large number of centres containing establishments selling these

goods, and forming the lowest order in the hierarchy.
A smaller number of

larger centres will

occur next

in the

hierarchy, providing the lowest order functions for their immediate
neighbourhoods plus certain other functions which serve a market con¬
sisting of an amalgamation of several lower order market areas.

The

hierarchy may contain several higher orders still, each with its own
characteristic additional functions, culminating in
order centre,

usually located at the most accessible point in the city,

which offers the

land

can

the single highest

complete

range or

functions that the city and its hinter¬

support.

1The term

"good", developed in marketing terminology, refers to one
category of mgrehaadise.

so.

1.3.3

ULLAN LLTVICL CLNT...LS

UU.-.L .EvC

No centre can be dealt with in isolation but must be examined

We have

in relation to the centres around it.

seen

that, normally, the

smaller the centre the fewer the specialised services provided, and
thus the shorter distance
services.

The sphere

people

are

prepared to travel to use these

of influence of the smaller centre is, therefore,

smaller.

With the base year

urban

Smailes1

hierarchy of England and Wales which

This classification

central
two

1933, A.E.

areas

was

based

on

the range

of cities and towns.

significant

gaps

was

by the

map

published in 1944.

of facilities offered in the

At this time Smailes noted that

appeared in the available data, namely a record

of his services and statistics of retail trade.
filled

made a study of the

These gaps were

later

cfLocal Accessibility. (Ordnance burvey 1933) re¬

lating to his services in the winter of 1947-43, with its associated
2

analyses by F.W.H. Green andW.l. Carrulhers,
of Trade Census of
4

Carruthers
1931 data

3

and by the Board

distribution, notably those of 1950 and 1931.
has

recently published

a

thorough analysis of the

relating to the more Important shopping centres in England

and Wales.

As with the earlier studies referred

been left out of the national survey,

to, Greater London has

and for the time being we will avoid

discussing the pattern and process of service centres in Greater London

1

Smailes, loc.cit.

2

Green, loc.cit.

classification of Service Centres in England and
Wales, Geographical Journal Vol. 123 (1937)
W.I. Carruthers, "A

*W.I.

Carruthers, "Major Shopping Centres in England and Wales, 1961,

regional Studies Vol. 1 (May 1967) pp 63-81.

A review of the various studies of the urban

here.

and Wales has been made
the time of bmailes'

by K.D. P. smith,

X

hierarchy in England

who concluded that from

study centres of all types had remained remarkably

stable in their distribution and in their relative status.
the

Figure 1, from

Ministry of Housing and Local Government Classification of Major

Service Centres in

England and Wales, includes the most important

London sub-centres ranked in the national order

Where

new

populations have required new small and medium

sized service centres, as
New Town
as new

in the ease of Bracknell, Harlow and Stevenage

Centres, for example, these have normally proved successful

central places in the urban

hierarchy.

the town centres at Peteriee and Newton
than

large village centres.

their
are

system.

But, as Smith points out,

Aycliffe have remained

no more

This does not mean that they have not reached

planned potential, but rather that within their regional context they

only required to operate with

speculates

as

a

restricted sphere of influence.

Smith

to whether the old order of service centres will change

drastically with increasing mobility and the possible advent of the "out of
town"

shopping centres.

of this type in

of large

So far there has been little evidence of charges

Great Britain, although some major new developments are

scale.2

"K.D.P. Smith, The Changing Urban Hierarchy", liegional Studies.
(September 1968) pp 1-19.

Vol. 2
2
near

Smith

cites, for example, Woolco's first British store, at oadby,

leicester.
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CLASSIFICATION OF MAJOR SERVICE CENTRES,
ENGLAND AND WALES.

(Ministry of Housing and Local Government, 1961, based on
provision and use of Central Area shopping facilities.)
(Source: Official Architecture and Planning (Aug. 1967) p. 1097.
the
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SDCTICN 1.4.0

1.4.1

UABAN i^OCILTY

THE PRINCIPLE OF LEAST EFFOiiT

It has been

flect the
An

area over

recognised that social and economic groupings re¬
which the attraction of

a

service centre extends.

understanding of the ecology of urban living, therefore, will help us

attain

an

understanding of the processes of urban growth, the retail

pattern, and the sei-vice centres themselves.

Today planners
human
come

assume

the importance of the sociologist and

ecologist in the planning team,

from the

approach of

it is well to be sometimes

Donald L.

Thompson,1

an

as

today planning is expected to

interdisciplinary group.

reminded,

as we

Consequently,

have been recently by

that it is only since after the 1939-45 war that

urban research has become almost

by definition interdisciplinary.

Thompson is of the opinion that the work of the behavioural scientist,
G.K.

Zipf,

2

shows that the latter's failure to appreciate the inter-

relatedness of urban activities posed a severe limitation to the

general

application of his approach.

"Donald L.

Thompson, "Future Directions in detail Area Research
(January 1966) pp 1-18

,

Economic Geography. Vol. 42
2

G.K.

'

Lipf, whose main contribution is towards the development of
systems theory and steady-state concepts (Berry, op.eft., pp 76-78),
introduced the rank-size rule to explain the steady-state situation within
a growth process.
His demonstration of this was made in National Unity
and Disunity (Bloomington: Principle Press, 1941).

34.

£ipi'a

success at

lyitetftilMg certain aspects of Ms

empirical tovoj&igaiions into social behaviour led Mm to conclude.
In this second major work,

in a somewhat naive hope tor the uni¬

versal application of the unifying

Principle of least ££tort.

.the systematizatton

of social science is
only in its early stages. With this system.

actuation

well

we

shall be Male to make predictions,

organise our social structures
making life more agreeable tor
all concerned. In short, a systematic social
science will make possible an objective social
engineering. There is a further practical
consequence of the establishment of the Principle
of least bSort with its
aynfttun"' qtf
of bocial odence. It will provide an objective
language in terms of which persons can discuss
social problems impersonally, even as physics is
a language for the discussion of physical problems.
The lack of an objective social language is respons¬
ible to no small extent for the widespread mental
as

with

a

as to

view to

confusion ahnut

oroMeme todav.

Twenty years on we are not hopeful tor any
our

one panacea

in

attempts at the social organisation of inextricably inter-related

urban activities.

ia.£.

<fof. Human Behaviour and the

(Cambridge: Addison-Wesley, 1U9)

.

rinciale of Least Lffort

35.

1.4.2

UttBAN LCQLOGY

In the

development of retail research it would have been absurdly

convenient if Christaller's

hexagonal theory and Zipf's "principle of least

Effort", which might have been expected to explain

shopping location, together provided

a

consumer's choice of

complete description of what

a

actually takes place.
Similarly,
habitat factors

consideration of urban form would be simplified if

a

were

the sole determinants of social behaviour.

at about the same time as

whilst human

Writing

Eawley1 made clear that

Zipf (1049), Amos

ecoiogists had overstressed the relationship of the varying

external conditions

on

the forms of man's existence there

was

neverthe¬

less
.a

way

tendency for human behaviour to reflect in one
or another the physical characteristics of the

area

in which it

occurs.

"*

This opinion seems to be supported in
Boston

study, and to have been accepted as one of the bases for an

orientation to the

analysis of social behaviour by &.E.

been noted in the article

the

iAmos Kawley,

2Ibid.,

p

as has

by Thompson previously referred to, however,
so

broad

as to

preclude its

use

Human Ecology. (New York; Aosald, 1950)

89

Walter

Harvard

Firey, Land Use in Central Boston (Cambridge Mass.:
University i'ress, 1947)

Park, Human Communities
5

±-ark.4

5

ecological classification is inherently

3

3

general by Walter Firey's

Thompson, loo, clt.

,

(Glencoe: The Free Press, 1952)

36.

in

meaningfully classifying research

on

spatial structure.

"Although some ecological concepts have a geographic
character, their pertinence to people and group
behaviour make them

1.4.S

sociological".1

essentially

NMGBBOUiiHOOD 1MAGLb

The

neighbourhood unit has often been described

as a

planners

convenience, and when the concept has been used to justify the creation
of a new

physical entity where little regard is paid to social relationships,

criticism is
Auth Glass
were

have

2

indeed

in

guide.

complex ana paid little heed to hard edged boundaries, planners

ment

new

communities with some success using

of servfce population, service centre, and sphere of influence as

By using social theory and the results of empirical study alone

it would be almost
terms.

But despite the pioneering study by

hiiddlesborough, which showed that social interdependencies

generally managed to plan

the concepts
a

normally justified.

impossible to translate neighbourhood units into spatial

Significantly, there has been

a

traditional reliance

on

the move¬

patterns of the primary school population to establish the conventional

planned neighbourhoods' form and scale.
Where

way

a

neighbourhood centre has been established in the traditional

with its shops, church

doctor's surgery, it is
a

or

churches, pub, community centre, clinic and

obvious that each of these facilities optimally serve

specific number of people and have a specific catchment area.

There

1
.

tobert

Bartels, The Development of Marketing Thought. (Homewood,

Illinois; 1962) p 203. Cited by Thompson, loc.cit.
2

^iuth

Glass, social Background of
Paul, 1948)

a

Flan. (London: iloutledge, Kegan

37.

is

a

compromise solution when each of these facilities is established at one

geographic point.
When

towns1
of

is

higher density living than was developed in the Mark I new

being proposed, valid alternatives in the way of arrangement

community facilities may be considered. Such patterns were

schematically developed in the London County Council proposals for Hook
new

town, and are being actually implemented in Cumbernauld and

fckelmeredale.

The planners in these instances have avoided most pre¬

determination of communities

framework around which the

by adopting a system which provides a

community life of the town may grow and

Lach community function is allowed to develop in its

change.

own

appropriate catchment area, and the resultant randomness of distribution
is clarified for the town dwellers

by the linking footpath systems. Mow

successful such pedestrian systems are

search, but it
effective

seems

linkages

are

reasonable to assume that comprehendable and

being established between facilities and dwelling

areas

in these

more

realistic community structure.

In
car,

is currently being tested by re¬

pedestrian orientated new towns, perhaps reinforcing a

spite of arguments based on the observation that, with the motor

most arrangements based cm the idea of socialising through prop¬

inquity alone are out of date, there is evidence that most people perceive
a

local

physical unit much smaller than the planners arbitarily defined

population unit of 7,000-10,000 people.

The British New Towns known
follows:

as

T.ii.

Lee2suggests that the

Mark I", with designation dates, are

Basildon (1040),

Bracknell (2049), Corby (1050), Crawley (1047),
Harlow (1047),
(1047), Peterlee
(1048), Stevenage (1946), Welwyn Garden City (1948).

as

Cwmbran (1049), Last Kilbride (1947), Glenrothes (1048),
Hatfield (1048), Kernel Hempstead (1047), Newton Aycliffe

2T.B.

Lee, "Psychology and living space
Society, Vol. 2 (1963-64) pp 11-36.

,

Tranaction of the Bartlett

38.

model size of perceived units in

a

or

2,500

But in this case, even though the area involved was initially part

people.
of

Cambridge is about 7o acres,

village that had been absorbed by modern Cambridge, each person when
line

asked to draw

a

different

which

district

area

as

shown

on

on a
was

map

enclosing their neighbourhood enclosed a

not coincident with the ostensible

boundary of the

maps.

THL NKIGHBOUxtHGOD PEKCLIVKD

1.4.4

There may

be

some

overlapping between the territorial neighbour¬

hood, as described by Lee, and the perceptual neighbourhood or district
as

explored most fully by Kevin Lynch

1
.

By districts Lynch means those

relatively large city areas of which the observer
and which for him have some common character.

"V.

can

visualize the extent

They

can

be recognised

internally, and occasionally can be used as external reference by a person
proceeding towards or by them through the city.

Lynch is conscious of the importance of urban images as seen over
time.

2

"City perception is in essence a time phenomenon,
object of very large
scale. If the environment is to be perceived as
an organic whole, then the clarification of parts
in their immediate context is only an elementary step."
and it is directed towards an

D.L.

3

Thompson briefly discusses imagery and retail area re¬

search, indicating that further studies in this direction could be quite

1

Kevin

Lynch, The Image of the City. (Cambridge, mass.: The M. 1. T.
University Press, 1360) p 47

and Harvard

2Ibid.
y

D.L.

,

p

158

Thompson, loc.cit..

p

12.

39.

profitable in explaining some consumer decision making. That the builders
of

new

planned shopping centres

are aware

of the importance of the "im~

ageability" of their centres is fairly obvious, and will be discussed
further in

1.4.6

a

later chapter.

TH&. PHYSICAL NLIGHBOUiiHUQP AS AN ACTIVITY CONDITIQNLii

That the

physical

or

empirical neighbourhood conditions the

activity patterns of those who live within its defines is accepted planning
theory.

Thus road patterns, open space systems and the minimum

distance young

children

may

considered at the detailed

conveniently walk to school are carefully

design stage of the planning process, and are

kept in mind during the structure planning stage when the form of the

neighbourhood and its relationship to the town
If

as a

whole is being proposed.

anything, the lack of strongly supporting evidence that such well

considered and

physically defined neighbourhoods

are

better perceived and

enjoyed living environments than less clearly mage able living areas should
give planners cause for concern.
that

through the establishment of

forms"1 the
a more

SYMAP

Happily, there is
a

"congruent and expressive system of

Carl oteinitz has made

Using the computer mapping technique
a

stances reveals similarities to the

"imaged

responses

recorded in

2

bteinitz, "Meaning and Congruence of Urban form and activity

Journal of the American Institute of Planners. Vol. 34.
2

Kevin

Lynch, op.cit.

-

study of Boston which in many in¬

Lynch's more limited study of the same city.

JCarl

recent evidence

city designer can significantly influence the achievement of

meaningful environment.
-

some

,

(July 1968) pp 233-248

40.

There is
the

some

evidence, then, that the physically perceived parts of

city, through the "Paths", "Edges", "Districts", "Nodes" and "Land¬

marks", to make

use

observer something

of Kevin Lynch's terminology, communicate to the

of the type of activity in

a

particular location; some¬

thing of the relative activity intensity, and something of the significance of
places perceived.

Maddox1

Joel Smith and George L.
that

physical barriers recognised

selves useful for predicting

such by respondents

were not

in them¬

the location of many facilities which are

commonly used by city people.
"The

as

showed conclusively, however,

They concluded that:

problem of explaining the choices in facilities

related to certain

common

activities of urban

dwellers, for example, would seem to require other
than an ecological approach in the Park tradition."
in their

research, and with a sample of 574 people, Smith and

Maddox studied the grocery
staurant and

if it
a

was

person

and the

shopping, petrol buying, drugstore, re¬

beauty parlour using habits of their respondents to see

possible to determine the relationship between the location of
in a spatial area defined with reference to physical boundaries

use

of facilities inside

or

outside that

area

for selected

common

activities.

Joel bmith and George L. Maddox, "The bpatial Location and use
a Miridle-bized City", bocial Forces. Vol. 38,

of selectee facilities in

(1959-80) pp 119-124

It

hood
as

was

were

found that the rates at which facilities outside the neighbour¬

used

by those sample members who defined their neighbourhoods

being in the largest a real categories did not vary with the number of

barriers used in
used three
area

or

defining the neighbourhood.

four barriers

than the natural

are

defining

a

Thus, whilst

natural

physical neighbourhood

persons

area or even a

area in

who

larger

which they lived,

they did not use the facilities in these areas any more than did those
persons

natural

who defined their neighbourhoods as large areas which were not
areas.

We may
to support a

note, from the studies cited, that there is little evidence

claim that neighbourhoods condition adult activity patterns

because of their

physical form,

decent research is encouraging further

investigation, however, and there seems to be some likelihood that the
perception and enjoyment of environment and the consequent better
appreciation of urban facilities can be influenced by the work of the de¬

signer conscious of city imageability.

42.

SECTION 1.5.0

TKE INTHA METROPOLITAN CENTRAL PLACE

CENTRAL PLACE THEORY IN THE CITY

1.3.1

As social science has become more

sophisticated, it has become

unfashionable to accept theories of city growth as
as

those put
2

Hoyt

forward by E.W.

(Sector theory).

dence of

Whilst

Burgess1
on

simple and convenient

(Concentric theory) and Homer

examination cities normally show evi¬

partially conforming to both theories in

one way or

the other,

3

Emrys Jones is probably quite fair in pointing out that these two theories
in fact

are

were

thus

mutually exclusive and, being developed in the United states,

based

on new

are

of recent growth and

uncomplicated by historical inertia.
There is

is

world cities most of which

ample evidence,

4

however, that within cities a pattern

developed over time which takes the form of

centres.

a

hierarchy of business

It has been believed that this network: of intra urban central

places functions for the urban dweller in much the
central place system

same way

that the

works for the rural community.

^.W.

Burgess, in Park, Burgess and McKeazie (eds.) The City.
(Chicago, 111.: Univ. of Chicago Press; 1925) pp 51-53
2
As

reported in C.D. Harris and E.L. Ullman. Annals of the American

Academy of Political and feocial Science. Vol. 242 (1945), where the

Multiple Nuclei Theory is also expounded.
3

Emrys Jones, Towns and Cities

^Brian J.L.

.

(London:

1966)

Berry and Allen Pred, Central Place Studies A Biblio¬

graphy of Theory and Applications (Philadelphia: Regional science
lie search

°ma.

Institute, 1961, ana supplement through 1964)
,

p

10

The dominating
district.

This is the

central place within the city is the central business

specialised focus net only of the city, but also of the

region for which the city may be considered the central place.
the central business district

number of orders of such

the

the sub-centres within the city.

subsidiary centres depends

city as a central place.

central business district.

are

Outside

upon

The

the order of

This, in turn, effects the order of the cities'
In

a

large city

or

metropolis the

centres within the urban area will include street corner

range

of

shop groups,

neighbourhood centres, district centres and regional centres.

These

correspond approximately in function to the hamlets, villages, towns and
cities of the rural central

It is at this

place hierarchy.

point in the logical extension of central place theory

from the rural into the urban realm that

put forward.

.

some

reservations must be

44.

X. 5.2

boMh AJuLNDMLNTb TO TH-o TLLUuY

The extension of the classic central

intra-metx*opoiitan

case assumes a

within cities, just as
and their catchment

Pred1

place theory into the

nested hierarchy of trade areas

there is a nested hierarchy of central places

areas

in the cities' hinterlands.

Berry and

point to the plethora of other tertiary facilities, such as

sales, medical facilities, printing and publishing concerns,

auto

etc., which form their own specialised districts, and the highway
oriented traveller-service
in American cities.

that

These authors

are

content to

conclude, however,

despite the fact that central place theory needs to be generalised in

such

of

types of establishment commonly observed

a

situation to allow for the random location of the various sorts

specialised tertiary functions noted above, it does apply to the

hierarchy of shopping centres within cities.
The central
an

place theory as originally developed assumed

evenly distributed purchasing

arrangement of centres.

power

leading to

an

hexagonal
2

B. J.L. Berry and W.L. Garrison found it

possible to relax the assumption of an evenly distributed purchasing
power

and show that

"..whatever the distribution of purchasing power

(and whether in open countryside or within a large
metropolis) a hierarchical spatial structure of
central places supplying central goods will emerge."

IIbid.
2

B.J.L. Berry

and W.L. Garrison, 'iiecent Developments of Central
Proceedings. tetaonal science Association.

Place Theory", tapers and
Vol. 4. (1958) p 111

45.

INTitA METROPOLITAN LIMITATIONS OF Til*, CLASSIC THEORY

1.5.3

Within the
for the

complexities of the modern metropolis it is not possible

objective observer to fail to notice the apparent illogicalities of

sub -centre distribution,

dome

aspects of the wide variations in consumer

habits will be examined later in this volume.
to note that the

and in

At this

stage it is sufficient

investigations of D.L. Huff into consumer space

particular, two studies of central place patterns in

metropolitan
central

2

area,

by a.J. Johnston,

an

preferences,1

Australian

show that the originally formulated

{dace theory must be relaxed still further in the intra metro¬

politan context to make allowance for the complexities of urban growth
patterns and the variations in the distribution and actions of consumers.

The works cited above, and further evidence for the city

firstly, from

an

unpublished paper by E. tchell,

3

of ooston,

and secondly from an

"4).L.

Huff, "A Topographical Model of Consumer space Preferences",
Vol. 6 (I960)
159-173

Papers and xTOceeciin&s. .usgjonai science Association.
pp

2

xi.L.

Johnston, "The Distribution of an Infra-Metropolitan Central
..ustraiian Geographical studies Vol. 54, (April 1966)

x-lace Hierarchy
pp

.

16-33
A.L.

Johnston, "Kailways, Urban Growth and Central Place Patterns
voor Economische en Sociale Geografle. Vol. 59, (Jaa-Feb.
33-44

Tjdschrift

1908) pp
J

E.

tchell, "Aspects of Central Place Theory Unsubstatiated by
Landscape", unpublished paper
presented to the International Geographical Congress, London 1964
btore Facilities in Boston's detail

,

46.

atlas of
doubts

planned shopping centres in metropolitan

as

to the

The central
the

Boston,x

casts serious

simple application of central place theory within cities.

place theory seems to suffer most in the studies mentioned on

question of the nesting of service centre trade areas.

Hierarchical

nesting patterns are not necessarily present and the linear and discontinuous

growth that accompanies the development of suburban railway systems roust
be

especially accommodated by the theory.

are

often located

are

not

eccentrically within their trade

necessarily

more

Consequently,

the

researchers

2

we may

in the

areas;

higher order centres

complex functionally than lower; and increased

complexity does not always lead to

some

It has been shown that centres

a

wider spacing of centres.

conclude that, despite the confidence of

judicious extension of central place theory into

intra-metropoiitan realm, this is an area of hypothesising where we

should proceed with great care, because
some

surprises.

*The

Boston "Globe

Centres. (Boston:
2

empirical testing may produce

Atlas of ivxetropolitan Boston irianned

' Globe

bhoppdng
Promotion and desearch Department, 1965)

Notably, B.J.L. Berry and Allen Pred, Loc.cit.

1.5.4

CENTALS WITH UNEXPECTED ATTxlACTIVENESS

In

making a survey in a New Zealand city of the spatial

behaviour of individual
was

able to test two

hypotheses of central id ace theory.

Clark1

Firstly, that

purchase goods and services at the nearest centres offering

consumers

these

purchasing units, the households,W.A.V.

goods and services.

Secondly, that there is not

difference in the distances travelled for the
different sizes of centres.

These two

same

a

significant

good or service from

hypothecs are necessary to

support the concept of the range of a good, an essential concomitant of
the central

On

sample of
three

place theory.
analysis Clark's results showed that less than half of the

consumers

examined went to the nearest centre to purchase

typical low order goods.

also not supported

2

The second hypothesis examined was

by the evidence, in that the analyses of mean distances

travelled to various levels of the hierarchy showed

that

consumers

travel

significantly greater distances to the central business district and the
larger sub-centres.
Despite these results, Clark points out thai although we can reject
the

hypothesis that the

ranges

of the

same

good distributed from different

levels of business centres do not differ, this does not mean that there is
no

order in

spatial behaviour.

confirming that

consumers carry

visit business centres from

V.A.V

.

His work showed that there Is evidence

a

out several purchases on one trip, or

base other than from the home.

Clark, "Consumer travel patterns and the concept of range",
Vol. 58 (June 1968) pp 386-39C

Annals of the Association of American Geographers
This

study is examined further in Section 4.2.5 in reference to Consumer

travel patterns.
2

.

Grocery, meat and vegetable goods

48.

It is

suggested by Clark that a more profitable approach to the

patterns of consumer purchases and the orderliness of spatial behaviour
may be to investigate an
ouch
a

1.

an

alternative

alternative to the nearest centre hypotheses,

might be

a measure

of the relative attractiveness of

centre.

OODEUS OF INTiiA METROPOLITAN CENTiiAL PLACES

5,

a.

As noted

Greater London

above1
was

any

avoided

classification of the service centres within
by Smailes (1944) and Carruthers (1957).

A fresh British interest in service centres within the conurbations

was

stimulated, however, by the local Government Commissions and the

.loyal Commission
Commission).
were

the

on

Local Government in Greater London (Herbert

The main investigations prompted by these Commissions

those carried out

by A.H. bmailes and G* Hartley,

comprehensive study by W.I. Carruthers/

examination of the historical development and
in southern London

the

was

made

2

and particularly

In addition, a close

location of service centres

by M.P. Collins,

4

and a consideration of

development and pattern of the city's major sub-centres by Norma A. Pears.

'see section 1.3.4
2

A.E. Smailes and G.

Hartley, "chopping Centres in the Great

London Area". Transactions and Papers,

The Institute of British

Geographers,

pp

Publication No. 29, (1961)

201-213

3

W.I.

Carruthers, "Service Centres in Greater London

.

The Town

Planning ;leview. Vol. 33 (April 1962) pp 5-31

Si

Collins, "South London: Its metropolitan Evolution and Town
Planning acquirements , Unpublished thesis, Department of Town Planning,
University College London, 1960
.

P.

JNorm& A.

Pears, "Pattern and Process in London's sub-Centred

,

Unpublished Diploma thesis, the Polytechnic, tiegent street, London 1963

3

49.

The most authoritative work
1940 to about 1960 is

probably by Donald L.

The basic premise
in

a

of

provincial Britain.

large city form

certain
this

describing planning policy for London from

a

of Carruthers' study was that the sub-centres

hierarchy comparable with the independent centres
That this analogy is questionable and subject to

restrictions has been pointed out in previous sections

severe

of

It is useful for us at this stage, however, to examine the

chapter.

method of classification used
at the

Foley.1

by Carruihers, whose work was undertaken

request of the Herbert Commission, ami consequently covered the

whale of the Aeview

Area

of this

Aoyal Commission.

At the outset of his

2

Carruthers notes that the method of investigation used was

presentation,
evolved to
short

a

try to bring out the picture of London's service centres in as

time

as

possible.

might have been used bad
The classification

He does not say, however, what other techniques
more

was

time been available for the study.

based

analysis of service provision and
use
or

made of these facilities.

two banks and

a

As

on a

quantitative and qualitative

an assessment
a

of the demand for and

starting point centres with three banks,

Wool worth's Store, were picked out.

As banks are an

accepted index of commercial activity and as W oolworths are a retail

trading company known to have sought out optimum suburban London sites

1Donald

Foley, Controlling London's Growth. (Berkeley;
University of California Press, 1963)
.1.

L.

Carruthers, loc.cit..

p

5

for their operation

smaller central
way.

this

reasonable approach to finding the major

was a

places1.

A list of over 200 centres was produced in this

In order to assess the size, type and quality of each centre, stores

to which

only occasional visits

are

electrical goods stores, can be

These stores are

Directory.

made, e.g., furniture, clothing,

tabulated from the Classified Telephone

a

better guide to the importance of a

shopping centre than food and other dally need shops.
facilities

were

measured

Entertainment

by counting the number of theatres and cinemas.

Noting that the prestige of a shopping cent re is enhanced by the
existence of

large stores, Carruthers took into consideration the number

of stores in each centre with

a

stores were concentrated in a
centres.

It

indication of

was

a

These

relatively small number of important sub-

considered that the

large stores

were

the most significant

centre's status.

As well as

considering the status of sub-centres in terms of

facilities provided Carruthers
".

rateable value higher than £1,500.

felt that

a

place should be

.judged on its current achievements in terms of trade and
as well as the number of shops to be seen there. '

customers

In strict survey practice
be difficult. A ratio of 1

defining a shopping centre (central place)
3 between

shops and other property was
by the Board of Trade (Census of ietail Distribution, 1961, H.M.b.O.
1964) to define the edge of a shopping centre. Wayne K.D. Davies, in
"Cenirality and the Central Place Hierarchy', Urban Studies Vol. 4
(February 1967) considers a slightly broader definition, where a shop is
considered to be part of a central place if it lies within a distance equiva¬
lent to the frontage of four terrace houses from the nearby shops.
can

:

used

V.I.

Carruthers, loc.cit.

p

9

51.

With this in

used

he studied rateable values and

nodality of bus

The total rateable value of all shop premises in each centre

services.
was

nana

as a

comparative measure of prosperity.

sured in two ways:
and 4.00 p.m. on

the average number of buses

Bus services were mea¬

per

hour between 9.30 a.m.

week days, and the proportion of these buses coming from

centres with better facilities.

The existence of tube stations

was

taken

into account but

private transport was not considered. It is unfortunate

that he found

method of assessing the importance of private cars in

no

since this form of transport is of growing significance,

sub-centres;

particularly in the outer centres.
In this

cation

so

study of the London area Carruthers arranged his classifi¬

that service centres within London could be compared with

centres outside

which is

London, each consisting of five ranks.

functionally similar to eunderiaad is

a

Thus, Croydon,

3A centre, button, like

Darlington, is a 3B centre.
The third order centre is

one

which provides, but with less choice,

most of the central area facilities of the second order centres.

It makes

provision for occasional purchases such as men's clothing and furniture,
but does not have the
order of centres

purchases.
and

variety

or

magnetic power of the West End.

This

provides most Londoners with monthly and occasional

Carruthers recognised their importance in the London area

has, therefore, subdivided them

as

follows:

3A

e.g.

Croydon, Watford, Brixton

3B

e.g.

button, Stratford, Hackney

3C

e.g.

Richmond, Eltham, Camden Town.

The fourth order centres
moraen,

provide only weekly neecis;

ourbiton, Deptfora and Gants Hill.

for example,

when assessing service areas,

Carruthers took into consideration all forms of public transport and
areas

any

from which each service centre could be reached

of its rivals.

most

logical service

areas.

study were very generalised, and indeed,

analysis had been framed to present

particularly

rapidly than

more

From this evidence he deduced what appeared to be the

The conclusions from this
the

defined

on service areas,

proposals, would provide

a

an

overall picture.

whilst inadequate for

any

The results,

detailed planning

background against which development pro¬

posals could be considered and could form the basis for

more

detailed

studies.

The

question of service centres in metropolitan areas, which is

indeed the central
more

in

subject of this dissertation, will be returned to with

specific reference to London, and other large metropolitan areas,

Chapter Five.

The metropolitan planner will most likely consider Ms

main aim is to acMeve

a

better total environment for

living, and his

approach to this problem may often be through the examination and mani¬

pulation of the structure of the metropolis.
studies like the

one

described above

are

It is towards such ends that

made.

THE CENTAL BUSINESS DISTRICT

1.5.6

Of all
and

by

criteria of centrality, the most important is the central business

any

district.

intra-metropolitan central places, historically, by definition,

This may

all

seem too

where sub-centres have

obvious to require stating, but in situations

developed rapidly at the apparent relative expense

of the central business district, it is sometimes possible to
tained

overlook the

sus¬

regional significance of the prime central place.
As the traditional

advantages of the central business district are

diminished

by the congestion and lack of accessibility which has followed the

increase of

private transportation, certain businesses which were once tied

to the

and

city centre now find more suitable locations outside the expensive

congested central business district,

metropolitan

itesearch in such widely differing

1

areas as

Eurich and ban Francisco Bay area

2

confirms the

impact of the various trends in retailing that have followed the social

changes stimulated by increasing affluence, which are discussed in the
next

chapter.
Vance has shown

convincingly in his California study that the main

function of the sub-centres is in their role

they serve, and in the

cases

he examined

as mass

any

sellers to the suburbs

other function was of minor

importance. The central business district, he concludes, will continue to
exist but without much of its former purpose.

^Carol.
2

The two prime functions of

loc.eit.

E.Vance, Jnr., "Emerging Patterns of Commercial Structure
Cities", in Proceedings of the I. G.U. symposium in Urban
Geography. Lund 1960 (Ed. Knut Norborg) (Lund: University of Lund, 1062)
James

in American

54.

the future central business district

are

and office and financial centre for the

probably those of speciality seller

region.

Vance suggests that much

study could be given to the best structuring and transport arrangements
for these two functions.
to do

so

business
to

Choppers visiting the downtown core are likely

infrequently, and will probably prefer to drive to shop, whilst
people coming to the central business office district regularly

enjoy the benefits of its face to face business opportunities might well

be most
Vance

efficiently served by

a mass transit

facility.

It is possiblq

submits, that the two functions may be physically separated, per¬

haps by a band of parking stations.
It would seem

investigations which

important, therefore that metropolitan planning

delimitx

ami therefore reinforce our conceptual

image of the central business district are used as an aid towards effective
metropolitan structure planning.

For

instance,
liayiBond E. Murphy and J.E. Vance Jnr., "Delimiting the Central
Business District", Economic Geography . Vol. 30 (July 1954) pp 189-222

George W. Hartman, "The Central Business District, a Study in
Geography", Economic Geography. Vol. 28 (1950) pp 237-244

Urban

iionald S. Boyee

and W.A.V. Clark, "The Concept of Shape in
Geography", The Geographical iteview Vol. 54, (October 1964)
pp 561-572
.
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SECTION 1.6.0

1.6.1

AANKING STUDIES APPAAISLD

SUBJECTIVE CLASSIFICATIONS

To establish

an

central place theorists

orderly framework of central places tor consideration
rely

on systems

of classification, but it is commonly

acknowledged that different methods of ranking service centres give
different results.

As different

techniques,

continuously developed and modified,

are

or

techniques which are being

being used by different researchers,

general comparability of results from study to study is normally all that
can

be achieved.

A more fundamental doubt on the whole

recently been brought into focus by A.J.

subject of classification has

Johnston.1

Classification is

a

subjective process, and although the actual methodology employed may be
based

on

objective numerical techniques,

". .the nature of the data to be

collected, the
analysis, and the exact parameters
to be used, are all subjective decisions
frequently made either on past experience or
with some foreknowledge of the type of phenomena

form of the

expected.

Johnston, "Choice in Classification: the Subjective of
Objective Methods," Annals of the Association of American
Geographers. Vol. 58 (September 1988) pp o7a-589
A.J.

2Ibid,

citing J.M. Lambert and M.B. Dale, "The Use of
Phytosoeiology Advances in ideological research
Vol. 2 (2964)
Statistics in

,

56.

OBJECTIVITY IN xtANKINti STUDIES

1.6.2

Four alternative methods of
tested

by David

ranking shopping centres were

McEvoy1 in the Manchester conurbation,

but there is no

point in detailing the results of this study here, particularly in view of
the comments put

forward in the proceeding section.

It is sufficient to note that

McEvoy concluded that any alleged

grades of central places abstracted from lists of ranked service centres
would be of doubtful
be identified

involved.

validity, and that grades of central places

can

only

by consideration of the spatial relationships of the centres

That this may

be

a

difficult

process in

the complex metro¬

politan landscape, with its overlays of transport systems and socio¬
economic

In

irregularities, has been already shown.
a

critical review of previous work in the ranking of service
2

centres, Wayne K.D. Davies
culations
a

are as

notes that the inputs of any ranking cal¬

important as the calculations themselves.

check list of considerations which

He prepares

apply basically to the direct count

approach, and would be, in fact, the major principles for any ranking
scheme.

3

Where

ranking techniques are being considered, or when

David MeEvoy,

"Alternative methods of ranking shopping centres,
study from the Manchester conurbation , Tjjdschrift voor
Economische en Eociale Geografie Vol. oS, (July-Aug., 1968) p 211-217

a

Svayne

K.D. Davies, "The lianking of Service Centres: A Critical
iieview', Institute of British Geographers Transactions No. 40.
(December, 1966)
3
4

Ibid,

Davies* check list is

appended here as Appendix B.

57.

ranking studies need to be compared, it is probably helpful if
such

Davies' is used to

as

being used.

help

preserve a

a

check list

subjective attitude to the criteria

The value of ranking studies, however, is obviously

questionable.

1.8. 3

LIMITED VALUE OF CENTME .tANKING IN METROPOLITAN AREAS

Two

major studies in which centres were classified and graded

according to the range of shops and the service facilities they possessed
were a

survey

Lamas,1

of 133 towns in the Midlands by G.M.

and the

study of 90 towns in the North West of England by a team of planners from
the

University of Manchester.

shopping centres in
then

a

2

sought to place the centres into

centres

were

able to grade the

continuum from the most to the least important, and

The studies referred to,

no

Both these studies

a

hierarchical system.

however, concluded that the service

surveyed did not fall into rigid categories, and that there

easily defined steps in the hierarchy of shopping centres.

studies

3

do not presuppose

that service centres will fit into

system, but employ gravity models

4

which normally use

were

More recent
a

rigid grading

a measure

of

shopping floor space as a key to the attractiveness of any centre. This is a
further admission that classic central place

theory cannot be applied

directly to central places within metropolitan

"^G.M.

areas.

Lomas, "Retail Trading Centres in the Midlands
{March 1964) pp 104-119

.

Journal of the

Town Planning Institute. VoL 50
2

R.H.

Kantorowich, (director) iregional Shopping Centres

-

a

planning

report on North-West England (Manchester: Dept. of Town and Country

Planning, University of Manchester, 1964)
g

For instance,

Town Planning Institute, West Midlands Branch Research
Group, Predicting hopping Requirements. (Walsall, Staffs. :T. P.l., West
Midland Branch, 1967) p 5

4See

Section 2.2.8

SUMMARY AND CONCLUSIONS

SECTION 1.7.0

This

:

CHAPTER

1

openi ng chapter has aimed to establish a conceptual and

spatial framework within which

our

discussion of service centres in

metropol i tan areas may be most meaningfully cast.
bection 1.2.0 metropolitan Areas examines concepts
of

It is concluded that to define a metropolitan area

metropolitan systems.

in the fashion oi G.A.

and measures

hoekveld, front the point of view of the inhabitants'

"possibilities oi participation in the life of the region, is valid.
definition

assumes

that the

regions' nucleus (or nuclei, if it is polycentric)

is within the scale of life of the

of life

style and quality

nition of the

also

made

are

regions' inhabitants,

thus the importance

admitted as definitive elements.

This recog¬

importance of human participation scale relationships was

by Kelvin V* ebber in his presentation of the concept of the

non-place urban realm'
because it is flexible in

qualitative

This

measure

.

bueh

a

definition of a Metropolitan Area appeals

regard to physical changes but retains a positive

of the regions' livability and coherence.

This section also considers ratriek ueodee' formulation of the
term

conurbation

.

It is

{leasing to note, sixty years later, that Geddes'

notion of conurbation is conceived in terms of

thus falls within the idea of

a

metropolitan

sociological dependence and

area as

outlined above.

The

word itself may

not sound any more pleasant than it originally did, but the

original concept

was not

of

a

necessarily physically apparent extent of

bricks and mortar, as we may

have been led to believe some years ago.

Any notion that a metropolitan area needs to be a visibly distinguishable

continuously built

up

environment is unsounu.

In order that later sections

dard

uiscussing statistical changes in stan¬

Metropolitan statistical Areas in the United btates may be better under

stood, the official definition oi these areas is explained in this section.

Action i.J.O aervice Centres, presents

discussion of central place

theory in the classic

definitions and

a

short

The work of

sense.

geographers in classifying rural and urban service centres is examinui,
and it is noted that
time

as

well

as

appreciation of service centres must b>- made in

in space.

.4.0 Urban society

action
ation of the

an

is placeu before the writer's examin¬

intra-metropolitan central place because it seems that some

attempt should be made to understand the ecology of urban living before
the manifestations of

metropolitan life are investigated.

It is shown that
and that in
seems

simple models of human action

fact, metropolitan

or

not tenable,

urban life is exceedingly complex.

It

that, for instance, the three normally established processes of

boundary selection in urban areas
graphic
sation

are

-

on

are not

-

ecological, sociological and demo¬

closely compatible, and that if

the basis of these factors is

compromise will be
The

attempted,

any

form of city organi¬

some

form of

severe

necessary.1

importance of perceived images of the physical environment is
no

noted, but there

if evidence that an understanding of the layout and spatial

distribution of the features of
the adult pattern

Kevin
neeu

one's neighbourhood significantly influences

of life. We may hopefully watch for a lead from the work of

mynch, Carl bteinitz and others, but in the meantime planners will

to be content to frame their social aims in terms of

maximum in choices within

a

providing the

physical environment in which a variety

For further evidence see

W.H.

Form, G.P. btoae and J. Cowhig, 'The compatability of alterna¬
approaches to the determination of urban sub areas in Jack P. Gibbs
(ed.) Urban research Methods (New Jersey: Van Nostrand Co. Inc.,

tive

of social

patterns may exist.

Lection i.

o.

0

s

The Intra metropolitan oentral Tlace

terms with the classical central

the

metropolitan

area.

comes

to

place theory within the complex case oi

It is found that in such

a

situation the central

place theory at best needs certain reformulation, and that generally
empirical testing will show that in the intra metropolitan realm the

theory will not fit.

Consequently we must be critical of studies of central

places within metropolitan
centres into
this

a

areas

rank order.

where it is attempted to grade the service

Because oi its

importance as a case study of

type, however, V» .1. Carruthers' survey within Greater London is

discussea.

Indeed, such studies will still need to be made in order to

obtain

notion of the scale oi

some

As the

prime metropolitan central place, the central business

district is considered in its
in the second

metropolitan structure.

emerging role.

This aspect is returned to

chapter.

Section 1.G.0
in which it has been

^tanking Studies Appraised

concludes this chapter

attempted to provide a satisfactory conceptual under¬

standing of the situation today regarding metropolitan areas and their
service centres.

In terms of small scale

practical community planning this problem is
by Jean i erraton, "Community Tlanning, an analysis of certain
social aims." Journal of the Town Planning institute Vol. 53 (ikarch 1967)

discussed

SERVICE CENTRES IN METROPOLITAN AREAS

CHAPTER 2
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bKCTIOiN mrnO

This
examine

Tii.it 2

chapter consists of three major sections which aim to

critically the phenomena which make

what may

of

AUi) IiMTBhif ufr

be described as the 'retail spiral'.

consumer

be said to take the form of

an

That is, the interaction

a

cyclic

process

that

may

ascending spiral in an economic situation

increasing affluence.
The need for extreme caution if

existing trends are to be pro¬

With this in mind, the study

jected as an aid to prognosis is stressed.
of

the components of

behavioural modes and the responses of the retailing

industry to this behaviour, which is in fact

of

up

consumer

now more

venience
are

behaviour that

was

first

deeply examined, and

preferences made.

becoming clear.

These

an

briefly considered in Chapter 1 is

outline of

consumer space

and con¬

Certain trends in shopping habit changes
are

will be further examined by way

given some space in this chapter and

of the

case

study to be described in

Chapter 3 and the discussion in Chapter 4.

Throughout the current chapter tables and graphs are used where
they clarify the statements and conclusions of the text.
evidence of the response

of the retailing industry to the increased

affluence and changes in shopping behaviour
and this is considered in

as was

noted

some

detail with

of the

consumer is

available,

regard to the British situation.

earlier, this study is concerned primarily with the

development of service centres in metropolitan
years or so.

Some statistical

areas over

the last twenty

This period has been rich in the development of

retailing techniques, including

a more

new

sophisticated approach to the

65.

techniques of site selection, demand prediction and area estimation.

Ways and means of assessing the amount of shopping floor space
required are examined, with some reference to the increasing refine¬
ment of these

techniques over time.

This chapter unfortunately must

show, however, that present day techniques for assessing shopping
floor space are

by

no means

consistently reliable.

66.

CHAPTER

2

SECTION 2.2.0

2.2.1

TRENDS IDENTIFIED

CAUTION NEEDED IN TREND PROJECTION

At the

beginning of any discussion of trends it is as well to

remind ourselves of the hazards of
consumer

increasing affluence amongst consumers are

examined for the previous
to become involved in

normally it is

due to

If the trends in

habits, and if the trends in the various responses made by

the retail trade to

accuracy,

prediction.

very

fifteen

or

forecasting.

twenty years it is only too easy
Past experience shows that

difficult to predict with

any

useful degree of

and that serious deficiences in predictions may be simply

overlooking the possibilities of innovations, which in the

evolution of

our

industrial society are

bound to

occur

The editor of Forecasting and the Social

quite often.

Sciences1 has

given

several examples of mistaken forecasts in the area of interest of this
2

study.

A contribution to the same volume by Mark Abrams

on

consumption in the year 2000 is notable for its justifiable brevity and
reticence in

discussing probable changes in the qualitative character

of consumption over the next

thirty years.

Furthermore, whilst generalisations may sometimes be
acceptable

on a

situation in any
another

national

or even on an

particular district

place nearby.

international scale, the specific

may

be very different from that in

This is well known, but recently has been

clearly demonstrated in socio-economic terms for England and Wales

^Michael Young, op.
2Ibid pp. 37-40
..

cit.,

pp.

7-9
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by C. B. Hall and R. A.

Smith,1 and by the differing patterns

of

car

2

ownership in Britain.
whole there

average
in

was

For instance, whilst in the country as a

recently

one car

for

every 5.6

people, this national

conceals a considerable difference between regions.

Bootle,

Lancashire, had only one car to every eleven persons, but in

Surrey and Radnorshire there was a car to every four.
interest that the

figures for these regions

States national average

are

It is of

close to the United

of about one car to every three people.

regional differences such

as

these are overlaid

on

When

trend patterns,

predictions for a generalised situation are likely to be misleading for
any

particular

2.2.2

A NOTE ON RETAIL FORECASTING

When
vers

case.

who may

generalised forecasts

are

made by experienced obser¬

be making a subconscious as well as conscious assess¬

ment of the trends

apparent to them, hunches are quite likely to be

born out in time.

Twenty years ago Homer Hoyt," from a long back¬

3

ground of study in urban geography, was able to advise:
"Now is the time to

acquire good sites.
. .There is
field for the future
development of regional shopping centres on the periphery
of nearly every American city with a population of
50,000 or more.
a

tremendous and almost untapped

The stores which

the first to go into new

locations
fifty other shops will outstrip their compet¬
itors
even the solitary stores in the suburbs with ample
parking - because they secure the added buying power
attracted by the other shops."
..

with

forty

are

or

-

1C.B.
and

Hall and R.A. Smith, "Socio-Economic Patterns

of England

Wales", Urban Studies, Vol 5 (Feb. 1968) pp. 59-66

2Highway Statistics
3

Homer

1966. H.M.S.O. (1967)

Hoyt, Market Analysis of Shopping Centres, Technical
(Washington: Urban Land Institute, 1949) p. 4

Bulletin No. 12

68.

Later

justified.1

Hoyt was able to claim his forecast had been fully

The 1949 comments had been made primarily because at

that time lack of

parking

space

and traffic congestion in established

shopping centres was making the need for

new

shopping facilities obvious.

By 1958 it was possible from the intervening nine years experience for

Hoyt to develop a fuller discussion of why his prediction had proved so
It is

true.

unlikely, of

course,

that such

an

experienced urban geog¬

rapher as Homer Koyt would have had a wildly inaccurate hunch.
Needless to say,
for

if he had, it probably would not have provided the basis

further paper.

a

Despite the need for caution, it is easily understandable why
trend

full

appraisal stimulates forecasting.

awareness

of the

reasonable basis for

fallibility of trend projection there will exist

a

planning decisions, and constant re-appraisal of

the situation will make the
an

If such forecasting is made in

planning

process

valid.

It is to facilitate

approach to the planning process through cautious trend appraisal

that this

chapter is planned along the lines outlined in Section 2.1.0,

above.

At this

the most

point the theoretical approach which the writer considers

applicable to the whole question of retail forecasting in any
2

society experiencing a rising standard of living may be introduced.
This

be referred to as a theory of spiral movement, and

theory

may

Homer

Hoyt, A re-examination of the Shopping Centre Market,
(Washington: Urban Land Institute, 1958)

Technical Bulletin No. 33
2

.

For the

opportunity to study this theoretical approach the writer has
grateful acknowledgement to various sources in the Preface. A
short report on the Institut for C enter- Planlaegning, Lyngby, Denmark,
whose members have developed the theory referred to, is included as
Appendix C.
made

39.

is

explained in

English language publication of the Institut for Center-

Denmark.1

Flanlaegning,

2.2.3

an

A THEORY OF SPIRAL MOVEMENT IN RETAILING

It has been normal for

based

on a

forecasting in the field of retailing to be

number of assumptions,

such

as

the size and location of the

population, its income structure and growth, the changes in the consump¬
tion and

purchasing pattern caused by this growth, the transportation

system, and the competing centres.

The Danish planners submit,

however, that
"Such

forecasting does not express the interaction and
dynamic development which can be found everywhere
within retailing today and which must also be expected in
the

the future." 2

As a service function

the socio-economic and
is

retailing must adapt itself to changes in

physical factors listed above, and this adaptation

rarely taken into account in forecasting.

distributed

evenly among the various types of shops and the different

centres it can be more

rather than

a

smooth

centres and different
at other times

To

As retail growth is not

they

realistically compared to

progression.

a step

like movement

At certain points in time different

shop types may experience dramatic growth, and

may stagnate.

explain this phenomena the theory of spiral movement

recognises that as well as the external factors mentioned above, such as

1

&rik

Agergard, Poul Anker Olsen and John Allpass, The Interaction
(Lyngby: Institut for
C enter-Planlaegning, 1968)
between Retailing and the Urban Centre Structure

2Ibid

.,

p.

1

.

70

.

population, the traffic system, etc., which may be called the external
factors, there are also certain quantities to be considered which in
contrast will be called internal factors.

These have been termed;

price parameter, service parameter, assortment parameter, and
distance parameter.
combinations of

Changing the emphasis of these quantities

or

quantities will result in new location demands for

retailing with just as great an influence as changes in the external
factors.

It is

true, however, that retailing cannot respond to the

demands of the internal parameters

factors which indicate
For
can

a

without considering the external

framework within which choices

must

be made.

instance, in low income areas the degree of quality that retailing
offer is

limited, and

a

great variety of services will require the

support of a high income level population, etc.

This

concept is a step towards the development of a realistic

dynamic model and forecasting techniques.
is that the

forecasting

process

The point being made

now

which the theory of spiral movement can

accept should accurately attempt to forecast the nature of the interaction
between external and internal factors
a

over a

period of time as well as be

projection of the trend of the last few years.

of shops and service centres
times may

2.2.4

In this way the pattern

locating in metropolitan

areas

at various

be most realistically monitored.

EXPENDITURE AND TiTEND PiiOJECTIQN

Given the simultaneous interaction of both the external and

internal factors
as

influencing the development and form of service centres,

discussed ih the previous section, an

at any

point in what is a cyclic process.

cyclic

process

chose to

takes the form of

an

identification of trends may begin

Where real incomes rise the

ascending spiral.

We may therefore,

begin with a brief examination of income and expenditure trends.

71.

What may now

be regarded

as

shopping centres was made by Wilfred

Burns1

at the beginning of the

period of accelerated interest in the subject.

recent

ation of the
as

the seminal British study of

in his

for the

analysis of shopping expenditure

In his consider-

2

Burns made it clear that,

opinion it was not statistically possible to determine trends

future, flexibility should be the prime consideration in design.

After ten years

of great interest in, and

some

sophisticated quantitative

approaches to, the subject we must still acknowledge the prime need for

flexibility in the design of shopping facilities.
The demand for
in some

shopping facilities would be expected to relate

significant way to the ability of consumers to shop, that is,

primarily to their wealth.

Within Britain some idea of the details of

expenditure by families are given in the Ministry of Labour Family
Expenditure Surveys, published from time to time.
classified according to various

are

size and

In these, families

household characterise cs including

composition of households, social class of head of household,

income of

household, regional location, place of residence, and type of

residence.

Unfortunately, the basis of classification has varied from

year to year,
survey, so

and in some years a very small sample is taken for the

that the data must be treated with great reserve.

Neverthe¬

less, in conjunction with the Board of Trade Census of Distribution,
Reports for 1950, 1957, 1961 and 1966, and notes on the Census given
in

special articles in The Board of Trade J Quintal from time to time,

much

investigation for the measurement of sales and the assessment of

geographical patterns of retail distribution has been able to proceed.
Measures of consumer

if in

a

crude form, and may

Wilfred
Co.

expenditure, therefore, are available,

be incorporated in predictive techniques.

Burns, British Shopping Centres, (Chatham: Mackay and
Ltd., 1959)

2

Ibid., p. 53
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2.2.3 AN INTRODUCTION TO CONSUMER DECISION PROCESSES

One of the

major questions which may be asked about consumers

is how their behaviour

depends

on

As data on the relation of

income.

consumption to income has been accumulated over the years an increas¬

ing number of variations in this relation have been observed.
factors which

ledged1

cause

these variables to emerge are

normally acknow¬

to be the simple economic variables of prices, types of income,

wealth etc., and

the socio-economic attributes such as age, occupation,

place of residence, education, race etc.
out the influence of social

the

The

consumers

overt

Recent research has brought

psychological variables and their effect

on

behaviour, and an expanded range of variables is

brought into play.
Nicosia has

prepared a summarizing flow chart

2

which graphic¬

ally interprets the way in which modern marketing literature sees the
consumer

decision process.

This model incorporates both external

stimuli, the channels through which information and influence are received,
and the internal variables

modifying

consumer

External

Internal

Variables

Variables

purchasing behaviour.

Behaviour

RATIONAL

STIMULI

-> BUYING

OTHER

Nicosia, Consumer Decision Processes, Marketing and Advertising
Implications, (Englewood Cliffs: Prentice Hall Behavioural Science in
Business

Series, 1966)

2Ibid.,

p.

32

pp.

52-54
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The

of econometric methods has enabled researchers to

use

broaden the scope

of their investigations and to make

of the relative impact

of variables in addition to income.

their work has been to find variables which have
associations with
a

of

some assessment

The

sum

of

statistically significant

consumption expenditures and thus, presumably, having

high predictive value.

As in our consideration of the entire question

retailing and the service centre structure, internal

reportsA

as

well

as

external

conditions

seem

to be little

attempt to study the interactions among these variables, which

also to

apply here.

that there seems

essentially the structures underlying overt choice.

are

Macro-economic studies
the

Nicosia

decision process.

consumers

of macro-economic

theory from

apparently overlook

a

unified notion of

It seems that the logical development
a

study of the income consumption

relation under the influence of different variables proceeds
search for the variables
thus

directly to a

bearing significantly on the act of purchase and

ignores the complex inter-related structure of the decision process

model.

The

consumer

recognition of this deficiency helps us recognise that

behaviour is

a

complex phenomenon which

we may

have to view

from different view points.

2.2.6

CHANGES IN CONSUMPTION PATTERNS

The interaction of
and hence the provision

has been shown

consumer

behaviour and the retail structure,

of service centre facilities in an expanding economy

2

to be

comparable to

a

spiral movement, if the amount of

disposable income available for the purchase of both convenience and

xlbid.,
2

p.

52

See Section 2.2.3 above
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durable goods

1

is rising.

consumers

wants and

but for

purpose

our

incomes

on

A survey of British studies in the field of

expenditures since 1945 cites 278 references,

2

of showing the influence of rising disposable

retailing trends

3

a paper

by W. Welfe ^ which provides a

graphical interpretation of changes in consumption patterns, will provide
the main evidence.

Welfe compares expenditure on the
groups;

Food, Clothing, Household, Communication, Transport,

Drink and Tobacco, Entertainment and

periods 1953-54 and 1959-62.
the

1959-62 data and thus

expenditure

on a

expenditure.
person per

Other goods and services for the

The diagrams he has produced illustrate

changes in the shapes of Engel

curves

between the 1953-54 and

give a broad picture of the position where the

given commodity type can be compared directly to total

In all cases the expenditures are shown in shillings, per

week.

^

It is to be noted that the
wants

eight following commodity

degree of satiation of basic consumer

(food, household) has increased, while at the

same

goods like consumer durables the saturation level went

time in several

up.

As consumers

±By

convenience goods, we mean those goods bought regularly and
Durable goods are those purchased less frequently. These
terms correspond roughly to those of 'convenience' and 'shopping' goods,
commonly used in the United States.

frequently.

2

diehard

Stone, Consumers' wants and Expenditures: A Survey of
210, (Cambridge: University
of Cambridge Department of Applied Economics, 1964)
British Studies since 1945, Reprint Series No.
3
*

W. Welfe, Changes in Consumers'

Behaviour, unpublished paper,
Department of Applied Economics, University of Cambridge, 1964.
4
are

Diagrams derived from Welfe and a short exerpt from the paper cited
appended here as Appendix D.
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food needs

are

satisfied the build up of demand for durable goods

considered part

are

of

a

which

higher standard of living, for instance

refrigerators and other electrical appliances, and also motor vehicles,
is evident.

A

steady decline in the proportion of income spent

continued.
ers'

In 1956 it

expenditure went

national average

It

on

figure

noted

was

was

estimated that 30.9 per cent

food, and in 1961, 27.6

was

cent.1

2

now

bought together with

This sector

o*

manu¬

an

the food market, that of

foods, has excited the interest of all the major food manu¬

facturers

over

doubt

in the

the

By 1966 the

cent.

by Welfe that the trend towards processed,

increasing amount of services.

see

food has

of total consum¬

down still further to 24.9 per

factured food meant that such food is

convenience

per

on

the last twenty years.

The food manufacturers will

development of this part of their trade

a way

no

to offset

tendency towards the allocation of a reducing proportion of income

towards food lines
in the

as

living standards rise.

The most important products

category of convenience foods are cooked, canned and frozen meat,

fish, vegetables and fruit, cakes, biscuits and breakfast cereals, canned
and

dehydrated soup.

for 21.5 per cent

crept

up

Together with less important items they account

of total household expenditure

subsidiary wage

tainment outside the

"^Unilever,

earner,

a

share that has

2Welfe,

as

the acceptance

of the housewife's role

the greater opportunities for family enter¬

home, the

more

experimental outlook which should

Lintas Advertising Agency, Food, Women and Shops

(London: 1968)
3

food,

from 18.6 per cent in 1959."
With docial trends such

as a

on

loc. cit.,

Unilever, Lintas.

p.

21

op.

cit.

.
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be fostered
of

by greater mobility, foregin travel, and higher standards

living, convenience food should continue to gain in its share of the

food market.

This trend towards

food is
ers as

a

an

an

increasing expenditure

indicator of the influence of the

well

as

of further acceptance

generally affluent society.

forecasts for

spending

on

convenience

advertising media

new

on consum¬

forms of convenience and of

Seen within the context of the short term

food in this country, the effect

spending may not be very great.
in real terms could rise

of

on

on

total food

Whereas total consumers' spending

by about 10

per cent

between x967 and 1972,

expenditure on food, again in real terms, is likely to rise by no more
than 5 per

cent.x

It is to be noted that much of this modest increase

will be attributable to the 3 per cent increase in population that should
take

place

2.2.7

over

the five years.

CGNSUMEB CONVENIENCE

The

increasing importance of convenience food has been

discussed in the previous section.
2
Foods Corporation (United States

forms of convenience which, he

By 1955 the President of the General

of America)

was

able to describe ten

claimed, the American

consumer

then

expected almost as a matter of course.

The Guardian,

April 2nd, 1968, p. 16. For an estimate of
Projected Consumers Expenditure for individual items between 1964 and
1970, see Appendix E.
2
ft
Charles J. Mortimer, Two Aeys to Modern Marketing, (ocarsdale.
New York: The Lipdegraff Press Ltd., 1955) pp. 7-17

77.

These forms of convenience for the
as

consumer can

be listed

follows:

1.

Form Convenience

i.e.
and

cigarettes in various sizes
tips.

2.

Time Convenience

evening hours, fresh fruit and
vegetable out of season.

3.

Place Convenience

the

planned shopping centre,

drive

yourself

assurance

4.

car rental, life
sales at airports.

Aspirin in packs of 12 or 500.

Quantity or Unit
Convenience

5.

disposable and utility packages,
packaged vacations.

Packaging
Convenience

6.

7.

8.

9.

Readiness

instant

Convenience

foods.

Combination

do it

Convenience

and modeled sets.

Automatic oper¬

automatic kitchen

ation convenience

power

Selection

greater variety in dairy products,
car colour and upholstery

Convenience

coffee, pre-cooked

yourself Idts, combination
equipment,
steering and brakes.

combinations.
10. Credit

for

Convenience

a

wide range of goods
- credit cards.

Of these factors, in the terms of reference of this
convenience is of the
ience costs will

physical and

greatest significance.

study, place

In the last analysis conven¬

certainly be incurred through the expenditure of time,

nervous energy,

frictions of space

and money required to overcome the

and time to obtain possession of goods and services,

and there has been much evidence that convenience costs are
more

and

services

assuming

importance as patronage determinants.

Eugene J. Kelley, "The importance of convenience in consumer
purchasing", The Journal of Marketing, Vol 23 (jfuly 1958)
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Consumers

making shopping decisions will achieve

equilibrium between commodity costs and convenience
their

particular requirements.
"The

new

mean

an

costs to suit

As Eugene J. Kelley reports:

emphasis on convenience does not necessarily
consumers are less price conscious than

that

formerly; rather, insistence on convenience cost
minimization has been

superimposed on the desire for
economically favourable commodity transactions." 1
This

evident when

new

emphasis

on

the convenience factor is particularly

travel patterns are considered.

consumer

Greater

mobility is derived from greater affluence, and in a society experiencing
rising living standards coupled with a changing distribution of population,
increasing mobility will tend to impose a greater awareness of the
demands of

2.2.8

consumer

convenience

on

the retailer.

CONSUME it SPACE PREFERENCES AND TRAVEL PATTERNS

Walter Isard in his work
that all individuals have

on

given space preferences which he defined as

desired levels of social contact, so
situation with

that when placed in the same spatial

others, providing all possess identical levels of information,

they will behave differently.
This assertion
ence, even

general location theory points out

though he

was

was

2

not

supported by Isard with empirical evid¬

able to point out that sociologists and

psychologists, whether speaking of
behaviour patterns, or

a gregarious

both, have maintained and demonstrated that

variations exist in the social nature of

"^Ibid
2

.,

p.

instinct or of acquired

man

and his inclination to associate

32

Walter Isard, Location and Space Economy, (New

and Sons

Inc., 1956)

York: John Wiley
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in various ways.

Empirical support for Isard's statement

the work of Duane F. Marhie

however, that

a

1

and of David L. Huff,

came in

2

who found

significant relationship existed between the socio¬

economic status of

and the total number of trips as well as

a consumer

the distance that he will travel

during a given period.

The measurement of convenience

costs, while difficult, is
3

impossible, and the original gravity model of William J. He illy

not

represents one approach to the quantifying of some convenience costs.

Eeilly stated that retail business gravitated from smaller towns and
eities in accordance with
was

based

on

a

This law of retail gravitation

study of retailing dynamics.

larger the city the more outside trade it will

The second, that a city draws more

than distant

useful and
of the

definite law.

two rules derived from

The first law is that the

draw.

a

trade from nearby towns

Heilly's techniques were quickly recognised as

ones.

subsequently refined in practice,

a most

significant variant

original statement being to substitute driving time for distance.

From the law of retail

gravitation it is possible to develop a consumer

distance concept ana so measure

the costs of various locations.

A recent derivation from
measure

of

accessibility and floor

Heilly's work which
space as an

is the Hetail Market Potential Model

and W. G. Hansen.

4

uses time as a

indication of attraction

developed by T. H. Lakshmanan

The sophistication of this model is in that it does

Marble, "Transportation Inputs of Urban Hesidential
Sites", Papers and Proceedings of the Regional Science Association
Vol. 5 (1959)
Duane F.

2

David L. Huff,

"Geographical Aspects of Consumer Behaviour",

University of Washington Business Review, (June 1959)

3William J.
4

Heilly,

op.

cit.

T. H. Lakshmanan and W. G. Hansen,

loc. cit.
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not assume that a consumer, even

though confronted with

a

choice

several alternate shopping centres, will inexorably choose the

among

nearest centre.

In this way consumers

assumed to be drawn from all parts

and thereby money are

of the region to each and every

centre, and the region is not sub-divided into hinterlands but treated
economic space

as one

of

differentiated by zones of spending power, centres

shopping attraction, and the frietion involved in overcoming the

distance between them.

Despite the obvious advances of this method and its applicab¬

ility in the intra-metropolitan situation it must necessarily be

a

projection of the trends of the last few years and can therefore only

partly

come

within the conceptual framework of the theory of spiral

movement in

factors

governing retail
That

were

range

retailing, the product of both the- external and internal

growth.1

fairly distinct patterns of movement and travel habits

developed by the average shopper in

response to

the convenience,

of merchandise, selection and the service offered by particular

shopping areas
studies in the

was

clearly demonstrated by

a series

of American

2

early 1950's.

The consumers seemed to have regular

patterns, particularly with regard to the time they shopped, the

frequency of shopping trips and the mode of travel used,

as

well

as

the

centre visited.

The authors of this report could not recommend distance as
the

only criterion for establishing the apparent extent of

Agergard, Olsen and Allpass, op. cit.,
2

p.

a

trade area,

39

AlanM. Voorhees, Gordon B. bharpe and J. T. Stegmaier,
Shopping Habits and Travel Patterns, Technical Bulletin No. 24

(Washington: Urban Land institute, 1955)
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pointing out that the movement of shoppers in an urban area is largely
controlled
follow

by the competitive relationship of shopping centres

Keilly's Law of Ketail Gravitation.

as

they

As to a centre's attract¬

iveness, it was considered that the range of selection available at,
and the travel time to,

the centre

were more

decisive factors in

attracting custom than was the availability of parking.

Notwithstanding quantitative

measures

of

consumer

convenience,

Eugene J. Kelley maintains that the
"... core of convenience

of

consumer

Considering this

analysis lies in the area
psychology and sociology' 1

area,

David L

.

Huff2 submitted that while individual

predictability may not be possible it might be feasible to
uals

group

individ¬

according to the various similarities which they possess and thus

to determine what

decision

empirical regularities exist under various consumer

making situations.

Huff

developing a model that provides

a

was

not devising a predictive tool, but

scheme for explaining already

observed behaviour.

Such
those aspects
consumer

a

model might give us a framework for testing

of

consumer

our

range

of analytical tools.

Huff re-emphasised the

1

2

behaviour which lie within the area of

psychology and sociology, and might be considered

addition to

empirically

irrationality of

a

useful

A few years later, however,

consumer

behaviour in a further

Eugene J. Kelley, loc. cit., p. 37

David L. Huff "A Topographical Model of Consumer Space
Preferences", Papers and Proceedings of the xLgional Science Association,
Vol. 6 (1960) pp. 139-173

82.

article1

where he pointed out that the consumer is not

choosing one alternative exclusively.
differs

Thus the behaviour of consumers

markedly from traditional economic theory, which maintains

that the

consumer

will

always choose one particular alternative

alternative which is most 'desirable'
as

capable of

in fact the

.

-

the

This is not at all realistic,

knowledge possessed by the consumer is seldom perfect

and is often checked

by him in the shopping process when he makes a

random choice from alternatives.

2.2.9

CONSUMER BEHAVIOURAL MODELS

Consumers

responding in their behaviour patterns to the

socio-economic situation in which

the retail movement

they live are the dynamic element in

spiral.

Market researchers have been at pains to
makers in

identify the decision
2

shopping.

that for most

Studies made in the United States

have confirmed

family members the housewife acts as the family purchasing

agent and the decisions are hers alone, except in the case of mens
In this field nearly half the clothing is bought without the wife

clothing.

being consulted.

Family interaction is most marked in those major

purchasing decisions regarding, for instance, cars and major kitchen
appliances.

In 80 per cent of the cases examined these were bought

jointly.
Much evidence is available

shopping behaviour.

The ' rational

3

of low information
consumer

gathering in

behaviour attributed to

1A

David L. Huff, "A

Programmed Solution for approximating an

Optimum iietail Location ', Land Economics, Vol. 102 (1960) pp. 293-303
2

iionald E. Frank, Alfred A. Kuehn and William F. Massy,

Quantitative techniques in Marketing Analysis, (Iiomewood, HI.:
iiichard O. Irwin Inc., 1962)

3Ibid

.,

p.

139, and David L. Huff, (1966) loc. cit.
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the "economic man"
exist.

by many economic theorists

In most economic theoretical

useful to

assume

ences are

that

and then go

consumers

seems

seldom to

analysis it is convenient and

know just

exactly what their prefer¬

out and spend their money so as to get the most

value in terms of those preferences.

It is clear that this is not

an accurate

picture of reality.

Buyers rarely seem to know exactly what they want and in addition

they are often poorly informed about the places, prices and qualities
in which these items may

be obtained.

will often be violated in practice.
about the way in
occur.

the

As

There is, however, some confusion

which this violation of rational assumptions is likely to

For the

consumer

Thus the rationality assumption

marketing analyst and advertising

man

knowledge of

patterns of irrationality can be of the utmost importance.

acquisition of information by the intending purchaser can be

exceedingly costly in time and effort, what is apparently extreme

irrationality
response

on

the part of the consumer may in fact be

to a situation in which decisions

convenience of less

their

or a

purchase there

1

consumer

taken for the simple

As it is

people making an expensive purchase like a

washing machine visit only one store and make

it is in the interests of the retailer to plan his

marketing strategy in such
the

reasonable

expenditure in time and effort in shopping.

known that about half of the

television receiver

are

a

a way

is in the store he is

that shoppers enter his store.

likely to make

a

Once

purchase there, and

loss leaders, childrens' entertainments etc. have been developed as
enticements for

shoppers.

1

George Kacona and Eva Mueller, The Dynamics of Consumer
Reaction.

(New York: New York University Press, 1959) cited Frank,

Kuehn and Massy, op. cit.
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By and large, however, stores seem to attract their customers

by less superficial characteristics.

There may be a tendency for a

department store shopper to rely on a single store and shop at other
stores as an occasional check on the basic choice or in response

bargain offers.
of

The preferred store will be

one

contemporary life consistent with the shoppers

as

shown

above).

cited1

The study

that reflects
own,

to

view

a

(normally "hers",

registered strongly that competing

department stores have definite personalities.

Closely related to this phenomenon of shopping by store
personalities is the manifestation known
The research indicated that
in stores which

are

consumers

as

shopping by store clusters.

preferred to do their shopping

geographically proximate and similar in character.

Shoppers second choice stores tend to be in the
the first choice store if there
to the first choice.

are

same

neighbourhood

as

nearby stores similar in character

Geographic proximity alone is not enough to hold

shoppers, but in department stores close competition may help rather
than hinder sales.

These contentions
comments that

people

are

are very

supported by Pierre Martineau

realistic in the

way

values and expectations with the status of the store.
has

a

considerable range

generally organised

on a

chance of

1Frank,
2

Pierre

who

they match their
The

woman

shopper

of ideas about department stores, but these are

scale ranking from High-Social Status to the

lowest status and prestige.
a

2

Normally the shopper is not going

feeling out of place by going to

a store

to

where she might not fit.

Kuehn and Massy, op. cit., p. 142
Martineau, "Social classes and spending Behaviour
(October 1858) pp. 121-130

The Journal of Marketing. Vol. 23

take

,

In

for

conclusion, Martineau reached three premises significant

marketing.
1.

There is

social-class

system operating in
metropolitan markets which can be isolated
a

and described.
2.

It is

important to realise that there are far

reaching psychological differences between
the various classes.
S.

Consumption patterns operate as prestige
symbols to define class membership, which
is a more significant determinant of economic
behaviour than

This social-class
Brian Clarke and L.
seven

the

towns near

mere

income.

system has recently been referred to by

Bolwell.A

In a survey

of shopping patterns in

Crawley, where the socio-economic structure of

respondents varied considerably from town to town, it was possible

to gauge

the extent of shopping mobility within the region.

that there

was a

It seemed

differential social attraction which depended less on

the social make up

of the town itself than

upon

the type of shopping it

provided.
This correlation

was

reflected most

strongly by the

more

mobile

skilled manual and professional classes, which was to be expected.
authors

suggested that the question of "attractiveness to whom" might

in future be

incorporated into retail potential models

attractiveness index" which would rate the centre

social class

or

2

in terms of an

more

in terms of

price rather than in the usual way, in terms of services

1

Brian Clarke and L. Bolwell, "Attractiveness as P3^ of retail
potential models
Journal of the Town Planning institute; Vol. A,
(December I9G8) pp. 477-478
,

2

The

Such

as

the Lakshamanan-Hansen model (see Section

2.4.4)
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or

type of shop.

for

As far as the writer knows this is the first suggestion

incorporating this form of index of attraction into a retail potential

model, and should be considered further.
The social

psychologist Gregory P. Stone, reporting

on some

1

studies of Chicago women shoppers

suggested that there were four

types of shopper.
1

The Economic Shopper.
This type of shopper
is the closest approximation to the economic man

•

of the classical economist.
the

She is sensitive to

price ami quality of goods.

The Personalising Shopper.

2.

This is the

woman

who shops

where they know my name", and who
form strong personal links with the peo£ie who
serve her.
This personal factor can often be the
crucial factor in choosing and staying with a
particular shop.
may

3.

The Ethical Shopper.

special type of
shopper who shops where she feels she "ought
to shop, perhaps sacrificing lower prices or
wider selection of goods so as to be able "to help
the little
has

4.

no

man

heart

out

or

or

This is

a

because "the chain store

soul".

The Apathetic Shopper.
She merely shops because
she has to, and her main aim is to get it over and
done with as soon as possible so she tends to take
the nearest

shop irrespective of price

or

standards

of service.

With this

survey Stone was

categorization of shoppers and the data from his

able to hypothesize

as

follows.

"Gregory P. Stone, "City Shoppers and Urban Identification:
Observations

on

the social

psychology of City Life", American
(July 18.34) pp. 33-45

journal of sociology. Vol. 30

87.

1.

The

higher the level of aspiration

newcomers

among

to a residential area,

the greater
they will adopt economic
shopping.

the likelihood that
orientations to
2.

The lower the level of aspiration and the

greater the marginality of newcomers, the
greater the likelihood that they will adopt
personalising orientations.
3.

The

greater the success long time residents
residential area have enjoyed, the
greater the likelihood that they will adopt
ethical orientations to shopping.
of

4.

a

Conversely, the less success, the greater
the apathy among long time residents.

Philip Kotler" conceived of the buying process as a system of imputs
and outputs

leading to overt purchasing responses.

In this model the

buyer is subject to many influences which arouse a complex course
through his psyche and lead eventually to purchase decisions.
concept of the buying process is illustrated in Figure 2.
influences and their modes of transmission
At the

his hard to

shown at the left.

of

In the centre stands the buyer with

comprehend psychological processes, whose workings can

only be partly deduced.

Kotler claims that it is in this challenging

partial understanding that the behavioural scientist must

construct a

more

specific model.

The human mind remains

different partial models do exist,

models which may

*

Various

right are the buyers responses in choice of product, brand,

dealer, quantities and frequency.

area

are

This

help

us

only partially understood.

namely the following five behavioural

understand

consumer

decision making processes.

Philip Kotler, "Behavioural Models for Analysing Buyers
(October 1965) pp. 37-45

Journal of Marketing, Vol. 29

But

,

The
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CHANNELS

INPUTS

PROCESSOR

OUTPUTS

(Purchasing

(Buying
Influence)

.Response)

Price

Advertising

Quality

Product Choice

Media

Salesmen

Availability-

Brand Choice

Service

Acquaintances

Dealer Choice

Style

Family

Quantities

Personal

Frequency

Options

Observation

Images

THE BUYING PROCESS CONCEIVED AS A SYSTEM OF INPUTS

FIG. 2

AND OUTPUTS,
.

't|.

.....

!

.

1.

v

.

-

(after Philip Kotler, loc. cit.)
.

...

>

,

3.

Freudian

4.

Veblenian

5.

Hobbesian model, organisational factors.

-

—

'

•

1

Marshalli&n model, stressing economic motivations.

Pavlovlan model, learning.

man

man

model, psycholanalytic motivations.

model, social-psychological factors.

is concerned

and makes

Pavlovian
certain

;

2.

Marshallian
income

•

-

fresh

a

behaves in

a

chiefly with economic

cues

-

prices and

utility calculation before each purchase.

largely habitual rather than thoughtful way;

configurations of cues will set off the same behaviour because

of rewarded

learning in the past.

Freudian man's choices
fantasies which take

Veblenian

man

are

influenced

strongly by motives and

place deep within his private world.

acts in

a

way

which is shaped largely by past and present

social groups*
And

finally, Hobbesian

organisational gain.

man

seeks to reconcile individual gain with

89.

The outcome of this discussion must be that

we

accept the

apparent irrationality of consumer behaviour, and that while certain
behavioural patterns do exist,
model of

consumer

behaviour.

they cannot be translated into a simple

90.

SECTION

2.3.1

2«. Q

TRENDS AIC THE RETAILER'S RESPONSE

TRENDS IN POPULATION DISTRIBUTION

Changes in shopping habits are stimulated by a combination
of

changes in the way people live, and trends in population distribution

must be considered as an

important influence on changes in the

retailing structure.
in the

period 1951-1981 the population of England and Wales

increased

modestly from approximately 43.3 million to 45.8 million.

This may

be compared to an increase in the United States of America

from 155 million to 184 million in the same
1955

seems

seen as one

were

Until then the main problem

of distribution of population rather than

and

(1944).

Population growth has in fact been very uneven.

a

growth.

the basic assumptions of the Barlow Report (1939)

the Abercrombie Great London Plan

ous

fertility in

previously led to forecasts of an absolutely

declining population later this century.

These

Incidentally,

to mark the end of the downward movement of

Great Britain which had

had been

period."

The

prosper¬

regions in the iViidlands and South East England have grown due to

high rate of natural increase and migration, while Scotland, Northern

Ireland, Wales and the North of England have declined in their share
of the total population, and South Western
share of the

^Census

England has kept a static

population.

of Population 1961,

of the United States.

1965

England and Wales. Statistical Abstract
(U. S. Department of Commerce)
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The South East
south east caused

Study" tried to analyse the problems in the

by continuing immigration.

The

uneven

nature of

growth in the south east is indicative of population change in a large
metropolitan region, and is shown here in the following table:
TABLE

1

CIVILIAN POPULATION CHANGES Hnt S. E. ENGLAND

Area

1951-61

(thousands)

Distribution

Changes

Distribution

1951

1951- 61

1961

%

No.

S. E. ENGLAND
London

Conurbation
Outer

Metropol¬
rcegion

itan
a.

Inner

County

Ring
b. Outer County

Ring
Rest of S. E.

England

No.

%

No.

%

16,480

100

1,267

7.7

17,747

100.0

8,321

50. 5

-189

-2.3

8,132

45. 8

3,182

19.9

985

30.0

4,269

24.1

1,658

10.0

659

39.7

2,317

13.1

1,626

9.9

326

20.0

1,952

11.0

4,875

29.6

9.6

5,345

30.1

471

1

Ministry of Housing and Local Government, The South East Study
H.M.S.O., 1964)

1961-1981. (London:
21

Ibid, this table is derived from Table 7, p. 124
on South East England, see

For further information

Economic Planning

Council. A strategy for the South Last (London: H.M.S.O., 1967) and
the Standing Conference on London and South East Regional Planning,
The South East, a Framework for Regional Planning, (1968)
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There is here

a

statistical

of American cities, but in
Because of
satellite

similarity with the recent growth

fact the nature of the growth is quite different.

planning control growth has been channelled into controlled

communities, for example the New Towns, or

on

the edges of

existing settlements, such as at Weybridge, Surrey.
The dispersive

effect of the

car

has not been

as

strong in this

country as in the United States partly because of the lower level of car

ownership, partly because of planning control, the price of land, and
in

particular because of the existing patterns of settlement.

for

completely

was not so

new

marked

facilities, for meeting places
as

in the United States because

conurbations has encircled existi ng

Tharnes, for example,

as

now

as

shopping,

growth in the

towns and villages.

Kingston- upon-

functions as a regional centre for a large

population in west and south-west London.
itants have assumed the

well

The need

In such cases the new inhab¬

shopping habits of the existing residents, with

the result thai many towns are now

extremely congested.

The central

problem is, how far these towns can be adapted to new demands, and to
what extent

new

The

shopping facilities

are

needed.

regional distribution of population is

planning for future shopping provision.
are

a

crucial factor in

Estimates of future population

being constantly revised, but is is reasonable to expect that the

population of the United Kingdom will rise from 52.9 million in 1961 to
about 57 million in 1970 and 61

The South East

82 million in

1980.x

2

Study anticipated that 50

million population increase in

1

or

per cent

of a seven

England and Wales, 1951-1981, would take

Annual Abstract of Statistics, 1965.

2

Ministry of Housing and Local Government,

op.

cit.
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place in the south east.

More recent government pronouncements,

however, make it clear that whilst a larger increase of population is
expect, as noted above, policies of balanced browth in the regions are
expected to bo more effective in distributing this increased population.
Whether this is the

such

a

right policy, and whether it is possible to implement

policy will not be discussed here.

It is obvious, however, that

national

planning policy changes may seriously upset predictions, and

that the

uncertainty of governmental decisions is a further reason why

we

should be cautious in forecasting.

The recent position
as

of south east England can be summarized

follows:X
TABLE

2

SOUTH EAST ENGLAND
POPULATION INCREASES

SUGGESTED, IN MILLIONS

1

Total

Original Study 1961-81
Review of S.E.

Study

1984-81
Estimated Increase
1961-1964

Total 1961-1981

1

Normal

Planned

Allocations

Expansions

3.525

2.205

1.32

2.9

2.0

0.9

0.55

0.48

0.07

3.45

2.48

0.97

Standing Conference on London Regional Manning, Review of the
(March I960)

South East Study.
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These estimates will

mean

that 42 per cent

of the increase in

population in England and Wales in the period 1961 to 1981 will go to
the South East,

which at present has

total population.

a

share of 38.8 per cent of the

The shift of emphasis from planned expansions to

'normal' allocations will

intensify the problems of adapting existing

town centres rather than

designing from scratch.

THE RESPONSE TO AFFLUENCE

2.3.2

The most

-

CONSUMPTION THRESHOLDS

significant characteristic of this population is its

rising affluence, derivea from increases in economic product! vity.
The National Plan '
4 per

cent sometime after 1970, with a 21 per cent increase between

1964 and 1970.
rate of

in

anticipated reaching an annual growth rate of

This would have been, if maintained, a

growth than the last few

personal income.

would increase

years.

slightly faster

Over half the increase would be

It was estimated that consumers total expenditure

annually at an average of 3.2 per cent in i.934-70, and this

would represent an average

increase of 2.4 per cent per annum in per

capita expenditure.

As the demand for

less will be spent
like

consumer

durables is met, however,

through the normal retail outlets and

housing, fuel, motor vehicles and foreign travel.

more on

things

The average

annual increase in retail sales is expected to be 2.8 per cent.
the retail category,

relatively

Within

the demand for products will rise at different rates.

Secretary of State for Economic Affairs, The National Plan,
(London; R.M.S.O., 1965)
Note that the Department of Economic Affairs, The Task Ahead,
(London: E.M. S. O., 1969) does not attempt to look beyond i.972. This
document predicts an average annual per cenfcage increase of 2.4 per
cent in Personal Consumption between 1937 and 1972.
Cmn. 2764
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In broad terms durable

than convenience

goods will increase sales at a higher rate

will take the form of the
such

as

While increased spending

goods.

on

foodstuffs

replacement of basic foods and "fillers",

cereals, with more expensive and protein rich items, and

with ' convenience

foods, there is

people will want to eat.
in the standard of

afford to

a

limit to how much and how well

As food needs are satisfied a certain threshold

living is reached, and the

buy durable goods like

a

house,

consumer

car,

becomes able to

refrigerator and tele¬

vision receiver.

Significantly, the purchase of the desired
normally takes place because of social
of

pressures,

consumer

durables

before the standard

living has reached the level where the full surplus to buy these

things is available.
ience

These purchases are made possible only if conven¬

goods can be obtained at a low price, so that the standard of daily

consumption can be maintained which has already been obtained with the

higher standard of living.
This form of

change in the consumption patterns is also brought

about because the standard of

living rises rather constantly.

At any

given time, therefore, the rise in the disposable amount of money is

accordingly small compared with the total amount spent
so

that the

consumers can

on consumption,

only afford to expand their existing consumption

patterns during the first periods of growth.

Not until after a number of

periods has the expansion reached the size which gives the consumer the

feeling that he has crossed

a

and

Thus, the reaction of the

higher income level.

threshold and

now

finds himself in
consumers

a new

to the

rising standard of living can be illustrated as a stepped, rather than as a
smooth

curve

thresholds

development.

occur

in

It will be clear that

as

consumption habits there will be

the various stepped
a

similar step like

96.

reaction

by the retail trade.

1

TIME
_________—-

iising standard of living
Changes in consumption/buying habits

The reaction of the

to the

rising standareLof
living can be illustrated in a step like manner, not as an
evenly sliding development. This gives the effect that at
times consumption "leads5', at other times "lags", the
even trends in the standard of living.
FIG.

3

STANDARD OF

For a fuller

consumers

LIVING/CONSUMPTION

description of the reaction of consumers to a rising
living and the subsequent thresholds in consumption, see:
Agergard, Olsen and All pass, op. cit., pp. 10-13 from which the
standard of

illustration is taken.
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We may

well

as

as more

note that the consumer is becoming more discerning
On the one hand, a rising level of

prosperous.

education is coupled with the activities of consumer associations and
the

council to produce more rational decisions in the search

consumer

for value for money.

On the other hand, the competitive pressures of

advertising in our affluent society have increased the importance of

style and fashion.
income

spent

on

income groups

leisure

Welfex

clothing.

clothing.

becoming

Women and now men are tempted through advertise¬

clothing wardrobes and keep abreast of fashion
a

wide choice of goods and prices is

It would seem that this ability to spend

more important.

money must

the rising proportion of

It is only in recent years that men in lower

Thus the desire for

changes.

on

have acquired increasing varieties of clothing including

ments to add to their

2.3.3

has remarked

be met by expanded facilities for shopping.

CONSUMERS AND CAitS

The writer has made clear his cautious attitude to trend pro¬

jection and forecasting generally.
that the motor
a

car

will foe

an

Most commentators agree, however,

important means of personal transport for

good many years to come, and there seems no serious reason to doubt

this.

Current

regional differences in the level of car ownership have

already been mentioned in this dissertation, and differentials will continue
to

exist, even though the generally increasing prosperity of the population

will

mean

that the range

*Wel£e,

loc. eit.,

p.

of differential will be narrowed.

21

The following

88.

table1

shows vehicles in use

(i.e. with current licenses)

TABLE
NUMBER OF CARS IN GREAT

BRITAIN, 1945-1967 (thousands)

Total Vehicles

Year
1345

S

Cars

1,487

2,554

1350

2,258

4,409

1955

3,526

6,465

1950

9,439

1365

5, 526

12,339

1967

8,916

14,096

10,302

There have been various estimates of the future
motor vehicle

would be

0.2

ownership,
cars

per

cars

per

ihe Buchanan Report

estimated that there

head in 1370

0.31 cars per

0.40

growth of

2

head in 1380
heau in 2010.
g

Estimates

by J.C. Tanner quoted in the National Plan 1303,

the relations hip between car ownership and

based

on

agree

closely with the Buchanan Report estimations.
In 1970 Great Britain may

personal income,

experience the level of car owner¬

ship known in the United States in 1310

-

about one car to every

Ministry of Transport, Highway Statistics 1967, (London: H.M.S. O.,
1908)

2Minlstry of

Transport. Traffic in Towns, (London:

3

Secretary of State for Economic Affairs, op. cit.

K.M.S.O., 1863)
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persons.1

4.5

In this country the differentials in car ownership

rates, largely determined by income and social class variations,
will

mean

that in

available for

some areas

shopping

ularly v/here there is

households will

some years

a

generally have

earlier than other

a car

areas, partic¬

coincidence of high car ownership and small

household size.

Because of the

transport and as

a

great convenience of the car for door to door

shopping basket" we may expect people to continue

to want to use their cars for

shopping.

Some indication of car use in

shopping is available from a survey of shopping in central Manchester
2
made in 1964

by Research Services Ltd.

A survey

based

on

data collected by Kent County Council

3

Planning Department" in 1962-63 correlated
with occupation status,

car

ownership and

use

distance and type of shopping trip.

Of the households

surveyed, 55 per cent owned cars, and

amongst occupation status Groups I and II, 77 per cent were car owning.
4

Amongst occupation Status Groups HI, IV and V,

42 per cent were car

For a fuller comparison note that in 1963 United Kingdom per
capita Gross National Product was $1564, similar to the United States
in 1949, and per capita consumer expenditure at $1009 was similar to

1948 U. S. levels.
-

from Statistical Abstract of the United States, 1963.
2

Appendix C in R. H. Kantorowich (director) Regional
- A Planning Report on North-West Lngland, (Manchester:
Dept., of Town and Country Planning, University of Manchester, 1964)p. 288
3W. I. R. Jones, The Influence of Car Ownership on Shopping Habits;
(Kent County Council Planning Department, 1964)
Reported

as

Shopping Centres

4

1951 Census Class of

Occupations were used.

100.
owners.

The survey

showed that these

in the

made of the

car

use

was no

significant difference

by the different occupation
TABLE

groups.

4

THE USE OF THE CAR ON SHOPPING TRIPS

Percentage
Shoppers

1.

Percentage of all shoppers:
Whose household

46%

owns a car

Who

normafly have personal access
and use of the car for shopping

to

2.

23%

Percentage of all shoppers having access
to

a car:

70%
30%

W7ho used it for this trip
Who did not use it for this trip
*

These

reasons were

given:
22%
5%
10%
10%

Car

parking difficulty
Congestion and hold up on route
Public transport preferable
Car not available that day
Other

4%

reasons

*

The reasons for not using a car on this trip add up to more than
30% because many gave more than one reason.

Obviously the results of such surveys are valid in detail only
for the

area

examined, and at

economic and

a

particular point in time, as socio¬

geographical factors very so greatly.

They do suggest,

however, how much the car is used in Britain for shopping today, and

they indicate severe planning difficulties for the time when most house¬
holds have

a car.

The rise in

car

ownership is

one

of the many factors changing

shopping habits, and it must be considered with other social changes.
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In

general, society is becoming more mobile, although it is physical

mobility rather than class mobility which is important for shopping.
With
in

a car

place of

now

have

available to carry

the heavy load,

one

weekly shopping trip

three is becoming more common, and many homes

cwo or

refrigerators.

Apart from these quantifiable characteristics of the factors
involved in

shopping behaviour

we can

appreciate that as more women

join the workforce they will demand more efficient shopping facilities
and

perhaps

more

flexible shopping hours.

increase in leisure may
to make

have some effect

on

The much discussed

Perhaps

shopping patterns.

Friday rather than Saturday the busiest shopping day, as

families devote

a

full weekend to broadening leisure interests.

This

tendency is seen in the United States, where many shopping centres
remain open on
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Friday evenings until 9.30 p.m.

or so.

CONSUMERS AND THE CENTRAL BUSINESS DISTRICT

In recent years

various

it has been demonstrated from examples in

parts of the world that consumers are tending to forgo shopping-

opportunities in the centraL business districts of large cities and

metropolitan

areas

of these intra

for shopping in outlying service centres.

metropolitan subsidiary centres has been due to the combin¬

ation of factors which have been

discussed, congestion in and surrounding

the central business district and the
this part

The growth

subsequent lack of accessibility to

of the city, particularly for car shoppers, being a prime factor

in the central business districts' relative decline as a

The

possible future dual role of the metropolitan central business

district considered

"'"James

shopping centre.

by James E. Vance" has been mentioned earlier in

E. Vance Jnr., (1960) loc. cit.
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this dissertation.
ation

was

likely to

Vance considered that

occur

district which at the

office centre.

an

increasing specialis¬

in the shopping functions of the central business

same

time would continue in its major

The investigations into

role

as an

the functions and extent of central

business districts in cities of moderate size in the United States of
1

America
as

by R. E. Murphy and J.E. Vance employed land use analysis

the main

technique in determining the current limits of the central

business district.

The commercial land

functions of the central business district
as

those

those

uses
were

performing various office functions.
as

well

as

surveyed showed

the fact that

essential

defined in these studies

These studies regarded

manufacturing and residence as not character¬

istic of the central business

cities

are

performing retail and service functions for profit and

uses

wholesaling,

which

a

district, and in fact, the younger of the

smaller proportion of such

users,

reflecting

by the time they were built there was little demand at t he

city centre except for true central business district uses.
When A. E. Smailes
to the

they

2

considered

city centres he drew attention

increasing standardisation of the central business districts as

are

progressively "colonized'' by multiple trading

national chains,

concerns.

These

through the distinctive style of their shop fronts, have

given some character similarity to British town centres.

Smailes has

3

also reminded
area

us

that

a

recentring of the "hub" or peak land value

of the central business district takes

1R. E.Murphy and J. E.
2

place from time to time.

Vance Jnr., loc. cit.

A. E. Smailes, The Geography of Towns

,

(London; Hutchison's Uni.

Lib. Geog., 1953) pp. 69-70
3

A. E. Smailes, "The Central Business Districts of Cities",
Geographical Review. Vol. 45 pp. 574-77
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This has been very
on

evident in

introduction of the

city.

changes in the character and even the form of the

central business district
as

European cities, for instance,

railway station with its effect of restructuring

the internal form of the

Other

some

the redistribution of

are

brought about by external factors such

population within the metropolitan

the central business district

area

which

Within metropolitan areas

serves.

durable goods

sales have in the past tended to be highly centralised, as

they require

large base population and maximum accessibility for

that

a

population.

Ilence durable goods outlets have normally been

mainly concentrated in the central business district.

Convenience

goods outlets, on the other hand, have been distributed throughout the
city.
As the central business district has become

accessible

a

transfer of durable goods

centres has occurred.

increasingly less

sales to the subsidiary service

The impact of this trend on cities in the United

States has been discussed

by S. C.

McMillan,1 and an attempt to state

more

precisely the impact of population change and shopping centres

inter

city variation in the decentralisation of retail sales and in the

rate of

on

change of central business district sales has been made by
o

Alma F. Tauber.

McMillan's paper
areas

considers a study of fifty five metropolitan

within the United States which

were

analysed by the United States

^S.C.

McMillan, "Recent Trends in the Decentralising of lie tail
Trade", Traffic Quarterly, Vol. 16 (1962) pp. 7.3-34
2

Alma F.

Tauber, "Population Redistribution and Retail Changes in
District", in Contributions to Urban Sociology,
Ernest W. Burgess and Donald J. Bogue (eds) (Chicago: University of
Chicago Press, 1964)

the Central Business

Bureau of Census.
and

The operation was initiated in the 1964 census

Of the fifty five metropolitan areas examined,

repeated in 1958.

thirty lour

with populations in

were areas

excess

twenty one had less than o00,000 inhabitants.

analysed contained about
and accounted for about

one

one

of 500,000, and

The fifty five areas

third of the total United States population

third of the total retail sales.

The

definition of the United States Bureau of Census Standard Metropolitan
Statistical Area has been considered earlier in this dissertation.
the

case

of the

study reported by McMillan it is clear that the Standard

Metropolitan Statistical Area concept has enabled
to be made

From

on a

a

worthwhile analysis

nation wide basis.

The prime aim of the

study was to provide a basis for comparing

changes in business activity in the central business district with those
in the remainder of the

metropolitan

recalled that in official American
Standard

It will be

terminology the components of the

city, and the balance of the area.

business district

are

Statistics for the central

included in those of the entire

city.

Consequently,

considering the data, the central business district and the entire city

are

not

mutually exclusive.
In the

fifty five metropolitan

sales volume from 1954' to 1958
or

of the central city.

Metropolitan Statistical Area are the central business district,

the entire

in

area

17.4 per

cent.

was

areas

analysed the increase in

about 57.1 to 67.0 billion

dollars,

There was, however, an absolute decline of retail

sales volume in the central business districts of 0.1 per cent in

this

time, which is more remarkable if the increases in prices during the

period under consideration
evident that the

remembered.

It is therefore quite

physical volume of merch ndxse handled in the central

business districts
one

are

was

less in 1958 than in 1954.

McMillan notes that

of the central business districts thar suffered the

largest relative

105.

decline in retail sales volume

was

thai of Detroit.

Here the

cwo

outlying shopping centres of Eastland and Northland had retail sales
in excess of

$143 million in 1958.

The

greatest improvement in retail sales volume was found

to have taken
as

place in that portion of the metropolitan area designated

' the balance of the area

the central
32.3 per

i.e. the

metropolitan

area

outside of

Here the average 1958 retail sales volume was

city.

cent higher than in 1954.

When relative
years 1954
are

-

changes in retail sales volume between the

and 1958 in the United States metropolitan areas studied

measured

against the changes which occurred in the previous census

period, between 1948 and 1954, it seems that the metropolitan area

growth in retail sales volume which occurred outside of the central
business district in the year
or

annual basis

the

as

1954-58 was not as great on an absolute

growth which occurred in the earlier period.

Despite the limitations of comparability which occur because a slightly
different sample of metropolitan areas was used for each survey, and
level of economic

activity in both of the base years must have been

different, the results from these two periods

are

useful for

some assess¬

ment of trends.

The trend

indicated, claims McMillan, may give some satis¬

faction to those observers who believe the serious

challenge to retail

trade in the central business district is

There is some evidence,

he

passing.

claims, that with the number of retail stores having declined those

remaining are now doing sufficiently profitable business.
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TABLE

PERCENTAGE

51

DISTRIBUTION OF STORES AND SALES IN U.S.

METROPOLITAN AREAS AND COMPONENT

Part of

Sales

Stores

Metropolitan

area

(Total metro, areas)
Central Business District
Entire Cities

Balance of Areas

Another

PARTS, 1954 and 1958

1954

1958

1954

(100.0)

(100.0)

(100.0)

1958

(100.0)

9.2

8.1

18.8

15.9

60.7

58.1

64.3

59.9

39.3

41.9

35.7

40.3

analyst® of the same U. S. Bureau of Census data

2

by Homer Hoyt
increase

sales

concentrated on showing how misleading percentage

figures could be.

were

In large cities central business district

practically static having been overtaken in volume by sales

in the remainder of the

metropolitan region, whereas in smaller

cities the central business district still accounted for well over two

thirds of

general merchandise sales.

McMillan, loc. cit., Table IV
2
Homer

Hoyt, "Sales in leading shopping centres and shoppingU.S.", Urban Land. Vol. 20 (Seotember 1961)

districts in the
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TABLE

6

GENERAL MERCHANDISE IN THE U. S. CENTRAL BUSINESS DISTRICT
BY METROPOLITAN AREA SIZE GROUPS

1954 and 1958

(Sales in $ millions)

Metro. Area
Size

1954

1 958

Percentage
increase

Population

1954-1958

1 million and

inside

outside

inside

outside

inside

CLE

CBD

CBD

CBD

CBD

outside

CBD

61.5 mil.

3522

3837

3577

5652

1.6

47.3

17.0 mil.

1389

618

1442

1151

4.0

86.3

849

311

928

513

9.3

64.9

111

6.0

77.9

7430

3.4

53.8

over

500,000 J999,000
250,000
499,000

-

10.5 mil.

100,000
249,000

-

2. S mil.

263

62

273

91. 8 mil.

6022

4829

6227

Total

108.
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THE RESPONSE OF THE AMERICAN RETAILED.

The most obvious reaction of the retail trade to the dispersal
of

metropolitan

area

populations, the increasing inaccessibility of the

central business district and the
the

new

affluence of

consumers

(to name

major influences considered) in the United States of America, has

been the

development of the planned regional shopping centre.

These

developments have accounted for much of the redistribution of shopping
expenditure explained in the preceeding section.
The statistics examined have shown that, despite the massive
increases of

purchasing
One

population in the metropolitan areas, little of this increased

power

reason is

the decentralisation of the

stores which were

central business

A

has been captured by central business district stores.
large well known department

previously the major magnets for shoppers in the

or

"downtown"

study by C. T.

areas.

Jonassen1 of shopping habits and attitudes in

Columbus, Houston and Seattle related these habits and attitudes to the
variables of location, income, occupation, education and the age

respondents.

of

In general these variables did not significantly affect the

respondents attitudes to shopping in either the downtown area or in

planned shopping centres.
ents in the

higher age

It can be noted, however, that those respond¬

groups,

and of higher socio-economic status did

appreciate most keenly the downtown or central business district shopping

advantage of large selection.
group

of

consumers

^C.T.
Ohio:

The influence of habit in the actions of this

should also be considered.

Jonassen, The Shopping Centre versus Downtown. (Columbia,
University, 1958)

Ohio State
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The relative

shopping

as

advantages and disadvantages of planned centre

compared to downtown shopping, as nominated by

Jonassen's respondents in 1954, may

Advantages of Downtown

be listed

as

follows;1

Disadvantages of suburban Shopping
Centres

1.

Larger selection of goods.

1.

Lack of large selection.

2.

Can do several

2.

Some kinds of

one

3.

things

on

trip.

shops

were

not

represented.

Cheaper prices.

Disadvantages of Downtown

3.

Prices too

4.

Poor

high.

public transportation.

Advantages of suburban ShoppingCentres

1.

Difficult parking.

1.

Easy parking.

2.

Too crowded.

2.

Less crowded.

3.

Traffic congestion.

3.

Close to homes.

4.

More convenient

5.

Informality, (of dress, etc.)

In short the suburban
consumers

because

opening hours.

shopping centres seemed to attract

by shopping there they could avoid the inconvenience

of downtown, anu the downtown area attracted shoppers because it was
here that

they considered they had the widest choice at the lowest prices.

At the time of this survey car

the United States than it is

ownership

was

less developed in

today, so we may assume that the respondents

complaint regarding the poor public transportation to suburban shopping
centres has been

1

Ibid.,

p.

27

largely

overcome.

This would be primarily because

110.

most

shoppers

now

normally have the

use

of

a car,

but also

as

the

longer established centres would expect to enjoy better public transport
facilities.

The evolution of the out of town

planned shopping centre in

the United States has been the main response
the

changing aspirations and demands of the

arisen out of

a

combination of the factors of

of the retail sector to

consumer

by the

move to an out

to have

Changes in retailing

developed and these have often been facilitated

of town location and the ability to provide greater

floor space for a given
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seem

increasing population,

increasing affluence, and changing travel habits.
methods themselves have

which

financial outlay.

THE BRITISH "REVOLUTION" IN RETAILING

Many commentators on changing patterns of shopping in Great
Britain and the response

the

changes taking place

term is not too

as a

"revolution" in retailing.

Perhaps the

strong.

Two reports
the

of the retail trade to these trends have described

which

were

published in the

same

month of 1964 by

Planning Departments of the Cities of Liverpool and Coventry

respectively each give

a very

clear and concise exposition of trends in

retailing in Great Britain in the 1960's.
the facts presented in

the useful documents referred to,J but to present

supplementary material from
ary to

It is not intended here to restate

a

variety of sources which is complement¬

that in these reports.

Walter G. Bor, .detail Trends and their Planning Implications, Research

Report No. 10, (Liverpool City Planning Department, 1964)
Arthur Ling, chopping in Coventry. Report D. P. R. 34, (City of Coventry
Planning Department, 1964)
(Both reports were made in respect of Reviews of the City Development
Plan)
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A survey

J. B.

of retail trading in Britain from 1860 to 1950 by

Jefferys1 provides the data from which the graphs

Figures 4 and 5 are plotted.

Over the last fifty or so years the

multiple shops have achieved

a

large increase in sales.

increase has been at the expense

but

This

of the "others", independents mainly,

including here (Fig. 4) department stores and non-shop retailing.

FIG.

4

SHARES OF DIFFERENT ECONOMIC TYPES OF RETAILER
IN SALES OF FOOD AND HOUSEHOLD GOODS.

This

(1900-1950)

graph shows the change in percentage of total sales from 1900 to

1950 for food and household
the

shown in

shape of the

curves

goods.

In the other categories of goods

is similar, the percentages of total sales achieved

XJ. B. Jefferys, Retail Trading in Britain,

S >0-1950, (Cambridge:
Study. No. 13, 1954)

Nat. Inst, of Econ. and Soc. Res. Econ. and Soe.
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in eacn

category

by the various types of outlet being shown in the

following table.
TABLE

7

SHARES OF DIFFERENT ECONOMIC TYPES OF RETAILER
IN TOTAL RETAIL SALES OF VARIOUS

Commodity type

Food and

Household Goods

COMMODITIES, 1950.

Percentage of

Retailer

total sales 1950

Co-operative

17.5

Multiple

18.5

Other

64.0

100.0

Confectionery

Co-operative

Stationery and

Multiple

10.5

Tobacco

Other

84.0

5. 5

100.0
9.0

Co-operative

Clothing and

29.0

Multiple

Footwear

Other

62.0
100.0

4.5

Co-operative

All other
Goods

Multiple

26.0

Other

69.5

100.0

The

graph shown in Figure 5 indicates that between 1900 and

1939 in all commodities the share of total trade taken
Stores and
rose

by Department

Co-operatives rose slightly, whilst that of the Multiples

sharply at the

expense

of the Independents.

trend continued but at a far slower rate as

After 1939 this

Independents became more

competitive under the influence of voluntary organisations.
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Year

FIG.

5

SHARES OF DIFFERENT ECONOMIC TYPES OF RETAILER
IN THE TOTAL SALES

(1900-1960)
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Since 1951 the

general trend lias been

volume of trade has been handled
there has been

an

one

where

larger

a

by dightly fewer shops and although

expansion of the multiple organisations, the small'

independent shop in 1961 accounted for half the retail trade.
The

decreased

following table shows that the total number of shops

slightly between i960 and 1961, but that this decrease did

not occur in all

categories, and the decrease in non-grocery retailers,

confectioners and
retailers

tobacconists, clothing and footwear and non-food

(other than household goods) must be offset by

the grocery,

an

increase in

household goods and general stores (i.e. department and

variety) categories.
TABLE

81

NUMBER OF ESTABLISHMENTS BY RETAIL

1950

Category

CATEGORY, 1950-1961.

1961

Percentage
Change + or

Grocery

148,692

150,098

+5

Other Food

139,884

129,642

-7

74,606

70,802

-5.5

Clothing, Foot .year

97,162

93,068

-4

Household Goods

65,795

73,689

+12.5

Other Non-Food

60,352

59,125

-1.5

1,641

3,727

+133

583,132

580,151

-0.6

Confectionery and
Tobacco

General Stores
and

(Variety

Dept.)
Total

^Derived from the

Board of Trade Journal, February

8th, 1968.

-
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The

growth of the Household Goods category of retail outlet

shown in Table 8
radio

was

due

primarily to the growth of television and

multiples and the "Do-it-yourself shop.
The

provisional results from the 1966 Census (sample) and

the results from the 1957 Census
It will be

of

(sample) are used to compile

Table 9.

noted, by reference to Table 8, that the decline in the number

shops in the grocery, confectionery and tobacco, clothing and foot¬

wear,
some

household and other non-food categories had begun, and was in
instances

the number of
taken

a

well established trend,

by 1961.

A sharp decline in

general stores, (department and variety) seems to have

place between 1961 and 1966.
TABLE

9

NUMBER OF SHOPS BY RETAIL CATEGORY, 1967-1966

Category

1957

1966

Percentage
Change + or

151,859

122,336

-19.5

77,437

63,015

-18.5

97,656

81,544

-16.5

Household Goods

62,115

68,339

+10

Other Non-Food

61,360

57,028

-7

3,683

2,919

Grocery

Confectionery
and Tobacco

Clothing, Foot¬
wear

General Stores

(Variety and Dept.)

-21

-
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The fact chat fewer shops are
turnover and a

dealing with

larger number of these fewer shops

a

much larger

are

controlled by

multiple organisations who, due to their economies of seale,
specialisation of labour and possible time and motion studies
sales

are

much

would suggest

more

use

the

fully than the independent retailers, normally

that shop floor space today is being used much more

intensively than it

was in

the 1950's.

It is considered that this trend will continue with more of the

small retailers
are

disappearing in both the older residential areas which

being redeveloped and in the central areas where the long establ¬

ished retailer will be forced out of
Because of the

a

central position on redevelopment.

high rents asked for accommodation in many cases

these retailers will not be able to afford to

come

back.

In terms of number of establishments in the three

organisation

categories, the Co-operatives, the Multiples and the Independant

retailers, the changes which took place over the 1957 Census (sample),
1961 Census and 1966 Census

1Derived from
p.

583

(sample)

are

shown in Table

the Board of Trade Journal.

10.1

February 23rd, 1968
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TABLE

10

NUMBER OF ESTABLISHMENTS BY FORM OF ORGANISATION

Form of

Organisation

Total Retail Trade

1957

1961

1966

577,405

577,307

498,477

28,945

29,396

26,43(

Co-operatives
Establishments

Percentage distribution

5

5.1

5.3

Multiples
Establishments

Percentage distribution

59,105
10.2

67,299

73,933

11.7

14.8

Independents
Establishments

Percentage distribution

489,355
84.8

480,612
83.3

398,10
79.9

lis.

2.3.7

THE NUMBERS OF SHOPS AND THE PERSONS EMPLOYED

The basic external factors
standards of

effecting the retail trade: higher

living, the ownership of

better informed

consumers

and the

cars,

use

of

refrigerators, increasingly

telephones, have been

interacting with changes in manufacture and distribution.
towards

The trend

larger shop units and the integration of wholesale and retail

functions

are

internal

changes, as are changes in pre-packaging and

branding.

Productivity in distribution has not risen

as

fast

as

that in

industry, mainly because it is difficult to apply scientific processes to
a

situation of uneven consumer

time.

Nevertheless, sales

increased

flow, and quick variations

per person

over space

and

engaged, at constant prices,

by about 20 per cent between 1930 and 1961, and have continued

to increase at about the

same

The pressure

rate.

of labour costs

against profit margins is extremely high in a time of full employment, and
it is the need to reduce labour costs which has caused many

changes in the

revolution in retailing.

of the largest

For example, the rapid

development of self service supermarkets and discount houses.
is

a

and

particular problem since it has
part time workers.

a

The National

high proportion of

Plan,1

young,

Labour

female,

however, anticipated a

continuing rise in the efficiency of labour, and a growing polarization
between the routine jobs, such as check out

girls, and the tasks of

management.

iSecretary of State for Economic Affairs,

op.

cit, p. 228
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Changes in the number and turnover of shops in the various
commodity groups, and hence some indication of their changing size,
be

can

seen

from

comparison of the 1950, 1957 (sample) 1961 and

a

1966

(sample) Censuses of Distribution.

were

operating in 1950, for example, rationing and building controls,

a

better

The

Since many unusual factors

projection may result by ignoring the figures for that year.

changes are shown by Table

numbers of persons

engaged in the various categories.

The first two groups
convenience

goods

durable goods.

11,1 which also incorporates the

group,

of businesses taken together are the

the remaining four groups constituting the

The Table shows the strong trend in the total retail

trade towards the reduction of the number of
size of the labour force.

testifies to rising

shops and the constant

The increase in household goods,

particularly,

disposable income, and is likely to continue.

The previous section has discussed the changes in the amount
of trade carried
retailer took
some

on

over

by the different forms of shop.

half the trade in 1961, and continued to do so, showing

decline in 1966,

steadily.

The independent

although the number erf shops has been declining

With regard to the smaller independents, there

large number of shops with

a

are

still

a

turnover of less than £5,000 per annum.

The further decline of the independent trader in the face of the

advantages enjoyed by the multiple traders seems inevitable.

The

independent cannot organise central buying, wholesaling and stock control,
and lacks the

labour force.

1

expertise and size to take advantage of the specialising

Furthermore, he has little influence with the manufacturer

Central Statistical Office, loc. cit., p. 196
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TABLE

11

RETAIL ESTABLISHMENTS: NUMBER. TURNOVER AND PERSONS ENGAGED

Category
TOTAL RETAIL TRADE

Number
Turnover
Persons

(£ thousands)

engaged

577,307

498,477

583,132

577,405

5,000,130

7,587,154

8,918,860 10,954,134

2,392,000

2,530,000

2,524,000

145,709

151,859

151,154

122,336

1,228,797

2,038,374

2,336,805

2,871,544

522,683

556,706

556,953

519,773

74,606

77,437

70,662

63,015

502,661

702,996

799,632

1,035,064

254,266

285,163

250,717

296,112

100,011

97,656

96,612

81,544

966,336

1,180,212

1,384,576

1,675,325

427,885

411,631

405,079

398,080

62,946

62,115

69,133

68,339

500,477

795,566

993,660

1,267,127

231,085

259,603

281,376

294,749

60,352

61,360

58,694

57,028

374,413

563,650

673,909

972,091

231,019

237,597

227,776

257,968

1,641

3,683

3,750

2,919

436,115

762,253

929,687

1,077,026

190,578

287,446

312,745

309,508

2,531,000

GROCERS, PROVISIONS
Number
Turnover
Persons

(£ thousands)

engaged

CONFEC. TOBAC., NEWS
Number
Turnover (£
Persons

thousands)

engaged

CLOTHING AND FOOTWEAR

Number
Turnover
Persons

(thousands)

engaged

HOUSEHOLD GOODS

Number
Turnover
Persons

(£ thousands)

engaged

OTHER NON-FOOD
Number
Turnover
Persons

(£ thousands)

engaged

GENERAL STORES

(Dept. and Variety)
Number
Turnover
Persons

(£ thousands)

engaged

121.

or

wholesaler and

so

his

goods tend to be

more

expensive and his

In the grocery field, the formation of

supplies more uneven.

independent chains or alliances, for example, the

Alliance of

Individual Grocers", has enabled independents to copy some

techniques.1

multiple

The future that may exist for a reduced number of

independent shops will depend

on

their ability to exploit the advantages

they enjoy, such as flexibility of trading hours, personal service, and
the

ability to site in convenient locations.
The decline of the

the small local
T. Brennan

2

independent retailer, and particularly of

shop, is in fact partly due to modern affluence.

lias described the conditions of

before the 1939-45 war,

when the small credit offering shop was a

manifestation of the hand to mouth

Whilst

some

shops,

and the

we may

feel glad that the current life style of

shopkeepers themselves will not

continuance of small

ally meagre

day to day existence of the very poor.

people may deplore the lack of convenience caused by the

demise of such
consumers

poverty in parts of Glasgow

encourage

the

independent retailers operating in such an economic¬

way.

^.B. Ross Trends in detail Distribution, Northumberland County
Flanning Office, Development Plan Section, Research Report No. 1
(1963) pp. 44-49
2

T. Brennan, Reshaping a City. (Glasgow:
1959) p. 179

The House of Grant Ltd.,

122.

SELF SERVICE AND SUPERMARKETS

2.3.8

In

studying the figures from the Census of Distribution

must bear in mind that the results of the Census cannot be

comprehensive

Census classifies
no

description of todays' spending habits.

as a

we

fully
The

shops according to the main goods sold, and takes

account of outlets for these

has increased and self-serve
retailers have taken

goods in other shops.

As floor space

techniques have been introduced, the

advantage of the consumers requirement of the

greatest possible convenience in location and choice, with the result
that many

shops formerly offering only groceries

now

sell meat lines,

fruit and vegetables.

It is

probably correct to state of self service shops in Britain

that

"Their application is the most noticeable development
of post-war retailing along with the freedom from

rationing, shortages and queues." 1
The rise of the self service

particularly rapid.
led to

some

shop in this country has been

The fast growth of this form of retailing has perhaps

inconsistencies in the statistics available from various

sources,

but it

shop

firmly established in the British retailing

was

was

the Northumberland

obviously not until the mid 1950's that the self service
The study by

County Planning Office into Trends in detail

2
Distribution indicates the rapid

Hv.

scene.

Bor, loc. cit., p

.

growth of self service in the early

15

^ttoss,

loc. cit.. p. 15
A further discussion of the development

of self service and supermarkets,
affecting the Co-operatives and Multiples generally is found in.
Christina Fulop, devolution in Retailing, (london: Institute of Economic
Affairs, 1961) Hobart Papers.
Christina Fulop, Competition for Consumers, (London: Institute of Economic
Affairs, 1964)
M. Ilall, J. Knapp and C. Winstone, Distribution in Great Britain and North
America, (London, 1961)
P. Mathias, detailing devolution, (London: Longmans Green and Co. Ltd, 1967)
and trends
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1950's, and the introduction of the larger self service store
market in the late 1950's.
statistics

The data for this

or super¬

study was derived from

published at various times from the Board of Trade Journal

and the Financial Times,

and is reproduced here as Table 12.

TABLE

12

GROWTH OF SELF SERVICE SHOPS AND SUPERMARKETS TO 1963.

T

Self Service

Percentage of

Year

Shops

total grocery
sales

1947

10

1950

500

1.4

1957

3,500

10

1958
1959

5,000

9,000

1963

total grocery
sales

-

-

-

-

2.3

80

175

6

600

7

840

8

16

1961
1962

Percentage of
Supermarkets

27

10.5

1,100

A supermarket

which exceeds

is normally described as a self-service shop

2,000 square feet in selling area, has at least three

checkouts, and includes fresh meat and greengroceries as well as a
basic range

of household requisites and grocery lines in its

stock.1

*A larger floor

area is the basis for a definition adopted by the
International self-service organisation.
They consider "A supermarket
self-service food shop with at least 400 sq. metre (approx

is

a

of

selling

4320 sq. ft.)

space, which in addition to the normal assortment of foodstuffs
also carries fresh fish, fresh meat, vegetables and other articles of daily

consumption. '
(Ross, loc. cit., p. 17)
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A definition based on
to include
to

operational methods has been extended by

Ross1

layout and marketing techniques, and it is in the whole approach

selling adopted by the supermarket retailers that the"revolution" in

retailing has been most apparent to the individual consumers.
market

shelf

Super¬

managements have introduced display methods such as "linear

footage control" to determine the area devoted to each commodity

and each

brand, and through apparent price cutting and other attention

getting devices have held the consumers interest.
The further diversification of the grocery
non-food lines is possible,

particularly in view of the higher profit

margin normally expected from such stock.
that in the United States there is

diversification of

goods.

now a

from the too wide a

In fact, in some shopping centres the leasing

sell, thereby ensuring the

the remainder of the

We may note, however,

trend away

arrangements specifically limit the types
may

supermarket into

success

of goods that the supermarkets

of the individual shops comprising

shopping development and guaranteeing the continued

viability of the centre as a whole.
Within the

existing structure of British city and suburban centres

the possibilities for very
such

cases

are restricted,

will limit the amount of (^versification

Reconstructed and
area

large supermarkets

new

which in

physically possible.

shopping centres have made stores of larger floor

possible, but they are seldom feasible because of high rate costs.

The exception to

be expected is in the case of an out-of-town or urban

fringe centre, and will be considered in later discussion.

"^Ross,

loc. cit.,

p.

16
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In

considering the rapid development of the supermarket in

Britain in the late 1950's, the
on

significance of the removal of restrictions

building in 1954, should not be overlooked.

and in the retail traders

A threshold in demand

ability to meet that demand with

had been reached, and when the

building restrictions

new

were

techniques

removed a

period of rapid growth was able to meet the demand potential which had
built up

during the time of restriction.

In 1962

a

prediction was made by W. G.

the tendencies apparent in supermarket
few years.

development in the preceeding

He estimated that a saturation point in supermarket pro¬

vision in this
had been

McClelland1 based on

country might be reached when 5,500 to 6,000 supermarkets

established, if conditions in Great Britain tended to approxim¬

ate those in the United States.

about 70,000

people to

a

In the United States there are at

present

supermarket, and at this point supermarkets

account for between 65 per

cent and 70 per cent of food shop sales.

Comparisons between American and British practice should be
drawn

guardedly.

United States,
At any

The long experience of this form of retailing in the

however, is possibly some guide for British operators.

rate, in the United States the supermarkets, with their associated

marketing trends, had been found to have cut food distribution costs to
14 to 17 per cent

of turnover

as

early

as 1955, as

compared with food

distribution costs of 25 to 30 per cent of turnover in 1930.
be

good

news

for British

"^W. G. McClelland,
Journal
2

Vol. 72

consumers

2

This must

and retailers alike.

"Economics of the Supermarket', The Economic
pp. 154-170.

(March 1962)

2.immerman, The Supermarket, a -Revolution in Distribution,
(New York: McGraw Hill Book Co. Inc.) 1955 p. 321 cited by Ross,
loc. cit.. p. 21.
M.M.

126.

By the latter part of 1967 it was reported
cent of all food retailed in the United

Kingdhom

twenty per cent of it through supermarkets.
of grocery

that about fifty

was

per

sold by self service,

By this time a new style

trade management had started to emerge, the new super¬

market managers

having becove adjusted to their brightly coloured

environment, with its sometimes scientific consumer manipulation
2

techniques.

In 1967 it was necessary for the supermarket on a site of

average cost to

sell about £2 of goods for each square foot of its area

each week in order to

stay in business.

At this time there ware about

2,750 supermarkets in operation in the United Kingdom, and the
Supermarket Association suggested that a ceiling of about 7,000 units
seemed

likely.

This estimation of the likely point of saturation is simi¬

lar to the estimate made in 1962 which is referred to above.

At the

beginning of 1969, after

rationalization in the grocery

slower

a

period of mergers and general

trade, and after two years of reportedly

growth in the field, it seemed that if economic conditions held

reasonably sound
in 1969 were

a

boom period lay ahead.

3

It was reported that openings

expected to average nine large self service stores per week

thoughout the United Kingdom.

On January 12th, 1969 the Department of

Employment and Productivity's Manpower Research Unit announced that
the number of self-service outlets would be

23,000 to about 30,000 by 1980.

likely to rise from the present

It was considered that, allowing for

closures and conversions, there would be about 7,500 supermarkets

1The
2

Times, December 8th 1967, Supermarket Supplement.

But note the

difficulty of the retail trade in attracting and
retaining efficient staff at below managerial level because of long hours etc.
See, Secretary for State for Economic Affairs, op. cit.. p. 226.
3

severe

*

The Times. January

13th 1969.
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within this

total, compared with 2,800 at the beginning of 1968.

number erf

supermarkets might approximate a maximum capable of being

This

supported under the expected economic conditions, as previously noted.
It is

show

significant that the predictions for saturation levels quoted here
tendency to rise, particularly as there is a strong trend towards

a

supermarkets with larger floor areas, and consequently capable of higher
turnover.

We shall

counter service
smaller

probably

further conversion of medium and large

shops to self-service, and

shops.

more

closures amongst the

Present supermarkets have an average about 4,000

feet of selling

square

see

area,

which normally means a total area of about

6,400 square feet, as an area equivalent to about 60 per cent of the sales
floor space must be set aside for stbr ge,

Indicative of the
ment in

move

towards

staff and plant facilities.

beigger stores was the announce¬

January 196S that the Teseo chain were to open at least twenty-

five stores in the next twelve months, averaging 6,000 to 7,000 square
feet sales
rate erf

Another

area.

one

store

month

a

10,000 square feet.

chain, Key Markets, propose opening at the
during 1969, with some stores of

up

to

The most enterprising retail operation now being-

undertaken, however, may be that of Wodlworths with its large Woolco
stores on urban
a

fringes throughout the country.

Times leader of

January 7th 1969, with perhaps some implied

reservation, as "... the Woolco experiment.."
is most

This was described in

That this experiment

likely to be successful in Mreat Britain at this point in time will

be shown later in this dissertation.

At this

stage it may be remarked that if these larger supermarkets
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are

to succeed in their aim

1
to

provide

one

shop shopping they must be

accessible, particularly for the car shopper using the car as a shopping
basket.

2.3.9

TRADITIONAL DIAECT AND EMERGING INDIRECT SELLING

TECHNIQUES

Before
does not

come

discussing those marketing techniques where the
into direct contact with the

retailing personnel, namely

mail order trade and trade transacted with automatic
some

brief notes

on

specifically before

the traditional forms of

now

consumer

vending machines,

retailing not considered

will be made.

The Department Stores and Variety Chain Stores are a

continuing

feature of British town centres, the latter, such as Woolworths, Marks
and ppencer,

and British Home Stores having been very successful in the

late 1950's and 1960's.
meet the

consumer

well established

It will be of interest to see how

demand away

from the central

areas

they propose to

of towns and the

subsidiary service centres within the conurbations, where

they are normally found.

The expansion of Woolworth's into the Woolco

style has been mentioned, but to date Marks and Spencer's and the other
large variety chains and department stores are proving conservative
compared to their counterparts in other countries.
As has been
movement is

\lr.

shown, the importance of the Co-operative retail shop

declining.

T.A.D.

The Cooperatives have always been stronger in

Sainsbury, addressing a meeting of the itoyal Institution
Surveyors, January 6th 1969, quoted in The Times. Jammxy
7th 1969, p. 19.
Mr. Sainsbury noted the widening of choice in each
product range and the move of supermarkets into clothing sales. Shops
"... will tend to grow larger because the demarcation lines are gradually
being dismantled."
of Chartered
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the north of
as

England and Scotland than in other parts of the country, and

the attraction of the dividend is offset

forms of

by price reductions and other

bargain offers from their competitors custom is lost.

The

Co-operative's share of the retail trade since 1950 remains £ about
10 per

cent.
The mobile shop continues to be of

continuing importance in

bringing basic daily needs to the housewife in new housing areas and in
country areas of low residential density.

The mobile shop is

ularly strong Scottish institution, possibly

a continuation

Mobile shops will

tradition.
and

half per cent

one

probably continue to account for about two

marginal, and due primarily to

provision of traditional shops.
an

partic¬

of the 'packman''

of the total food turnover in food sales,

Their existence is

in 1961.

a

as

they did

an

under-

The mobile shop does, however, provide

inexpensive means for the individual to begin in retail business, and

the benefit of

some

personal contact for the isolated and immobile

housewife.

Direct sales from manufacturers to

consumers

doubled in value

between 1950 and 1961 and have continued to increase.

standardisation in durable

goods, mass media advertising, and the gener¬

ally better quality and reliability of goods,
to deal direct with the

making

consumers are

considerable cost saving.

a

shopping to

consumer

consumers.

durable and

rely

on

models of

consumer

durable

factory fresh, original

The discount houses deal mainly in

large scale buying, quick turnover ami the

advertisement of branded goods

behalf of

often willing

manufacturers, with the knowledge that they are

Discount houses also offer the benefit of
carton''

With increasing

by the manufacturers.

Superseded

goods may be sold by discount houses on

manufacturers, and there should continue to be

f

a

place for this

ISO.

type of retail outlet in any economic climate.

These stures normally

operate at very low overhead costs, and provided they make adequate

provision for their customers car parking, can locate on very economicical sites.

The remarkable

growth of mail order shopping is

to account for in times when

well catered for.
unable to reach
The

success

a

little difficult

personal shopping is becoming increasingly

are

very

few people in modern British socibty

comprehensive shopping centre quickly if they want to.

of mail order business may

its traditional

shopping

There

a

rest to a great extent in one of

attribute®, its ability to provide a system of credit for

purposes

quickly and with

which

can

dignity.1

be obtained from mail order trading clubs

Even with the relatively high earnings of

today, the purchase of clothes, particularly childrens' clothes, shoes,
household linen and other items

can

be

a severe

strain

on

family budgets,

particularly of those families in the poorer industrial areas.
with the

Again, as

co-operatives, mail order business has been particularly strong

in the north of

England.

The 1961 Census of Distribution covered the trade of all
ist mail order
80 per

businesses, and revealed an increase in their sales of

cent between 1957 and 1961, from £126 million to £227 million.

A brief statistical

2

analysis by the Investors' Chronicle

in March 1967

estimated the value of mail order business in 1966 at £420
its annual rate of
over

five years.

growth at

This is

a

more

than twice the percentage annual rate of
But mail order still represents only a

1This view is put forward by an article in The
30th, 1967.
Cited

millions, and

cumulative thirteen per cent, doubling sales

growth of retail trade generally.

2

special¬

by The Guardian loc. cit.

Guardian, November
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a

small fraction of Britain's

two and

one

general retail trade, estimated at about

half per cent in 1962 and not quite four per cent in 1966.

The introduction

by the Post Office of National Giro in the

autumn of 1968 should have tended to stimulate all forms of

postal

Giro payment forms could be included in a mail order firm's

trading.

catalogue and the dispatch of such forms would be a quick and convenient
way

of sending money.

The expansion of mail order business seems

certain, despite the attractions of the new forms of conventional shopping.

should experience even further expansion in

Automatic Vending

future years as

food

ana

drink services are provided at work places, using

this method of distribution.

It is estimated that there is

potential for 250,000 machines in factories and offices
term

an

immediate

alone.1

A long

prediction claims that by 1980 thirty three per cent of the total

trade in

cigarettes and coffee will be made by machine.

2

The trade of specialist machine owners and operators
machines

run

by shop owners) was shown by the 1961 Cansus to be

£4.2 million compared to £2.3
allowed

an

(excluding

increased range

million in 1957.

Modern packaging has

of goods to be sold by vending machine. Whilst

the

greatest growth in the installations of automatic vending machines in

the

near

the

planner must make adequate provision for the most effective and

future is

likely to be in interior locations in factories and offices,

aesthetically acceptable siting of automatic vending machines in the urban
setting, as they should now be considered an integral part of the retail
trade.

*The
2

Times, January 7th 1969, Automatic Vending supplement

The Financial Times;

July 4th, 1962.
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In the future we must

further to

merchandising.

expect electronic engineering to contribute

It has been predicted that at some unspecified

future time in the United States it will be possible to order by

telephone. 1
the

Orders will be taken at any time of day or night for delivery

same or

away

the

following day from a warehouse which

from traditional business centres.

continue to be carried out in the
ised

video¬

same

may

be located

Much shopping will probably

way as it is

done today at special¬

shops and at large self-service stores, but for the selection and

ordering of certain lines of convenience and durable goods adequately
known to the

consumer

from past use the video-telephone method seems

feasible.

The point is that
We

can

and

depends more

1

retailing techniques will continue to develop.

expect new mechanical innovations

Alton F.

Retailing

,

on

as

everyday life itself accepts

sophisticated industrial techniques.

Doody and William it. Davidson, "Next Revolution in
Harvaru Business Review (May-June 19G7)

133.

SECTION 2.4.0

TECHNIQUES:

SITE SELECTION. DEMAND

PREDICTION AND AREA ESTIMATION

2.4.1

PREDICTION TECHNIQUES AND PLANNING POLICY

Service centres

play

an

important role in the community as

centres for commercial and social

exchange and interaction, and

are

consequently important traffic generators demanding good communic¬
ations, parking and servicing arrangements.
with which any
extent upon

service centre fulfils its function will depend to a large

the development of

will allow it to
consumer

this

The degree of success

a

planning policy for the centre which

modify its form in accordance with the changes in

behaviour which will

occur over

time.

Within Great Britain

planning policy is normally the responsibility of the local planning

authority, but in the

case

of

very

large centres in the control of

a

private

developer, this policy for development will rest to a certain extent in the
private sector.

In

a

report on the prediction of shopping requirements prepared

by the West Midlands Branch of the Town Planning
mitted that the planner is concerned with

Institute,1

it is sub¬

the following aspects of shopping

provision:

1.

The location and extent of

shopping centres, within the
development plans. These factors should be
determined by the planner from his knowledge of changes
in population distribution, communications and land use
generally. Additionally, the intensity to which a site is
developed should also be under the control of the planner
because of the repercussions of the development on such
things as traffic generation and congestion.
context of

Town

Planning Institute, West Midlands Branch Research Group,
(Walsall, Staffs.: T.P.I. West Midland

Predicting Shopping Requirements,

Branch, 1967)

p.

5
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2.

Adequate freedom for vehicular movement and
safety for pedestrians. These attributes may be
achieved

by the planner exercising his statutory
development control. The planner must
also endeavour to ensure a satisfactory standard of
overall design.
duties of

3.

The economic viability of the proposal must be examined
not

only as an isolated scheme,
the whole town centre, town or
4.

but in the context of
region.

The

planning authority may be itself responsible for
case the planner
must stipulate the extent and quantity of retail devel¬
opment and the range of facilities the centre should
possess.
These facilities are, in fact, crucial to any
implementing development, in which

centre and determine the function it fulfils.

The role of the planner in

policy for service centres
or

initiator,

in any case,

may

developing from forecasts a planning

be either seen as that of an interpreter

it is the professional duty of the planner to

reconcile the varied interests and demands of shoppers, developers
and retailers.

It will be economic factors which control the amount of

development that any population can support at any time, so it is within
this context that the

result for both the
or

planner should endeavour to achieve

consumer

investment will be

and the retailer.

A

a

satisfactory

satisfactory return

required for both the developer and the shopkeeper,

consistent with the best economic

use

of the land for the

community as a

whole, and the provision of the fullest range of services and facilities
possible for the

consumer.

To achieve this

approach to

a

planning policy the planning authority

will need to become involved in estimations of future levels of economic

activity and trends in consumer behaviour, as well as in the estimation of
floor space

required for both retail and non-retail uses within the service
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As detailed proposals for

centre.

development

or

redevelopment

are

prepared, either by a private developer or by the planning authority

itself, details of selling space, storage and other ancillary uses, park¬
ing facilities, loading requirements, pedestrian segregation and many
other

particular layout requirements will need to be considered.

will be necessary

It

for the architectural control of the centre to be care¬

fully thought about and specified in the site leases and when building
permisssions are granted.
The report

quoted

abovex

considers that the powers of local

planning authorities appear to be reasonably adequate for implementing
a

co-ordinated

shopping policy.

This depends to a large extent, the

report claims, on the Minister continuing to give support to economic
arguments and being prepared to accept detailed policy statements on

shopping in the written statements submitted

as part

of Development Plan

reviews.

It will be obvious from the material

that any

presented in this dissertation

forecasts of the future distribution of population, of demand, of

consumer

behaviour, and, in fact, of any matter effecting the future

development of service centres, must be made with care and used in

planning with utmost discretion.
it is critical that the best

Prognosis is essential, however, and

possible data should be used.

is considered that in the formulation of

Consequently it

planning policy by local planning

authorities, particularly in regard to service centre planning, that central
government authorities, particularly in regard to service centre planning,
that central government
a

wide

authorities and outside planning consultants with

experience in the problems concerned should be consulted and

retained

1Ibid

as

..

policies

p.

7

are

formulated and revised

over

time.
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2.4.2

itETAIL SITE SELECTION

Techniques for the appraisal and selection of sites for retail
outlets of various

types have been developed to an extremely sophistic¬

ated level in the United States.

One feels that in Great Britain site

selection

by developers and retailers is still made more on the basis of

hunch

intuition.

or

In fact in this

country, the stringency of planning

control, which normally and obviously operates for the benefit of the

community at large, limits most retailers to sites within established,
.

redevod oping or new town service centres.
?re

.

tended

or

modified and

consequently

Existing service centres

new

possibilities for shops

arise, but it is seldom that a site away from an established service
centre becomes available for retail

development.

Even in cases where

shifting and expanding population makes the provision of new shopping
facilities necessary

they are normally based

ment which has some historic

This is not
ordnances

are

so

often the

case

oper

area.

in the United States.

applied there is some restriction

occurs

somelmucleus of develop¬

significance in the

choice of site, but in most cases a greater

selection

on

on

Where zoning

the developer's

degree of flexibility in site

in the United States than in Great

Britain, and the devel¬

is fairly free to play the local market in terms of site selction as he

thinks fit.

Many cities, of course, such as

Philadelphia,1 have a firm

policy regarding the siting of retail outlets, but in general the freedom
of choice available has

consultants and store

sharpened the techniques of the site selection

managements to a degree which the opportunities

for site choice existing in Great Britain do not

"^City of Philadelphia,
Commerce, pp. 44-56.

stimulate.

Comprehensive Plan, (1960) The Plan for
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In this

the

country, however, the choices for site selection within

existing planning legislation have become

so

bewildering to the smaller retailer that recently
the

subject has been

great and perhaps
a

useful handbook

published.1

The author M this book states that his intention is to
certain

useful
will

principles of retail siting and selection.

He has produced a

probably not do these people the disservice of making them feel

ing a specialist in the field.
list of surveyors

A similar

sites for

a

final site selection without consult¬

The author has in fact thoughtfully appended

and agents whom retailers may consult.

study dealing specifically with the problem of selecting
2

supermarkets in the United States, by Bernard J. Kane,

many ways

comparable to the work referred to above.

draw the readers attention to the difference between
The site has the

network of

a

is in

Kane is quick to
site and

a

location.

physical attributes of depth, frontage, shape, whilst the

location is the situation of the site in its

In

lay down

guide to the uninitiated in the subject of retail site assessment, and

completely confident to proceed to

a

on

relationship to the surrounding

streets, population and other physcial features of the landscape.

choosing

a

retail position both the site and the location should be

con¬

sidered.

The

publication of these books, Kane in 1966 in the United States,

and Cox in 1968 in Great

K.

Britain, is significant in the consideration of

Cox, xtetail Site Assessment. (London:

Business Books Ltd.,

1968)
2

Bernard JL Kane, A

Analysis, (New York:

Systematic Guide to Supermarket Location

Fairehild Publications, 1966)

138.

trends in

retailing

marks the end of

field of

we are

a

making.

The British study, particularly,

period of enquiry and theoretical development in the

shopping studies.

The American study is perhaps not

so

definitive in time, but as a handbook for supermarket retailers it is able
to be

confidently reassuring from within the conceptual framework of

firmly established practice.
threshold of much

Both books, it

may

be said,

the skills of

a

specialist for

2.4.3

area

techniques

period of scientific site appraisal in retailing.

TltADE AflEAS

concepts of service centre, service population and catchment

have been

aimed at

new

the studies quoted signal the

THE DEVELOPMENT OF TECHNIQUES:

The

These

proper interpretation, and

because of this it might be fair to say that
end of the first

at a

sophisticated site selection techn1(3ues which

more

require the use of complex mathematical models.
will require

are

previously introduced, and some discussion of studies

defining

This section will
to this work into

areas

of influence of service centres has been made.

attempt to incorporate some further brief reference

general summary of analytical technqiues aimed at

a

predicting shopping demand at
assessment of the number of

Normally, in
is first necessary

any

a

service centre, in the first analysis, the

shoppers using a service centre.

predictive techniques, for retail

purposes

it

to define catchment area , retail trade area, or hinter¬

land for the service centre under consideration.

Three methods may

used:

1.

Subjective judgments based on observations of similar
conditions from which generalisations are drawn.

2.

Analysis of transport patterns and

3.

The

use

of

consumer movement.

empirically derived formula.

be
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The
William J.

latter, known

as

gravity models,

were

first used by

iieilly in the United States in 1929, and have been considered

briefly intthe previous

Chapter.1

iieilly's thesis, put simply, is that

two towns will attract trade from any

intermediate point in direct

proportion to the population of the respective towns and in inverse

proportion to the square of the distance that the intermediate point is
from either town.
and
or

can

The method has been

be modified

the size

or

2

widely used in the United States,

by substituting total floor

number of

a

space

of

a

shopping centre,

particular facility, for the normal population

figure.
In Great

retail trade
in

Britain, however, the more common method of defining

areas

has been

by studying actual

particular, the transport pattern.

field

was

done

consumer

movements, and

Most early British work in this

by geographers primarily interested in the hierarchy of

3
urban centres.^

4
F.W.H. Green studied bus routes in order to deter¬

mine the catchment areas of

towns, having hypothesized that a towns'

sphere of influence could be identified from the limit of its radial bus
routes

provided that they served no larger town.

ulation of this method, Green assumed

influence without overlap.
fewer

cars were

in use,

For ease in the manip¬

mutually exclusive

areas

of

Despite its limitations, at the time, when

the method and Green's findings were of some

significance.

1Williain J.
2

See

iieilly,

op. cit.

particularly P.D. Converse, .detail Trade Areas in Illinois.
(Illinois: University of Illinois, 1946)

Business Studies Bulletin No. 4.
3

4

For

example, Smailes (1944) loc. cit.

Green, (1948) loc. cit.
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In 1955 the Local Accessibility Map was

published by the

Ordnance

Survey for the Ministry of Housing and Local Government.

This map

made

use

of Green's work and distinguished both central

places and their retail and service trade
for

areas.

The essential criteria

distinguishing a centre was that it should have bus services radiat¬

ing from it and these routes should serve communities smaller than
the nodal
its

centre, nsaking them dependent on it and placing them within

sphere of influence.

been

This method of assessing service area has

widely used by local planning offices and the Ministry of Housing

and Local Government.
ever,

rapidly outmoded, how¬

with the rapid rise of motor car registrations in the second half

of the nineteen
in the survey

fifties, and the

use

of this technique within Greater London

of shopping facilities for the Boundary Commission is

questionable. ~
was

The method became

At the time, however, the continued

use

of this method

justified by the researchers because it was considered that the

growth of motor

car

ownership and the decline of public transport systems

relatively recent and that neither would have yet affected the established

was

pattern of travel.

That
is bounued

time.

a

trading area is defined not by a fixed boundary, but rather

by a series of radial zones, has been recognised for some

A mathematical model which was able to

for this zonal character of the trade
2

by David L. Huff.
and used in

a

1j.ioyal
2

established

scientifically

Zonal probability contours were described by Huff

technique which was later developed and refined by

Lakshmanan and Hansen.

Cmnd 1164

areas was

incorporate an allowance

Commission

g

on

The bus service hinterland

technique and the

Local Government in Greater London. 1957-60.

(1960) pp. 295-305.

David L.

Huff, Determination of Intra Urban detail Trade Areas,
(Los Angeles: University of California ileal Estate iiesearch Urogram 1962)
3

Lakshmanan and Hansen,

loc. eit.
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early gravity models unfortunately gave the impression that
area
as

has

a

fixed

a

trading

boundary, and consequently have been supplemented

techniques of trade area estimation by the more refined methods

referred to.

The concept

of "range of a good' has been discussed in some

detail

already in this dissertation, and will not be reiterated here, save

to say

that it is this concept which determines the zonal characteristics

of the trade

The work of H. E.

area.

centre in the rural area he
over

which it

Bracey1

showed each service

surveyed to be surrounded by a small zone

enjoyed almost total dominance, termed the intensive

zoneBeyond this there was a further area of strong affiliation termed
the

extensive

zone", and around the large centres a further 'fringe

where affiliations

zone

H. W. E. Davies

2

in

outer zones where

often compete

were

generally weak.

A similar study by

Cardiganshire had similar findings.

It is in these

goods of extreme range penetrate that several centres

for trade, and the allocation of population to any one centre

for the purpose

of demand calculation is problematical.

Consequently,

techniques of demand estimation which rely on the determination of a
defined catchment
model

area are

likely to be less realistic than gravitational

tecimimps.

^H.E. Bracey, loc. cit.
2

H.W.E. Davies and H. Carter, "Urban Fields in Cardiganshire",

Tijdschrift

voor

Economische

en

Sociale Geografie (September 1963)
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Another

technique aimed at arriving at the population served

by the service centre being studied was developed by W.L.
who

attempted to measure a town's attraction in terms of turnover.

To do this the turnover of each centre was divided

by average regional

capita expenditure and so a figure for the total population served

per

arrived at.

was

This population was then compared to that of the town

and the difference
certain
a

Waide,1

expressed as a trade import or export.

deficiences, such

as

the assumption that all the expenditure of

town's inhabitants is retained

useful to give a true picture

In spite of

of

by that town, this techniques has proved
a

rural town's trading position in its
2

regional context.

This technique

was

also used by G.M. Loraas in

a

study of towns in the Midlands.
By this time it was abundantly clear that consumers from fringe
zones were

using different centres in a fashion which was not easy to

predict.

2.4.4

THE KAYDOCK STUDY AND THE LAKSHMANAN-HANSEN MODEL

One at the most influential British studies to

to be known

as

the

between catchment

date, which has come

3

Haydock Study,
areas

sought to determine the break points

of service centres in the North West of

England

by using Reilly's Gravitational Model with two simple refinements.
Firstly, a measure of the attraction of

a

centre was used instead of

population, and secondly, time was used instead of distance.

Sv.L

Waide, "Changing bhopping nabits and their Impact on Town
Planning", Journal of the Town Planning institute, Vol. 49, (Sept./Oct.
1963) pp. 254-262.
2
3

.

G.M. Lomas,

loc. cit.

it. H. Kantorowich

(director)

op.

cit.
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The

Laydock Study arose out of the commissioning of the

Department of Town and Country
to undertake research into the

Planning at the University of Manchester

desirability of

an

out-of-town regional

shopping centre at Haydock Park, at the most highly accessible location
where the M6

motorway and the East Lancashire xioad intersect.

research

sponsored by the developer and was undertaken in the time

was

between refusal
the

or

the

This

original application and the subsequent appeal of

developer to the Minister for Housing and Local Government.

ually the appeal
Manchester
of the

was

Event¬

rejected by the Minister, but in the meantime

University's study had been carried out and on publication

methodology and the results, produced criticism ana further consid¬

eration which has

undoubtedly served to sharpen the approach of retail

researchers in this country.

It is of interest that

shortly after publication of the Haydock xieport,

T. it. Lakshmanan and W. G. Hansen" published their
market

potential model.

work

on a

retail

The Manchester researchers subsequently

programmed the data they had collected for processing by ATLAS computer,
using in this case the Lakshmanan-Iiansen modd, and were pleased to see
that the results obtained in this instance

obtained in the earlier study.

In this survey

lcosely resembled the results

2

of the development of predictive techniques in

retailing studies the Haydock Study is important as it marks the culmin¬
ation of successive studies which

^Xakshmanan and Hansen,
2

R. H.

principally employ the method of centres-

loc. cit.

Kantorowich, (director) op. cit.
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and-hinterland
The

study derived from Christaller, Carruthers, Lomas et al.

Haydock method consisted of:
1.

The identification of

hierarchy of centres with

a

distinct levels.
2.

The delineation of

a

hinterland for each centre,

at each level
Law
3.

as

by using a modified form of Iieilly's
applied to journeys by private car.

The calculation of sales

generated within each
by the population resident there and by
comparison of this with the sales actually recorded
in the hinterland, to derive a statement of- the
hinterland

'balance of trade' in both convenience and durable

goods.
If

assumption was made regarding the future situation when

a new

this method

was

being used, whether regarding population, spending

the size and attractiveness of

new

power,

centres, etc., a great deal of time-

consuming recalculation had to be done.

This method, however, perhaps

represents the ultimate sophistication using the concepts of centre order
and hinterland in the way

theory.
b ut

they are understood in classic central place

It has been mentioned that this study incorporated two simple

significant refinements in the

of attraction of

a

centre

instead of distance.

as a

But the

use

of iieiliy's Law, using the measure

substitute for

population and driving time

Iiaydock Method does incorporate

archical "Centre Order" concept for the region, a concept

a

hier¬

which has been

rejected in later work.
David L.
may

Huff1

has emphasised that consumer spatial behaviour

best be described as a probalistic phenomenon, and that the retail

1B4ff

(1962)

op.

cit.
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trade

area

of

an

existing

or

proposed service centre

can

be ascertained

by
1.

Dividing the surrounding area into small statistical
units.

2.

Calculating the probability of consumers for each of
these units going to a particular shopping centre.

3.

Drawing lines connecting all statistical units having
like probabilities.
A retail trade area is thus not a
fixed line circumscribing a shopping centre but
rather a series of zonal probability contours.

Huff
in the

seems

to have reached his

hypothesis, which he began testing

early lOGO's, from observations of actual

consumer

behaviour;

(as previously reported in this dissertation,) and a realisation of the
gross

deficiences in terms of economic theory that the regional gravity

models supported.
maintains that
"most

He printed

a consumer

out1

either

that traditional economic theory

always chooses

equal possibilities).
probabilities,

sufficient to estimate

1.

2.

As a consequence, all other alternatives possess

iieilly's method asserts that two variables
a

are

shopping centre's utility:
footage

selling space)

The travel time involved in

travel base to

a

With these variable
a consumer

1Ibid.«

(presumably chosen with

The size of the shopping centre (square
of

of

particular (the

desirable") alternative with probability one, br is indifferent

between several "most desirable" alternatives

zero

one

getting from
shopping centre.

a

consumer's

available, it is hypothesized that the probability

patronising a shopping centre is directly related to the size
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of the centre and
time involved in

From an

conversely related to
travelling to

a

increasing function of the

centre.

empirical pilot study, Huff found that the marginal

utility associated with the size of
for small centres, rises rather

.

some

a service centre increases

markedly at

some

rather slowly

larger size levels, and

then the

marginal utility begins to decline with successively larger size

centres.

This model formed the tentative operational basis for under-

standing and determining the retail trade area of

a

service centre by

following the three steps outlined above, and in particular, for determining
the

equiprobability contours which circumscribe
The non-exclusive

shopping

centre.1

approach outlined by Huff has been fully exploited

in the Lakshmanan-Hansen model

hinterlands

any

2

which, in contrast to the eentres-and-

logic with the modified He illy equation which the original

Haydock Study used, acknowledges that money is drawn from all parts of
the

region to each and every centre.

hinterlands but treated

spending

power,

as one

The region is not subdivided into

economic space

and centres of shopping attraction, and calculations allow

for the frictions of time and cost involved in
between

zones

differentiated by zones of

and the

overcoming the distances

shopping centres.

The basis of this approach is that a consumer,

choice amongst several

1lbid.
2

p.

confronted with

alternative shopping centres will not inexorably

33

adequate explanation of the mathematics of this model see
(director) Regional Shopping Centres. Part Two (1966)
loc. cit- pp 10-11.
For

an

Kantorowich

a

147.

chose the nearest centre.
indeed

a

This assumption recognises

continuum of market orientation of

consumers

that there is

to

shopping

centres, and that an overlapping or competition between shopping
centres does exist.

Despite the sophistication of this technique, and the confirmation
it

produced of the original Haydock Study results where a different

approach had at first been used, the planner must be
that the successful application of

validity of the

many inputs, and

models such

consequently

as
one

aware

of the fact

this depend on the

mistaken

or

loose

assumption will produce a false picture in the results obtained.
unities for

error

Opport¬

will be examined later in this dissertation when the

application of this model to the service centre planning on Tees-side is
discussed.

2.4.5

THE CUMBERNAULD STUDY

The

analytical techniques used to determine the amount of shopping

floor space to

be provided in Cumbernauld

methodological advance
while being

based

on

on

new

town" made

a

significant

the previous methods used for such predictions,

the theory developed by Wilfred Burns

2

shortly

before.

This

study sought to estimate the shopping needs of

a new

town for

70,000 people, situated in the vicinity of Glasgow, and as a basis for this

^Cumbernauld Central

area

lieport. Part l. Cumbernauld Development

Corporation, Chief Architect and Planning Officers Dept. (1960).

2Burns,

op.

cit.
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estimation made
of

one

an

anlysis of the retail trading structure of

hundred towns,

Great

sample

each of between 25,000 and 100,000 inhabitants,

using the 1950 Census of Distribution.
situated within

a

Each of the towns selected was

twenty miles radius of one of the nine largest cities in

Britain, excluding the London area.
The report

anticipated that the new town would be overshadowed

by Glasgow and that the sales potential of the town would thus be below
average

for the size of town.

This assumption was based on evidence
1

published earlier by J. B. ileming,
"Towns which have

a

who had stated:

lower level of

.

ales per person are

generally those near to large cities which tend to over¬
shadow them, and indeed, all the towns between Glasgow
and Edinburgh, even the large ones, fall into this category."
The Cumbernauld report included a
and

graph correlating retail sales

population for the towns which had been samples, showing a correl¬

ation coefficient of

0.84, which may be compared with a correlation

coefficient of 0.98 for retail sales and towns

G.M. Lomas,

2

however, in a discussion of the Cumbernauld study, pointed

out that the range

the

of the sample used was misleading in that the slope of

regression line would give a sales potential to the larger cities of
100,000 population far in excess of that possible, and would likewise

over

underestimate the sales potential
It

plus hinterland population.

was

of the very small centres below 40,000.

considered that if the graph had been extended in the upper portion

to include cities of over

100,000 population and within twenty miles of, and

1

J.B.

Fleming, "An analysis of shops and service trades in Scottish

towns", Scottish Geographical magazine Vol 70 (1954) p. 102.
2

Lomas, loc. cit., p. 108.

146.

including, the provincial capitals, Hie regression line would then adopt
a

position mors like ike national average.

Lom&s maintained that this

was a mora

realistic picture of the structure of retail trading around

large cities.

This critical appraisal of the Cumbernauld reports'

analysis clearly showed that the effect of the large cities in terms of
total

trading area en surrounding cities and towns must not be over-rated.
A further feature of the Cumbernauld

found wanting was that the average

hundred towns

was

aimed to reject

population for the sample of one

only 46, 660, and subsequent calculations for partic¬

ular categories of retail
result in the sales

sales were based

on

on

that average.

a town

of 70,000.

having shown a positive

the scatter diagram, describee,

above, but overlooking the

difficulties raised by Looms, then proceeded to
Census of Distribution, average

This ratio

trade.

was

was

sales

head for each retail and service
the

A sales conversion faales/iloorspacc)

established after consultations with the Chamber of Commerce

and various retail organisations, and
is each

per

calculate, from the i960

modified to allow for changes in the value of

pound between i960 and 1969.
factor

This would

potential having been underestimated if the sample

The Cumbernaulfe researchers,"

correlation

report which Q.U. Comas

this factor

was then

applied to sales

category and related to the ultimate planned population of 70,000.
As a result of this

town were estimated at

work, the overall shopping needs of the new

017,700 square feet of shopping space. According

*

Particularly h.B. uibb, an economist, and b. it. Diamond, a
geographer, both of Glasgow University.
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to Lomas thib fi gure

of the
a

errors

caused

could be almost twenty

per cent too

low because

by the fact that the average town in the sample had

population lower than that which Cumbernauld was to be planned for.
With

.

some

naivety the Cumbernauld report stated that

.it would not be wise tG

the hardcore of

provide at the outset for
20,000 potential regional shoppers,

but rather to

regard them as an insurance policy
help the town's shopping to get started and
provide a little extra turnover for the traders." 1

which will
to

We may

observe, therefore, that although the method of assessing

retail floor space

also innovating

in Cumbernauld was based onaa basically sound and

technique, in the actual application of this part of the

methodology and in the assumptions regarding the regional shopping

populationjthe effectiveness of this pioneering study was severely limited.
2.4.5

SOJkL BAoIC DATA ALCUIItEMENTS

In 1959 Wilfred Burns criticised the way

shopping facilities

1953^

a

arrived at in Great Britain, but admitted that until

calculation of shopping needs as opposed to a guess, was

impossible.
of

was

in which the provision of

practically

In the United btates of America, on the other hand, methods

calculating shopping needs had received considerable attention and

were

facilitated

by quite detailed population statistics and figures showing

the average expenditure on a wide range
United States Department

"^Cumbernauld lieport,
2

of goods and services issued by the

of Labour.

loc. cit., p. 49.

Burns, op. cit.. p. 51. He refers
of the 1950 Census of Distribution.

here, of course, to the publication
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In the United States most assessment is done

employed by private enterprise, and

many

by consultants

advances in predictive tech¬

niques have been made under the pressures of intense competition.

general, the basic method used, described in its crudest form, is

In
as

follows:

First, to assess the catchment area of each shop.
The total catchment

area

is often subdivided

according to the frequency with which the inhabit¬
ants use the shop under study, and the percentage
of their expenditure that it receives.
Secondly, population of the service area can be
calculated.

Thirdly, the percentage expenditure and population
statistics are converted into expenditure at the

shopping centre.

The total expenditure thereby

obtained is then translated into floor space require¬
ments

by applying

a ratio

of gross sales to floor

1

area.

In Great

Britain, detailed figures of the American type do not

exist, the Census of Distribution being the only published source of
information for all retail establishments.

detailed estimates of

This is inadeqaute

for making

shopping requirements, and the Family Income and

Expenditure Tables, which in any case may sometimes be unreliable
because of the

relatively small scale of sample used, refer only to

commodities and therefore cannot be related to the establishments recorded

by the Census of Distribution.
There
areas

area

of

new

are

two main

development

phases in the assessment of shopping needs for

or

redevelopment: the estimation of the service

population, and the determination of the relationship between the

number of customers and the amount of

shopping required.

1L. Smith, "The Assessment of Shopping Needs", Chartered Surveyor
(January 1964)
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The number ci
make

aa

people to he served wmt be known la order to

estimate at their service requirements.

done fa this regard

here age la thai

has been previously discussed, but we should aoto

generally the results are over-simplified, sad therefore

unsuitable fear aa accurate forecast of shopping

necessary to

The research work

needs.

Not only is it

know the total population hi the service area, but also the

percentage of expenditure la the centre.

To Had the number of people

actually using the service centre,

work is normally required.

Secondly,

a measure

survey

of

be related to the service population to give a
space

for the centre.

of ways.

shops is

The
now

and square

once common

acKtowledgeti

can

be measured in a number

method of simply counting the number of

as

completely unsatisfactory,

Shop frontage

footage of shopping area mm more satisfactory but each has

its drawbacks.

per square

bhopt-Jag facilities

total amount of shopping

&*ore

preferable is shop turnover

or

commodity sties

foci of retail space, but this requires statistical Information

which British

shopkeepers are reluctant to give.
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2.4.7

FitOM NEW TOWNS REPORT 1946 TO M.H.L. G.

ItECOMMENDATIQNS 1967

The book

by Wilfred Burns, British Shopping

Centres.1

published in 1959, is in many respects a significant hinge point in any,
discussion of the development
towards the

of the attitude of planning authorities

planning of service centres in this country during the last

twenty years, and the development of techniques of shopping floorspace
The influence of Burns'

assessment.

It

obviously

of

was

published at

a

study

can

hardly be over-rated.

time of increasing interest in all aspects

shopping and service centre provisions.
In the immediate

post war years, however, estimates for shopping

requirements continued to be made on the basis of the number of shops
in

proportion to population.

facilities in the
in

As

a

basis for the provision of shopping
2

new

towns,

1946, recommended as

a

the Final rtepprt of the New Towns Committee,
working rule, the provision of between one

shop to 100-150 people.

The Committee had observed that the number of

shops in old towns

high as one to 40-60 people, while in the newer

was as

housing estates it varied from between one to 150 and
It seems that
too

one

was

to 325 persons.

of too high a provision, and one

low, and that the Committee had chosen

mediate

a

reasonable looking inter¬

figure.

Variou
a

observed standard

one

s

other recommendations

on

the ideal number of shops for

given population were made in the advisory plans and statutory Develop¬

ment Plans of the next few years,

but no recognisable trend emerged.

1

Burns, op. ext.
2

lieith Committee:

1946)

New Towns iieport,

Cmnd. 6876 (London: H.M.S.O.,
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1

For

instance, Ford and Thomas

result of their work in Southampton

as a

suggested that the recommendation of the New Towns Committee was
inadequate, but did not offer an alternative.
In their initial

planning, the first group of eight new towns around

London assumed space
feet

each)

per

head.

per

for eight shop units (approximately, 1,000 square

1,000 of the ultimate population, that is, eight square feet

Conversely, this meant

shop for 125 people.

one

This

standard was worked out from an

analysis of shopping provision in a

number of established towns with

some

shops'

were

allowance for the fact that 'corner

being eliminated from the residential areas, and that new

shops are generally more efficient.

The

new towns were

regarded as being self contained, and there
of influence.

As few

in town centres
was

revised to

as

half of the

new

was no

town

furthermore

speculation

on

spheres

shops were expected to be

(the initial situation at Stevenage), but this proportion
provide more town centre shops

as

the towns developed.

Avoiding the danger of counting shops, Nathaniel Lichfield
evolved the

„

N

following formula for floor
„

=

Total floor space*

x

space

needed (N):

Forecast population of town and
.

.

.

,

hinterland
Present

population of town and

hinterland

(*of true central area type shops)

*P.

Ford and C.J. Thomas, bhops and Planning, the Second deport

of the Southampton Survey
2

See also Nathaniel

(Oxford: Basil Blackwell, 1953)

Lichfield, economics of Planned Development.
(London: The Estates Gazette Ltd., 19od)
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This avoided the

danger of counting shops but still uses existing

shopping area as a starting point and involves floor space
individual catchment

of

areas.

Demand in the form of customers

determinant of the amount of retail

retailer will expect to
It is

surveys

expenditure is the economic
Other things being

area.

equal a

double his sales by doubling the size of his shop.

thought, therefore, that if

an accurate

estimate of sales in a

shopping area could be made, this would form a aseful criterion for
measuring shopping requirements.
The

expenditure in each major retail category and the relationship

between sales and

shop floor area are needed.

Although this relation¬

ship is difficult to assess the method is more reliable than the average
number of

1.

shops

or

the number of employed persons, because:

xtetail sales

can

be related to

population with

considerable accuracy.
2.

Sales

are one

istics of
on a

3.

of the most uniform character¬

shops and, therefore, easily measured

uniform basis.

When

planning the retail area of a new shopping
to date ratio of sales^rea can

centre the most up

be used.
4.

Expenditure is related to income which is to some
predictable.

extent

Wilfred
space

Burns1

suggested

a

method of assessing the shopping floor

required which was based on the relationship of sales or turnover

^"Buras,

op.

cit.
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to retail floor space,

with the catchment

head,

as

and in addition, recognised that this ratio varied
The total expenditure under each

area.

set out in the Census of Distribution, 1950, was measured.

Empirical evidence

on

the turnover

in the various retail trades

for square

footage of shop

was

merely putting forward

a

also collected and in this way

although using
is still based

a

on

much

more

produced.

figures

While not suggesting

applicable to particular cities. Burns

any

Significant and stimulating
number of drawbacks in the

1,000 square feet of floor space

method which would need more detailed

analysis before being applied to

a

per

space were

that the statistics he gave were
was

commodity

use

specific case.

as

this development was, there are

of the method outlined.

First,

definite measure than number of shops, it

existing conditions, and since the retail trade is constantly

changing, this technique runs the risk of overestimating future require¬
ments.

Secondly, the census figures on expenditure available at any one

time will almost

Thirdly,

inevitably be considerably out of date.

ate conversion factors

sales/floor

space are

accur¬

difficult to estimate.

A

thorough study of these relationships is needed which takes into consider¬
ation the internal

layout of stores, trends in turnover

per

unit area,

comparisons of the results of studies using selling space as well as total

fihop floorspace, comparisons of central

area

and subsidiary service

centres, variations between shops serving different social classes and the

diversity between trades.
that there is

a

Burns'

Fourthly, it

seems it is not

possible to

prove

relationship between commodity sales and shop floor space.

theory was followed by the Cumbernauld Development

Corporation, as has been outlined previously, and the adoption of this

technique for assessing the amount of floor space to be provided for a
new

town made

such

a

purpose.

a

remarkable advance

on

the methods

previously used for
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The

proposed
centre

same

new

idea

was

adopted by the London County Council for the

town of Hook (abandoned in 1960) and the Andover town

proposals (Town Map approved, 1962), and has been adjusted and

applied to several urban renewal schemes.
This

1

technique has been used and refined by research workers such
2

as

D. it.

and has indeed formed the basis of the booklet issued

Diamond,

by the Ministry of Housing and Local Government" to local authorities in
1967

on a

method of estimating

retail floor space requirements.

document describes what is involved in

a

This

simple yet adequately detailed

analytical approach to the problem of assessing shopping requirements

by reference to spheres of influence and the conversion of estimated turn¬
into floor space

over

briefly described

as

requirements.

The stages in this method may be

follows:

1.

Define the trading area

2.

Divide the trading are into zones.

3.

Estimate the future

of hinterland.

population of each

zone.

1

For

instance, Kings Lynn,

ii. J. Green and ii.M. Beaumont, "the size of bhopping Centres - a method
of projection of retail floor areas", Journal of the Town Planning Institute

Vol. 10 (1962) pp. 311-314.
2

D. ii. Diamonu and E. B.

Gibb, "Development of New bhopping Centres:

Area Estimation". Scottish J ournal of Political Economy, Vol 9. June 1962
pp.

103-146.
D. 11. Diamond and E. B. Gibb in The Lothians itegional survey and Plan

Vol

...

Gh. 11 ' bhopping Provision" (.Edinburgh:

D. ii.

H.M.S.O., 1966)

pp.

141-149

Diamond, in The Grangemouth/Falkirk .»cgional burvey and Plan
Facilities", (Edinburgh: H.M.S.G.
65-78.

Vol 1. Ch. 5, "Provision of Commercial

1968)
3

pp.

Ministry of Housing and Local Government, a method of Estimating

lietail Floor Space Requirements in Small and M edium Sized Towns outside
the Conurbations.

(1967)
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4.

Estimate per capita retail expenditure
each trade group by zones.

5.

Determine total retail expenditure.

6.

Deduct effective competition within the

in

trading area to arrive at the unsatisfied
potential.
7.

Determine the share attributable to the

new

shopping centre..
8.

Convert the

new

centres' share to square

The booklet takes each of these steps in

may

be achieved in practice.

Admirable

as a

feet.

turn, and shows how they

guide to Local Authorities,

the

Ministry's publication concludes with an appropriate warning about

the

liability of shopping habits and retailing methods to change, and the

statement

"Flexibility in planning is therefore absolutely
essential and plans should always permit of
alterations in the light of events, because
although flour space estimates are useful tools
in planning shopping centres it is impossible
to predict floor space with certainty." 1
Nevertheless, in the twenty years since the fumbling estimate of
shopping requirements set out in the Final iieport of the New Towns
Committee in 1946 much has been done to

come

to

grips with the problem.

Ibid.. p. 13.
Note also that whilst the

burveyors and other consultants working in
sophisticated analytical techniques they often
seem to regard these with healthy scepticism, not ignoring the hunches
which may occur as a result of long experience when the final analysis
is being made.
this field do make

J.G.

use

of

Lowell, G. Eve and Co., lecture, University of Edinburgh,

May 19th 1967.
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Towards the end of this period it was

generally felt that the analytical

approaches developed from Burns' earlier work were worthwhile
technical procedures to carry out
no

It
a

matter how
was

well

before making planning decisions,

great a flexibility had to be built into the final scheme.

recognised that overprovision of shopping floor space was

costly mistake, disheartening for the entire community.

There have

1

been

some

sorry

examples of this in Great Britain.

The period reviewed encompassed the
referred

Haydock Study previously

to, when more complex mathematical models were introduced,

incorporating greater flexibility, and potentially greater accuracy in a

regional system of service centres.
have been the realisation

More important, however, may

by planning officers that any models used to

help in predicting shopping floor space requirements could build in a
series of local refinements to make national data more

local conditions.

This

applicable to the

logic leads to the development of regional data

banks, the formulation of standard computer programmes, etc., so that
the situation

regarding shopping floor space requirements can be econom¬

ically and quickly reviewed.

More noticeable in the North of

England in the mid 1960's, in the

small and medium sized towns of Lancashire, North Cheshire and York¬
shire for instance, and on Tyneside, where urban boundaries lie close

together.
See, for instance:

The Times, London, June 2nd 1965.
Boarded
"Shopping devolution Supplement".

Fronts in Northern Piazzas" in
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2.4.8 A NOTE Qi\ THE EEL LABILITY OF SHOPPING ASSESSMENTS

It has been menti oned

previously that the lack of detailed

statistical information in Great Britain limits the effectiveness of any
retail

predictive technique.

Forecasts of shopping demand are partic¬

ularly vulnerable in this regard, and
instance T.

there will

i

diodes and ii. Whitaker,

always be

a

as various commentators,

* have remarked, it is likely that

fairly high margin of

error

inherent in shopping

forecasts until national statistics in this country are
detailed

for

improved at the

geographical level.

A further matter to be considered is the variable way
the statistical information that does exist may

ual consultants

or

planning officers.

in which

be interpreted by individ2

Harvey Cole

in a review article

suggested that the assessment of future shopping needs seemed to be
of

more

done

art than a

an

science, and that much of the work currently being

appeared to be little more than
"... the

application of individual preconceptions to

insufficient data"

It is

future

generally recognised that the main variables in estimating

shopping

income of this

the relative

differ

3

space requirements are

population.

the population expected and the

The way in which these are projected and

importance given to each of these variables has tended to

markedly from

one

that the outcome of any

analysis to another, however, with the result

study depends to

a

large extent

on

the choice of

consultant.

*T.

Rhodes and R. Whitaker, "Forecasting Shopping Demand",
i lanning Institute. Vol 53, (May 1967)

Journal of the Town
2

Harvey R. Cede, "Shopping Assessments at Haydock and Elsewhere",
Vol 3, (June 1966) pp. 147-166.

Urban Studies

3Ibid..

p.

,

147.
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Cole

below.

supported this contention with a

The results of

seven

table,1

different studies

by

which is reproduced

seven

ants for the central areas of seven different towns were

the table the recommended
recommended

shopping floor

different consult¬

analysed.

space percentage

In

increase, as

by the advisor concerned, is shown underlined.

The

percentages of floor space increase which would have been recommended

by the other advisors had they been engaged, and had they used the method
of

analysis and projection that the employed

actually made projections,

are

on

the towns for which they

also shown.

TABLE

13

RECOMMENDED PERCENTAGE FLOOR, SPACE INCREASES FOR SEVEN
vy

C

U

N

.i.

■:

ilE i-

CITIES

Town

A

Adviser to Town:

1Ibid.,

p.
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B

D

E

F

G

6

7

12

13

10

12

15

18

29

25

22

33

33

60

31

30

46

49

55

42

37

45

50

33

52

42

32

36

33

78

53

64

115

32

71

74

94

96

190

10

3

B

6

15

C

42

10

D

46

34

E

36

F

£

A

C

6

162.

SECTION 2.J.0

This

LfJImmAcY ANN CONCLUSIONS

Chapter has presented

a

behaviour of

on a

recognition of the inter¬

place between the retailing industry and the patterns of

consumers.

Section 2.2.0
consumer

C HA PTE it 2

critical discussion of trends and

techniques in metropolitan retailing based
action that takes

:

Trends Identified. examines various studies of

behaviour, particularly the increasing demand for consumer

convenience in various

forms, and

between demand and retail

some

provision.

theories of the relationship

The consumers' behavioural

patterns are key elements in any theory of retailing, but we must conclude
from the discussion of this chapter that whilst certain identifiable modes
of behaviour do exist,

This factor
It would be

they cannot be translated into

a

simple model.

complicates still further the question of trend projection.

simple to say that the projection of trends for prognostic

is to be avoided at all costs, but as forecasting is an essential

purposes

part of the planning process we should become fully aware of the diffi¬
culties of

projecting apparent trends.

section 2.3.0

Trends and the Aetailers responses

examination of trends in

begins with an

population distribution and decentralisation.

Affluence-consumption thresholds

are

considered and the importance of

the trend towards rising expenditure on consumer

durables, including

vehicles and the running of these vehicles (primarily motor cars) is

explained.

The existing and possible future position regarding car owner¬

ship in Great Britain is having a positive effect on shopping patterns in
this country.

It is demonstrated how consumers,
states of

particularly in the United

America, are tending to shop less in the central business district

163

of

We note the response of the American retailer

metropolitan areas.

to this trend,

which was initially instigated by the increasing inaccess¬

ibility of central business districts, both spatially as population shifted
outwards, and by the congestion which developed with the increasing
use

of the motor

car

for

personal transport.

Quite dramatic changes in retailing techniques have taken place
in Britain since the mid

1950's, and these are readily demonstrated by

tables and graphs in this section.
in this

The number and siae of supermarkets

country is increasing, and there is some evidence of their

diversification into other lines beside convenience goods.

Aaail order

sales, the mobile shop, and automatic vending play an increasingly
important, if minor, role in total sales, and must not be overlooked by
the

planner.

From the evidence presented and discussed it may be

concluded that the traditional form of personal
ent

selling from the independ¬

shopkeeper to the consumer is being replaced by more efficient though

largely impersonal retailing techniques, which require larger shops and

possibly sites other than those traditionally used.
section 2.4.0
Area Estimation

should be the

developer.

Techniques:

bite dejection. Demand Prediction and

deals with those aspects of assessment in

responsibility of the planner

as

retailing which

much as the retailer or

This section contrives primarily to be a critical review of

techniques within Britain in the last ten years or

so

ami concludes that

present day techniques tor assessing shopping floor space are by no means

consistently reliable.
it has been the

the
In

general overall

purpose

phenomena comprising the'retail spiral',

of this chapter to examine

as

previously described.

combination, the changes and trends in both consumer behaviour and

retailing, which have been discussed here, reflect

an optimisation

of the

164.

present situation fay both the consumers and the retailers.
in Great Britain the

Up to now

greatest innovation in retailing in recent years has

been the self service

supermarket.

of the planned suburban

In the United States the development

regional drive-in shopping centre is the most

important innovation.
Despite the governmental decision that the proposed out-of-town

shopping centre at Haydock, in north west England, should not be built
there is

certainly

a

need to consider the various means for providing

increasing amounts of shopping floor space and better
facilities in British shopping centres.

is

an

parking

The proposal for Haydock would

have provided these features, but there are
case,

car

other possibilities.

In any

it is clear that a large service centre within a metropolitan areas
important feature in the life and form of that metropolitan area.

The remainder of this dissertation

explores this notion.

SERVICE CENTRES IN METROPOLITAN AREAS

CHAPTER 3
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SECTION 3.1.0

The

THE SCOPE AND INTENT OF CHAPTER 3

previous chapter has shown how the changing shopping

patterns of consumers have been met by quite basic changes in the

retailing industry in Great Britain in the last fifteen
idea of the scale of suburban

has also been

Some

or so years.

retailing in the United States of America

given, and it is well known that in the United States the

bulk of suburban

retailing is carried out at planned shopping centres

provided with adequate on site car parking.
This
centre in

a

chapter discusses the impact of such a planned shopping

metropolitan

with particular reference to the changing

area,

shopping habits of the inhabitants of the metropolitan area who live in the
1

vicinity
made

of the planned centre.

by the writer, acting

as an

This metropolitan area case study was
interested observer, over a period

which extended from before the opening
been built

on a

the centre had

,

of the planned centre, which had

previously undeveloped site, until about five

years

after

In this time some measurable changes had taken

opened.

place in the shopping habits of the consumers who lived in the study area.
It may

be supposed that

consumers

had

on

the

of the changes in the behaviour of the

surveyed were due to the impact that the new service centre

their

course,

some

shopping behaviour.

Other socio-economic factors, of

also would have influenced their behaviour to

a

certain degree during

period of the study.
The form and content of the three surveys

period will be discussed in detail below.
that the writer's interest

was

made over the five year

At this point it might be noted

aroused in the

subject because the

new

"^Actually within a five mile radius of the centre, which is close
by the standards of a large metropolis.
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shopping centre
the focus of

a

was

the first of its kind in metropolitan Melbourne, and

good deal of speculation by planners, architects, retailers

and other interested groups.

The limitations of the surveys
and after"

study

are

discussed later.

that

were

made in this before

Despite these limitations it seems

to have been worthwhile to record the emergence

of a new feature in

Melbourne's commercial landscape in this way.

It

appropriate that before this work is presented in detail

seems

background information

some

on

metropolitan areas in Australia is set

out, and some specific notes on the structure of the Melbourne metro¬
politan area are made.
has

This section will explain how retail provision

lagged behind the outward movement of population into suburban

areas,

built

and how it became opportune for a new major service centre to be

as a

planned unit.

Next, the methodology employed in the surveys will be discusssed
and the results

presented in some detail.

This will be followed by an

analysis and examination of the results of these
clusions reached

the

a

study

which

of Melbourne's first planned shopping centre

only series of surveys made of this new phenomena

and after" basis.

trends.

and the con¬

by this particular case study will be put forward.

The writer's study
was

surveys,

In the

was

were

It

same

on a 1

before

is, therefore, a study of impact and a study of
year

that the final

survey in

this series was made

made by other researchers which produced

some

results

directly comparable with those achieved by the writer.

will be discussed in the latter part of this chapter.

These
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Comparisons of the "retail spiral

in the United States, Great

Britain, Scandinavia and Australia may be made, and the various
manifestations of affluence in these several communities
if this is

thought worthwhile.

This is not the

purpose

be compared

of this dissert¬

It is intended to consider here the service centre in the metro¬

ation.

politan

area

remarks

on

ations may

another

in affluent societies, to examine trends and to make some

metropolitan form.

be made for

one

Consequently,

no

dogmatic recommend¬

situation as a direct result of experience in

society.

Some stimulation of discussion as a result of

however, inevitable and useful.
with observed trends in
some

can

way to

comment

on

comparisons is,

The next chapter will therefore deal

shopping habits in Great Britain which relate in

those described in the current chapter, and make
the relevance of the

the British situation.

some

planned out-of-town shopping centre to
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SECTION
3.2.1

3.2.0 MKTxlQPOLITAN AUSTRALIA

METROPOLITAN PRIMACY IN AUSTRALIA

Three fifths of the

population of Australia (approaching

a

total

of fourteen million) is accommodated on less than one thousandth of the
land

These main

area.

metropolitan concentrations have

an average

growth rate substantially greater than the non-metropolitan areas and
thus the trend in Australia continues to be

one

of

ever

increasing metro¬

politan primacy.
The port cities

of the east, south east and far south west enjoyed

an

initial

in

1901, Australia was predominantly urban.

advantage

fall and the poor

as

colonial outposts, and when the colonies federated

agricultural potential of much of the land in the north has

been instrumental in

restricting development to the more favoured coastal

hinterlands of the major cities.
core

with
one

of

extends from Newcastle
one

The low and erratic rain¬

In New South Wales the urban industrial

right through Sydney to Wollongong,

an area

quarter of all Australians, while in Victoria the core region with

fifth of the Australian population extends from Yallourn (90 miles east

Melbourne) through Melbourne to Geelong.
If

no

substantial changes are made to the existing immigration

policy it is anticipated that metropolitan Sydney and Melbourne will each
have

populations in

with other

excess

of five million by the turn of the century.

As

rapidly developing countries, therefore, the high rate of metro¬

politan primacy evident in the Australian

states"1

has indicated that the

problems of fast urban growth have been concentrated around the centres
of

greatest historical importance.

iThe

one

The subsequent congestion of the

exception is Tasmania, where two cities, Hobart and

Launceston, were concurrently developed in colonial times.
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traditional commercial centres and the time
the fast growing

on

metropolitan peripheries is not unlike the situation

which has occurred in the United
ated in Australia because of the

To indicate the extent of

following

States, but the problems

are

concentr¬

high metropolitan primacy.
metropolitan primacy in Australia the

table1 derives the ratio of the

to that of the next

lag in commercial provision

state capital cities' population (a)

populous city in that state (b).

An international study

2
of

metropolitan primacy by Arnold S. Linsky considered thirty nine

countries and defined

a

high primacy rate as being a ratio of at least

Of the countries he considered,

2.4.

only three had

a

ratio exceeding 10.

Consequently, with due regard to the fact that in the Australian

case

the

separate states are not individual countries, we may conclude that by
international standards the primacy
states is

of the capital cities of the separate

extremely high.

In such a situation

continous self

we

may expect

the metropolitan areas to have

generating growth, and the need for the development of

adequate subsidiary service centres throughout the metropolitan areas to
be acute.

It is

against the background of this anticipated future metro¬

politan giganticism that the study to be described here should be viewed.

Derived from Peter Scott,

Tijdschrift

voor

Lconomische

"Population and Land Use in Australia",

en

Sociale Geografie. Vol. 59

(Jan./Feb.

1968) p. 239.
2

Arnold S.

Linsky, "Some Generalisations Concerning Primate Cities ',
n of American Geographers. Vol. 55, (1965)

Annals of the Associati.
pp.

506-513.
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TABLE

14

PRIMACY OF THE STATE CAPITAL CITIES IN

State

New South Wales

Victoria

South Australia

Cities

Population

2,444,740

Sydney (a)
Newcastle (b)

233,970

Melbourne (a)

2,108,500

Geelong (b)

104,97 0

Adelaide (a)

726,930

Whyalla (b)

Queensland

(b)

Perth (a)

Hobart (a)
Launceston

719,140

10.4

20.1

32.9

19,890

119,420

(b)

12.7

56,690

499,490

Kalgoorlie (b)

Tasmania

Ratio

22,130

Brisbane (a)
Townsville

Western Australia

AUSTRALIA, 1966.

60,450

25.1

(ai
(b)
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3.2.2

THb MELBCUKNL METROPOLITAN AxifcA:

Settlement

was

begun at Melbourne in l83o and by 1861

population in excess of 100,000 had been reached.
the Melbourne
and

As Table 14 has

a

At the 1961 Census

population of 1.9 million.

shown, in 1986 the population was in excess of

Figure 6 shows the approximate boundaries of urban

development in 1861, 1891, 1911 and 1938.
the

a

Metropolitan Area, which includes the City of Melbourne

forty four suburban municipalities, had

2.1 million.

THE riAILWAYS

It will be seen that excluding

Bay area in the south west, the shape of the built up area is roughly

circular from the central business district, with

fingers of growth

extending along the main highways to the east, south-east and south.
The

sprawl of the suburbs which is particularly noticeable from

about 1880 is in

small way due to

between 1863 and

efficient

meant that the

and

on

This early development of an

transport network, focussing on the central business district,

metropolitan

area

developed

as a

highly centralised unit,

the centre for most employment opportunities and for durable

speciality goods shopping.

around the suburban

Low density commuter suburbs grew

railway stations, which

imately three quarter to

one

were

usually sited at

approx¬

and one half mile intervals, and as the

populations in these suburbs built
had

suburban rail¬

Only minor extensions have been made to

railway system since 1900.

mass

dependent

a

1893, paralleling the land boom and ending with the

financial crash of the 1890's.
the suburban

the development of

The majority of Melbourne's railways were constructed

system.

way

no

up,

the clusters of shops which usually

gathered near the railway stations developed into service centres of

some

1

importance.

J. Grant and G.

Searle, The Melbourne bcene. 1803-1956,
(Melbourne: Melbourne University Press, 1957)
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FIG.

6.

EXTENT OF URBAN

DEVELOPMENT IN

METROPOLITAN MELBOURNE, 1861,

1891, 1911, 1938.
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Consequently, the commercial landscape of metropolitan
Melbourne

generally followed

a

form consisting of service centres

strung along the railway routes.

Johnston1

it. J.

A recently published study by

describes this commercial

from this article is included here
2

iously determined

a

as

growth, and

Figure 7.

an

illustration

Johnston had prev-

hierarchical system of central places for the

Melbourne Metropolitan Area, and

these

are

referred to in the figure

reproduced.
3

Johnston concluded
which

were

railway station based

at which the stations were

that the lack of other
and inertia

that the relative size of the service centres

was

closely associated with the date

opened and the distance between them, and

large centres

was a

result of the initial advantage

developed at locations adjacent to the stations.

Up to the end of the 1939-1945 war, therefore, the form of urban

growth in metropolitan Melbourne

was

clearly defined by the railway

system which resulted in fingers of development with the major service
centres tied to the

J.

railway stations.

Johnston, "Railways, Urban Growth and Central Place Patterns".
voor Economisehe en bociale Geografie, Vol. 59 (Jan/Feb. 1968)

Tjjdschrift
pp.

33-41.
2

ii. J.

Place
pp.

Johnston, "The Distribution of an Infra-Metropolitan Central
Hierarchy", Australian Geographical btudies. Vol. 4, (April 1966)

19-33.
3

R. J. Johnston (1968) loc. cit., p.

41.
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FIG, 7.

CENTRAL PLACES AND RAILWAY STATIONS IN SOUTH
EAST METROPOLITAN MELBOURNE.

Source:

"Railways, Urban Growth and
Tijdschrift voor Economische
Geografie, Vol. 59. (Jan/Feb. 1968) p. ?8.
R.J. Johnston,

Central Place Patterns",
Sociale

en
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THE MELBOURNE METROPOLITAN AXtEA:

3.2.3

It has been shown that the Melbourne

THE MOTOll CAlt

metropolitan area was well

provided with a centralised railway system which attracted low density
residential

developments to spread in

the central business district.

a

linear fashion well away from

Melbourne

was

also served

by a tramway

system in the inner suburbs, and in time buses operated by the tram¬

beard replaced streetcars where these were causing untenable

ways

traffic

congestion.
Private motor bus

these

were

not

a

companies provided inter suburban links, but

significant feature of the transport system which cont¬

inued to be dominated

by the suburban railways until after the 1939-1945

war.

From this time motor

the

car

ownership was widely enjoyed, and by

early 1950's the suburban family without

of increased

a car was rare.

This factor

personal mobility plus the fact that the population of the

metropolitan area increased by about twenty five per cent between 1950
and 1961 due to natural causes and a

vigorous federal government

immigration programme meant that new residential sites could be developed
in the

wedges of market gardening lands which had existed between the

fingers of the suburban railway system.
This did in fact occur, and the new

ally of

an even

around the

which

station and
its

areas were gener¬

lower residential density than those which had developed

public transport network.

dwellers continued tc hold
car,

residential

was

normally

A high proportion of these suburban

jobs in the central city, and many commuted by

more

using the train.

direct than diriving to the nearest railway

The central business district also retained

position as the major consumer goods shopping centre, normally only

small groups

of convenience shops being built in the

weekly shopping needs.

new

suburbs to satisfy

179.

This situation is
Johnston's
This

seen

in

Figure 8, which is taken from

study of the central place hierarchy in metropolitan Melbourne.

diagram clearly shows the major service centres reflecting the

position of the suburban railway system.
under

By this time the previously

developed lands between the railway lines had been built

low density

residential development.

up

with

It is clear that there was a major

lag in the provision of adequate service centres.
In time the central business district became a less desirable

place at which to shop.

It became increasingly remote from a rising

proportion of homes, and increasingly congested.
habits and travel patterns
became ripe

J.

for

Consumer spending

changed with increasing affluence and the time

a response

from the retail sector.

Johnson, (1966) loc. cit.,

p.

31

180.

FIG.

8.

THE DISTRIBUTION OF THE HIERARCHY OF SHOPPING

CENTRES,. METROPOLITAN MELBOURNE.
Source: R.J. Johnston, "The Distribution of an IntraMetropolitan Central Place Hierarchy", Australian
Geographical Studies Vol. 4 (April 1966) p. 31.
,
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SECTION £.3.0

3.3.1

A SUKVEY OF SHOPPING

HABITS

THE CHADSTONE CENTliE

As the

post war increase in car ownership in Melbourne became

pronounced the idea of
site car

parking

Australia's

was

a

planned regional shopping centre with ample on

discussed tentatively by the executives of one of

leading department stores.

Emporium Ltd. had initiated
to examine suburban

feasibility study to

a

shopping

Before the mid 1950's the Myer

areas

to warrant the establishment of

a

pursue

the matter and

which might have sufficient potential

planned shopping centre with ample

parking space.

Eventually American consultants

were

called in to analyse

population trends, retail spending figures, per capita sales in different
functions, spending habits of consumers, sales volume and the size of
As a result of these studies an area of "growth lag

existing centres.
was

of

noted south east of the central business

district, where the growth

population had outstripped the provision of shopping facilities to such

an

extent that the consultants considered that

centre of the

a

large planned shopping

type then proving very successful in the United States would

be feasible.

A few years

the Melbourne and

1

earlier the Surveys and Analysis volume

Metropolitan Planning Scheme of 1954 had made

sound assessments of trends at that time
the

accompanying
some

already well established, and

Planning Scheme itself proposed the development of five major

district

shopping centres at five well developed suburban shopping centres:

Melbourne and

Metropolitan Board of Works, Melbourne and Metro¬
"Surveys and Analysis" see
particularly Chapter 8.
politan Planning Scheme, 1954 Volume 1.
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Box

Hill, Dandenong, Footscray, Moorabbin and Preston.

Tentative

proposals for these centres envisaged the integrated development of new

major retail facilities with commercial, administrative, entertainment
and cultural uses.
within the

The plans for implementing these bold changes

metropolitan

area,

however, lay dormant and the Metropolitan

Planning authorities welcomed and gave approval to the Myer organisation
to

proceed with their proposal for a major new shopping centre on the

site which

they had acquired, approximately eight miles south east of the

central business district.

Although the new centre
residential

area

Between the

proposed

district there

which

were

there

are

the

were

new

few

was to

be established in

a

centre of Chadstone

2

and the central business
3

defined by it. J. Johnston,

largest of the subsidiary centres nominated in his study
places.

These centres

are

shown in Figure 9,

but it is understood that the developers of the new centre
considered that most trade would be drawn from the
of the

metropolitan

under

provision of shopping facilities.
The actual

centre has been

2

3

4

The

old1

large centres within two miles of the site.

three first order centres, as

of Melbourne's central

XThat is,

relatively

area in

reasonably

newly developed parts

the vicinity of the centre where there was an

provision of business types which was made at the new

analysed in

some

detail by K.J. Johnston and P.J. dimmer

1930's.

name

is taken from the district in which the centre is located.

B. J. Johnston

(1966), loc. cit.

it. J. Johnston and P.J.

dimmer, "Some ilecent Changes in Melbourne'

Commercial Landscape", Erdkunde Vol. 21 (1967) pp. 64-67.
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box

other

centres

★

first

•

second

not

FIG.

9

hill

order

order

built

up

CHADSTONE'S SITUATION IN SOUTH EAST METROPOLITAN
MELBOURNE
Source:

R.J. Johnston and P.J.

Rimmer, "The Competitive
Shopping Centre", The Australian
Geographer Vol. 11, (March 1967) p. 162.

Position of

and it is unnecessary

here.

It may

able floor

shops,
estate

a

Planned

for

our purposes

be noted that

area was

a

to consider this matter in detail

total of 396, 000

square

feet of

gross

rent¬

provided in the centre, which contains eighty five

professional offices for doctors, dentists, solicitors, accountants,
agents and a stockbroker.

Meeting rooms and restaurants are

incorporated,

a

small auditorium,

facilities, and

a

bowling alley, but the greatest attraction for shoppers is

probably the free

car

parking

area

a

play centre with child minding

for 3, 500

o

cars.
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Unlike the unplanned centres in metropolitan Melbourne the
Chadstone centre is dominated
owned

by the developers.

by

a

large department store ("Myers")

The rents for the other shops

are

determined

according to their individual turnover, which must be disclosed under
the leasing agreement.
than

one or

The developers have normally not allowed more

two establishments of any one

business function within the

centre, although they have found that it pays to have competition in certain

lines, particularly food.

In Chadstone there are two separate butchers

shops compared to six or more in the normal unplanned centre of similar

scale.1
The

eighty five establishments which the Chadstone centre contains
2

cover

fifty four functions.

3

Johnston had found that Malvern amongst

the first order centres in 1965 had

seventy one functions and 326 establ¬

ishments, and that most of the second order centres in metropolitan
Melbourne

averaged about 150 establishments.

Chadstone's functional

structure, therefore, differs significantly from other large centres.
is

This

mainly because of the existence of the large department store and

several smaller department stores, but also because of the superior
services offered from modern

durable

or

shops.

Chadstone is predominantly a

comparison goods shopping centre.

This is how the centre was

conceived, and in this aspect is is undoubtedly now a major service centre
in

metropolitan Melbourne.

1

2

There

are

Function

also meat counters in each of the two

being defined

as

large supermarkets.

the dominant activity carried on by the

establishment.
3

j&.j. Johnston (1966) loc. cit.

The older centres do, of course, have smaller and
efficient shops than the Chadstone centre.

presumably less
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THE INITIATION OF THE SUilVEYS

3.3.2

Considering the matter in retrospect the writer believes that had
he known

more

about the problems ol research in the field of consumer

behaviour in 1960 he would not have started
now

to be described.

At the

was

the programme

of surveys

outset, however, the possibility of assess¬

ing changes in shopping habits
Chadstone centre

on

as a

result of the establishment of the

evident, and the idea of attempting to measure the

impact of the centre was appealing.
It

was

assumed that

by the developers

or some

a

series of surveys

official research

would have been planned

agency.

A number of

enquiries, however, suggested that no specific programme of research
related to the anticipated

changing shopping habits of consumers in the

vacinity of the new service centre had been planned.

This seemed

surprising, as the idea of measuring shopping habits before, and then
after, the opening of the centre had seemed so obvious.

After expert

opinions were sought, which suggested that the programme of surveys

proposed was worthwhile, it was decided to proceed, even thought the
writer

recognised himself
In this way

of i960

it

was

after'
sense,

these

as a

novice in the field.

surveys were

initiated.

After the three surveys

(before the Chadstone Centre opened) 1963 and 1965 had been made

ascertained that

they were, in fact, the only series of before and

studies made in connection with the

unique.

project, so That they are, in a

The writer's enthusiasm and naivety at the outset of the

project may therefore have been of some advantage.
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THE SU11VEY PiiOGHAMME AND ITS LIMITATIONS

3.3.3

An outline

questionnaire for the intial survey was discussed with

the Chadstone Centre consultants and various other
an

people, including

expert in social survey, and the initial and subsequent phases of the

programme were

planned with expert guidance.

Certain decisions taken at this time

the future

analysis of the

be drawn from the

surveys

survey

were

important in determining

results and the conclusions which could

completed series of surveys.

The limitations of the

derive initially from the following considerations made when the

first survey was

being planned.

No financial assistance

1.

was

available for the surveys,

and all interviews would have to be made
and

a

few friends.

All interviews in the initial survey

2.

by the writer

before the opening

had to be made

of the Chadstone centre, which

was

about two months after the decision to proceed had been
taken.

Perhaps the strict limitations of time and
survey were
the

of some benefit in the end.

resources

for the first

They had the effect of restricting

investigation to a simple minimum and in spite of the limitations the

stringency this produced may have made the task of the follow
seem

less

onerous

that it

With the limited

unstratified
upon

might otherwise have been.

resources

and time referred to in

mind,

an

sample of approximately i>00 households was decided

to be taken within a circle of five miles radius around the Chads tone

Centre.

the

area

up surveys

A

sample of 500 seemed to be all

resources

available.

It

was

we

could hope to interview with

understood that

a

five mile radius had been
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considered

by the promoters of the

catchment area, and

that within

a

new service centre

as a

likely

five miles radius of Chadstone lived

a

population of about 400,000 people.
We considered that a

sample of 500 would give us about eight

respondents per square mile, and we were hopeful that over the period
of the surveys

this scale of sample would give

trends in time.

if not
ution
the

some

opportunity to trace

This assumption seems to have been

reasonably based,

adequately considered at the time in terms of population distrib¬
or

statistical

sampling

area

feasibility.

An assessment of the population within

is made in Table 15.
TABLE 15

NUMBER OF HOUSEHOLDS IN SAMPLING AREA

Municipality

Total

Population

1961 Census

(APPROXIMATE)

Percentage of muni¬
cipality within 5 mile
radius (approx.)

Number

sampled
(approx.)

Box Hill

50,412

50

25,200

Brighton

41,302

25

10,325

Camberwell

99,353

50

49,600

Caiilfield

74,859

100

74,859

Hawthorn

36,707

50

18,350

Malvern

47,870

100

47,870

Moo rabbin

95,669

60

58,000

Oakleigh

48,017

90

43,200

Prahran

52,554

50

26,270

St. Kilda

52,205

25

13,500

Waverley

44,987

80

36,000
Total

If average occupancy =

403,250
O.

_

O

less approx.
5 mile radius

403.250

3.8 persons per dwelling, then

dwellings in 5 mile radius.

8% to allow for actual sampling area compared with
(See figure ) = 98,000 households approx.
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It will be described how the number of households
the three surveys

varied slightly.

Some allowance

was

sampled in

made for

population increase in the sampling area between 1960 and 1965 and it
was

concluded that in each survey

the ratio of interviewed households to

the total number of households in the

sampling

area was as

follows,

as

set out below.

TABLE

16

RATIO OF SAMPLED HOUSEHOLDS IN TOTAL HOUSEHOLDS

Estimated Total House¬

Year

holds in

1960

sampling

No. of Households

area

sampled

Interviewers

1

490

98,000

Household

per 1

200
1963

1

450

100,000

222
1965

1

524

103,000

198

It should be remarked that whilst
area was

over

the

within the built up

practically all of the sampling

metropolitan area the residential densities

sixty eight grid sampling sq^jgges

did vary, the lowest densities

being in the east and south east sections of the sampling area at the
greatest distance from the central business district.
affected the results

may

have

regarding the assessment of respondents visits to the

central business district, as it can be assumed

that those households

furthest from the central business district would
than those nearest to it.

I

This

use

its facilities less
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Consequently, from the sampling

area as a

whole, visits to the

central business district will not have been represented as
made

having been

by a sample which is a constant proportion of the population in

any given sector.

As the results

are

interpreted, however, in terms of trends over

time, this deficiency is not serious.
A further limitation was that the data which was derived from the

questionnaire forms used in the three surveys had to be obtained from
hand
in

sorting,

a more

as access

to a computer was not available.

limited number of correlations being

otherwise have been
number of

possible.

Nevertheless, it woiild

technique

was

surveys can

study,

on

that

apparent trends.

did not aim to

This simplification, and the fact that the success

depended

means

survey

the amount of spending, the income or the age

respondents.

of the programme

to

that for the

in which the data from the

be used is due to the fact that the initial

information

structure of

as

seem

adequate.

A further severe limitation on the way

initial

explored than might

questionnaires involved and for the extent of detail sought in the

results the hand sorting

collect any

This resulted

on

follow

we were

up surveys

being comparable to the

confined in the end to a general statement

The conclusions reached must therefore be

restricted to statements of apparent

trends in where people shop and their

method of transport, rather than how

they shop, in terms erf expenditure.

Appreciating these restrictions the writer trusts that the findings of this
case

study will be accepted as a useful original contribution towards the

emerging total picture of changing shopping habits within metropolitan
areas.
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3.3.4

QUESTIONNAIRE DESIGN AND SAMPLING TECHNIQUE

For the initial survey

in 1960
was

which

was

carried out in the two months

preceeding the opening of the Chadstone Centre Questionnaire I
This questionnaire was developed in consultation with

used.

advisers and several versions

were

produced before the final draft

was

adoped.

A small pilot study of about thirty interviews was made after

which the

wording and order of the questions was revised in detail.

When the results of this first questionnaire came to be

faults in the wording became
with the 1963 survey.
all the surveys can

It

was

apparent.

These

are

analysed further

discussed when dealing

A discussion of interviewer bias is deferred until

be considered together.

hoped that the form of the initial questionnaire would

establish where and how often the respondent shopped

for weekly supplies

(convenience goods) and the means of transport employed to reach that

shopping destination.
of the

car

The

car

shoppers were questioned as to the quality

parking facilities at the shopping- centre patronized, and whether

the shopper drove the car or was a passenger.

The frequency with which

the Melbourne central business district was visited was ascertained and
the

means

of transport used to reach the central area had to be

stipulated,

chopping for durable goods was investigated by location under the four
categories of clothing, electrical appliances, furniture and household hard¬
ware.

The remainder of the

questionnaire asked the respondent (normally

expected to be the housewife, as we were, in fact, sampling households

xThe
1965

are

Questionnaire forms used in the three surveys of 1960, 1963 and
appended here as Questionnaires I, II and IH respectively in

Appendix F.
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or

shopping units in which the wife usually was the dominant shopper)

if any

members of the family normally went shopping with her, and also

aimed to test the

respondents attitude to evening shopping.

1

A final

question asked for anopinion on the possibility of the respondent visiting
the

proposed Chadstone centre.
The

obtaining

a

sampling technique employed for the 1960 survey aimed at
random area sample of the area encompassed by a circle of

five miles radius about the Chadstone Centre,

and

was

carried out as

follows:

1.

On

4"

a

=

Melbourne Metropolitan street map of scale
1 mile a circle of five mile radius was drawn

about the Chadstone Centre.
2.

The latest available

(1960) edition of Morgan's Street

Directory was consulted, and checked against the

sampling

map.

map were
3.

A

Any streets not shown on the sampling

plotted in from the street directory.

grid with its axes perpendicular and parallel to

Melbourne's basic suburban street pattern (approx.

North-South, Last-West) was drawn over the area,
to

produce 68 complete squares, of l square mile area.

Incomplete
the
4.

within the cirde were omitted from

sampling (See Fig. 10).

By interviewing eight households in every square of
the

1

squares

grid 544 interviews would be obtained.

Australian shops

normally close at 5.30
weekdays, 1.00p.m. on Saturdays.

or 6.00 p.m.

during

192.

5.

By dividing each grid square into a further grid
pattern of 100 squares, and throwing dice to

.

select

a

of the

grid, a completely random means of

point 1 to 9 on each of the X and Y

selecting

a

axes

particular street for interviewing

established.

In all

to be

was

sampled

cases

was

the section of the street

at or as near as possible to the

randomly selected grid co-ordinates.
A copy

in

Appendix G.

of the written Instructions to interviewers" is included
No

call backs

were

to be made, again a decision

reached because of the limitations of time.

Some comment is made

on

this later when the problem of interviewer bias is discussed.

All told, 490 completed interviews were made in the months

August and September 1960, prior to the opening of the Chadstone

Shopping centre in October of that year.

of
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SECTION 3.4.0

THE FOLLOW UP SURVEYS

THE 1963 SU11VEY

3.4.1

t

/liter the initial survey

had been completed before the opening

of the Chadstone Centre in 1960 the writer had

research further until 1963.

In

no

time to pursue

the

September of that year the first of the

follow-up surveys was maae, this time with the aid of students from the
University of Melbourne.
It has been

originally planned to re-interview half of the initial

sample in subsequent surveys, and the 1963 sampling procedure was
This survey

devised with this aim in view.

involved thirty students

as

interviewers, and it was decided to interview as many of the initial sample
as

possible who were available on first call.
Students

were

allocated

one

grid square (as shown on Figure 10)

each, were gien the original 1960 respondents addresses within that grid
square

and asked to proceed to collect a total of sixteen interviews each,

in accordance with the

following procedure:

of the
original sample as are available, making the total number
of interviews up to sixteen fay selecting new interviewees

"Students

as

are

to make sixteen interviews.

As many

detailed below.

Your first

the

new

sample interview

-

household adjacent to

highest street number in the original interview above.
etc.

If not home try next cost

Your second sample new interview
and

-

miss three households,

proceeding in the same direction, try again
try adjacent, etc."

-

if not

home

This procedure resulted in 102 of the initial 1960 sample of 490

being available for re-interview, and a total of 450 interviews were made.

195.

As

a

result of

our

experiences when analysing the results of the

1960

Survey, a slightly modified form of Questionnaire was produced for

1963.

Questionnaire n is included in Appendix F, and apart from the

forming of questions to suit the state of the Chadstone C eat re being
operating, as against the 1960 case of anticipated operation, the only

change maae to the first part of the Questionnaire was as follows;
"Which oa^s) of the week do you go shopping? '

Questions 2:

"How often do you shop there" (of 1930).

compared to

Interviewers had found the initial Question 2 rather

respondents answers had often been in termrather than in the

of

a

cumbersome as

specific day or days

anticipated form, and in analysis it did not give a

specific day or days when shopping took place for weekly supplies", a
term, incidentally, which was well understood by respondents and inter¬
viewers

as

meaning those convenience goods necessary for the weekly

maintenance of a household.

3.4.2

THE 1963 taUHVEY

It
series

and
was

a

not until

was

was

April 1965 that the third and final survey in this

carried out.

Again a group of thirty students was available,

total of 524 interviews

made to find any

were

made, but in this instance

no

attempt

of the original respondents and the random areal

sampling technique which had been employed for the first survey was

employed again.
For this survey,

minor alterations were made to several of the

questions which would not have been expected to influence the respondents'

replies, with the possible exception of Question 12, "Where do you shop
now

for

....

(Comparison Goods) ?" which was presented in such a way

that the interviewer would
There may

question.

be

some

suggest

City and suburb' to the respondents.

influence of this in the results for 1965 for this

196.

The revised format for Questionnaire in was found most

by interviewers.

The questionnaire had been set out

on a

single fool¬

sheet, compared to the 1963 questionnaire, which was on two sheets

scap

of quarto paper.

preferable for

a

Our experience would show that a single sheet is
short questionnaire of this type.

INTERVIEWER BIAS. REFUSALS

3.4.3

iieasonably certain that the sampling technique
the writer's main

the

helpful

concern was

was

without bias,

that calls would be made at all times of

day, evening and weekend to compensate for the fact that

backs"

were

to be made.

This

principle

which involved about six interviewers

was

no

''call

followed in the 1960 survey,

working in their

spare

time, and

covering all acceptable times for calling, and in the following surveys,
when

large numbers of students

calling times

was

and it

that

seems

encouraged.
a

were

employed,

a

similar spread in

Students made reports of their field work

sufficient spread in times of

calling

was

achieved,

which would cancel out much of the bias otherwise occurring in
call back" programme.
come,

less

this "no

The problem of bias could not be entirely over¬

however, as those respondents away from home a great deal were

likely to be interviewed, and this

group

would possibly have different

shopping patterns from those more likely to be found at home.
The fact that 102 respondents of the 1963 sample had
been interviewed in 1960 would

normally be expected to colour their replies

to the 1963 Questionnaire in some way.

respondents who

were

No comparison of the 1963

not previously interviewed with those who had been

previously interviewed has been made, however,

so no

made other than that the results of the 1963 survey

influenced

previously

by the repeats.

comment can be

do not seem obviously

19(7.

Other aspects

of bias

were not

considered

a

problem with the

type of questionnaire forms used, and the variety of interviewers
employed.

The interviewer preamble stated that the interviewer

from the University of

was

Melbourne, which normally ensured attentive

interest from the respondents.

Interviewers in the 1830 survey
to

received only three refusals

co-operate, and only one of these was without an apparently sincere

excuse

because of the awkwardness of the

The 1963 and 1965 surveys

approximately twelve for the 1965

calling time.

showed an increase in refusals
survey.

up

Partly due, perhapq to the

vigorous activities of encyclopedia salesmen in recent years and the

respondent's consequent suspicion of interviewers.
refusals in 500 odd interviews is

a

to

Even so, twelve

relatively small percentage.

-198.

SECTION 3.5.0 THE SURVEY RESULTS
3.5.1

CONCLUSIONS

The detailed results of the surveys

will be presented in this

major section in a series of Tables and Figures.
In
a

general terms the main conclusions which may be reached as

result of the surveys are as

1.

follows:

A decline in the frequency

of convenience shopping

(for weekly supplies) occurred within the sampling
area

between 1960 and 1965.

trend towards convenience
as

There occurred

a

strong

shopping on one day per week

compared with more frequent shopping for conven¬

ience items in 1960.

The

day of the week most of the

respondents in the 1965 survey preferred to do their
convenience

2.

shopping was Friday.

An increase in the

use

of

a

motor

car as a means

of

transport when convenience shopping occurred between
1960 and

1965, and an increasing tendency for the

shopper to drive her/himself was found in the respondents
from within the

3.

sampling

A decline in the

area.

frequency of shopping in the Melbourne

central business district occurred amongst respondents
within the

sampling

area

between 1960 and 1965.

The

central business district became less important as a
location of comparison
within the

sampling

good shopping to respondents

area

between 1960 and 1965.

199.

A decline occurred in the use of

4.

alone

by shoppers when central business district

shopping between 1960 and 1965.
use

public transport

of

car

Increases in the

and public transport and the use

alone took place in the same period
within the

sampling

An increase in the

5.

that

of

car

with respondents

area.

percentage of shoppers who said

they would shop in the evenings if the shops were

open

occurred within the sampling area between 1960

and 1965.

The Chadstone Centre, established after the

6.

survey

first

of 1960 in the centre of the sampling area, has

emerged as an important comparison good centre
Tiithin the

sampling

area.

The conclusions set out above are stated in terms of the trends

which

were

defined

by an analysis of the data which the three surveys of

1960, 1963 and 1965 produced.

The Tables and Figures which follow

present in some detail those results from which the author feels some
conclusion may

reasonably be drawn.

it is felt that the circumstances and design of the surveys

results,

as

should

Strict interpretation to trends

rc

No claim is made for specific

and generalisations.
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3. 5.2

ANALYSIS BY TABLES AND FIGURES

The results tabulated below

generally have the numbers of

respondents directly expressed as a percentage.

This is done for

simplicity in presentation and interpretation, and is considered a valid
expression as the total number interviewed in each of the surveys, 490,
450 and 524 for the

1960, 1963 and 1965 surveys respectively, are close

enough and large enough to preclude mis-interpretation from percentage
Where percentages refer to other than the total number of

figures.

respondents for any particularlsurvey, this is clearly indicated in the
table concerned.

CONVENIENCE SHOPPING

Refer to Tables

A
once

per

17, 18, 19, 20 Figures 11, 12.

tendency may be noted in the percentage of respondents shopping
week.*

.

This trend is due to

behaviour which have been

steady decline in the
be

use

a

variety of changes in consumer

previously discussed.

At the same time, a

of public transport for convenience shopping can

seen.

Table 20, setting out the respondents' assessment of the
conditions

they experienced when convenience chopping, within the terms

of reference suggested

by the questionnaire might indicate

for

parking space rather than parking

quickly obtaining

a

principal shopping destination.
ive

parking

a

preference

near to

the

Considering the vagueness of the qualitat¬

judgments implied, the results are fairly consistant.
The

sharp increase.from 34.5 per cent to 57.5 per cent in the

respondents expressing ability to park "right at" the principal shopping
destination between 1960 and 1963

might be a reflection of the widespread

provision of off-street parking facilities with the new supermarkets which
were

developed during this period.

DURABLE GOODS SHOPPING

Refer to Tables 21, 22, 23.

The

Figures 13, 14, 15.

clearly defined decrease in the frequency of central business

district

shopping is shown graphically, Figure 13, and the sharp drop in

the

of public transport

use

alone for central business district shopping

trips is shown by Figure 15.
Table 23 and Figure 14

show the location of shopping for durable

goods by the respondents in terms of central business district, suburbs
or

both suburbs and central business district.

in the 1985 survey

It should be noted that

Questionnaire III incorporated a recall aid which, it

might be suggested, could be partially responsible for the swing to "City
and Suburbs" shown in Table 23.

EVENING SHOPPING
Refer to Table 24.

The marked increase in the percentage
between 1980 and 1965 who would like to go

shops were

open may

of those respondents

shopping in the evenings if the

indicate, among other things, the acceptance of

shopping as an outing.

If this is

so,

the respondents' increasing demand

for the

opportunity to experience eyeing shopping is possibly being cond¬

itioned

by the excitement and sense of occasion that shopping at service

centres such

surveys

as

the Chadstone centre gives.

During the period of the

it is also likely that more women had become workers,

which may

often be noted

factor would

no

the affluence of

a

situation

community increases.

doubt contribute to the rising demand

For ease in

reference to the

as

a

This

for evening shopping.

studying the material presented the tables make

figures which demonstrate graphically the trends shown by

the tables concerned.

The

qufgtions from the questionnaires of 1960, 1963

20-2.

and 1965 which solicited from the

tables

are

referred to by

QI
QH
QIQ

For

survey

...

...

...

respondents the data contained in the

the following code:

Questionnaire I,

1960.

Questionnaire II,

196S.

Questionnaire m,

1965.

example, QD, 5.

Refers to question number 5 in the 1963

which employed Questionnaire II.
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TABLE

m

FKEQUENCY OF CONVENIENCE SHOPPING (Percentages)

Frequency

1960

1963

1965

Once a

14.5

11.0

12.0

33.5

29.0

30.0

45.5

50.0

57.5

6.5

10.0

6.5

100.0

100.0

100.0

Twice
Once

day

a

a

week

week

Other

See

Figure 11.

Befer:

QI,2.

QH,2.

QUI, 2.

TABLE

18

MODE OF TitANSPOliT WHEN CONVENIENCE SHOPPING

(Percentages)

See

Mode

1960

1963

1965

Car

47.0

51.0

50.5

Walk

39.0

38.0

40.0

Public Transport

14.0

11.0

9.5

100.0

100.0

100.0

Figure 12.

liefer:

QI,3.

QH,3.

QIH,3.
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TABLE

19

CAB SHOPPERS WHO DROVE THEMSELVES
WHEN CONVENIENCE SHOPPING

Status

(Percentages)1

1960

1963

1965

Normally drove themselves

67.5

66.5

71.0

Normally driven by others

32.5

33.5

29.0

100.0

100.0

100.0

"^Percentages are of total car shoppers for each year
Refer:

QI,4.

QH.4.

QIH.4.

TABLE

20

PARKING CONDITIONS EXPERIENCED BY CAR SHOPPERS
WHEN CONVENIENCE SHOPPING

(Percentages)1

(a) Time taken to find a place
to park the car

1960

1963

1965

Right away

60.0

64.5

57.0

Within 5 minutes

23.0

23.0

22.0

Other

17.0

12.5

21. 0

100.0

100.0

100.0

(b) Distance parked from
principal shopping destination

1960

1963

1965

Right at it

34.5

57.5

54.5

Within 5 minutes walk

51.0

36.0

40.0

Other

14.5

6.5

100.0

100.0

Percentages are of total car shoppers for each year.
Refer:

QI,5,6.

QH,5,6.

QUI, 5,6.

o«

5

100.0

205.

TABLE

21

FREQUENCY OF CENTRAL BUSINESS DISTRICT SHOPPING

(Percentages)

1960

Frequency

1963

1965

(a) More than once a week

9

5.5

1.5

(b) More than

8

4.5

7.5

(c) More than once a month

19

11.0

6.5

(d) More than once in three months

18

17.0

17.0

(e) More than once in six months

15

16.0

18.5

(f) More than

once a year

10

10.0

16.0

(g) Less than once a year

11

27.5

24.5

(h) Never

10

8. 5

8. 5

100.0

100.0

100.0

Note:

See

once a

fortnight

Percentages for (b) do not include (a)
Percentages for (c) do not include (b) etc.

Figure

Refer:

13 •

QI,7. QH,7.

QIH,10.

TABLE

22

MODE OF TRANSPORT USED WHEN CENTRAL BUSINESS DISTRICT

SHOPPING

(Percentages)
Mode

1960

1963

1965

Car

19.5

22.0

23.5

Public Transport

72.0

65.0

59.0

8.5

13.0

17.0

100.0

100.0

100.0

Car and Public

See

Transport

Figure

Refer: QI,8.

QH,8.

QUI, 11.

20b.
TABLE

23

LOCATION OF SHOPPING FOR DURABLE GOODS

(Percentages)

Category

Clothing

Furniture

Household
Hardware

Location

1960

1963

1965

City

25.5

24.5

2 5.

Suburbs

37.5

64.0

50.0

City and Suburbs

37.0

11.5

24.5

100.0

100.0

100.0

City

58.0

45.0

12.0

Suburbs

32.0

45.0

40.0

City and Suburbs

10.0

10.0

48.0

100.0

100.0

100.0

City

19.0

16.5

13.0

Suburbs

72.0

77.5

70.0

9.0

6.0

17.0

100.0

100.0

100.0

City

39.0

28.5

12.5

Suburbs

36.5

53.5

25.5

City and Suburbs

24.5

18.0

62.0

100.0

100.0

100.0

City and Suburbs

Electrical

Appliances

See

Figure

Refer:

QI.91.4*

QH,9.

QUI,12.

o
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TABLE

24

RESPONDENTS ATTITUDE TO EVENING SHOPPING

(Percentages)

Attitude

1960

1963

1965

shopping in the
evening if the shops were open

43.5

52.5

65.0

Would not like to go shopping in
the evening if the shops were open

44.5

41.5

31.0

6.0

6.0

4.0

100.0

100.0

100.0

Would like to go

No

opinion

Refer:

QI.ll.

Note:

Of the 1965 Respondents who

QII.ll.

Qin,15.

would like to go shopping in the
evening if the shops were open 67 per cent
11

favoured Friday evening

"

"

Thursday evening

11

"

"

"

Monday, Tuesday

3

"

"

"

Saturday evening

8

"

"

100 per

cent

had

no

opinion

or

Wednesday

20S.

1960

1963

10%

1965

11%

33.5%

14.5%
Once

a

Day

33.

Twice

a

Week

51.5%
45.

Once

a

Week

6.

Other

I960

Vertical Scale:

FIG.

11.

1963

1965

1"-10%

FREQUENCY

OF CONVENIENCE

SHOPPING.

209.

Vertical Scale:

FIG.

12.

1"=10%

MODE OF

TRANSPORT,

CONVENIENCE SHOPPING.

than
More

NTShooptaersl I-1>
M

Cn

Percontagfe

©mo

Ol

Ol

211.

Household
Hardware

Electrical
28.

1960

C. B.D.

1963

Suburbs

1965

C. B. D.

and Suburbs

Percentages of Respondents Shopping.
FIG.

14.

5%

62%

36. 5/o

Key:

25.

59c/o

LOCATION OF SHOPPING FOR

COMPARISON GOODS.

212.

1960

1963

1965

72%
Public Transport

Car and

23.

5%

17.

5%

8.

Public Transport

1960

Vertical Scale:

FIG.

15.

1963

1"=10%

MODE OF TRANSPORT, C. B.D. SHOPPING.

1965

21 S.

THE CHADSTONE CENT HE AND DURABLE GOODS

3.5.3

Tables 25 to 33 inclusive show
Chadstone centre

as a

duraJJe

primarily the importance of the

goods shopping centre within the survey

Section 3.6 will consider the hierarchical order of

area.

centres within the survey area as

but in order to establish

some

shopping

it has been discussed by R.J.

Johnston,1

simple basis for assessing the influence

of Chadstone in the current section Johnston's classification of First,
Second and Third Order Centres within the

sampling

area is

used to

distinguish the existing unplanned centres in Tables 26, 27 and 28.
It has been shown earlier in this dissertation that the establishment

of

a

rank order of service centres within

necessarily

an

In this case,

sampling

to confirm that this obvious use of a

located

on

the extreme edge

has been found that the
is

more

realistic when

these Centres

are

sampling frame.
of shoppers

XR.J.

as an

area, and

Three First Order Centres, Box

areas

of

however, the ranking used by

employed in the writer's study

service centres within the
seem

metropolitan area is not

effective step towards the determination of the

influence of such centres.
Johnston is

a

index of attraction for

the results obtained would

ranking study is valid.

EiE, Prahran and St. Kilda

of the sampling

area,

and in these

cases

are

it

data, in terms of numbers visiting these centres,
an

adjustment is made to allow for the fact that

heavily patronised by shoppers living outside the
Consequently, in Tables 26 and 30 the sampled number

using these Centres is multiplied by two.

Johnston, (1966) loc. cit.
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In Table 27 the ratio obtained from the number of

respondents

clothing shopping to the number of respondents convenience good shopping
is used to demonstrate the dominance of the Chadstone Centre for durable

goods shopping within the sampling area.
Chactstone's share of durables

Tables 29 and 30 show that

shopping is rather greater than would be

expected if it was in direct competition with both First and Second Order
Centres.

Data from the 1965 survey,

when arranged in Table 28 and

expressed graphically in Figures 18 and 19 clearly shows the functions of
the

First, Second and Third Order Centres in the sample area compared

to Chadstone.

Table 31, setting out anticipated and

actual visits to Chadstone

by our respondents is only of general interest, whilst Tables 32 and 33
will be examined

Taken all

more

specifically in Section 3.6.

together, the results give

centre as a new element in the
some

shopping

on a

sampling

visits

picture of the Chadstone

existing pattern of shopping centres, having

characteristics similar to other centres, for instance, in its share

of convenience

the

a

shopping, but at the same time attracting durable goods

larger scale than existing centres of greater magnitude within
area.

The evidence o£

a

decreasing number of shopping

being made to the central business district by shoppers from within

the survey area

suggests that Chadstone has apparently taken over some

significant part of the shopping previously carried out in the central
business district

by these people.
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TABLE 25

SHOPPING WITHIN THE SAMPLING AREA FOB DURABLE GOODS 1585

Centre

Clothing

Furniture

household

Electrical

Hardware

Appliances

Bentlcirh

27

ll

24

14

Box Hill

IS

1

17

11

Camber well

24

ll

14

12

151

m

77

o&

27

14

Chae stone

Clayton

20

.tl stern wick

10

13

10

10

0

7

8

8

12

3

1®

3

0

3

15

2

Cakieigb

£2

27

28

24

f rahran

15

12

8

11

Malvern
Mt.

Waverlcy

Moo rabbin

Note:

Centre® tabled

are

5

those visited

by

a minimum

of ten or more

respondents lor any one class of durable good. Malvern is
included for comparison with material to be discussed later,
as

See

it has been classified

Figure

liefer.

ig#

QUI, 12.

as a

First Order Centre.
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TABLE

26

DURABLE GOODS SHOPPING CENTRES RANKED BY VISITS

_

Cloth-

,

Centre

ing

Chad stone

..

_

Furniture

Household

Electrical

Convenience

Hardware

Appliances

Shopping

151

62

77

59

21

38

14

34

22

16

32

27

28

24

42

30

26

16

22

12

Bentleigh

27

11

24

14

31

Camber well

24

11

14

12

28

Clayton

20

5

27

14

41

Mt.

12

3

10

3

20

10

13

10

10

23

Malvern

9

7

8

8

10

Moo rabbin

6

3

15

2

9

Box Hill

(x 2)

Cakleigh
Prahran (x

2)

Waverley

Elsternwick

Note:

Box Hill and Prahran

hypothesized
sampling

the

area

x

2 to allow for about half of the

of influence of these centres lying within

area.

Additionally to the data from Table 25, the number of
respondents convenience shopping at the various centres is
listed.
See

Figure 16.

Refer:

QUI, 12.
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TABLE

27

DURABLE GOODS TO CONVENIENCE GOODS
SHOPPING AS A RATIO OF SHOPPERS VISITING 1965

Clothing ShoppingShopping

Centre

Convenience

Hardware

3.8

Chadstone

7.5

Box Hill

2.4

2.1

8

.7

2.5

1.3

Bentieigh

.9

.8

Camberwell

.9

•

Clayton

.

Oakleigh
Prahran

.

Shopping
Shopping

Convenience

D

5

.7

.6

.5

Elsternwick

.4

.4

Malvern

.9

.8

Moorabbin

.7

1.7

Mt.

Waverley

Note:
See

Ratios of

Figure 16.

Refer:

QHI, 12.

respondents visiting derived from Table 26.
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TABLE

28

DURABLE GOODS SHOPPING WITHIN THE SAMPLING AREA BY

RESPONDENTS, 1965

Centre

Cloth¬

Furni¬

Household

Electrical

ing

ture

Hardware

Appliances

(a) First Order Centres*
Box Hill

19

7

17

11

Camberwell

24

11

14

12

Malvern

9

7

8

8

Prahran

15

13

8

11

67

38

47

42

Percentage of Full Sample

12

7

9

8

Percentage of all respond¬
shopping for this
durable good within the
sampling area

19

22.5

16

21

3

2

3

4

27

11

24

14

Burwood

1

0

6

0

Carnegie

5

6

7

3

Clayton

20

5

27

14

Elsternwick

10

13

10

10

6

3

15

2

32

27

28

24

Grmond

0

0

1

1

St. Hilda

1

1

2

2

20

7

18

6

125

75

141

80

Percentage of Full Sample

24

14.5

27

15

Percentage of all respond¬
shopping for this
durable good within the
sampling area

35

41

48

40

Total

ents

(b) Second Order Centres*
Ashburton

Bentleigh

Moorabbin

Qakleigh

Other Second Order.

Total

ents
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TABLE

28

(continued)

DURABLE GOODS SHOPPING WITHIN THE SAMPLING AREA BY

RESPONDENTS, 1965

Centre

Cloth¬

Furni¬

Household

Electrical

ing

ture

Hardware

Appliances

(c) Third Order Centres*
Totals

15

8

30

19

3

1.5

6

3.5

4.5

10

9.5

151

62

77

59

Percentage of Full Sample

29

12

14.5

11

Percentage of all respond¬
shopping for this
durable good within the
sampling area

42

33

26

29.5

pondents shopping within
the sampling area in
each category

358

185

295

200

Percentage who shop for
good within
the sampling area

70

35

56

28

Percentage of Full Sample
Percentage of all respond¬
ents

shopping for this

durable good within the

sampling

4

area

(d) Chadstone Centre
Totals

ents

(e) Total number of res¬

this durable

Note:

See

*Signifies centres grouped

as First, Second and
centres after R. J. Johnston's classification.

Figure 18.

Refer:

QUI, 12.

Third Order
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TABLE

29

CONVENIENCE SHOPPING IN THE SAMPLING A HE A BY NUMBERS
OF RESPONDENTS

1960

Centre

1963

1965

(a) First Order Centres:
Box Hill

12

7

8

Camberwell

24

15

28

Malvern

10

6

10

Prahran

5

2

8

51

30

Total

13%

Percentage of Sample

7%

54__
11%

(b) Second Order Centres:
Ashburton

16

12

18

Bentleigh

29

41

31

Burwood

29

11

9

Carnegie

19

23

15

Clayton

29

26

41

Elstemwick

12

17

23

5

4

9

50

28

42

Ormond

9

5

8

St. Kilda

9

17

7

Other Second Order

7

9

9

218

193

212

Moorabbin

Oakleigh

&btal

44%

Percentage of Sample

43%

41%

(c) Third Order Centres:
Totals*

229

Percentage of Sample

(d) Chadstone

Totals

Percentage of Sample
Note:
See

*Less

-

QHI.l.

235

44.5%

45%

25

21

5.5%

respondents visiting two or more centres.

Figure 19.
QI.l. QH,1.

Refer

44%

198

4%
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TABLE

30

DISTRIBUTION OF SHOPPERS FOR CONVENIENCE AND DURABLE

SHOPPING, 1965

_

,

.

Centre

ience

.

Clothes

Goods

Furni.

Householcl
..

ture

Hardware

Electrical
A

..

Appliances

Chadstone

21

151

82

77

59

First Order Centres*

18

25

14.5

18

8

12.5

8

Second Order Centres*

Note:

Refer:

20.5

10.5

7

*Average distribution of shoppers at these centres
QHI,1,12.

TABLE

31

ANTICIPATED AND ACTUAL VISITS TO CHADSTONE (Percentages)

Attitude

1960

Shoppers who thought that they
would visit Chadstone

shoppers who thought that they
would not visit Chadstone
Did not know

29.5
5.5

Had not visited Chadstone

100.0

QI,12.

1965

65

Had visited Chadstone

Refer:

1963

QH,

QHI.

55

80

45

20

100.0

100.0
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TABLE

32

MODE OF TRANSPORT TO

CKADSTONE, 1965

Mode

Car

Percentage
68.5

{including bicycle)

Public Transport

(including walking)

31.5
100.0

Refer:

QUI,3,11.

TABLE

33

FREQUENCY OF VISITS TO CHADSTCNE, 1965

Frequency

Daily

Percentage
0.75

Twice

weekly

1.00

Weekly

14.00

Fortnightly

14.00

Monthly

23.50

Two

Monthly

Three
Six

Monthly

Monthly

Annually
Less

Frequently

7.00
14.00
9.50
6.00
10.25

100.00

Refer:

QUI, 1.13(a)

to

to
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Total Comparison

Order

Order

Order

Clothing
70% of respondents Clothing
shopping within sampling area.

Household Hardware

56% of respondents Hardware
shopping within sampling area.

Areas

Proportional

FIG.

18.

Furniture

35% of respondents Furniture
shopping within sampling area.

Electrical Appliances

38% of respondents Electrical
shopping within sampling area.

COMPARISON SHOPPING BY CENTRE ORDER, 1965.

226.

First Order

1960

Third Order

Second Order

1963

1965

Percentages of Respondents Shopping.

FIG.

19.

CONVENIENCE SHOPPING BY CENTRE ORDER.
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OTHEH HELEVANT MELBOURNE METROPOLITAN

SECTION 3.6.0

AliEA HESEAHCH

3.6.1

A CHADSTONE SURVEY BY P.J. BIMMEH AND N.J.

In 1965 a
was

large scale survey of shopping at the Chadstone centre

organised by P.J. ilimraer and H.J. Johnston

students in the Department
Melbourne.

JOHNSTON'1

as an

exercise for

of Geography in the University of Monash,

By interviewing shoppers at the Chadstone centre the

researchers

attempted to establish:

1.

The

2.

Why and how often people from this

3.

How

4.

When

area

the Centre served

area go to

the Centre

shoppers get to the Centre

they do arrive, how long they stay and what
they visit at the Centre.

establishments

The areal distribution of

shoppers

was

plotted by recording the

shoppers' address in terms of location within the transportation zones of
the Melbourne Metropolitan Transportation
in 1964.

service

Study, which had taken place

Using this zonal data the varying intensity of Chadstone's
area wis

food and non-food

gauged by constructing two separate isopleth maps of
purchasers.

Figures 20 and 21.
drawn from

a

These

reproduced here

as

It will be noted that the non-food purchasers are

much wider

area

than the food purchasers, and that the two

patterns are markedly different.
live very

maps are

The greatest number of food purchasers

close to the centre, bhe bulk of them ooming from within

a

three

iP. J. dimmer and ii. J. Johnston, "A Survey of Chadstone Shopping
Habits", Australian Planning Institute Journal Vol. 4. (July 1966) pp. 72-76.

2$

mile radius.
does not

Note, however, that the service area for food goods

approximate to a circle as there are extensions of the centre's

influence

along the main bus routes in the south-east and south-west.

The non-food
but in this
to three

.

or

purchasers are drawn from a much wider area,

it appears

case

that the inflie

large and important shopping centres of Malvern, Prahran

and Camberwell

south-east and

provide strong attraction for shoppers.

To the south,

east, however, Chadstone's influence extends along

arterial roads and bus routes for six to

newly developed

areas

eight miles, deeply penetrating

where shopping provision is usually inadequate.

The evidence here suggests
the

of Chad stone is restricted

four miles of the Centre where the Melbourne central business

district and the

the

nee

that the Chadstone centre has fully exploited

growth-lag" situation which it

was

designed to meet.

Shopping by public transport, primarily bus, is a surprisingly
important aspect of the Chadstone Centre, as both dimmer and J ohnston's
and the writer's surveys

show.

dimmer and Johnston:

Bus

37.

o

Per cent of total

(considered overstated due to the
locations of the interviewers)
Walk
J. Brine

5.7 per

Public transport

cent of total
31.5 per cent

(including walk)
Figure 22 shows all the bus routes serving the Chadstone Centre is 1965
with dimmer and Johnston's five person

by the writer.

non-food isoline superimposed

229.

The

study described confirms the importance of Chadstone for

shoppers from south east metropolitan Melbourne for non-food goods

Whilst Chadstone could not have appeared to have inter¬

(durables).

fered much with the
convenience

shoppers continuing use of their local centres for

shopping the impact of Chadstone

much of which had been

on

durable good shopping,

traditionally carried out in the central business

district, seems to have been considerable.

concluding,1

In

their survey

suggested that local shopping centres are likely to retain

much of their influence

of the

new

liimraer and Johnston were able to state that

as

purveyors

planned centres such

as

of food lines, and that the impact

Chadstone would be found mainly on

the retail trade of the central business district.

Consequently, the

decentralisation of retail activities would therefore be strengthened and
would result in the stagnation or

long term decline in sales of retail

establishments in the central business district
suburban

shopping centres which surround it.

1Jbid.,

p.

76.

ana

the ring

of inner

230.

FIGS.

20 and 21.
P. J. Rimmer and R. J. Johnston

"A Survey of Chad stone
Shopping Habits" Australian Planning Institute Journal, Vol.4,
(July 1966) p. 73.
Source:

,
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FIG.

22.

SHOPPERS TRAVELLING BY BUS TO
CHADSTONE.
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3.6.2

THE IvnJLBOUitNE AND METROPOLITAN T HA NSPOUTATION

STUDY. 1964

With

regard to the rapid rise in

between 1955 ami 1965,
Victorian Year

ownership in Melbourne

statistical information is available from the

Books, and is set out in Appendix H.

1965 the number of vehicles
the

car

Between 1955 and

registered in Victoria almost doubled while

proportion of persons aged over twenty one increased by only about

twenty five per cent.

The number of valid licences did not increase

rapidly

period, and fewer licences per car in 1965 than

over

the

1855 indicate

vehicles per

same

as

greater ownership levels and a higher average number of

household.1

Over the same decade the number of passenger
tram and train declined

journeys by bus,

by between ten and twenty per cent, providing

further supporting evidence

of the switchover to shopping by car in

Melbourne.2
As the

transportation problem and increasing congestion seemed

to be a dominate consideration when
ment

a

1964.

1

transportation study was made on a metropolitan wide basis in
The Melbourne and

Refer Appendix H.

Metropolitan Board of Works have kindly made

Note that in Canberra 6,014 out of 22,114

dwelling units in 1966 had two
2

planning Melbourne's future develop¬

or more cars.

Considering these statistics, the fact that both the writer's and

-dimmer and Johnston's Chadstone surveys showed that over thirty per
cent of the shoppers came by bus in 1965 is suprising, but clearly

indicative that

in

society where high levels of car ownership are
experienced public transport will be used by shoppers if it is available
and efficient.
It must be added that the bus companies serving the
Chadstone Centre provide a high element of convenience for the suburban
passengers as they are dropped by these services right into the pedestrian
shopping centre.
even

a
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available to the writer data
which is

now

relating to shopping at the Chadstone centre,

presented in the form of Figures 23, 24 and 25.

Figure 23 plots the origin of average weekday shopping trips to
Chadstone, by all modes of transport, as a percentage of the total trips
made from these

study for

our

to have a

relatively small catchment

per

The important aspect of this

transportation districts.

present consideration is that the Chadstone Centre is seen
area,

and whilst about seventy five

cent of all Chadstone shoppers come from within a five mile radius,

about

fifty five

from within

a

per cent

of all Chadstone shoppers

three mile radius.

Thus, whilst there is

that Chadstone is not attracting comparison

area

to the Centre
no

suggestion

good shoppers who would

otherwise shop in the central business district of
that the

come

Melbourne, it is clear

of influence of the Chaastone centre is rather less than the

promoters may have expected initially.

Figure 25
sector

groups

trips to Chadstone from Figure 24 in terms of

percentages, showing significant aominance by the north west and

south west sectors which

Melbourne.

are nearer

the central business district of

This may be partially accounteu

for by the slightly greater

affluence of the population in these sectors, but is contrary to what might
be expected to occur

if the Chadstone centre

direct competitor to

the First and second Order Centres to its north west.

This sector

be considered

as a

analysis is particularly significant when the impact of the

Chadstone Centre
would

was to

on

the central business district is

being assessed as it

normally be expected that ;hoppers from those areas to the north

and west of Chadstone would be
district.

The

mostly drawn to the central business

significance of good parking and accessibility, which the

Chadstone centre

offers, is made clear.
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Figure 23 shows trips making for Chadstone from transportation
districts expressed as a rate per 1,000 population, the base 100
to

immediately adjoining Chadstone running west, within the

an area

three mile radius.
to 32 with
as

low

areas

a

as

applying

a mean

5 to as

with the

Within this three mile belt indices range

of about 50.

high

as

Beyond this

from 100

range indices range

from

It is known that the bayside residential

38.

high indices of 39 and 22 are high income sectors, while

nearby suburb of lower average income level, at about the same

distance from the Chadstone
the

availability of

centre, has an index of 12.

a second car

for the housewife

as

well

It is likely that
as

the generally

higher level of affluence in these sectors is responsible for the high
indices recorded.

Figure 26 shows the rate of cars per dwelling for metropolitan
Melbourne

as

recorded

by the 1964 Transportation Study, showing the

location of the Chadstone Centre superimposed.
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ORIGIN
TO

OF AVERAGE

CHAOSTONE

(ALL

WEEKDAY SHOPPING

M^TRDPOUTA^i TR.AsNSf>C«TA.TV?N
DiSTftjCTS-

FRCA

TRIPS

MODES)
STUDY

t>\ TRANSPORTATION

FIG.

23.

ORIGIN OF AVERAGE WEEKDAY SHOPPING TRIPS
TO CHADSTONE.

(All Modes)
ropolitan Transportation Study 1964.

Source: Melbourne Met
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FIG.

24.

ORIGIN OF AVERAGE WEEKDAY SHOPPING TRIPS
TO CHADSTONE

(All Modes) AS PERCENTAGE OF

TOTAL TRIPS.
Source: Melbourne

Metropolitan Transportation Study 1964.
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FIG.

25.

TRIPS TO CHADSTONE BY SECTOR PERCENTAGES.

(Derived from Figure 24)
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FIG.

26

Source:

CARS PER

DWELLINGS, MELBOURNE 1964

Melbourne Metropolitan

Transportation Study

2:

..

NOTES ON THE INTHA-METEOPOLITAN COMMERCIAL LANDSCAPE

3.6.3

The several studies of E.J. Johnston, and P.J. Eimxaer and
E.J.

Johnston, the geographers whose publications have been previously

cited in this dissertation, have
to

see

proved valuable in assisting the writer

the results of his research into

shopping patterns in metropolitan

Melbourne in relation to the total picture

of rntra-metropolitan service

centres.

explained earlier in this chapter, the classifying of service

As

centres within the

sampling

for the surveys described here in

are

accordance with Johnston's Centre

development of

a

c

rdcr classification

useful series of analyses

the writer's surveys.

2

1

has led to the

from the data obtained from

Figure 27 plots First and Second Order Centres

(after Johnston) in south east metropolitan Melbourne and indicates their
relationship to the sampling area used in the writer's surveys.

figure also shows the ten

person

This

isolines for Chadstone Food and Non-Food

shopping (after dimmer ami Johnston) which have previously been discussed.
From this basis a

hypothesized Chadstone sphere of influence is super¬

imposed, but it will be recalled from earlier discussion in this dissertation
that such
to what is

a

boundary does not in fact exist.

actually the situation being best described

around the centre jpegi see ring a
consumers

from these

cussion and for

zones

using the centre.

clarity in the Figure, however,

1

E.J. Johnston (1966) loc. cit.

Tables 28, 29, 30.

as a

series of zones

successively decreasing probability of

boundary has been drawn.

2See

The nearest approximation

For the purposes of dis¬
an outer

hypothesized

240.

FIG.

27.

FIRST AND SECOND ORDER CENTRES,
SOUTH EAST METROPOLITAN MELBOURNE.

241.

The various studies upon which Johnston draws in his discussion
of the distribution of

Melbourne,
urban

X

to

infra-metropolitan central place hierarchy for

show that the social, economic and physical elements of an

area are

leads to the

an

not

evenly distributed throughout that area, which in turn

uneven

an uneven

distribution of

purchasing

power,

distribution of shopping centres.

leading still further

Johnston showed that,

significantly fSt Melbourne, the internal differences in that city's
structure, inducting the development of the metropolitan railway system,
have contributed towards

a

districtive hierarchical arrangement

shopping centres within the metropolitan

area.

of

Even though a city wide

hierarchical structure exists in Melbourne, wide variations occur in
relative proportions

of each Order of centre present, and a nesting hier-

archical spatial structure does not occur.

In

the

2

assessing the position of Chadstone within the hierarchical
3

spatial structure of metropolitan Melbourne Johnston and iiimmer'

re-emphasize that
can

be

the

impact of

presented.

the point

a

no

complete picture of the spatial competition occurring

We may therefore proceed more fruitfully to consider

planned service centre, such

as

Chadstone, rather from

of view of its direct interaction with the central business district

than with the First

or

Second Order Centres within what might be

assumed

to be its area of influence.

^it .J.
2

Johnston (1968)

loc. cit.

This phenomena has been discussed

previously for the general case,

bee section 1.5.

3

it. J. Johnston and P.J.

dimmer, "The Competitive Position of
Chopping Centre"', The Australian Geographer Vol. 11,
(March 1967) pp. 160-166. ~
Planned

a

242.

From the writer's research and other studies cited there is
reason

an

to believe that a

intra-metropolitan site, will be

service centres it is
to

planned shopping centre, developed quickly on

superimposed

quickly establish for itself

a

soon

absorbed into the pattern of

upon,

buch

a centre may

be expected

share of the convenience good shopping of

nearby residents on such a scale as would normally be expected for a
centre

of similar size in the

have noted in the

case

As to such

a

adjacent hierarchical framework.

of Chaastone.

centre's

position in the durable goods or comparison

shopping centre order, however, there is considerable
Where the centre is erf

ation.

This we

a

room

for specul¬

different functional structure to

nearby

centres, as is the normaLnase with a planned regional shopping centre
which is

usually created with

ment stores

as

its main

one or more

large central

area type depart¬

draw, the centre may be expected to relate to a

much wider framework of service centres, which may

include the central

business district itself.

A further

which may

aspect of attractiveness, which certainly exists, but

be difficult to quantify, is the high amenity in terms of parking

and environmental

design which planned centres normally provide.

This

aspect

fhould not be under-rated.

3.6.4

INCREASING SPECIALISATION IN THE CENTRAL BUSINESS DISTRICT

During recent years a large proportion of the Melbourne metropol¬
itan area's

growth has stemmed from

Australia, and

a

a

large scale immigration to

considerable number of these

residence, at least temporarily, in the inner

1F.L.
Case

newcomers

have taken

up

suburbs.1

Jones, "Ethnic Concentration and Assimilation: An Australian
Study" Social Forces. Vol. 45 (1967) pp. 412-423.
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The

majority of the migrants at first earnrelatively low incomes

by Australian standards, and the changes in the distribution of population
and

spending ability have had important repercussions

business district and the

In 1956-37

Melbourne

was

large shopping

areas in

on

the central

the inner suburbs.

twenty nine per cent of all retail disbursement in

collected in the central business district, but five years

later the proportion was only twenty
the former years came

four

Total receipts in

per cent.

to $254,808,000 and in the latter $254,832,000

although the latter figure is equal only to $223,832,000, if the dollar is
held constant at the 1956-37

level.1

of certain cities in the United

Thus,

as we

have seen in the case

States, there is now an absolute decline

in the annual turnover of retail outlets in the central ...business district.

The share of

forty

2

metropolitan receipts taken in the city has declined from

per cent in 1952-53,

seven

per cent

thirty four

per cent

in 1956-57 to only twenty

in 1961-62.

During this period of transition Melbourne's central business
district has become

been commented

more

specialised in the types of goods sold.

on

by A. J. Johnston," who found in

Australian capital city

"Monetary comparisons are
indices in the Federal and State
No

analysis of all

specialised during the late 1950's.

here made from the consumer price
Yearbooks, published annually.

separate data is given for the cental business district in the

1948-49 and 1952-53

of

an

central business districts that all major cities with

the exception of Hobart had become more

2

This has

3

censuses.

The

City of Melbourne has

a

population

approximately 100,000.

''h.J. Johnston, "Sales in Australia C.B.A.'s 1956-7 to 1961-2"
Australian Geographer Veil. 9, (1965) pp. 380-381.
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The retail heart has become and
become
and

more

specialised in

newspapers

presumably will continue to
and books, clothing, footwear

drapery, certain electrical items, furniture, sporting and travel

goods and jewellery.
and footwear and

receive

over

It was

It may be noted that only in women's clothing

jewellery does the central business district

half of metropolitan

expenditure.

against this background of a clearly defined trend in

Melbourne's central business district towards

increasing specialisation

and loss of trade to the suburbs that the Chadstone Centre

ished.

It is not

was

establ¬

surprising that other planned service centres have now

followed Chadstone's

Two

now

success

in the Melbourne

Metropolitan

area.1

By the same developer, Northland in 1966 and Eastland in October 1968.
or three other major planned service centres will be opened in the next

few years.
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SECTION 3.7.0

The
an

SUMMARY AND CONCLUSIONS

metropolitan

area case

study described in this chapter is

important part of the research which supports the development of

the writer's thesis.

The conclusions it

was

possible to draw from the three surveys

described have been set out in section 3.5.1 and supported
and

Figures.

The surveys give soxne idea of the impact of a planned

regional shopping centre
area,

and to

among
of

some

on

the commercial landscape of

a

metropolitan

extent also record the evolution of shoppingbehaviour

respondents from the sampling

causes

by Tables

area

which

may

be due to

a variety

apart from the development of the new planned centre.

It does seem that the Chadstone Centre did fill a need which

existed in

metropolitan Melbourne for

a

durable

or

comparison goods

shopping centre of high accessibility, parking convenience and amenity
If the Chadstone Ce ntre had not been built it is to be supposed that the

shoppers now using this centre would have managed to continue shopping
in

more or

less the

same

way

that they did before the centre opened, in

spite of the increasing congestion and consequent increasing inaccessibility
of Melbourne's central business district.

Now that this

planned centre is

a

reality, however, and

can

be

experienced by Melbourne people who are not, in fact, its regular users,
it is

probable that

built up
emic

demand for this form of shopping convenience has been

in Melbourne.

This hypothesis has not been tested as an acad¬

exercise, but the developers of the Chadstone Centre have been so

satisfied with the

other

a

profitability of their first venture that they now have two

strategically located centres of

building several

more.

a

similar nature in operation and are

In this way a new service centre element in the

24b,

form of the Melbourne metropolitan area has emerged.

This will be

discussed further in Chapter Five.

Section 3.2.0

M

etropolitan Australia, first set the background for the case

study by showing how metropolitan primacy is the normal state in Australia.
The remainder of this section discussed the evolution of the Melbourne

metropolitan area and its intra-metropolitan central places.
The

study

case

was

described in the following three major sections:

Section 3.3.0

A survey of Shopping Habits.

Section 3.4.0

The follow-up Surveys.

Section 3.5.0

The Survey iiesults.

The surveys

and the methodology employed are set out in detail and

the limitations of the survey programme
discussed

as are

results of the

causes

of bias which

study were appraised.

relevant Tables
numbers

other

are

made clear.
were

Interviewer bias is

kept in ndnd when the

In presenting the survey results the

shown with the Questionnaire numbers and

they refer to noted,

so

Figure

that a ready reference to these may be

made.

Section 3.6.0

Other llelevant Melbourne Metropolitan Area itesearch.

describes other research undertaken within the M elbourne metropolitan area
which is related to the

haavily

on

study described in this chapter.

The writer draws

the studies made by two geographers, a. J. Johnston and

P.J. aimmer, and is able to show how his work is

complementary to

supported by those other studies in a number of major points.
tudinal

or

is

As a longi¬

study over time, however, the writer's research is unlike other

studies in this field and

consequently makes

development bf this thesis.

an

important contribution to the

SERVICE CENTRES IN METROPOLITAN AREAS

CHAPTER 4

CHANGING SHOPPING HABITS AND NEW SHOPPING
ENVIRONMENTS
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SECTION 4.1.0

THE SCOPE AND INTENT OF CHAPTER 4

This chapter will aim to examine additional relevant studies
of

changing shopping habits and trace the development of

of

shopping behaavour, with particular reference to Great Britain.

meet various situations

facilities have been put

new

patterns

To

suggestions for different distributions of shopping

forward from time to time.

Thosdiierarchical

arrangements of shops which most closely resemble the naturally emerg¬
ing patterns and which help to rationalise these patterns seem most likely
to be

successful, and

as an

understanding of emerging trends is

very

important to the planner.

It has been remarked in
new

form of

shopping centre

could experience a new

fits that

a

of access,
up.

concluding the previous chapter that

was

developed in Melbourne, and

style of shopping,

a stronger

as

as a

shoppers

demand for the bene¬

planned regional shopping centre could offer, in terms of ease
better car parking, and higher amenity, may have been built

Because of this aspect of, shall we say,

discusssion of the

consumer experience'', any

possible future development of out-of-town shopping

centres in Great Britain should be made

warily.

There

differences between the British and the North American

situation, however, and these

or

significant

Australian

briefly reviewed in this chapter.

are

decently in Great Britain

are

a

Woolworth subsidiary company, Woolco

Department Stores, has been active in planning and developing urban fringe
stores of

a new

style, and the programme of this company, as far as it is

known, and the stores that they are building, will be described.
In the last ten years or so

»

and

the acceptance by shoppers, developers

shopkeepers of the pedestrian precinct

has occurred,

as a

preferred shopping place

and more sophisticated solutions have been found for servicing

251.

shops and parking the shopper's cars.

Various studies of pedestrians

will be mentioned, but it must be noted that in this field of investigation
more

research is needed,

particularly in regard to multi level shopping

centres.

This chapter is

concluded by a discussion of certain of the service

centres that the writer has

visited, with particular reference to the

physical environment of these centres.
and the

Some comparisons are drawn

question of the relative attractiveness of these centres to the

shopper is raised.

Following this chapter

selected centres is included at
to make Rome visual

a

a series

of simple plans of

scale of 1:2000, with

photographs chosen

comparison of the centres possible.
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SECTION 4.2.0
4.2.1

SHOPPING STUDIES AND SURVEYS

ASSESSING CHANGING SHOPPING HABITS

Many of the surveys made in Great Britain since 1945 which
throw

some

been made

light

on

to the question of changing shopping habits have

by planning authorities as a basis for policy decisions regard¬

ing planning schemes or the reviews of these schemes.

Several of

these documents have been referred to in

The aim of

this section will be to discuss

briefly

Chapter Two.

surveys

which

cover

the same

aspects of shopping behaviour as those examined by the writer in the case

study presented in the previous chapter.
lie searchers often comment

before and after studies in this
sections of the various

surveys

1
on

the

desirability of carrying out

field, and in fact, many of the research

planning departments in the country do carry out

and repeat studies which help in assessing changes in time.

mally, however, changes in the survey

programme, in

Nor¬

questionnaire

design, in the methodology used in making the surveys and in processing
the

results, mean that successive studies are not strictly comparable.
A. N.

2

Oppenheim

has discussed the use of panel studies in the

making of longitudinal surveys whereby processes of slow informal
influence and

change

can

be measured,

or

the emergence of a new social

i-iecently, for instance, li.W. Bacon in the Economic Development
iieport, The Cowley chopping
Centre, (London: H.M.S.O., 196S) p. 48.
Committee for the Distributive Trades

2

A.N.

(London:

Oppenheim, Questionnaire Design and Attitude Measurement
Heinemann, 1966) p. 19.
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variable

can

of this

was

be examined.

The writer's

type, and shows how trends may be observed and quantified

within the limitations of available
leads

one

study of the Chadstone Centre

to believe that

trolled follow up studies

resources

and

methodology.

This

design and implementation of rigorously con¬
of shopping phenomena by planning authorities

might be worthwhile.

4.2.2

SELF SERVICE SUPERMARKETS AT LOCAL CENTIMES

Some valuable research in Great Britain has been made into

shopping habits following the wide introduction of self-service supermarkets.
Consumers attitudes to the

been measured

new

way

of shopping for convenience goods have

by sociologists1 and others, and this data

significance to planners when the form and location of

may

new

be of

shopping devel¬

opments is being considered or when amendments to existing service
centres

are

being planned.

It has

2

recently been shown how

a ten shop

local centre in

dential district of detached and semi-detached houses in southern
is

patronized by a catchment area of about 2,240 families.

a

resi¬

England

This small

centre, of 7,600 square feet of retail sales area, is perhaps not typical
of many

such centres in Britain in that it contains

supermarket
with

adequate

assured,

1See,

as

the main shopping draw.

car

a

large self-service

Where such centres

are

provided

parking space continued patronage by shoppers seems

in the survey

referred to, the

consumers

dislike of the congestion

for instance, Peter H. Mann, ''Self service and the
February 1964.

corner

shop ',

New Society, 27th
2
and

Patricia M. Green,

Planning for the customer", Official Architecture

Planning, August 1967, pp. 1101-1104.
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and difficulties of

parking in the town centre and their appreciation of

the convenience and compact nature

of the local centre with its self-

service supermarket indicates a continuing use
convenience

This pattern

shooping.

persist even with increasing

use

of the

one

might expect these shoppers to travel further afield.

car

for such

niay

of the local centre for

which in the terminology used in relation to the first

This centre,

of the

new

shopping trips made once or twice a week, when

towns could be described as

being of neighbourhood scale, is

appreciated by the consumers because of the convenience it provides.
We may assume

conversely that such small centres

may

lose trade if they

do not offer convenience to the shopper in terms of good car
facilities such

as a

self-service supermarket.

parking and

Despite the convenience of

proximity that many small centres offer there are indications that they are

increasingly by-passed if they do not in addition offer high convenience of
this

type.
One of the few British studies which sets out

measure

changing shopping behaviour in time

.i3£j£d Bird and bens Ltd.

A table from this

Table 34, which shows the responses
as

was

systematically to

commissioned by

study" is set out below

as

of the 2,000 housewives interviewed

they left grocers shops on a Firday to the question "About how often do

you

buy groceries" ?

surveys

We know from the publication referred to that the

for 1957 and 1960 were carried out 1

and that the

up

and down the country"

respondents were selected by established market research

techniques, but no precise account of the survey methodology is given.
This

study is of some significance, however, and shows a positive trend

^Ufrea
Table 1,

Bird and bona

facing

page

8.

Ltd., Mrs. Housewife and Her Grocer. (1961)
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towards

shopping for groceries

often in 1957.

week in i960

onee a

The other results of this

as

compared to

study were of interest in

more

assess¬

ing the respondents attitude towards self-service shopping and the various
food lines

supplied by Alfred Bird and Sons Ltd.
TABLE

34

FREQUENCY OF BUYING GROCERIES, GREAT BRITAIN 1957-1960

(Percentages)

Frequency

1957

1960

Every day

21

22

At least twice a week

42

36

35

40

2

2

100

100

Once

a

week

Less often

Day-to-day basis
Most

ends

on one

13

13

day, odds and
days

45

other

on

That households with
and travel

over

tend to

rely less

on

their local centres

greater distances to visit a wider variety of centres than

do houaholds without
aimed at

cars

cars was

shown

by

a

study" made in 1962-64 which

ascertaining what differences existed in shopping habits between

families wiiich owned

a car or

had the

use

of

a

motor vehicle and those

which did not.

W.I R. Jones, The Influence of Car Ownership on chopping Habits
.

(Kent Courier Council Planning Department, 1964)
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It is

the basis of

on

that the role of the small
Further discusssion
that many

should be

on

emerging trends such as those noted here

or

this

neighbourhood centre is being reappraised.
subject is made below, but

small centres of ten shops
aware

should remember

do exist, and that the planner

or so

of what factors may make

we

such centres viable

or

alter¬

natively, make them decline.

4.2.3

WAIaKING TO NEARBY CONVENIENCE SHOPS

A

between

study of intra-urban shopping patterns in the built-up

Littiehampton and beaford

on

the Sussex coast recently reported

by P. J. Ambrose" produced information
three

area

on

shopping behaviour under

headings:
1.

An

2 j.

The distribution of shopping activity between days of

analysis of the effects of distance

on trip

frequency.

the week.
3.

An

analysis of the effects of certain socio-economic
on shopping behaviour.

variables

A marked fall in

the

journey frequency with distance was recorded, and

graph showing this relationship is reproduced here
A very

which is to be

high proportion of all shopping journeys

as

Figure 28.

are

made

on

foot,

expected considering the slopes recorded on the graph.

In

fact, sixty seven per cent of the total journeys made were made on foot to

nearby shopping centres, and of the food shopping trips almost sixty four
per

cent were to the nearest possible point, only thirty six per cent of the

trips for this convenience good incurring excess travel beyond the nearest
sales point.

1p.J.

Ambrose, 'An Analysis of Intra-urban shopping patterns",
(January 1968) pp. 327-334.

Town Planning Aeview Vol. 38

The
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J

FIG.

28

THE FALL OF JOURNEY FREQUENCY WITH DISTANCE
Source: P.J. Ambrose, "An Analysis of Intra-urban

shopping patterns", The Town Planning Review Vol. 38
(January 1968) p. 329.

It

was

found

were

the busiest

more

frequently.
With

regard to

that the presence

as

is expected, Thursday, Friday and Saturday

shopping days, and that larger families tend to dbop

by respondents who

towards

that,

an

were

anlysis of the number of shopping trips made
also refrigerator

owners,

the researcher reported

of cold storage did not produce a more rational approach

shopping by reducing the number of trips.

This observation leads

P.J. Ambrose to remark that perhaps the implication of his survey is that
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shopping cannot generally be viewed
house with necessities using

as

simply

an

attempt to stock the

the least possible effort, and that

shopping journeys probably arise from much more complex
This contention
known that

can

many

reasons.

be accepted without definite prooffas it is well

"shopping efficiency is a non-dominant factor in the motiv¬

ation of the consumer.

Further evidence of
home and

Council
it

was

on

large amount of shopping done

foot is available from

research paper

a

Policy and General Research

found that

eighty

one per cent

Group.1

near to

the

of the London County

In the case of this study

of all shopping visits were made by

walking, and that seventy per cent of the total shopping expenditure by
Hammersmith residents

Of the

was

per cent

itself.

per visit

study estimated that the average expenditure

in Hammersmith itself was seventeen shillings, while on a trip

to the West End and

average

resulted in

Knightsbridge Hammersmith residents might spend

thirty three shillings.
an

average

Christina
visits to

study made by P. J. Ambrose where sixty four

of ©nvenience shopping trips were to the nearest sales point.

The Hammersmith

Fulop

shops in 1957

A visit to the nearest local shop

of eight shillings being spent.
2

made

on

some

attempt to estimate the frequency of

the basis of the average weekly expenditure of

"^London County Council,

Policy and General Group Research Paper No,7,
Shopping Research 1964.

The King Street-Broadway Centre of Hammersmith,
2

area

shopping visits made, sixty one per cent were to the local shop,

which tallies well with the

on

made within the Hammersmith

Christina

Fulop (19G5)

op,

cit.
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14.8 million

(Sample).

households, using data from the 1957 Census of Distribution

The author admits that the second column of figures in her

table, which is included here
although she had
Association.

seen some

at for the food trades

non-food trades

grocers is

Table 35,

are

her informed guess,

figures assembled by the iletail Distributors

Allowing for some doubt

figures in the third column

It is

as

are

as to

the validity of this data, the
These figures

interesting.

are

arrived

by dividing column one by column two, and for the

by dividing column two by column

one.

possible that the high number of visits per week recorded for

due to the several short journeys to buy the forgotten box of

matches and half pound of tea from the nearest shop.

In any case the

ranking of trades does show an order of priorities on those trades which
should be available

near

the home.

To what extent the
consumer

to

planner should cater for the demands of the

for shopping within easy

walking distance, however, is difficult

ascertain, as the shopper, being human, is very adaptable to the cond¬

itions in which he finds himself.
some

of the

form of

ft would seem

reasonable, however, that

shopping should always be available within walking distance

place of residence, if only to provide an excuse for the housewife

to take the

children, the dog,

or

herself for

a

walk.
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TABLE

35

FREQUENCY OF VISITS TO SHOPS 1957
ROUGH ESTIMATES IN SELECTED TRADES

Sales per Household
Trade

•

Grocers

Greengrocers
Butchers
Bakers

week 1957
(shillings)
per

Presumed average Number of
transaction value
visits per
(shillings)
week

53

7

7.6

7

2

3.5

13

4

3.3

6

2

2.8

Number of
weeks per
visit
Chemists

7

7

1

Hardware

6

11

1.9

Footware

5

32

7

Mens Wet*

6

27

4.25

18

17

0.9
31.5

Womens Wear

Furniture

9

278

Radio and Electrical

7

64

9.3
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4.2.4

SHOPPING VISITS TO OTIlEii THAN THE NEAREST CBNTilES

An

important survey of British shopping habits was made in 1947

in relation to

an

the Home Office

investigation initiated by a Departmental Committee of
on

Shop Closing

Hours.1

A sample of over two thousand

shoppers was taken from all shoppers (excepting from H.M. Forces) in

England, Scotland and Wales with interviews distributed according to the
known proportions

of the population in different parts of the country.

selection of the tables
here

as

A

presented in the results of this survey are appended

Appendix I.

In this

study shoppers

were

asked questions regarding their travel

patterns to service centres in four categories, identified as: Local,
Main, Central and Additional.

Half of the local

shopping centres were within seven minutes

travelling time of the shoppers homes, half the main centres were within
eighteen minutes, and half the central shopping centres were within
twenty four minutes travelling time.
within

fifty

seven minutes

shopping centre in

an

twenty two minutes.

Half of the additional centres were

travelling time.

The median time to

urban area is thirteen minutes, and in

a

a

week to the los_al

David

It was

sixty per cent of dwellers in large towns went to their central

fact, most shoppers at this time

visit

area

We may assume that in 1947 most of the shopping

shopping centres and that eighty per cent used the local
In

main

rural

journeys other than those made on foot would have been by bus.
found that

a

or

were

or

main centres.

shown to pay more than one

main centre and less than

one

visit

a

week to

Ginsburg, Shopping Hours Survey, The Social Survey NS 84
(1947). The findings of this survey were presented in The Closing Hours
of Shops
Cmnd. Paper 7105.
,
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their central shopping centre,
if

if they were dwellers in large towns, or

they were not, to an additional shopping centre which might be some

distance away

in a neighbouring town.

The survey
order

one

ically

were

showed that only eight

commodity

or

used the telephone to

the other, but that twenty one per cent optimist¬

of the opinion that they would use the telephone as

aid, if they had one.
some

per cent

What

now seems to

be high thirty nine

a

shopping

per cent

used

delivery service for food, and twelve per cent used some form of

mail order

shopping.

It is obvious that the

larger the town the smaller will be the

proportion of the .total expenditure on convenience goods made in the town
There

centre.

are

distance factor.

other motives at work here, however, apart

In the

inhabitants

are

in fact

consumers

may

be influenced by

were

1962.

The motives for

As

a

must travel

if these

recorded

stated

as

of the medium sized

city where most

reasonably close to the central business district

factors

centre

case

from the

by W.L.

a

variety of factors.

Some of these

Waide1 who quoted a Cambridge study of

preferring either the town centre

by the respondents

medium sized

are

or

the suburban

set out here as Table 36.

city grows in area the peripheral population

greater distances to reach the central business district and,

people

are

shopping by car, find a parking place.

An Economic
2

Development Committee for the Distributive Trades iieport
Centre in Oxford throws
centre in

a

some

on

the Cowley

the place of a planned suburban

city of Oxford's size.

L. Waide, loc. cit.
2

light

on

^

-

B.W. Bacon, Economic Development Committee for the Distributive

Trades,

op.

cit.
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TABLE

36

MOTIVES FOB PREFERENCE OF TOWN CENTBE OB SUBUBBAN CENTRE

CAMBBIDGE 1962

(Percentages of Respondents)

Suburban Centre

Town Centre

Reason

Selection

44.2

7.5

Convenience

23.9

65.3

0.6

17.5

Parking

24.8

14.7

One-stop

0.5

7.6

Bargain Sales

3.3

1.2

Other

1.4

1.7

No definite motive

3.4

8.4

Enjoyable

The

Cowley Centre opened its first shop,

a Fine Fare

self-service

supermarket in 1962, and by October 1965 the full planned range of sixty

eight shops and three banks
are

This centre,

provided.

"provide

was

established.

was

Nine hundred car spaces

specifically planned to

business and shopping centre at Cowley to
increasing needs of the population in the south
east of the city, and in so doing to relieve some of the
existing congestion of the old city." 1
a

meet the

1City of Oxford Development Plan 1954.
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The balance of shops in the centre was considered at the

planning

stage, and particular attention has been given to the provision of selfservice

supermarket shopping.

of

importance both as a convenience and durable goods shopping

some

It now seems that the Cowley Centre is

centre, with three major grocery stores sharing 32,160 square feet of
floor space.
is

The total convenience shopping floor space of the centre

43,430 square feet and the total durable goods shopping floor space

137,080 square feet.
The survey

referred to indicated that, considering competing

centres, the Cowley Centre had an exceptionally wide catchment area for
foodstuffs,

iiespondents are attracted to the big supermarkets, and

allowing for the size of the city, once weekly shoppers are drawn from a
considerable distance.

The
success
more

stuay maintained that the key to the suburban shopping centre's

lies in the supermarket

selling convenience goods

as

cheaply

or

cheaply than other centres with only convenience and service shops.

It is assumed that this is because the
to incur

potential customers usually have

higher travel costs in using the shopping centre, and this will only

be done if the whole process

is economically worthwhile.

Where other

big attractions such as department stores are to be included successfully
the

potential catchment

case

area may

have to be very much larger, but in this

competition is normally only to be experienced from the central

business district and other

In the

case

large suburban centres of similar type.

of this centre the better value of the convenience

shopping

merchandise when compared to other centres seemed to the researchers to
have been

a

bigger attraction to

environment and
to be

consumers

than the high standard of

parking facilities the centre offered.

highly successful

as a convenience centre,

This centre seems

and it may be that suburban
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centres in medium sized cities should not aim to

durable goods

compete directly in

with the central business districts of such cities.

This

question must remain open, however, for further discussion in each

particular

case,

status of the

business

when full regard can be paid to the socio-economic

neighbouring population, the accessibility of the central

district, and other matters.

There do

seem

to be various

good reasons for considering the

development of larger and more efficient convenience goods centres,

however, within the suburban

areas

of the medium sized cities.

4.2.5 CONSUMER TitAVEL PATTEitNS

The most recent authoritative paper on consumer
and

travel patterns

shopping habits with a metropolitan area is probably that published

in June 1968

by W. A. V.

Central Place

Clark set out to study

Theory, the range of

centres within the

with

Clark.1

a

an aspect

of

good, for a variety of service

city of Christchurch, New Zealand, and is concerned

understanding the orderliness of consumer spatial behaviour,

examining the distances which consumers travels to various levels of
business centre.

From the

previous studies referred to in this section the writer

has been able to show that

high percentages of the consumers in the samples

studied here used the nearest centre in which to do their convenience

shopping.
in

Clark found, however, in his study of

a New

good

Zealand metropolis

1965-66, that only forty nine per cent of consumers in the sample studied

"S/V.A.V.

Clark (1968) loc. cit.
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used the nearest

the nearest
does not

ottering at butchers shops, and sixty two

offering of vegetables.

per

cent used

Clark maintains that this finding

support one of the important hypothesis of Central Place Theory,

that consumers

purchase goods and services at the nearest centres offer¬

ing these goods and services.
A second

important hypothesis of Central Place Theory examined

by this study states that there is
travelled for the

showed, however, that consumers do tend to

significantly different distances to the central business district and

to the next

the

significant difference in the distances

good from different levels of a hierarchy of service

Clark's surveys

centres.

travel

same

no

highest order service centre than to the low order centres, for

class of good.

same

Despite these essential hypotheses of the classic central place

theory being unsupported by his research, Clark exphasizes that as there
is evidence that

consumers

visit service centres from
order in

carry
a

out several purchases on one trip, or

base other than the household residence, some

spatial behaviour is likely to exist.

Table 37, which is derived from data presented
that the

by

Clark,1

shows

respondents in his study did, particularly in the case of groceries,

behave in

a

similar fashion to those respondents in the surveys

cited, especially

if,

some

allowance is made for New Zealand

previously

consumers

probably being slightly more affluent and hence more likely to be more
mobile than their British counterparts.

See also W.A. V.
a

New Zealand

pp.

23-33.

Clark, "The Spatial Structure of lie tail Functions in
City", New Zealand Geographer. Vol. 23 (April 1967)
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TABLE

37

CONSUME# PATiiONAGE OF NEAiiEST CENTxiE

CHxilSTCHUBCH N.Z. 1965-66

Class of Centres, showing
number of functions

GBOCEHY

I

( 7-12)

nearest centre

191

73.3

65

64.6

m

(13-26)

101

55.4

IV

(27-44)

107

35. 9

(C.B.D.

14

00. 0

100

83.0

n(7-12)

49

67.3

IB

(13-26)

33

62.7

IV

(27-44)

91

48.4

V C.B.D.

13

00.0

81

61.7

72

62.5

(13-26)

127

59.1

IV (27-44)

131

48.4

48

00.0

V

MEAT

Percentage using

Purchasing

( 1-6)

II

VEGETABLE

Number

I

I

( 1-6)

( 1-6)

II

in

( 7-12)

V C.B.D.

In conclusion Clark submits that

a more

profitable approach to the

patterns of consumer purchasing than is available from central place theory
in its classic form may
of

a

centre.

be found in

a measure

of the relative attractiveness
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How such

a

model may

be evolved is still to be

studies noted in this section and the

and function of service centres emerges

be made to

but the

findings of this dissertation generally

do, in fact, tend to support Clark's contention.

must receive closer attention from

seen,

As the changing scale

in metropolitan areas this aspect

researchers, and

some

attempt should

develop indices of attractiveness other than those already used.
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SECTION 4,3.0

THE CHANGING SCALE AND DlbTi.ii.BU TIGN OF
SEflVICE CENTflES

4.3.1

SHOPPING PATTEIINS AND SHOP PATTERNS

It has been
and surveys,
consumers
or so.

shown, through the consideration of various studies

including the writer's metropolitan area case study, that

shopping habits have changed considerably in the last decade

The

retailing industry has introduced new merchandising tech¬

niques which have in certain instances encouraged shoppers to adopt new
modes of behaviour.

We have

seen

and the retailer do not behave in

general the aim of both
return

on

seem

consumer

completely rational fashion, but in

is to minimize costs and so obtain maximum

expenditure.1

The
ies

groups

a

that in most instances the

shopping patterns of

to be

consumers in

basically similar.

reasonably affluent societ¬

Trends in shopping behaviour now
2

apparent in North America, Australia and New Zealand
similar to those trends

now

merchandising devices

seem

observable in Great Britain.

are

not dis¬

Certain

internationally interchangeable, although

they have normally been first developed in the United States.

A full discussion of the interaction between the consumer,

retailer and the economic conditions

the
prevailing'ihas been presented in

Chapter 2.
2

Trends in three countries have been discussed.

Scandinavia will be
a

discussion of the

The situation in

briefly examined in a later chapter. Unfortunately,
emerging shopping patterns in other countries is beyond

the scope of this dissertation, but in affluent countries the situation is
similar to that discussed here.
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We have seen how

for convenience

consumers are

goods, kit that they will shop close to home for these

items if the nearest outlets
and range

some

are

of shops, and with

of convenience
areas,

tending to shop less frequently

convenient in terms of

car

parking facilities.

location, the type

While a good deal

shopping may still be undertaken by walking shoppers in

much shopping of this type is done by car twice, arm

increasingly once,

per

week.

Good public transport facilities, usually

provided by a bus service, are still essential for any but the smallest
of shopping centres.

Shopping for durable goods still continues to be done in the central
business districts of cities,

but in large metropolitan areas, if other

alternatives for durable goods or comparison
used

shopping exist, these will be

by the shoppers deterred from visiting the central business district

by such factors as distance, congestion, difficulties of parking and high
public transport costs.

It has been noted in
in

an

earlier chapter that the greatest innovation

retailing in Great Britain in recent years has been the self-service

supermarket.

The greatest retailing innovation in the United States of

America, and more recently, in Australia, has been the planned regional-

shopping centres.

Section 4.4 will consider the feasibility and desirability

of such centres in Great
the scale of

Britain, but it must be always kept in mind how

development patterns differ between these countries.
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4.3.2

SLiiVICE CENTRES IN BiHTISH CITIES OTHER THAN LONDON

Earlier reference to London made it clear that this world

metropolis was not comparable to other British cities in the scale of
This section again

service centres it contains.

of the London case, which
more

convenient to

of centres within

a

principle

as

population

a

consideration of

a

It is conceptually

suggested hierarchy

small planned community, a new town.

arrangement of shopping centres was recommended

Committee1 for a new town based on the neighbourhood

practised in the first group of new towns.

hood concept
in terms of

will be made briefly later.

begin with

A three tier

by the New Town

avoids a discussion

The neighbour¬

envisages a series of population cells, each self-sufficient

day to day services and amenities.

was

thought to be about 10,000, but it

The ideal neighbourhood
was

recognised that in

practise existing physical conditions would often be the over-riding
factor

influencing size.
In

providing shopping facilities for

a

town of six or seven neighbour¬

hoods the three tier

arrangement might function in this way.

neighbourhood level

a group

needs for the
six

population.

of twenty to thirty shops would supply weeldy

Daily needs would be met by

shops in the residential

At the

areas,

groups

of four to

and specialist shops for occasional

purchases would be provided in the town centre.
Where

neighbourhoods

centre district centres
and hence

1Final

a

were

were at a

substantial distance from the town

proposed to serve a group of neighbourhoods,

four tier system emerged.

2

Wilfred Burns in 1959 criticised

iieport of the New Towns Committee (1946) para. 138.

Wilfred Burns,

op.

cit.. p. 35.
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the four tier

system of town centre, district centre, neighbourhood

centre and subcentre as
even

being unsuited to the requirements of shoppers,

though this system had at that time gained wide acceptance in

Great Britain.

Burns was able to cite cases from the

of the
such

simple three tier system he advocated.

as

evolved

Birmingham and Leeds

or corner

citiesL

in support

He noted that in cities

three tier arrangement of shops had

gradually to meet the demands of

the small

local

a

large

In his opinion

consumers.

neighbourhood sub-centres could be dispensed with, as a single
shop satisfied the convenience need for shopping at the

level, and also had

a

social function.

In small towns

no

very

shopping

provision of intermediate scale normally exists between the isolated
local shops and the town centre, but Burns admitted a need for district or
suburban centres in the
would be best

largest cities.

Such centres, he maintained,

developed in towns of over 150,000 inhabitants.

Consequently his three iier arrangement of shop
the form of
cases

a corner

where the residential

at

a

considerable distance from

support population of about 40,000 to 70,000

In advocating

initect the natural order apparent in

Wilfred Burns stimulated
to

a

areas were

available, and the city centre itself.

was

would take

shop at the local level, a large district centre in

the town centre and where
is

groups

a more

a

return to what

contemporary urban areas,

rational and less formularized

approach

Shopping centre siting in this country, particularly in the new towns

which followed the

1Ibid., p.

48.

publication of his book.

273.

GitOCERY SALES AND THE LOCAL SHOP

4.3.3

In

such

previous comments on planned shopping centres in Britain

the

as

Cowley Centre in Oxford, the point has been made that

these centres may owe

their viability to the lower cost and greater

convenience of their food sales rather than to durable

goods sales,

especially if the central business district is still relatively accessible
to

consumers

for comparison

of self-service
that

a

from

goods shopping.

Burns makes no mention

supermarkets in suburban areas, and it has been shown

shop of this type may save a small group of ten or twelve shops

being by-passed by consumers if good parking is available.
The

remains

corner

shop as well has adopted self-service techniques, and

competitive because the traditional long opening hours are
The writer believes that it is in the field of residential

maintained.

layout design and small scale community planning that the "corner" shop
will either be assured of continued importance or be

obliterated.

From

previous discussion it would seem that the isolated shop, probably a selfservice grocery
a

social

a

social focal

this
rian

and general store type with newsageney and milk bar, is

necessity in low density residential areas, being to some extent
point.

As the level of ear ownership rises still further in

country these shops could disappear if planners do not make pedest¬
access

to them convenient and

of residential

areas

pleasant.

the isolated small

play its part in community life.

If this is done in the design

shop should persist and continue to
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SECTION 4.4.0

OUT-OF-TOWN SHOPPING CENTRES

SOME DEFINITIONS

4.4.1

Planned

shopping centres are by

phenomena in Great Britain.

no means a new

commercial

In recent years obvious examples may be

taken, for instance from the new towns programme, and throughout the
nineteenth and

eighteenth centuries various forms of shopping environ¬

ment were built

by speculators

as

The planned shopping

planned units.

centre in the United States of America has in recent times often been

built in
has

outlying low density residential districts

even

an

in some cases,

anticipated existing residential development and been built

beyond the periphery of the built up area.
of

or, as

American

Consequently, when speaking

type of planned shopping development British comment¬

ators have been inclined to use the term "Out-of-town"
writer will

now use

in this dissertation when

centre, which the

discussing the British

situation.

iiichard G. Thompson defines the American planned
centre,

shopping

as

a group of commercial establishments planned, developed
managed as a unit and related in location and size and
type to the surrounding trade area, which it serves." 1

"...

and

He maintains that

should be

a

a

well

designed centre, regardless of its size,

place where people want to congregate,

so

that conditions of

Richard G. Thompson, A Study of Shopping Centres. Research Report
No. 16 Real Estate Research Program, Institute of Business and Economic
Research

(Berkley: University of California, 1961)

p.

3.

275.

easy access,

ample parking, and safety should be provided.

he notes, an "air

of restfulness" should be created.

Additionally,

In this way certain

requirements as to the environmental character of a good planned shopping
centre have been introduced into the definition.

as

they

The

larger scale planned shopping centres,

are

termed, become more than

ments and

develop into

and social

provisions.1

a

a

The
be tabulated

Each of these types

counterpart in the older, unplanned centre structure,

being that the planned centres

result of economic studies and
and to

of modern planned shopping centres have

by Thompson in die United States.

the external difference

area

of commercial establish¬

2

of service centre has

regional centres,

major service centre perhaps with civic cultural

Three main categories
been identified

a group

or

are

do

designed to

are

serve a

developed

as a

considered trade

provide adequate parking during peak business hours.

principal characteristics of the American planned centres may
as

follows.

But because of the dominance of the commercial

interests, however,
provisions are usually limted. Some idea of the scale at which
ancillary uses to the main shopping function is usually provided at regional
centres has been given when the Chadstone Centre was being discussed.
these

2

iiichard G. Thompson, op. cit. p. 4.
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TABLE

38

CHARACTERISTICS OF PLANNED NORTH AMERICAN SHOPPING CENTRES

(after Thompson)

Centre

Type

Regional

Population Served

Building Area

100,000-250,000

400,000-1,000,000
sq. ft.
(50-100 stores
normally incorporated,
with 10-15 apparel
stores included)

within 30 minutes

driving time

Suburban

(Community or
District)

20,000-100,000
within 20 minutes
driving time

Neighbourhood

up

A

John

further opinion on the scale and

Brierly,1

sq.

ft.

10,000-50,000
sq. ft.

to 20,000

centres in the United States is

75,000-300,000

hierarchy of planned shopping

put forward by a British observer,

who noted that North American shopping centres fell into

four classes:
The

Regional Centre serving

a

The District Centre serving a
The Local Centre

serving

a

The Supermarket serving a

\john Brierly,

population of 250,000-1,000,000.

population of 50,000-200, OOOl

population of 30,000-50,000.

population of 7,000-15,000.

"The Regional Shopping Centre", The Surveyor and

Municipal Engineer. 12th November 1966.
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He considered that in the American

structure, with express

highways and first class main roads serving the centre,
of

thirty minutes would be

a measure

a

driving time

of the catchment area for the

largest centres in the hierarchy, the Eegional Centres.

4.4.2

THE FEASIBILITY OF OUT-OF-TOWN CENTRES IN BRITAIN

Some comment has

already been made regarding the regional

out-ofrtown

shopping centre proposed for Haydoek in North West England,

but rejected

by the Minister

was

made for

a

on

appeal by the developers.

This decision

particular case and the discussioniin regard to the

feasibility of such proposals in the British context continues.
been evidence in the last year or
market chains and

There has

two of a strong trend by certain super¬

variety stores towards locating on large sites on the

periphery of the urban

area

in certain cities.

This will be discussed

shortly with particular reference to the Woolco developments.
It

seems

to the

writer, however, that the development of very large

regional planned shopping centres
Great Britain.
has been at
as

a

on

the American pattern is desirable in

general, the gorwth of metropolitan

In

areas

much slower rate than in the United States

has been shown

by the experience of the

or

in this country

Australia, and

Grea^London region,

where

rapid expansion has occurred there exists a historical network of small
towns and market centres
a more

as

service centres which may

be expanded to play

important part in the hierarchy of central places, thus helping to

meet the

new

demands.

level has been, and

In

Britain, therefore, the demand at regional

probably will still continue to be, rather for

a

continuing

metamorphosis and extension of the existing shopping premises stock.
Where

new

residential

areas are

developed much of their convenience

goods needs are usually met by new local centres, but the bulk of durable

goods comparison shopping persists in the traditional centres of higher order.
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Because of
in

proliferation of centres of at least SB

some areas

may

status1

the problem

be one of rationalisation rather than lack of opport¬

unity to develop an adequate existing service centre.
Despite the massive suburban expansion in the United States the
development of large out-of-town centres has severely effected central
business district trade
new

well

as

outlying districts.

as

provided adequate provision for the

The impact of decentralisation

on

and the

increasing specialisation of the central business districts in the United
States and Australia has been

commercial

landscape,

the impact at very

as

already demonstrated.

Within the British

it is being redeveloped, nutured and planned,

large out-of-town shopping centres could be disastrous.

The writer feels that

one

of the

strengths of British planning is in its

appeals procedure and that the decision taken in the Haydock case was

probably wise.
The
certain

possibility of

a

large out-of-town centre being feasible in

instances, however, must always remain, and as will be discussed

in the next section.

The emergence

fringe centres is in fact

^The

bee

or

urban

now occurring.

reference is to the

classification,

of medium sized out-of-town

Ministry of Housing and Local Government
Figure 1.
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THE WOOLCO OUT-OF-TOWN CENTRES IN

4.4.3

BRITAIN1

The F.W. Woolworth Company's new move into

out-of-town

trading in Great Britain is being noted by their competitors and by

planners with interest.
Wool
one

Oadby, three miles outside of Leicester,

Tee-side, and

a

third

near

been known

central

area

as

concerned,

a

second at Thornaby,

2

Wool worth's have long

variety store traders in the lower price
is being devdoped

new venture

recognition of the changing socio-economic status of the bulk of the

consumers

who have been Woolworth

understood that
be

Bournemouth.

and the company claims that their

ranges,
in

company

Department Stores, at present has three centres in operation,

co

at

The Woolworth subsidiary

shown, is

area

concurrently with the out-of-town

more

stores are

shoppers in the past.

than

a

move,

It is

which,

as

will

relocation, the existing, 1,128 Woolworth central

undergoing

an

up-grading of merchandise in line with the

rising expectations and affluence of their patrons.
There is little doubt that
find that the Woolco centres,
of convenience and durable

shopping which they
initial

a

significant number of shoppers will

with adequate car parking and

goods under the

may want to

one

roof,

are a

patronize regularly.

a

wide range

form of

Woolco in their

promotion of the centres have emphasized the convenience

Information upon

which this section is based has been obtained
Dodds, General Manager, Woolco Thornaby (interview
18th December 1968) and by correspondence with Mr. D.H. G. W est,
Assistant General Manager Woolco Department Stores, London, and to
these gentlemen grateful acknowledgement is made.
At this early stage
in the Woolco operation, however, the company is reluctant to discuss
present and future policies in detail, and the writer was not given per¬
mission to take photographs within the Thornaby store.
from Mr. J.

2

The dates of opening

of these centres
Oadby, Leicester: 10th October, 1967
Thornaby, Tee-side: 20th August, 1968
Bournemouth: 29th October, 1968.

were as

follows:

280.

parameter rather than the price parameter, and it remains to be seen
whether the

customers can

be held when the

>sf
environment
are

of such

will most

wears

The writer believes environmental conditions

off.

high standard that if small price differentials do exist they

a

likely be borne by the

V. oolworth

novelty of the new shopping

consumer,

and the scale of the V. oolco/

operation should in any case enable prices to be held to

acceptable levels.

The model for the V, oolco stores in Britain is the parent

chain of
over

more

than ■Seventy V

the last five

or

centres

will be

purchases at the

as

well

as

In Britain the company is now confident

consumers

adequately supported by

of urban congestion and

to encourage

oolco stores in North America, developed

six years.

thai the level of affluence of

has reached the stage where their
car

parking and seeking

choppers avoiding the problem
a

wide range of family

Extended evening hours have been introduced

one store.

the idea that shopping is a family business, and

catering for the working women.

regular shopping habits at the
account are

operated for

Company's

centres,

an

outing,

In addition, to help establish

three different types of credit

customers.1

It is understood that the British Woolco stores

are

very

close

replicas of their American counterparts, and that the long term aim of
the company Is to establish a chain in the American fashion.

reported that

*The

seven stores

following

should be operating by the end of 1970 and it is

newspaper reports

The Financial Times. 14th

have been consulted:

July, 1987

The Sunday Times, 8th October, 1987
New Society. 21st December, 1987 pp885-886
The Scotsman, 20th March, 1988
The Times. 15th

It Is

April, 1968

Salesbury Times and South Wilts Gazette. 25th October, 1988
The Times. 30th October, 1988
The Times. 12th November, 1968
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likely that two of these will be

on sites in

Glasgow and Edinburgh.

company

The

Scotland

on

the perimeters of

understandably will not divulge

location details until final agreements have been reached, but the i tun corn
new town centre was

the range of sites

under consideration at

the

company L.

one

stage and is indicative of

likely to consider.

These might

normally be expected to be well placed in ralatlon to roads giving quick
and easy access

which

from

normally have

a

a

wide hinterland of surburban residential

high proportion of

car

owning families

quently good parking facilities will enhance the attraction of

arms

.

Conse¬

any

shopping

centreto th.se people, and where durable comparison goods shopping Is

available,

some

transfer of trade from the congested nearby central

business district may

The

population living in the urban fringe

V oolco stores

are

foot

or use

local bus transport.

most housewives have

the

week, ami

have two
extened

cars.

goods shopping, and

only restricted

an average

use

many

be

an

many

of the

immediate catch¬

of these people might

It

seem

that in Great Britain

of

a car

for shopping trips during

of only about three

This factor may

where

areas

likely to be situated will provide

ment for convenience
come on

be expected.

per cent

overcome to a

of British households

certain extent by the

evening hours and Saturday trading the Wooleo chain

offer,1

but

adequate bus services will probably be essential to the success of the
centres.

The

Oadby store is open until 8 p. m. on Thursdays and Fridays,
The Bournemouth store Is open 10 a.m. to
8 p. m. Tuesday to Friday, 9 a. m. to 6 p. m. Saturday, closed all day
Monday.

with

a

half day Monday.

Compared to the normal size of out-of-town operations to the United
States, the Woolco stores are a small scale offering, so that a noticeable
effect

the central business districts of the urban

on

areas

they serve is not

The development is seen by the writer more as a rationalisation

expected.

of surburban

shopping facilities, with the provision of the environmental

and convenience standards the contemporary consumer

will make

of if

use

he has the opportunity.

With
store has

a

of

area

of about 91,000 square

feet the Oadby Woolco

72,000 square feet of air conditioned selling area, on one level

and under the
centre

total floor

one

is located

ceiling.
on

Tjie

Free parking is provided for 800 cars.

the main Bedford-Leicester trunk road and the surburb

Oadby, three miles from Leicester, assures a strong demand for

convenience goods from the immediate population.

Eighteen check

ou.

points control the sales floor, and the sales area is served by 260

employees who help customers with certain items, and to
ments

some

depart¬

operate cash registers in the normal department store fashion.

Environmentally, the main internal impression in the Woolco stores
is

one

air

of extensive spaciousness,

conditioning.

tiles to others.
no

well controlled lighting and unobtrusive

The floor is carpetted to some sections, with synthetic
The

atmosphere is

one

of unruffled chlm, and there is

suggestion to the environment or from the staff that the shopper should

hurry.

In the Thomaby store that the writer visited

and rest

was not

time of

a

place to sit down

obvious, and would have been appreciated after 30me

looking around the

store.?

The Oadby Woolco centre has a few

small shops for letting to

other traders attached to it, but a very extensive range of convenience and

*The writer's notes

of the visit mention "commercial

museum

fatigue"

durable

goods is available within the Vvoolco store itself.

Woolco is

tu.

similar size to the Cadby btore, with about 66,000square

feet devoted to retail
367

ear

spaces are

selling

area.

In this ease, however, a total of

under the store at basement level, reached by ramp

from the store entrs&no®, so that the short journey
be made

The Thornaby

completely under

cover.

from

car to store may

An additional 317 car spaces are at

ground level outside the front of the store, which is the dominating retailer
in the

new

planned Thornaby Town Centre, and many other car parking

opportunities exist in the town centre.

The Bournemouth Woolco occupies 9,600 square

of

a

shopping complex of about 140,000 square feet.

Woolco store

a

large food store of 24,000

shop units, two banks and

a

square

feet and is part

In addition to the

feet and twelve standard

petrol filling station are on the site, which can

accommodate 1,750 cars.

From the

foregoing it will be noted that the Woolco stores do not

normally form out-of-town centres in their
Thornaby,
the New

are

the largest shop in the

new

own

right, but in the case of

town centre, and in the case of

Hampshire centre, Bournemouth, are the largest tenant.

The

Oadby store, however, does in fact constitute to all intents and purposes
a

"Woolco

Centre", and in future we may expect to see a continuation of

this pattern
so

far

no

and perhaps some new variations.

In the three stores built

changes in floor level within the store have been made, and it

will be of interest to

see

if this

one

level approach is maintained.

TI1AG.E.M. DISCOUNT sTOKES

4,4.4

Wo have

seen

from

cases

offerings of convenience Ooodi>
ment

than

can

draw

consumers

success 01

die V« oolco venture

a

wider catch¬

good.1

may to a

certain extent

lack of effective competition in these lines.

on a

The apparent
Britain may not

initial failure of American type discount

have been

a true

indication of how these

develop in the future here, and consequently

new

for the Wooleo chain in the durable goods sector.

however, that

as

presumably have
any

from

might normally be expected for that order of

Consequently, the
depend

already cited how price competitive

stores in

stores

competition

will

may

deveiop

It might be supposed,

the Woolwfcrth group become firmly established, and
an

initial price advantage because of their scale, that

threat to the durable side of their operations would effect

more

saxagly the conventional comparison goods shops of town centres.

In any ease
who
ago

it

seems

thai the G.E.M. Discount Store promoters,

initially located at Bridgford, outside of Nottingham about five

years

and at first reportedly had some misunderstandings with their

concessionaaires,

aim now

doing reasonably well in their discount selling

from three stores.

The

success

of discount store

within low overhead costs for

operation lies in rigorously staying

premises and site, and it is possibly

because of these factors that to

some

"hoppers these stores may

appear

a further indication of this a Table derived from Bernard, J.
cil,« is appended as Appendix J, showing the extent of primary
trading areas for supermarkets in various locations in the eastern United

For

Kane,

States.

op.

Kane comments that

a

full discount supermarket in any type of

location should expand its trading area
double the normal dimensions.

considerably, sometimes

up to

28o<

lesa

acceptable places to shop air, despite lower prices.

'respectability'
economic

This factor of

produce differing reactions from different socio-

seems to

groups.

The wriier expects,

however,

as

out-of-town shopping is further

developed that discount stores with good parking facilities will acquire
increasing 'respectability" and acceptance in Britain by all consumers

watching the price factor keenly.

These and other forms of drive in

shopping and service facilities will be accepted
central

area

and surburban ;ervice centres

as

as a

they

convenient adjunct to
are

currently under¬

stood.

4.4.5

OTHER PROPOSED CUT-QF-TOWN CENTRES IN BRITAIN

Some considerations

of-town

why the writer believes that large scale out-

regional chopping centres of the American pattern are in¬

appropriate in the British situation have been put forward previously.
For

a

useful discussion

on

the question

of regional shopping

centres

the

2

Haydoek Report

shopping

may

centres

T his report concluded that regional

be consulted.

should, ami probably would, form

a

feature of future

retailing in Great Britain.

In the

case

that

in the future the two

was

noted,

was

J

2

was

considered that

existing regional centres of Manchester and Liverpool

would not be able to cope

shopping facilities.

specifically examined it

adequately with the demand for future regional

The out-of-town regional shopping

likely to be

an

efficient

See a note on the TKEA'

way

centre,

it was

of meeting this demand and it was

Store, Stockholm, In Chapter 5.

Kantorowich, (1964) op. cit.
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suggested that more than one juch centre could be built subject to the
following conditions.
1.

Each centre
a

million

must

be

sure

of

a

hinterland population

of at least

people that ila not likely to be seriously affected by

competition from other regional shopping centres.
2.

The long term strategy for
be decided, i. e.

regional development must first'

the broad redistribution of population and

cmplpyment that is desirable.
decisions
3.

on

Cost-benefit

facilities.

analyses should be undertaken to

compare

nearby existing centre into

of expanding, an existing
4.

include

must

the location of regional shopping

advantages of the out-of-town
a

The strategy

centre

a

the

with those of converting

regional shopping centre

or

regional centre.

The function of nearby chopping centres

likely to be affected

by the out-of-town centre should be decided and the scale of

redevelopment in these centres established
wasteful
5.

use

A detailed

so as to

avoid

of resources.

plan (similar to

a town map or a new town master

plan) should be prepared showing the regional shopping
centre

other
and

site; the land to be used for regional offices and

sources

ancillary

of

employment; the supporting residential

uses;

the communications needea to

proposed activities in the
and the

8,

area

serve

ail

including the regional centre;

supporting services and utilities.

The responsibility for implementing the plan referred to in
Item 5, must be decided at the same time as permission is

given for the development of an out-of-town centre.

Ibid., pp 84-55.

Whilst impressed by the strategy proposed, the writer remains
unconvinced that

completely

in contemporary

Britain, and believes that they normally

new centres

fiable in the foreseeable fixture*
or

expsP4ng

an

ol this regional scale

Under (3) above an

are

seem

required

unjusti¬

alternative of

converling

existing centre is left open, and this could normally be

expected to be feasible.

H
continue

existing conditions of growth in Britain outside of London
as

should be

are

doing

now

the need for expanded and modified facilities

readily anticipated and

in terms of
as

they

an

economically viable result achieved

shopping provision without resorting to such strong measures

building completely

new centres

of great scale

on new

sites.

Furthermore, there is much to be said in favour of progressively modify¬

ing the existing environment where this is proving unacceptable for
modern life.

There will

combine to

stances

proposal for
case

always be special instances when

a

in point.

minutes

I

a

series of circum¬

justify a different solution, however, and the current

large out-of-town

centre at

Brent Cross, London, ia a

It is estimated that 1,800,000 people live within twenty

driving time of the proposed regional centre, which it is

anticipated will capture some trade which would otherwise

go to

the W est

End.

W hilst many

major trading companies are likely to be represented

in the centre its scale Is still to be small
centres in North America.

*Tho Times.
2

The very

"

by the standards of regional

Parking for about 3,000 cars i3 proposed.

13th January 1969 and 21 st March 1969

large Northland Centre, twelve miles north west of
City centre is on a site of 162 acres, with 10,500 car spaces and
1,380,000 square feet of floor space.

Detroit
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The Brent Cross

proposal, therefore,

M elbourne's Chadstone Centre.

many

seems

to be of the same scale

as

If, in fact, it is to be much bigger, with

of the large West End. stores represented, much more parking space

than thai

presently proposed should be allowed for.

Conceptions of scale may vary, and it is possible to be misled by
different terminology and

as car

parking

It is certain, however, that as the scale and distribution of

provisions.

service centres is
consumers

other factors in this regard, such

changing in response to the changing demands of

and retailer., within the retail

spiral movement that the

physical characteristics of these service centres
this way new

environments

emerge to meet new

are

also changing.

demands.

In
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SHOPPING ENVTROKMENTg.

SECTION 4.5. Q NE'v.

4.5.1

DESIGN CONSIDERATIONS

:

SHOPPERS, SHOPKEEPERS AND PLANNERS

The ultimate

success

extent on the response

of any service centre

will depend to

a great

of both shoppers and shopkeepers to the environ¬

ment av the centre which will in turn influence their actions as consumers

and their

efficiency

as

In recent years

retailers.

the various retail traders organisations have

helped the retail industry make clearer its requirements to planners and

developers.

It now seems that

between those parties
any

a

whose aim is to achieve the optimum operation of

shopping development.

In fact many members of the largest of the

retail traders organisations, the

siderable

owners

About 45,000

better degree of communication exists

Multiple Shops Federation,

of real estate and

developers in their

shops in Groat Britain

are

own

are con¬

rights.

controlled by members of the

Multiple hops Federation and the publications of the Federation must
have considerable Influence in
trends in service centre

In 1944 the

shaping the attitudes of members towards

development.

Multiple Shops Federation took part in the Retail

Advisory Committee on Town Planning and after this produced a booklet
at the

suggestion of the Ministry of Town and Country Planning on popping

centre

planning.

success

of the

The experience of traders in the post

and the

precinct type shopping centres pioneered in post war

reconstruction in central

caused the

war years

areas

and in the

new town

.

subsequently

multiple Shops Federation to drastically revise its

dations regarding shopping centre layout, and in 1963

Shopping Centre:-;

was

published, which stated:

recommen¬

The Planning of
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"The Federation ha^ therefore been driven

the

to

conclusion that the

only satisfactory basis on which
to plan the building of a new main shopping centre,
or the comprehensive reconstruction of an old one,
is the principle of the traffic—free precinct; and that
where an existing main centre is to be redeveloped
piecemeal
a In Jaould be to bring about the
closest approximation to the precinct that is reason¬
ably practicable." *
There is general agreement,

therefore, that

we

should plan service
2

centres

primarily for pedestrians.

statement of the

needs of

a

V ilfred Burns in

1959" made

a

simple

pedestrian shopper, which included, he

considered:
'*

A

feeling of activity in the centre, with as many shops
possible within a short walking distance and with
variety and interest in the shopping 3cene. "
as

This

was to

be achieved in conjunction with safety from traffic and

with protection from the weather.

Writing before the Multiple -hops

Federation had reformulated their view

pointed out that,
his

shop,

were

as

s on

shopping precincts, Burns

the demands of the shopkeeper for traffic passing

incompatible with the demands of the .hqpper,

better satisfy the pedestrian and provide precincts and
and

an

we

had

traffic-free streets,

environment.
.

.where

of just

The

people can feel free to indulge in the luxury
looking. " 3

shopkeepers

now

have reali ;ed that such

an

environment leads

also to the act of purchasing.

The

Multiple Shops Federation, The Planning of Shopping Centres,
(London: Multiple Shops Federation, 1963) p. 11

^Wilfred

Burns, op. cit.. p. 71

3Ibid.

95

p.
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THE ENJOYMENT OF BEING A PEDESTRIAN IN THE CITY

4. 5.2

At a

symposium entitled "Shopping and the Future" in 1965 the

*

chairman, Professor Sir liobert H. Matthew, remarked
attitude of

such

the changing

shopkeepers towards the new design ideas for shopping centres

traffic separation, varying

as

on

levels, arcades and the like.

itobert further commented that such ideas were not in fact '

new

Sir
", but had

largely existed until overwhelmed by the "civic barbarism ' of the indust¬
revolution.'"

rial

Participation in the life of a service centre by shopping or making
other

use

of its facilities diould be, and has in some cases been, a

stimulating and pleasurable experience.
was

mentioned

This aspect of shopping centres

by other speakers at the symposium referred to and if such

experiences can be quantified, there would seem to be a good case for an
"index of

enjoyment' being somehow incorporated into any measure of

attractiveness of

a

service centre.

Marketing analysts have been aware of the fact that if the shopper
enjoys being in a shopping environment she is likely to engage in more
price and quality comparisons than if she does not enjoy shopping there.

Thus, when deciding how to apportion shopping time, an uneoncious
decision

on

environmental

quality is possibly made by the shopper, and

where

more

is the

shopper to be exposed to those conditions in which an actual purchase

time is spent

will be made.

lA
of the

"shopping around for enjoyment the more likely

3

symposium organised by the Town Planning and Amenity Committee
Edinburgh Architectural Association. 1st May 1965.

2

Examples of historical precedents are given in, for instance,
Percy Johnson-Marshall, Rebuilding Cities (Edinburgh: Edinburgh Univer¬
sity Press 1966), and the Institute for Center Planlaegning, by Center
Menneske. Lyngby: Institut for Center Planlaegning, 1965)
3

Richard H. Holton, "The distinction between Convenience Goods,
Shopping Goods and Speciality Goods", Journal of Marketing, Vol. 23
(July 1958) pp. 53-56.
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Perhaps environmental qualities

are more

important to the

H

shopper at the higher order centres, however,
concerned Peter H. Mam's

of his informants regarded local shopping

part of the housework rather than as an

convenience
to be of

a

whore local shopping la

Nethercborpe Shopping Survey, at Sheffield,

showed that seventy per cent

that this attitude Is held by

as

outing.*

ail socio-economic

shopping is done by car.

In this

It is by

groups,
case

no means

likely

particularly where

the shopper is likely

higher socio-economic status and liable also to shop lesa often

for convenience goods,

Some durable goods comparison shopping is

possibly combined with the convenience shopping which has
and the trip

consequently becomes

One of the most
service

centre

for the

more

of

an

to

be done,

outing.

significant aspects of the contemporary planned

shopper

may

be that there, within the pedestrian

precincts, is one of the few places outside his own home or garden that
he

can

be free of the motor

enjoyment in being in

a

the advances of modern

peusstrian in
preserved

as

a

as a

v

hide.

There is

a

certain fundamental

stimulating pedestrian environment.

Despite

technology the freedom to

a3 a

move

about

safe and comfortable but lively environment must be
fundamental human right in urban society.

1

Peter H.

Mann, loc. clt.
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PEDESTRIAN MOVEMENT IN SHOPPIMG CENTRES

1.5. 3

Ao
as we

we

take up about

did in the past,

the

same amount

of

room

when

we

walk about

there ' hould be much to be gained from past

experience by studying acknowledged successful pedestrian environments.
This

was

the first

approach to the problem of designing successful

con¬

temporary .hopping precincts made by the Institut for Center Planlaegning
in

Denmark, and the results of their observation of past environments,

principally successful shopping streets and places in the older parts of
Scandinavian

cities, have been

published."1

In Great Britain much attention has been focussed
concept

of the precinct and the environmental

form within the

the

existing in

a

planning
cellular

2

but little research has

so

pedestrian environments themselves in

an

surrounding web of roads,

been carried out within the

attempt to establish design
ments,

area

on

..xndards related to pedestrian

space

far

require¬

let alone to identify criteria for the assc-gtb&iqf pedestrian

enjoyment.

A recent research

project into pedestrian movement in urban

shopping areas' had to conclude,
for

not

surprisingly, that

predicting the behaviour of shopping pedestrian

movement

absolute rules

did exist, but that

could be considered in the context of the function of the

Institut for Center Planlaegning
2

no

(1965),

op.

cit,

See, for instance Frederick Gibberd, Town Design, (Londond:

The Architectural Preas Ltd., 1953)
C-.D. Buchanan, Mixed Blessing.

(London: Leonard Hill Ltd. 1958) Paul
Hitter, Planning for A an and Motor, (London: Pergamon Press Ltd.,
1964) as well as Ministry of Transport, Traffic in Towns, (London:
H.M.3.O., 1963)
3

J. A. B. Taun onrKi

;by, A .Study of Parte Ariaa Movement, fat.Urban
hoopini. Centres, unpublished Ph.D.thesis, University of Bristol 1968.
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site.

The author

was

able to cite American literature that showed

no

major progress in this line of research had been made in the United States,

either,

so

that

.planning for the pedestrian generally depends more
intuition than upc any factual base. The yardicks and gauges th
have proved useful In determining
highway needs are unavailable to make comparable
analyses for pedestrians." *
.

upon

As

a

result of his study

If^tofci-Rigby sained ths impression that it

would be worthwhile to attempt to

determine the minimum practical dimen¬

pedestrian areas, not only to avoid wasted space, but also to

sions in

stimulate trade by

minimizing walking distances.

might Involve planning a network to
a

few broad walks and

This

a

He suggested that this

fabriy intimate scale insead of with

precincts.

proposal is in line with

some

of the design solutions evolved

by the In tifcut for Center Planlaegnlng, Copenhagen, but is in contradiction
to a trend in
"

o

ipany

Ltd's party on

This group
centres

layout design nosed by the recent Capital and Counties Property
a tour

of north-east American shopping centres.

noted in (-heir report

they

saw were

based

2

that the most successful of the recent

on a very

straightforward pedestrian

arrange¬

ment, based on a straight line flow with a few variations as possible.

Single straight walks

were

provided where conditions allowed.

"Tl. L, Morris and S.B. Zisman 'The Pedestrian Downtown and the
Planner Journal of the American Institute of Planner (August 1962) cited

by J. A. Xt. d aunton-Rigby,
2

op.

cIt ♦

Capital and Counties Property Company Ltd., Shopping for
(Condon: Capital and Counties Property Ltd., 1989) pp. 12-14

Pleasure

In Britain the Road Research

hag ;hown that, In a

Laboratory of the Ministry of Transport

comparison between 'High Street

and Precinct'

type shopping centres, that:
'If roads on the periphery of the shopping area were
included, the number of pedestrian accidents in a
three year period were found to be less in two out of
three precinct areas, than in high street, area? of
sir iilar population . 1

For

our

centre is not

route from the car

Where

a

useful reminder that the precinct

necessarily completely safe for the pedestrian in that the

peripheral roads, which
en

this finding is

purposes

may

sometimes have to be crossed by pedestrians

park to the ...hopping mall can be a source of danger.

parking Is provided either under

the danger of accidents is

shopping precincts

on

or

likely to be still further reduced and, in fact,

various levels would appear to offer many advantages.

MULTI-LEVEL oERVICE CENTRES

4,5.4

The shortage and high post of most
centre use in Great Britain
range

above the main pedestrian ways

of

tenants

land desirable for service

coupled with the opportunity so offer

accommodation which exists because of

rears! differential has resulted in many schemes of
centres

wider

a greater rangeia

multi level shopping

being built in this country, with varying defrees of success.

the field of multi level

Preoinct

In

shopping centres in general and in the detailed

G.D. Jacobs, A Comparison
and

a

types of

.

hoppin.

of shopping timer in 'High Street'
R. R. L. Report L.R.15Q.

area.

(Crowthorne, Berkshire: Road Research Laboratory, T9G8)

p. 13

question of the

means

need for study.

of vertical circulation of pedestrians there is much

As so little investigation has been done in this field up to

date li; tie substantiated comment may

sloping hites exist the
ia

more

use

likely to become

of

a

a

multi level design solution is obvious and

commercial

The historical precedents
been illu

rated and discussed

by Percy

derived in concept

Johnson-Mar-hall,1

and the

very

of the Rows at Chester will be

illu strated in the photographs which
was

.success.

for multi level communications have

successful contemporary extension

shopping arrangement

be made except to note that where

follow this chapter.

built in the Coventry central

from the Chester Rows.

A two tier
area,

which

was

The latter phases of the

Coventry centre, with direct connections to the multi level car park for

pedestrians, have shown how such access arrangement 3 can channel
shoppers into the
new

upper

tier of shops and consequently less difficulties

are

being experienced widi the upper levels of the cam re, which previously

had seemed

It is

multi level

remote

shopping centres
many

New Town Centre

level

pedestrian flows.

by direct connections to oar parks that the upper tiers of

shoppers that

upper

from

car

of the

can

upper

best be given the

level tenants will seek,

Thorn.,by New Town Centre, pedestrian

levels is expected to

foot via

pedestrian

come

from shoppers trho come to

overpasses.

shopping traffic is generated in this

1

lit the Billingham

parks to meet this need, but in other schemes, such as

flow to the upper
on

passing

pedestrians are channelled into the Centre from the

the Sheaf Market at Sheffield and the

the centres

exposure to

way

Whether enough casual

remains to be seen.

Percy Johnson-Marshall, op. clt.. pp 128-128
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Pedestrian movement to the upper

from the consumers desire to purchase the goods

one .-nay suppose,

services being
in iriulti level

levels is largely generated

offer®! at that level.

or

An analysis of the placing of tenants

chopping centres by Peter

Dalton1 begins to

investigate the

placing of "magnet " traders and two level shops In such shopping develop¬
ment.

and much more useful work

,

be done In thl; form of investigation.

'HE ENCLOSED SHOPPING CENTRE

4.5.5

By June 1908

2

the developer of the Bull Ring Centre In Birmingham

shop unlet In the main block of the project.

report ally had only one
years

can

Four

after it3 opening the Bull Ring Centre seemed to have finally become

firmly established.

As will be

follows this
at

grade

seen

from, the

cross

section In the illustration which

chapter the Bull Ring Centre enjoys direct pedestrian

on every

up to

the fourth.

seems

often to be

level

pedestrian, however,

access

The impact of the Centre
one

on

the

of disorientation, and easier

Identification of sections of the centre from within by the shopper would
3

possibly be helpful in overcoming this sensation.'
achieved by more

shopping evels,
continuous

This paight have been

positive and obvious connections vertically between the

even

if

some

floor

space was

impression of low ceilings

can

lost in the

process.

The

become oppressive.

Dalton, Two Tier Shopping, unpublished B. A. with honours
thesis. Dept. of Town and Country Planning, University of
Newcastle upon Tyne, 1965.
Peter

in Land Use

"The Sunday Times. 23rd June 1968
3
'

This is the writer's impression: substantiated in discussing

others who know the Bull Ring Centre.

with

\\ iih the terminal for the Midland Red Bus

Company in a lower

bevel of the centre and parking above for about 500 cars high densities of

shoppers
100

are

shops

Department stores, supermarkets and about

generated.

provided with both enclo sed and open market areas and some

are

offices.

As is the case with the Cumbernauld Town
centre

possesses a

physical form which clearly

of the service centre

as an

Centre, she Bull Ring:

expresses

the existence

The precinct is pexfectly legible to the

entity.

external observer by virtue of its all embracing structural form... Both
these service

centres

will

probably

prove

diflieult to adapt

to

changing

requirements, but there is certainly great opportunity for the development
of

centres

of this type,

particularly because of the high potential for

climatic control sue! environments possess.

4.5.6

PARKING AND obliVMiNG

Pedestrians, cars and the servicing of
are

three aspects

which

can

new

shopping environments

be physically separated and each properly

catered for.

In die United Stales of America it is now common

provide 5.5 car
in

spaces to every

planned shopping centres,

so

1,000 square feet of retail trading space

thai

particularly at the large regional
the problem of

parking

obvious that where

as

far

shoppers

as

can

car

parks are consequently huge,

centres.1

It is not proposed to discuss

Great Britain is concerned, but it is
be encouraged

facilities great savings in space and money can

1

practice to

to use

public transport

be made.

Capital and Counties Property Company Ltd., op. cli.. p. 15
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V ith

itself.

regard to servicing arrangements, this

too is a subject in

Service yards have often been an eyesore in new town centre

schemes, but it is claimed that the cost of underground service tunnels can
seldom be

With multi level shopping centres the problems of

justified.

servicing aire acute, as may be

seen at

the case at the Bull Ring centre.

Recently the Multiple Shops Federation published
for service

areas

in

shopping

centres1

in need of considerable further

Pain.

a

schedule of standards

and the subject has been shown to be

investigation following a study by Gillian M.

2

ft seems easier to derive

than it does for the

pedestrian.

design criteria for parking and servicing
ft may be that specialised studies such as

studies of different environments from, for instance, the

disabled person,

will focus

environment which

our

point of view of the

attention on those aspects of pedestrian

positively effect

our

enjoyment of certain places as service

centres.2

^Multiple Shops

Federation, Standards for Service
Centre, (London: Multiple Shops Federation, no date)
2

Gillian M. Pain, Planning and the Shopkeeper,

areas in a

Shopping

(London: Barrie and

Rockcliff, 1967)
8

See for

general comment, Ministry of Housing and lecal Government
Ministry of Transport.
Town Centres, Approach to Renewal, Planning
Bulletin 1.
(I ondon: H. M. S. O., 1962)
Town Centres. Current Practice, Planning Bulletin 4 (London: H.M.S.O.

ami

1963).

SECTION 4.6.0

NET. SHOPPING ENVIRONMENTS:

SELECTED EXAMPLES

NOTES ON THE COMPARISONS MADE AND THE QUESTION OF

4.6.1

ATTRACTIVENESS

Many service centres have been visited in the course of this study
and the

examples chosen to provide the illustrations which follow this

chapter have been selected primarily because they will be referred to in

Chapter 5, "Emerging Service Centre Nodes in Metropolitan Areas '.

The main floor

of 1:2000
in

so

plan.

that

a

plans of the centres illustrated are shown at

a

scale

ready comparison of the scale of the centres may be made

The vertical element of the environment is normally indicated by

the photographs, the main purpose of which is to show the
mental characteristics of the centres

If the
success

illustrated.1

shopping environments illustrated

it is almost

differing environ¬

are not yet a

certainly likely that they will become

full commercial

so.

to some cases,

where, for instance, weather protection is not in the winters' view adequate,
this

success

is achieved almost

centre and its environmental
reason

fact

to doubt that

certainly in spite of the form of the service

design rather than because of it.

normally the

success

on its

great extent on its environmental characteristics,

greatly
of

a

on

location ami not to any

to the long term, however,

and enjoyment of a centre by shoppers may depend very

the environmental amenity that centre offers,

centre's attractiveness,

1

no

of a service centre, and this is in

largely % virtue of definition, depends first

the continued patronage

There is

if it

were

so

that this measure

possible to formulate such

an

index,

Sheppard, "The Use of Photographs
in a Survey of an Architectural Topic, Social Survey Papers, No.M.91.
1960 in the Methodological Series. (Mimeograph)
Reference has been made to D.

301.

would

perhaps indicate a higher degree of drawing power than at competing

centres, all other things being equal.

It would be reasonable to

could include obvious

expect that measures of attractiveness

physical characteristics, such

as car

parking, the

degree and type of pedestrian-vehicle separation, climate control, and
walking distances

as

well

the type, scale and proportions of various

The less obvious characteristics would be more

shopping opportunities.
concerned with the

as

personal physical comfort of shoppers and their psycho¬

logical reaction to the environment.

4.6.2

NOTES ON THE EXAMPLES

ILLUSTRATED1

The service centres illustrated

by photographs and plans to the

scale may be grouped as follows:
1.

Billingham and Thornaby New Town Centres. Teesside
Both these centres

are

located

on

completely

new sites within

the Teesside urban region and serve the pre war and post war

housing estates of the neighbouring
In 1365 the

new

area.

Billingham Town Centre had estimated annual

retail sales of £1,767,000 of which

goods.

The centre has been built

years and has
a

offices,

a

a

are

govern¬

forum offering a wide range of sports and

Further details of

Skarholmen

in durable

from nothing in recent

hotel, municipal and central

recreation facilities and

1

up

was

full pedestrian segregation, two level shopping,

bowling centre and

ment

nearly half

a

theatre.

The

planned size of

Billingham, Thornaby, Chadstone, Bffciovre

tabulated with the illustrations.

same
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shopping provision in this centre is 213,000 square feet.

The

Thornaby centre has

feet,

a

now

with

a

planned sire of 296,000 square

large proportion of which has been taken up by the

Wooleo store previously
is

a

described.

The Thornaby centre

almost completed and consists of a

hotel,

an

shopping centre

indoor bowling centre, a health centre,

public library and offices which Include the offices of the
North Eastern

tial flats

are

Electricity Board.

provided above the shops.

Both these service centres

Teesside County Borough,
Centres in the

2.

A number of residen¬

are

significant elements in the

and will be known

as

District

terminology of the Teesside Survey and

Plan.1

The Chadstone Centre, Melbourne

Details of this centre have been given in Chapter 3.
hi contrast to the

pedestrian precinct of this planned

shopping centre, two other metropolitan Melbourne
unplanned shopping centres are illustrated.
has been chosen because it is representative

Oakleigh
of the

more

compact centres within metropolitan Melbourne which
have grown

from a "Township Plan" grid layout, and has

owed its former prosperity to
at an

the fact that it

was

situated

important metropolitan railway station.

Another form of

typical unplanned metropolitan centre is

illustrated by the Bentleigh shopping centre, a development

The writer is

grateful for the efficient help he has received in his
study of the Teesside metropolitan area from various officers of the Teesside
County Borough Department of Planning and Development.
For further in¬
formation the Teesside Survey and Plan (London: H.M.S.O., in press 1969)
may be consulted.
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of the "linear

highway string", to

use

American terminology.

Both these centres are within the Chadstone survey area

previously described.

3.

Copenhagen1

H^dovre Centre,

The

The position of this district

shopping centre in the future

development of Copenhagen metropolitan area will be dis¬
cussed in Chapter 5.

The centre includes community and
covers an area

of 500,000 square

public buildings and

feet of floor

area,

of

which 180,000 square feet is retail sales floor space.
The

I^dovre centre is completely enclosed, and in its

layout embodies the environmental philosophy of the
Institut for Center

4.

Flanlaegning.

Skarholmen Centre, Stockholm
This
to

2

major regional centre will be examined in relation

metropolitan Stockholm in Chapter 5.

Skarholmen is

300,000.

tt

planned to

was

serve a

population of about

opened in September 1968 as a shopping

centre, but many community facilities will be added over
the next year or

two.

Information from the Institut for Center
2

Information from Stockholm City

Planlaegning, Copenhagen.

Planning Office.
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5.

Area1

Chester Central
Not

strictly

a service centre

same sense as

within a metropolitan area in the

the other centres illustrated, it has been

decided to include the Chester Central Area for comparative

The Rows are well known, and the recent

purposes.

extension to the Rows in a series of arcades is of very

environmental

6. Stoclcport Market

high

quality.

2

Again not strictly comparative, the shopping environment of
the Victorian

Stockport Market, with its purpose built

structure and

ancillary street stalls is worthy of attention

a

7.

very

as

satisfactory shopping precinct.

The Bull Ring Centre, Birmingham
An enclosed

shopping centre as a central area redevelopment,

continuing the traditional use of a site.

8. Stev?" -ge, Fare t a and Vallingby
The

plans of these acknowledged successful service centre

environments

1

are

included for scale comparisons.

Information from Grosvenor Estate Commercial

Developments Ltd.,

Chester, and Chester Planning Department.
2 Information from

Stockport Planning Department.

SECTION 4.7.0

SUMMARY AND CONCLUSIONS:

This chapter has

CHAPTER 4

aimed to show how new shopping environments

havedeveloped, partly in response to new shopping habits arising in part
from increasing

affluence.

Section 4.2. Q Shopping Studies and Surveys notes certain British

studies which throw further

light on the shopping habits of consumers in this

It may be concluded from this discussion that much shopping for

country.
convenience

goods in Britain is still carried out by shoppers who use the

Some local

nearest

offering of such goods and who walk to the shops.

centres

enjoy a catchment population of sufficient size to be able to provide

convenience
case,

shoppers with a self service supermarket.

V. here this is the

and where good parking facilities are available, it is likely that these

local centres will still retain
convenience

goods, even

as

a

the

relatively high proportion of the spending
car is more

regularly used

as a

on

"shopping

basket".

Section 4,3.0
traces how

The Changing Scale and Distribution of Service Centres,

shop patterns

are

modifying.

Large cities with congested central

business districts will need well located and well
centres where

it

seems

this is

designed subsidiary service

comparison shopping for durable goods can be carried out, and

likely that the isolated local shop will always play

some

role, even if

increasingly primarily of social significance.

It remains to be seen how far
convenience

shopping.

people

are

willing to travel to undertake

It is most likely that the bulk of this shopping will

continue to be done close to

home, particularly in this country where many

nearby shopping groups usually exist, where these shops provide an acceptable
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physical environment as veil as meet the shoppers demands regarding
price and accessibility.

Some

new

convenience and durable goods shopping

developments have used the attractive pricing of their convenience goods
of

as a means

drawing customers, with noticeable success.

to isolate other factors of

It is difficult

attractiveness, however, and environmental

conditions at these centres may

be of significant importance.

Out-of-town Shopping Centres, discusses the

Section 4.4.0

development of such facilities in reference to the current British situation
and concludes that the

developm ent of large regional out-of-town shopping

centres of the scale of the

regional centres which have been built in North

America is not warranted in this

emerging, however, and the example of the Woolco stores is

onment are

examined.
for

New forms of shopping envir¬

country.

This form of development is

probably of

a very

suitable scale

newshfepping provisions in British metropolitan areas and should be very

successful

commercially.

stores are built in

Where planning authorities

ensure

that such

conjunction with other service provisions and some com¬

munity facilities these new small scale central places will become valuable
service centres for the community as

well

as

for their developers,

Section 4.5.0 New Shopping Environments:

first examines the

the

planners.
form

once

differing interests of the shoppers, shopkeepers and

There has been general agreement that the pedestrian precinct,
the other, is the most viable

in

one

of

achieving safety and amenity in

The

or

a

physical solution to the problem

shopping centre.

enjoyment of being a pedestrian in

environment is seldom
It seems that

Design considerations.

even

and the space that
There is much

safe and attractive urban

questioned, but it is difficult to

the measurement of the

they take

more

a

up cannot

scientifc ally.

speed at which pedestrians walk

easily be transformed into

research needed in this field,

multi-level service centres.

measure

a

design code.

particularly with regard to
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Section 4.6.0
an

introduction to

a

New Shopping Environments:

series of

Selected Examples, is

comparisons of selected service centres by

plans drawn at the same scale and by photographs.

In considering the

question of service centres the amenity a centre offers is very difficult to

quantify, but some obvious physical characteristics such as the degree and
type of pedestrian vehicle separation, climate control and walking distances
within thecentre

are

The following

perhaps the first things to examine.

figures and plates show the differences in the selected service centre
environments which

are

most obvious to the observer.

that in this direction lies scope

research.
may

Some comments

for further, although

It is

as yet

suggested

unspecified,

regarding the directions future research

take are made in the concluding notes of this dissertation, in Section

6.0.0.
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TABLE

39

SELECTED PLANNED SERVICE CENTRES COMPARED

Planned

Metropolitan
Status

Approximate
Catchment Area

Centres

Rod^vre

Skarholmen

Billingham

Thornaby

Chad stone

District

District

Regional

District

Regional

Centre

Centre

Centre

Centre

Centre

50,000

50,000

300,000

100,000

300,000

213,000

296,500

396,000

180,000

800,000

3, 500

2,000

Population
Shopping

■

Floor Space

(sq. feet)
Car

Spaces

Servicing

900

1,400

Rear Yd.

Rear Yd.

Tunnel

Climate

Open

Open

Covered

Control

Mall

Mall

Mall

Environmental

Good

Too

Scale

Confused

Impression

Sources:

Open,

Circulation

Reports,

Tunnel

Tunnel

Fully

Open

Enclosed

Mall

Pleasant

Very

Simple
Layout

Good

correspondence,

4, 000

site visits.

Scale
Too

Big

310.

h
FIG.

M
30.

THORNABY CENTRE PLAN.
Scale:

1:2000.

311.

312.

875'

FIG.

32.

=

about 3 minutes walk.

OAKLEIGH CENTRE PLAN.
Scale:

1:2000.

Railway Station based centre in Metropolitan Melbourne
relying primarily on kerbside car parking.

A

FIG.

33.

PENTLEIGH CENTRE PLAN.
Scale:

( East Half. )

1:2000.

A linear

string type centre in Metropolitan

Melbourne with

parking areas.

recently developed off-street

314.

FIG.

34.

ROD0VRE CENTRE PLAN.
Scale:

1:2000

316.

FIG.

36.

CHESTER ARCADING PLAN.

Scale:

FIG.

37.

1:2000.

STOCKPORT MARKET AREA PLAN.

Scale:

1:2000.

FIG.

38.

BIRMINGHAM BULL RING CENTRE PLAN.
Scale:

1:2000.

Plan taken at Centre Court

level.

GB

-HEBULL
St

RING

CENTRE

Martin's

Church

PLAN.

FIG.

39.

BULL RING CENTRE, SITE

FIG.

40.

BULL RING CENTRE, SECTION.
Source:

G.

Pain, Planning and the

Shopkeeper

(London: Barrie and Rockliff, 1967) pp.

106,107.
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Market
Town

$M\

Square

Q
"

\"v" "t "i" r v y" i*

U

0

=D

~1
about 3 minutes

FIG.

41.

STEVENAGE CENTRE PLAN.

Scale:

1:2000.

FIG.

42.

FARSTA CENTRE
Scale:

1:2000.

PLAN.

321.

FIG.

43.

VALLINGBY CENTRE
Scale:

1:2000.

PLAN.

Plate

A.

ROD0VRE

CENTRE.

Plate

A.

ROP0VRE
Al

CENTRE

Pedestrian Mall

Interiors.

A2
A3
A4

Of the centres visited it i3 considered
that thi3 centre

provides the highest
degree of enviromental amenity.

Plate

B.

BILLINGHAM

CENTRE.

Plate

B.

BILLINGHAM
B1

B2
B3

Central

CENTRE.

pedestrian

area.

"

Upper level connecting bridge
to

car

parkig deck.

Plate

C.

THORNABY

CENTRE.

Phte

C.

THORNABY
CI

C2
C3

CENTRE.

Pedestrian

ground showing
unprotected upper level walkways.
"

"

areas

at

Plate

D.

THORNABY

CENTRE.

Plate

D.

THORNABY
D1
D2
D3

CENTRE.

Pedestrian

areas.

"

Pedestrian

bridge to residential

area.

Plate

E.

THORNABY

CENTRE.

Plate

E.

THORNABY

CENTRE.

El

Woolco Store.

E2

Wool co entrance
car

E3

showing

park under.

Woolco deliveries.

ramp to

Plate

F.

MELBOURNE CENTRES.

Plate

^

MELBOURNE

CENTRES.

F1

Oakleigh shopping street.

F2

Chadstone

shopping mall.

Plate

G.

CHAD3TONE

CENTRE.

Plate

G.

CHAPSTONE
G1

G2

CENTRE.

Incidental space.3.
"

Plate

H.

CHAD5TONE

CENTRE.
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Plate H.
CHADSTONE
HI

Traffic hazards exist In
from

H2

CENTRE.

"

car

walking
parking to shopping.

Plate

I.

BENTLEIGH

CENTRE.

Plate I.
BENTLEIGH
11

12
13

CENTRE.

Shops are on either side of a
major road.
»

Recently developed

car

parking.

Plate

J.

5KARHOLMEN

CENTRE.

Plate

J.

SKARHOLMEN
J1

Motorlsf3

J2

"

J3

"

CENTRE.

Approach.

342.

Plate

K.

SKARHOLMEN

CENTRE.

Plate K.
SKARHOLMEN CENTRE.
K1

Pedestrian spaces,

indicating

the very large scale.
K2

"

K3

»

K4

"

Plate

L.

SKARHOLMEN

CENTRE.

Plate

L.

SKARHOLMEN CENTRE.
LI

Car

L2

Trolleys at

L3

Adjacent IKEA store.

park top deck.
car

park entrance.

346.

Plate

M.

CHESTER TOWN CENTRE.

Plate M.
CHESTER TOWN CENTRE.
Ml

M2

High Street redevelopment.
Ring Road
on

M3

,

car

park entrance

car

park.

left.

Entrance to

f.f

PACIfK
C.fAttmr. ro«ro^.

'Pedestrian Entrance
to

Shopping Precinct

|f

Plate

N.

CHESTER

TOWN

CENTRE.

Plate

N.

CHESTER

TOWN

CENTRE.

N1

The Rows.

N2

Old arcading off the Rows.

N3

Pedestrian approach to the
arcading at street level.

N4

Upper level in the

new

new

arcading.

Plate

O.

CHESTER

TOWN

CENTRE.

Plate O.
CHESTER TOWN CENTRE.
01

02
03

Places to sit.
"

Clear direction indicators.

WINDOWQQX

Plate

P.

MARKET

INTERIORS.

352.

Plate

P.

MARKET

INTERIORS.

PI

Stockport Market.

P2

New Che3ter Market.

354.

Plate

Q.

STOCKPORT

MARKET.

Plate

Q.

STOCKPORT

Q1

Q2

MARKET.

Surrounding 3treet3 become
pedestrian precinct.
"

a
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CHAPTER

5

EMERGING SERVICE CENTRE NODES
IN METROPOLITAN AREAS
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SECTION 5.1.0

SCOPE AND INTENT:

The purpose

CHAPTER 5

of this chapter will be to age In draw attention to the

question of the metropolitan area as a whole, taking particular notice of
the emergence of service centre
comment will be made on the

environments

nodes within metropolitan regions. Some

metropolitan settings which the shopping

previously discussed

occupy,

and the fact that problems of

metropolitan growth and sub centring are common in many contemporary
and affluent

metropolitan communities will be made clear.

Scandinavian
are

required in

proposals for providing the large service centres that

a very

bouyant economical situation, with heavy demands

for retail floor space, are examined and the fact
the

that co-operation between

public and private sectors of the economy is occurring so effectively in

these countries is contrasted with situations where private enterprise
initiative Ie

expected to meet

ment interference.
is

Such

a

consumer

demands with only minimal govern¬

solution at present exists in Australia, which

again noted in this chapter for the case of metropolitan Melbourne, and,

of course, in the United States.

The lpndon

of

a

region and the south east of England serves as an example

multi-nuclei metropolitan region,

centres around London is assessed.

and the current role of the

new town

Central government policies aimed at

correcting regional imbalance by the creation of new communities and conse¬

quently

new

service centres are discussed, and the regional role of any major

planned service centre demonstrated.

Because of the

significance of the English Town and Country Planning

Act, 1968, the implications of this Act in metropolitan area structure planning

359.

are

discussed, talcing as a particular case the current situation on Tees-side.

The

proceeding Royal Commission on Local Government in England and

V ales may

eventually recommend rationalising cii&ages in the distribution

of local authorities in this country.

It would be reasonable if these local

governments were based on economically viable units and regionally

significant clusters of these units.

This chapter, therefore, as the
makes

some

final chapter in this dissertation,

attempt to cover in broad detail those aspects of the emergence

of service centres in metropolitan areas which are relevant to the develop¬
ment of the writer's thesis.

matters

chapter.

A final discussion of these points and other

previously raised will be made in Section 6.0.0, following this

360.

SECTION 5.2.0

5.2.1

SERVICE CENTRES IN COPENHAGEN AND STOCKHOLM

SOME NOTES ON METROPOLITAN COPENHAGEN

The
counties of

Preliminary Outline Plan prepared for the three metropolitan
Copenhagen, Roskilde and Frederiksborg by the Copenhagen

Regional Planning Office in 1947 become internationally known

as

the "Finger

Plan" because it appeared somewhat like a hand in shape with development

running outwards in a radial direction from the centre along the railway
lines.
at

By the early 1960's it was clear that development had taken place

a more

rapid rate than had been at first anticipated, and the proposed

structuring of metropolitan Copenhagen was reconsidered by a Committee
under the

chairmanship of Professor Peter

K had become apparent that the

Bredsdorff.1

central business district of Copenhagen

would need to be supplemented in the long term

larger scale than had been

foreseen

the central business district's

by

new

primary centres of

by the 1947 1 lan, which had designated

subsidiary centres

as

'important secondary

centres".

The revised
structural

policy is best shown in Figure 45 which shows

a

possible

development of the Copenhagen metropolitan area from the 1947

proposal until late in the present century.
the expansion

The long term structure envisages

of the existing subsidiary servicecentre of Lyngby, north west

of the central business
service centre

on a

district, and the construction of

a

completely

virgin site at H*fje Tastrup in the south west.

new

Figure 46

shows the

primary trade areas of Copenhagen's service centres as they may

appear in

1980 if this structure plan is implemented, as seems likely.

1

Report of the Technical Committee appointed to examine the
Preliminary Outline Plan for the Copenhagen Metropolitan Region. (1963)
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FIG.

44

Source:

COPENHAGEN FINGER

PLAN, 1947.

Report of Technical Committee, 1961.

5G2.

1947

First Phase

FIG.

45

Source:

COPENHAGEN'S POSSIBLE GROWTH

Report of Technical Committee, 1961.

Long Term Phase
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FIG.

46

a

PROPOSED COPENHAGEN CENTRE STRUCTURE AT 1980.

.£

At present

about

centre which Is of about
centre may

one quarter

300,000

of

a

square

million people

use

feet floor area.

This service

be expanded to about 900,000 square leet by 1985.

Planning for the H^je Tastrup centre has already
advanced stage.
square
as

the Lyngby

This centre could have

a

floor

area

reached

an

totalling 700,000

feet by the mid 1970*s and could eventually grow to as great an area

3,000,000 square feet in the 1980's.

The research carried out in

Copenhagen by the Bastitut for Center Planlaegning has shown that such a
demand for floor space is not

unlikely given

of current levels of

affluence in Denmark.

In western

within the

consumer

a continuation

Copenhagen in 1965 there were about 87,000 housing units

possible future catchment area of Hflje Tastrup.

could become 160,000 housing units or approaching
It should be

half

a

By 1975 this

million people.

pointed out that Figure 46 shows the primary trading

the various service centres in metropolitan Copenhagen,
centres of

and development

areas

of

and that the larger

Lyngby and Hjrfje Tastrup will in fact enjoy major support by durable

goods shoppers from a wider catchment area than the figure shows.

The

Copenhagen metropolitan area will therefore in future look to the

central business district for

specialised shopping but it is expected that the

major subsidiary service centres of Lyngby and Hjrfje fastrup will cater for a

large portion of the comparison shopping needs of the metropolitan region.

Sub-regional

or

district centres will be built similar to the Rjjdovre

Centre, previously described.

It is likely that many of the centres of this

scale, will incorporate housing and community facilities in the same way that
the

Rjrfdovre centre dpes.

Here the district Town Hall, police station,

courthouse and main
recreation

library

facilities, offices,

sive centres

are

included in the centre,

are
a

post office and b anks.

as are

clinics,

Such comprehen¬

obviously significant sub-centres in the metropolitan area,

and

wh^such centres are built from scratch, as the R^dovre centre was,

the

possibilities of total environmental design exist and

fully appreciated in the work

Local

facilities of

a

or

so

neighbourhood centres are also integrated with community

smaller scale.

and form the social

as

well

which would otherwise lack

fit the examples the writer

as

as

the nucleus of housing developments

commercial

core

of these housing projects,

focal point.

a

varying degrees of importance in a metropolitan area is included

Figure 47.

structure

as

are

visited, such

diagram explaining the normal relationships that exist hetween

centres of

here

have been

far evident.

HfJje Gladsaxe, these small centres

A

seem to

ft may be that in the future cities with a service centre

planning policy such

as

Copenhagen is developing will find that

a

major subsidiary service centre of the metropolitan area virtually replaces
the central business district

as

the prime centre for many

people.

5.2.2 SERVICE CENTRES IN METROPOLITAN STOCKHOLM
Stockholm's programme
known and the centres of

of building satellite suburbs is generally well

Vallingby and Farsta, in particular,

planners from many parts of the world in the
Towns have been the focus of

planners interest.

between the Swedish and British suburban

settlements

was

same way

are

visited by

that the British New

The fundamental difference

planning programmes for new

that the British New Towns

were to

be self contained

munities whilst the suburban satellites in Stockholm were to function
as

dormitory suburbs, with

many

working in central Stockholm.

com¬

primarily

of the people living in these developments
This

was

facilitated by the fast and efficient
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STOCKHOLM TRANSPORT SYSTEMS AND
COMMUNITY STRUCTURE.

Scale:

1"=3 Miles

(approx.)

which linked the satellites with the centre.

electric rail system

It is of interest here in this discussion of

nodes in

metropolitan

areas to

centre in the Stockholm

scale and of
Swedish

a

emerging service centre

consider the most recent major service

metropolitan

regional importance

area,

SkSrholmen, which is

as was most

now

of a

probably not envisaged by

planners in the mid 195G's.

SkMrholmen has been built in response to
of

spending and personal mobility which

of

consumers

centre are

in affluent societies.

are

the now clearer patterns

the present behavioural modes

The outline

physical details of this

given in a tabulated form accompanying the illustrations which
Prom the point of view of metropolitan Stockholm

preceded this chapter.

the Sk&rholmen centre is the major comparison

shopping centre for durable

goods in the south western region of the metropolis, with
population of about 300,000 people in nearby suburbs.
this centre is about

as

large

as

a

catchment

In its initial stage

Vallingby and Farsta togeber, and

room exists

for future expansion.

-

As SkUrholmen lies

Stockholm and

the Stockholm central business district has

as

extensive and effective
new

only twelve kilometres from the centre of

centre is not at

redevelopment in recent

once

obvious.

ties of Stockholm followed a
as

The

serve

groups

at the lowest level of the

neighbourhoods.
business district.

the demand for such

a

previously built satellite communi¬

pattern of a similar scale of shopping provision

had been used in the British New Towns.

centres to

years

undergone such

of 10,000 people

"Self sufficient" district

or so were

planned to be supported

shopping hierarchy by small groups of shops serving

Speciality shopping

was to

be carried out in the central

369.

By about 1960, however, the population of greater Stockholm

increased1
the
to

and became

more

affluent and mobile with rising car ownership,

policy of service centre provision

was

As many people tended

revised.

by-pass the very small groups of local shops previously noted as part of

the hierarchical

system they have now been dropped for similar reasons as
The shopping hierarchy in

in the British New Towns.

Stockholm

was

until recently

envisaged
TABLE

as

metropolitan

follows:
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METROPOLITAN STOCKHOLM SERVICE CENTRE HIERARCHY

Centre

Approx. Selling Area
(square feet)

Approx. Minimum
population required

Type

Regional Centre
Area Centre

323,000

150,000

-

400,000

From

50,000

-

120,000

129,000

-

323,000

(10 minute drive)
District Centre

8,000

-

15,000

27,000

-

54, 000

Neighbourhood Centre

4,000

-

7,000

at least

-

18,000

It now seems

would

serve

likely that regional centres which it

populations from catchments of

upgraded still further.
square

as

150,000 people will be

may

be extended in the future, and it should be

Vallingby and Farsta have added to their shopping floor

in recent years.

square

few

anticipated

ft has been mentioned that Skhrholmen (800,000

feet retail floor area)

noted that both

as

was

space

Farsta currently has a retail floor area of about 310,000

feet and Vallingby of about 225,000 square feet.

1The population of Greater Stockholm

increased from 988,000 in

1950 to 1,200,000 in 1965.

Derived' from data given in the
1967.

Centres in North-West Europe.

Multiple Shops Federation, Shopping

Consequently, in Stockholm, the development of the retail spiral
is

clearly discernable, largely because the economic development has been

so

rapid, but also partly due to the fact that developed retailing techniques

are

taken from North America after

they have been perfected, and are

launched into the Scandinavian situation in
further refinement.

Because of this

a

form that does not require

we can see

large self service super¬

markets, discount stores for convenience and durable items and all forms
of self service operating to serve
amount of wealth to spare
more

for

those customers with a newly increased

consumer

specialised stores for those who have for the present satisfied their

immediate need for basic

In

consumer

items.

watching this Scandinavian situation the big scale of the whole

retailing operation must be remarked
have

emerged

may

be

areas

durables, and the development of

some

or are

upon.

Very large service centres

emerging in the metropolitan areas discussed, and

indication of the trend which

may occur in

the metropolitan

of Great Britain and in Australia and other countries of

consumer

affluence.

increasing

SERVICE CENTRES IN LONDON AND S. E, ENGLAND

SECTION 5.3.0

5.3.1

STRUCTURE PLAN POLICY IN LONDON AND THE SOUTH EAST

Some discussion has been made in
tion

Chapter One of the rapid popula¬

growth which has recently occurred in south east England and particularly

around London.

This section will

briefly examine the pattern and

of service centre development in Greater London and
reference to the emergence

will make

process

some

of other new central places of some significance

in the south east.

The classification made in 1961 of the major service centres in

England and Wales by the Ministry of Housing and Local Government has
been illustrated in Figure 1,

which also shows the major service centres

from within the Greater London

able fashion

by W.I.

they had been ranked in

a compar¬

Carruthers.1

In October 1966 the

Development Plan

areas as

was

Preliminary Report of the Greater london

published by the Greater London Council.

2

This

report noted that the G. L. C. assumed that the structure of London would
be clarified

by the insertion of

a

primary network of roads at or

near

motorway standard, and proposals for this road system were eventually made

public late in 1968.

fit this way and with a high capacity Sv

vry road

system to supplement the major road proposals, it was hoped to structure
the London

metropolitan

further meaning
certain of the

area

into a series of sectors which would be given

by the acceleration of development at the "sector centres",

major service centres of the London metropolitan

area.

w.I. Carruthers, loc. cit.

2

Reported by The Architects Journal, 28th December 1966, pp. 1585-1587.

372.

The 1956

Preliminary Report nominated Ealing, Wood Green,

Bromley, ELford, Croydon and Kingston
further developed.

as

the major service centres to be

Very recently the Greater London Council's Develop¬

ment Plan has been made

public1,

and it is to be noted that Lewis ham re¬

places Bromley in south east London as one of the six main development
A

centres.

new

style of shopping centre at Brent Cross,

Notth Circular Road at Hendon is
new

near

the present

recognised by the plan as an important

*

element.

Some idea of the structure

now

proposed for Greater London is given

by Figure 49, which is derived from the Preliminary Report of the Greater
London

Development Plan of 1966.

become

a

How this metropolitan structure may

part of the total framework for the south east of England is

indicated in Figure 50, a

diagram which

was

prepared after the publication

of the South East Economic

Planning Council's document, A Strategy for the

South East, In late 1967.

At present the whole question of structure planning

policy in the south east is under further review and
r

eport is expected late in 1969.

The

a new,

proposals of the South East Economic Planning Council developed

further the recommendations of the South East Study,
the

possibly definitive,

3

1961-814

which involved

development of city regions seventy miles or more from London to help reduce

the centripetal forces in the
were

metropolitan region.

Priorities for development

suggested at Portsmouth-Southampton, Milton Keynes and the Ipswich-

Colchester area, in that order.

It was suggested that new developments

outwards from London should be channelled into corridors

along the main

radial routes.

1The

Times, 21st Mairch, 1969

2

Previously discussed in Chapter 4
3

This current

investigation is being undertaken by the Ministry of
Housing and Local Government in conjunction with the Standing Conference
on London and South-Eastern Regional Planning.
4

Ministry of Housing and Local Government, op.cit.
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Strategic plans for metropolitan London are not new.

While the

proposals of the Modern Architectural Research Society Group of the late
nineteen thirties were

bold, but probably impossible to achieve, they do

indicate that planners have appreciated the

problems for

some

In the present

scale of London's structure

time, and havesought to focus attention on these problems.

situation, with the south east of England growing very rapidly it

is essential that a firm and feasible

It would be unfortunate if the

policy is adopted and maintained.

planning strategy for the London metro¬

politan region relied too heavily in the end on a structure which depends
primarily

on a

obsolescence,

road system.
or at

will be raised again

In this

least must be subject to modifications, a point which

later in this chapter.

regard the writer believe

environment at London's

least

as

Transport systems have a high incidence of

major service centre nodal points should be at

carefully considered and

building programme.
years to emerge
exists for

that investment in the physical

as

skilfully implemented

as

the road

London's major service centres have taken

and develop, and should enjoy

a

many;

vigorous future if provision

socially and physically feasible interaction with their hinterlands

and with each other.
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LONDON AS A MULTI-NUCLEI CITY

5.3.2

D. L.

Foley has noted that:

"Centring (including sub-centring) is an inevitable way of
placing sets of activities in proximate locations so that
convenience of accessibility between these activities is
maximised.1,1

Hie
have

traditionally important subsidiary service centres of London

emerged

London

over a

metropolitan

long time period and to
area a

a great

extent have given the

structural form which has enabled

a

large

population to be attained without undue congestion until recent times.

naturally evolving sub-centring

process

normally

Multi-nuclei cities may be formed
where

a

wards

on

by the

process

of metropolisation, when one centre has grown out¬
The resulting pattern of centres in

metropolitan London made that city for many
the first main service centres

before the 1914-1918

1330's the built up area

war.

of metropolitan London extended still further,

These inner and oute^

of service

Figure 51.

that the network of service centres existing in this type

of situation is influenced

^D. L.

viable urban organism,

In the inter-war years of the 1920's and

centres in Greater London are shown in

It is apparent

years a

emerging as an inner ring within the area

engul fing an outer ring of centres.

Review

of conurbanisation,

In the case of London the multi-nuclei city has

Tees-side.

absorbing smaller centres.

built up

a process

in one of two ways.

coalescence of several independent nuclei occurs over time, for

instance, as
formed

by

occurs

This

by the pre-existing settlement pattern, the lines of

Foley, "Planning for Greater Lsndoo", The Town Planning
April, 1961.
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INNER AND OUTER SERVICE CENTRE RINGS
OF LONDON.

communication Into the centre,

and the time at which the centre developed.

Through simple historical inertia there is
to

crystallise in old village centres,

been

even

a

tendency for shopping centres

after the village form itself has

completely submerged by the spread of the urban complex.

In

London, some of the largest sub-centres are sited at important points in
the communication system.
at transport

For example, Brixton, Camden Town and Holloway

nodes, and Kingston is sited at one of the old crossing points of

the Thames.

ft has been shown in the examination of

suburban

railway stations in
An

service centres.

between
most

a

The type of transport in use at the time of the

subcentre will have an important effect

adjoining centres.

shopping

was

The outer

a

on

the distance

Consequently, in the nineteenth century, when

done on foot, a closer centre structure developed.

areas

of the region

which have urbanised following the

introduction of bus services and the Inc
show

times have stimulated growth of

example of such a centre in metropolitan London

might be Holders Green.

early development of

more recent

metropolitan Melbourne how

much greater

dispersion.

reasing use of the private motor car

As might be expected, this difference

between the pattern of service centre

location in the inner and outer

areas

of

metropolitan London is reinforced by the densities of building, the class of
resident and the type

of shop property.

Considering this historically evolved pattern of servicecentres in
metropolitan London, Sir Patrick Abercromble and many others considered
that

planning proposals which sought to maintain this localised community

character would be most

likely to provide

metropolitan area's inhabitants.
in this fashion:

a

better style of life for the

As recently

as

1960 a commentator wrote

379.

"Uniformity has reduced the metropolis to what can only
as a vast housing estate, within which
certain historic elements struggle to maintain their
communal independence.
The community concept as

be described

defined in the Greater London Plan has not been

developed... "1

Remarks such

life

as

these overlook the

styles and iiferactions,

as

development of

new

metropolitan

will be discussed in the next part of this

section.

5.3.3

THE REGIONAL SIGNIFICANCE OF NET

The

Standing Conference

December 1962 and has been
area

and

advising

on common

on

TOWN CENTRES

London and the South East first met in

considering the principal issues affecting the
policies to deal with them.

In 1967 the

Standing Conference noted that:

"Probably few would dispute that the concept of self contained
population
lives, works, shops, goes to school, etc. has moved steadily
away from reality.
The household may today live in one
town, its workers may have jobs in otter places, the older
children follow educational studies in yet other towns, the
mother shops and the family follows social, cultural and
recreational pursuits in a variety of centres near and far.
We believe these changes are to be welcomed as offering
wider horizons and extending economic and social freedom. "2
towns and communities within each of which the

The concept

hard to
noted

3

of an ideal self sufficient community, however, has been

dislodge from the planners rule book.

Audrey A. Ogilvy has recently

that the words "self contained" still appears in some

the corporations which have
In the

towns.

*M.P.

begun

on

the planning of the latest round of new

study reported in this paper it

was

shown how the planned self

Collins (1960) op. pit,

^Reported in the Architects' Journal,
3

of the reports by

1st February, 1967

1

Audrey A.Ogilvy, "The Self-Contained New Town: Employment and
Population". The Town Planning Review. Vol.39, (April 1968) pp.38-54.

sufficiency of the new towns to the north of London in terms of employment
does not, in fact, occur.
work in other

areas

and

Large numbers of new town residents travel to
new

town

jobs may be filled by people who live

elsewhere.

It was shown that cross-movements in and out of new towns are, in
most cases, fewer than those in older

than would be necessary to
tion.

Whilst all the

it was shown that it
movement

new

was

balance the numbers of jobs and working popula¬

towns considered were

relatively close to London

not the influence of London that was decisive in the

patterns noted, but rather that of the immediate regional environ¬

ment of the towns.

Analysis suggested that the daily interchange of

population between the
crease

districts, but still considerably higher

in future.

new towns

As

a

and surrounding districts is likely to in¬

result of her

study the author concluded that, in

future, concepts of city regional planning should be devetipal relating the
size, location and type of towns.

to this way urban facilities may be dis¬

tributed throughout the region and a certain amount of
for in the future

development of population and in employment growth.

Peter Hall also insists that

regarding the self containment of
centres of Harlow and

from tL ir

we

new

should revise

towns.1

1

restrictive notion

He points out that the town

Stevenage lose some of the advantage they could gain

they

were

conceived.

Evidence is available, however, that the
a

our

regional location because of the limiting terms of reference

within which

cater for

flexibility be allowed

Stevenage town centre does

considerable number of shoppers drawn from outside the new

Peter Hall,

(April 19G8)

"Planning Priorities for Shopping Centres, "Design 232

pp. 45-47.
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town.1

In

revising the estimates of future requirements for shopping

floor space within

Stevenage Town Centre the Development Corporation

have taken the centres' emerging
cause

regional significance into account. Be¬

of this factor and other pressures for increased

from within the town itself it may in

shopping floor space

future be necessary to almost double

the shops in the town centre. 2

The

shopping draw to Stevenage from the sub-region is shown in

Figure 52, and some information regarding the shopping behaviour of

shoppers from outside Stevenage may be noted from the Development
Corporation's shopping survey of 12th December 1964, which is presented
here

as

Table 41.

TABLE 41

FREQUENCY OF SHOPPERS VISITING STEVENAGE T. C. FROM OUTSIDE
THE

No. of Shoppers from
outside

TOWN

Frequency of

Percentage

Percentage

Visits

Stevenage

42

2,296

41.6

V

1,950

35.3

Monthly

28

1,276

23.1

Less

30

5,522

100.0

1

eekly

or more
often

frequerQr

Leonard G. Vincent, Stevenage Master Plan 1966.

Development Corporation, 1967)
Ibid., p.88

100

(Stevenage
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nearby towns
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THE SHOPPING DRAW OF STEVENAGE IN THE SUB-REGION.
Source:

Leonard G. Vincent, Stevenage Master Plan 1966,

(Stevenage Development Corporation, 1967) p. 82.
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The

high percentage making visits to Stevenage weekly

often could indicate that

a

or more

high proportion of the outside shoppers do

a

large part of their convenience goods shopping in Stevenage Town Centre.

The surveys

also showed that

residents shopped outside the town

some

weekly

six percent of Stevenage
or more

often, and nineteen

percent shopped outside once a month or more often.

With greater car

ownership, therefore, there is likely to be even more intra-regional
movement

by shoppers using their mobility to enjoy the greater freedom of

choice in attractive

shopping locations

now

available to them.

Thus the town centres of certain of the

new

towns near London are

emerging as regional service centres of increasing importance.

384.

SECTION 5.4.0

NEW TOWN SERVICE CENTRES IN THE
METROPOLITAN CONTEXT

SOME TRIPLICATIONS OF THE 1968 TOWN AND COUNTRY

5.4.1

PLANNING ACT

From the first of

Act became law in

January, 1969, the new Town and Country Planning

England.

This reformulation of British planning

legislation has five main effects.

1.

It introduces

2.

ft

provides new opportunities for public participation in
making local plans

3.

ft

4.

It institutes

speeds

up

type of development plan

a new

appeal procedures
new

planning inquiry commissions for
regional importance

matters of national and

tightens the law protecting historic buildings.

5.

ft

The

proposals for the new development plans are significant outcome

of the recommendations of the

basic
the

Planning Advisory

Group,1 which called for a

change in the structure of the planning system distinguishing between

policy

decisions

decisions on the one hand and the detailed or technical

or strategic
on

the other.

Under the provisions of the Act the new development

plans will operate in two stages.
statemut of broad

policy aims.

will have to be based

previous legislation.
characteristics of the

on

First will come the Structure Plan, as a

Structure Plans by local planning authorities

wider-ranging

surveys

than were called for under the

Apart from surveys of the physical and economic
area

under consideration, and its main land uses,

population, communications and traffic characteristics, these studies will
need to embrace

an

appreciation of regional economic tendencies and

policies

^^Rpport of the Planning Advisory Group,
Plans.

(London; H.M.S.O., 1965).

The Future of Development

38a.

Simply, the new Act may be described as being 'research

orientated".1
second,;

or

The Action Areas, which will receive attention in the

Local Plan stage required under the Act, will be programmed

for short term action once the M inister has been satisfied that

publicity

and consultation has been adequate.

For the purposes

section will focus

on

aspects of service centre development in regions out¬

side of thesouth east of

may

of the discussion in this dissertation, which in this

England, the

new

Town and Country Planning Act

be considered of great importance in that it clearly accommodates a

comprehensive view of the planning process.
essential basis for any

This view point will be

an

consideration of the part service centres play in a

total regional setting.

NEW TOWNS IN METROPOLITAN REGIONAL SETTINGS

5.4.2

The first chapter of this dissertation set out the writer's view of an

acceptable scale of metropolitan
that the
area,

new

area.

From this definition it will follow

towns around London must share in the life of that

metropolitan

and similarly the new towns in the north west and north east of

England will share in the metropolitan life of the cities whose conurbations
they

are

peripheral to.

It has been noted how
cannot now be said to be

ceived.

It may

and the central

play

"self sufficient

be expected to

areas or

a more prominent

an

in the

sense

new towns near

In which

they

increasingly greater degree that

principal service centres of these

regional role in the future.

style of life being enjoyed by

1

Stevenage and other of the

a greater proportion

london

were con¬
new towns

new towns

should

V ith a more affluent

of the community, the

Wilfred Burns, in a lecture, University of Edinburgh, Januaiy 17th, 1969
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opportunities for a higher standard of general education and the increased

mobility in both working and leisure patterns that this brings in its train
will place a high premium on

the ability of the individual to interact

effectively with his metropolitan environment.

Consequently, metropolitan

opportunities should be optimized through the communications systems and
in the distribution of the various

From the
centre and its

metropolitan foci.

foregoing it will be seen that the siting of a new service

primary supporting community is not merely a matter of

selecting the best site for that community, but a problem of selecting the
most effective location for that

framework of the region

community and its service centre within the

and to the enhancement of the region.

REGIONAL POLICIES AND NEW TOWN DESIGNATION

5.4.3

The British

new

towns of the nineteen sixties

expected to have been considered
content than the earlier
tions of

new

regional planning

more

towns,

might reasonably be

specifically within their regional

bearing in mind that the wider implica¬

were more

generally recognised in this later

The record here is at this stage relatively unclear, as many of the

period.

projects now in the planning stage will no doubt be subject to modification
before

they are realised.

which Wl'1

tt is possible to make some comment, however,

highlight the general need for

a more

regionally orientated system

of local government rather than point to any deficiencies which may exist in

particular

new town

proposals.

By the late 1950's it was appreciated that the problem of population and

employment growth in south eastern England was becoming more serious, and
at the

same

noticeable.

time the

increasing amount of region**! imbalance was also

ha 1964 the labour Government established the Department

of

Economic Affairs which was to be

responsible for national and regional

planning.

This programme got away to a

premising start with the country

being divided into ten regions, each with its Economic Planning Board and
Economic

Planning Council.

Several regional studies were prepared in

rather too short a time, for the North West

under the Ministry of Housing

and Local Government and for the W est Midlands under the Department
Economic Affairs.

Whilst of

the discussion of the

problems involved in the regions, these reports have

some

been criticised for their lack of

sub-regions

a

value In providing a

of

useful basis for

series of comprehensive

studies of the

concerned.1

It would

seem

that this hurried programme

lost much of its advantage

by omitting the sub-regional study stage, and the next step of appointing
consultants to

study and report

on

the feasibility of new towns and new town

expansion schemes was entered into before valid sub-regional goals were
formulated.

ft is

unlikely that in the long

result of this
new

town

in the

run serious

flurry of governmental activity,

proposals

are

realised

on

as

mistakes will be made
before the

the ground a fair amc,_

light of the regional situation is bound to take place.

as a

more recent

of

* modification
There is some

evidence from published reports, however, that certain of the facilities

proposed for the recent

new towns

have been designed with the regional setting

of the town and contemporary patterns

of consumer behaviour not clear to the

consultants.

D. A. Bull, "New Towns and Town Expansion Schemes" Part 1. An
Assessment of recent Government Planning Reports" The Town Planning
Review

Vol.38

(July 1967)
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G. A.

Nader,1

For Instance, has argued convincingly that the

proposed shopping provisions in Washington town centre largely ignored
the pro-/ -Me future role that the new town centre

will logically play in its

This would normally be expected to be as a minor service centre,

region.

considering the existing network of service centres in the region.

Having

due

regard to the consultants* comments on this criticism it at least shows

how

easily the regional situation

may

be too lightly treated if a new compmn-

ity is being planned from within rather than as part of an integrated

regional concept.

En the north west of
centre will in fact act as a

from

beyond the

new town

England, it is believed that Runcorn new town
major service centre for a population drawn

boundary, serving to meet some part of the

region's lack of modern shopping
Skelmersdale

new

facilities.3

town is shown in

regional complexity of these

The situation of Runcorn and

Figure 53, which indicates the obvious

new town

sites.

Considering the situation In the north west of England the Regional
Study of this area by the Department of Economic Affairs remarked

con¬

cerning town centre renewal schemes that:
'

It would be wrong

to try to eliminate competition between
shopping centres or to control developments according to
a rigid plan which purf>orted to dictate the Mure hierarchy
ol centres within the region.
Some competition is desirable
between centres to stimulate

efficiency and

some

flexibility

G.A. Nader, "The Shopping Potential of V ashington New Town",
Journal of the Town Planning Institute. Vol. 54 (Sept./Oct. 1938) pp.
386-393.
2

John

3

Stephenson, Ibid., p.392.

v

Discussion with Keith

Smith, Runcorn Town Centre principal
architect/planner, September 19th 1968, and subsequent correspondence.
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is necessary

in planning to meet changing patterns of demand.

Every renewal scheme should, however, be concerned
knowledge of broad trends and
prospects within the region, and the possible effects of future
changes in the volume and distribution of purchasing power', *
"?~??lnst the background of a

The need for

flexibility in the planning of

such regions is paramount,
tion which

new

communities within

but only the first step in the process of realisa¬

ideally should be kept as flexible as possible at all stages.

Consequently major studies such as that for a new city in central Lancashire
or

the proposals for South

3

Hampshire'

concerned to be structuring

are

2

clearly stated by the Consultants

proposals rather than final working documents.

This trend towards the preparation of frameworks in which to

plan is to be

commended, and is given positive encouragement by the new planning

legislation.

Department of Economic Affairs, The North West, Regional Study.
H.M.S.O., 1965)
*

(
2

Robert Matthew, Johnson-Marshall and Partners,
Study for a City,
(London: H.M.S.O., 1967)
3

Central Lancashire

'

Colin Buchanan and Partners to association with Economic Consultants

Limited, South Hampshire Study. (London:

H.M.S.O., 1966)
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53.

THE REGIONAL SETTING OF RUNCORN
AND SKELMERSDALE NEW TOWNS.

Source:

The Town Planning; Review, Vol 39

(October 1968)

p.

198.

*

o

5.5.0

CITY REGIONS AND LOCAL GOVERNMENT

5.5."

TOWARDS CITY REGIONS IN GREAT BRITAIN

In mid 1968 the Minister for

Housing and Local Government

approached local government authorities in seven major areas and asked
them If

they would be willing to prepare development plans for all or part

of their

area

under the terms of the 1968 Town and Country

Under the terms of this Act the Minister is

Planning Act.

empowered to ask for concurrent

strategic planning submissions from adjoining authorities for an area that
can
as a

be

planned

as a unit.

This provision of the Act must be considered

major step forward in the field of regional planning in this country.

K may

be that the first

Act will be undertaken

essay in structure

planning under the

by Tees-side County Borough who

point of publishing the Tees-side Survey and Plan.
the six Tees-side towns of

are now on

new

the

The amalgamation of

Middlesborough, Stockton-on-Tees, Thoraaby,

Redcar, Billingham and Eston in April 1968, to for a single new authority,
has been the

biggest English local government reshuffle since the five towns

of the Potteries

were

amalgamated early this century.

Such city regions may

be the most viable local government units of

the future in Great Britain, and the process

and achiev

Tees-side will be watnhed with interest.

A

of the

for the

region is included here

scale and form of this

as Figure 54

of planning on

preliminary structure diagram

poly nucleated metropolitan

purpose

of showing the

area.

Two of the new

major nodal points in this region, Billingham and Thornaby town centres,
have been

previously discussed.

Now that the Tees-side

region exists as the responsibility of one

planning agency the Tees-side Survey and Plan has been able to make
commendations towards

achieving

some

regionally visible patten

re¬

of shopping

392.

FIG.

54.

TEES-SIDE COUNTY BOROUGH.
Source:

Tees-side Survey and Plan.(London: H.M.S. O.

in press,

Note:
as

Dark

areas are

dark circle

Scale:

,

1969.)
on

urban

areas.

white square.

1"=2^ Miles. (Approx.)

Service centres shown
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Hie pasi inter-town rivalry and the ambition of developers had

provision.

resulted in certain commitments for future provision of shopping floor space

having been inherited by the
porated Into the

The

new

new county

borough, and these have boon incor¬

recommendations as skilfully as possible.

resulting policy of service centre provision on

maintains that

Tees-side1

Middlesboroagh should be developed as the dominant

regional centre, with its floor

space

feet in 1965 to 2.6 million square

being expanded from 1,2 million square

feet in 1991.

Only

a

limited amount of

expansion would be permitted at Stockton, where the current 6.8 million
square

feet would be allowed to grow to 1.1 ruilli on square feet In 1991.

to this way

Stockton would continue to serve the western part of the region,

but the development of
sufficient

Middlesborotigh would

ensure that a centre of

magnitude existed in the area to allow the develop,

it of some

specialisations to occur in one place to serve the region as a whole.

It
centres

was

found that to the region a

total of fifty one nucleated shopping

could be identified, and at the time of the survey*

1965, three

levels of service centres could be recognised.

1.

The two major centres at middles borough

2.

A series of district centres

and Stockton

including Eedcar, Bfllinghaat

Centre, South Bank, North Ormesby, Mandate 2$wd,
Thornaby, Quisborough

Town

3.

local shopping, including small centres, groups of shqps
and

1

corner

shops.

Tees-side Survey and Plan, (I ondon:

H.M.S.G., in press, 1969)

With

lands

were

failure of

regard to the two major centres it was found that their hinter¬

mutually exclusive but covered the whole of Tees-side,

one

centre to become dominant was attributed

historic patterns

on

as a

partly to the

of development and partly to the inter-related factors of

the distance from the residential
tion

rhe

centre.

It

areas

to a

shopping centre and its attrac¬

found that the time that people on

was

shopping journeys is comparatively short.

the average journey time

liven to the two main centres

Consequently,

lasted less than twenty minutes.

ad neither centre lies within easy

centre has dominated the

Tees-side spent

reach of the whole of Tees-side neither

region.

It is thought that with better road

systems, increased personal mobility, and the ec louragement of more

shopping provision at MidcQesborough this centre will become more
attractive and at the same time

more

readily accessible to people within

the region.

The scale of the district centres of

Billingham and Thornaby, which

with Redcar form the second tier in the shopping centre

previously described.

area

Both Billingham and Thornaby new town centres

in existence and with

were

before the Tees-side

planning approval for major extensions of floor
Survey and Plan

that these service centres have been

proposals for the region, and
in

hierarchy, has been

as

was

begun. K

seems,

however,

successfully integrated into the

their catchment areas

are

new

relatively small

scale, this integration would not have been very difficult to achieve.

the emergence

Thus

of these smaller service centres within the regional frame¬

work is occurring

naturally enough

as

they capture

a

high percentage of

durable goods shopping because of the amenities and parking facilities

they

offer.

The

use

of the Lakshamanan-Hansen

possible future situations in

a

potential model for testing

regional study such as that carried out for

395.
*

Tees-side1

introduces

possibilities for

error

in several ways, the most

obvious being that the

mathematical equation normally employed uses a

straight line

of distance between residence and shipping

measure

2

destination.

In the Tees-side case, of course, the few river crossing

points and the existing road pattern result in many journeys being over a
somewhat tortuous path.
this type can
more

than

a

Perhaps even more critical is that models of

When projections

only project existing situations.
very

are

for

few years ahead factors impossible to predict will have

entered into the calculations.

The

Tayside study, currently in progress, has avoided the use of

mathematical predictive techniques for reasons such as those noted, and
will rely more on a reasoned interpretation of the service centre require¬
ments of the distributed

population based

aspirations and possible travel
seems

that

a

reasoned

on

that populations' economic

patterns.3

For long term prognosis it

approach of this nature cannot be bettered by

mathematical predictive techniques at this time.

ample

5. 5.2

room

for

error.

SERVICE CENTRES IN CITY REGIONS

The development of a structure

will be watched with interest.
first

In either case, there is

means

plan for the city region

The application of structvi

of rationalising some

of Britain's

more

on

Tees-side

"inning

as

the

complex metropolitan

regions is obvious, and the part the planned development of service centres
may

play in giving form to city regions is becoming clearer.

LIbid..
2

Vol.5.
3

ase

particularly Chap ter 14 Shopping

B. Mottershaw,

"Existing Shopping Potential", Planning Outlook
(Autumn 1968) pp. 40-68.

Discussions with

Hugh Begg, Tayside Study, Dundee, 12th March 1969.
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At the lower levels of the service centre
some

evidence to suggest

residential sectors'

now

that the catchment required to support a district

shopping centre has been used
a

hierarchy there is

on

size.1

occasion as a planning device for fixing

There may

be

approach for the smaller scale units, however,
andconsuiner behavioural patterns are

grave
as

dangers in this

retailing techniques

subject to such fluctuating patterns,

whereas theories of what constitutes proper

primary education provision,

for instance, are more stable as a basis for deciding on the provision of
schools and hence community size.

level, that the benefits of

a more

K is at least at the district centre

rational city region policy will become

clear.

The continuing
tinder the

Royal Commission

Commercial, Industrial and Political Organisations

which had been presented to it, and
2
Associates is worth noting here.

They
for

Local Government in England,

chairmanship of Lord Itedcliffe-Maud, recently published the

written evidence of

areas

on

gave

three

reasons

the submission by Shankland, Cox and

why it seems likely that the most appropriate

physical planning and development will also be the best

most local

for

government operations.

These

"1.

areas

reasons were:

The implementation of plans depends ypon the provision of
the infrastructure of roads, sewers, schools, street

lighting, public transport refuse disposal, libraries,

Michael Young

(ed.) 1968, op.cit..

Royal Commission

on

p. 89

local Government in I ngland, Written
(London:

evidence of Commercial, Industrial and Political Organisations.

H.M.S.O. 1968)

pp.

178-187.
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clinics and other services involving the whole range of
local government functions.
Plans must be made in
the closest consultation with the committees and officers

responsible for the operation of each service; this will
planning and all other functions are
the responsibility of the same authority.
be best achieved if

By deciding the pattern of communications and service
centres, planning also decides to a large extent the most

2.

suitable catchment

for most local services.

Authorities with areas and functions appropriate

for
planning and development are also likely to arouse the
greatest public interest in local government.

3.

hi the

this country

areas

long

run it is

almost certain that local government units in

will become larger.

of provinces is shown in Figure 55,

One tentatively suggested arrangements
but between thirty

based

on

It

further suggested that there might

was

or

forty five councils

city and regions were suggested by Shankland, Cox and Associate®.

authorities to each city

region, giving

a

be twelve to fifteen lower tier

total of between 400 and 600, con¬

siderably fewer than the present number of municipal boroughs and urban
and rural district councils.

Both tiers in this
catchments

proposal would, in fact, be based

the concept

-

on service centre

of the lower tier authorities being derived from a

suggestion in the Liverpool Interim Planning Policy Statement in which
district

people,

shopping centres (of fourth order stat 3) each serving about 50,000
v ere

considered feasible as the smallest local government

administrative units.

1lbid..

p.

179
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POPULATION

At>rA

AR-A
1

thousands
579
30"S8

2

The Lakes and West Pennines
The North East and E. Pennines

3

Liverpool/Manchester Conurbation,

4

.

West Pennines and Cotton Area
Industrial Pennines—

6278

Wool, steel and coal

3686

5

Humber

6

7

Midlands Conurbation & Environs
East Anglia and Outer Fringe
of Greater London influence

8

Severn

9

of Greater London influence
South East Conurbation*

10

Complex

1929
6370

262S

Complex and Outer Fringe
1974
6041

Portsmouth/Southampton
Conurbation and Outer Fringe
of Greater London influence
South West

1853
1197

TOTAL

33,470

* Excludes Greater London

SUGGESTED PROVINCES.

"wwn"

GREATER, LONDON
COUNTIES

FIG.
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A SUGGESTED ARRANGEMENT OF ADMINISTRATIVE
PROVINCES IN ENGLAND.

Source:

The

Sunday Times, 28 January, 1968.
on the Royal Commision on
Local Government in England.
Report
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5.6.0 METROPOLITAN SUBCENTRING AS AN

SECTION

INTERNATIONAL PHENOMENA

5.6.1

MACRO-METROPOLITAN STRUCTURING

The process

of subc eat ring within urban ax*eas is by no means a

phenomena, but must become of increasing importance as metro¬

new

politan regions achieve greater size.
that the process

In affluent societies it appears

of subcentring within cities is achieved in

to that which has been described in this

chapter in the

case

a

similar

way

of London, and

earlier for Melbourne.

No matter what the future may

bring in the way of new intra-

metropolitan transport systems, the importance of the suhcentre for the
average person as compared to

This development will be

increase.
modern

the central business district is likely to

metropolitan

areas.

simply relatable to the scale of

There is little reason to doubt that city

regions will rise from ten to thirty milli on inhabitants on to sixty or eighty

million,1

and in such regions poly nucleation with the growth of major

service centres must
we
so

know

occur.

Even within the smaller

areas

today many inhabitants only rarely visit the main central place,

for many

people the local district centre is the only place where they

regularly participate in

some

understand

of the size

are are now

beginning to

personal communication between the major nodal points may

adequately achieved by land based transit systems

The traditional
assumes

may

form of urban environment.

Within metropolitan systems

be

metropolitan

the

metropolitan model, for instance,

as

or

private vehicle.

shown in Figure 56,

continuing dominance of the traditional central city, and

1

J. R.

James, "The Crisis in Urban Living", a paper presented to the
International Congress of Surveyors, London, September 1968.
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A Model Metropolitan Area Showing the Relationship
Between the Central City, Suburban Zone,

Rural-Urban Fringe

and

Rural

,

Hamlet/

Satellite

City

,

>V

]>9o%>si
central
city

kccjs'gi-

fsv y

City
•s.

limits

Rural
SUBURBAN ZONE

Hamlet

^SotelliteCit]
RURAL-URBAN

FRINGE,
SV« suburban village

FIG.

56.

A MODEL METROPOLITAN AREA.
Source:

William M.

Dobriner, Class in Suburbia,
(New York: 1963.) p. 154.
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consequently communications networks are centralised.

In the macro-

metropolis, however, it is likely that nodes of specialisation will emerge
and

cross

become
at

regional communications between these service centres will

increasingly important.

length by Lloyd Hodwin and

such regions

proposed.

the opportunity

Such regional patterns have been discussed

others,1 and various

structural forms for

In all discussions, however, the need to provide

for face to face meeting at nodal points in the system is

reiterated.

In recent years

has received

some

air transport between major metropolitan centres

serins attention, and it may

and vertical take off and

landing aircraft

as

be feasible for helicopters

well

as more

sophisticated line

travel vehicles, such as hover trains, to contribute to the metropolitan

transport syfctem.

2

In any case the problem of intra-metropolitan

communication is very grave,

and must leave many options open for its

ultimate solution in any region.

It is

as

well to first consider the best location of service centres,

however, and in this process an understanding of the factors which cause
major nodal points to emerge when and where they do in the metropolitan

complex is the first essential.
locations for

new

stimulated, and

a

When this is understood the optimum

major centres may be chosen, growth at these centres

viable metropolitan form achieved.

See, for instance, Kevin Lynch and Lloyd itodwin, "A theory of Urban
Form", Journal of the American Institute of Planners. Vol. 24 (1958)
p. 201-214.
2

The Times. 27th March 1969, quoting

M. Gabrial Bouladon, Head of
Engineering at the Batelle Institute, Geneva.
John Brine, "City Planning Trends and V. T. O.L.", a paper presented to
the Royal Aeronautical Society, Australian Division, Symposium on Air

Transport Operations in Metropolitan Areas, Melbourne, October 1966.
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SEKVICE CENTRE PLANNING AS A POLITICAL PRIORITY

5.6.2

It has been

about the

recently pointed

out1 that we in fact know very little

growth of city regions and that much of our thinking on the

subject grows out if information from the top twenty of the world cities.
In fact research still relies

heavily

on

the methods initiated by Burgess in

Peter Haggett has remarked:

Chicago.

"Perhaps urban spatial structures are too relevant to leave
to academics, two complex to leave to local planners, and
too profitable to leave to consultants." 2
Governmental priorities may
action

on

urban problems until private enterprise has taken the initiative

because of the
in

often unfortunately prevent decisive

profit motive, and the effect in this

Chapter Three for metropolitan Melbourne.

between both the

of such

has been shown

Constructive co-operation

private and public sector must be achieved where matters

metropolitan importance

from Scandinavia in the
achieved if this

case

are

concerned, and the examples cited

early sections of this chapter indicate what

may

be

occurs.

Figure 57 shows how the existing pattern of service centres in the
Melbourne
more

metropolitan

area

will be further developed by the opening of

regional shopping centres of the Chadstone type.

These, with

an

enlargement of certain of the existing outlying service centres, will play
an

important role in Melbourne's metropolitan structure in the foreseeable

future,

1

as more

Peter

shoppers patronise these centres in preference to the

Raggett 'The Spatial Structure of City Regions ', SSRC/CES
Conference, July 5th-7th 1968 (unpublished).

Joint Weekend
2

Ibid

..

p.

19.
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HYPOTHESIZED
AND

AREAS OF INFLUENCE OF EXISTING
REGIONAL SHOPPING CENTRES

FUTURE

PROPOSED

LEGEND
BMSTWS

-j
.

BKST Of

14 C£WTRE9

AyjN RCkNDS

g» ■ JUMt-W/KV^

RJV&RJS
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FIG.

57.

MAJOR SERVICE CENTRES IN METROPOLITAN MELBOURNE
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central

city lor consumer durable goods,

in ibo figure the older inner

service centres which dominated in previous years are
near

the central business district, and the

major nodes is dearly shown,
is

shown clustered

wider distribution oi the recent

it may be that if continued outward growth

permitted further rings of service centres will appear.

The historical

parallel with London may be noted, and in fact, this process would seem
to be of a

generally universal nature.

The
on

following quotation from the LngjUsh translation of

an

artidc

BietrOiXjUk-:a j&e, o is of Merest:
la the

^lauation of the changing structure of the civic
cotro, enormous development of th« subceaires, and she
diiierciniation of the qualitative functions in the civic centre
and she sub-centres, we can find the key to the solution of
she present day urban problems and regional problems." 1
'

investigutians into the service centre structure and then the

implementation of service centre planning policies within metropolitan
areas

the

is

unquestionably

one

of the prime planning tasks of the present.

Keijiro Lattori, "Concerning the Civic Centre and the dub-Oeatrea of
MetropolisThe Human Geography. (Kyoto) Vol. 18 (Feb. 108b) p. 47.
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SECTION 5.7.0

SUMMARY AND CONCLUSIONS

The aim of this

rede of the major

some

central places within

hierarchical

CHAPTER 5

chapter has been to note and comment

metropolitan regions have
in

:

grown

rue tropolitan areas.

upon

the

As these

in scale, service centres have developed

ordeg but, as earlier chapter s have shown, the intra-

metropolitan central place is not subject to a simple series of rules
governing its spatial role.
Service centres in

Through

an examination

of various aspects of

a

metropolitan regional context it has been possible to

draw attention to the

significance of these service centres in the planning

process, and

hence to highlight their role in the developing structure of

metropolitan areas.
Section 5.2.0

Service Centres in Copenhagen and Stockholm,

described the current approach to service centre

planning in these two

affluent Scandinavian communities and noted how in each

case

central

government planning policies are meeting consumer demands for greater
amounts of

shopping floor

space

in the creation of very large, strategically

located, sub-centres within the metropolis.
various manifestations in

may

retailing technqiues of the "retail spiral movement

be readily observed.
Section 5.3.0

made

a

cannot

Service Centres in London and South East England

quick appraisal of the present position regard ing service centres

in the London
now

designed.
very

In such affluent societies the

region.

It was shown that the new towns around London

be described

as

self-sufficient in the

sense

in which

they were

In fact the regional significance of any new town centre must be

carefully considered.
Section 5.4.0

New Town service centres in the metropolitan context

pursued the above line of investigation for proposed new towns and expanded
communities in other British

regions.

Government policies have made some

impact in this regard but uA much more sophisticated approach to the integrated
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regional planning of all metropolitan areas in this country must be achieved
if the full benefits of the investment

Section 5.5.0

proposed are to be realised.

City Regions and Local Governments, looked at the

question of service centres in city regions from the point of view of

achieving some viable regional government.

There may be very good

arguments in favour of the service centre structure in a region being taken
as

indicative of

possible

new

taken from the service centre

may

be influenced and at the

given added attraction.
of

a

If such

local government areas.

a

lead is

hierarchy developing patterns of association

same time certain major

nodal points may be

In this way the emerging service centre structure

region may be anticipated, modified or reinforced.
Section 5.6.0 Metropolitan subcentring as an international phenomena,

serves to
areas

set the discussion of

within

a

emerging service centre nodes in metropolitan

wider framework than

a

survey

of only the British situation

permits.

There is every indication that metropolitan areas will continue

to grow, in

extent, with the development of more service centres and with

greater distances to be travelled.

metropolitan transport will develop.

It is possible that new forms of intraKeeping this in mind it is wise, there¬

fore, to consider the centre structure rather than other factors such

as

transportation linkages as the prime determinant of metropolitan patterns.

SERVICE CENTRES IN METROPOLITAN

SECTION 6.0.0

A NOTE IN CONCLUSION:

CONCERNING THE FUTURE OF SERVICE CENTxlES
IN METROPOLITAN AREAS
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SECTION 6.0.0

A NOTE IN CONCLUSION:

CONCEDING THE FUTUiiE

OF SERVICE CENTiiES IN METROPOLITAN ArtEAS

The preceding

five chapters of this dissertation have aimed to

show that
Current trends in

shopping habits in affluent urbanised
defined to significantly guide
planners in the selection of optimum locations and designs
for planned service centres within metropolitan areas.
societies

are

The evidence
a

well enough

supporting this thesis has been drawn together from

variety of sources, including a series of surveys made by the writer,

and in the

has been

opening ana concluding sections of each chapter the material

presented for convenience in a summary form, with the main

conclusions which have arisen out of the discussion

It is left for this section to consider

of the points

previously subjected to

a more

being highlighted.

briefly, and

as a

whole,

detailed appraisal.

concluding note, in extending the discussion, makes

some

some

This

comment

related to the future of service centres within metropolitan areas,

having

regard for the implications of the point of view taken by this thesis.
The

phenomena investigated by this dissertation are continuously

in a state of flux.

The

retailing structure within metropolitan areas is

constantly evolving in response to changing patterns both in the demand for
retail services and in the way

discussed at

some

in which they are provided.

length as the 1 retail spiral movement

This was
in the early parts

of this dissertation.

We have seen how in most instances the consumer and the retailer
do not behave in what would appear

of imperfect

to be a completely rational fashion because

knowledge, but that their general aim is to minimise costs and
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so

obtain maximum returns

on

hand variations in demand factors as
and
on

Thus, there are on the one

expenditure.

consumers

alter their preferences

shopping habits, normally as a result of increasing affluence, and

the other hand

duce

new

changes in the supply factor

techniques of distribution.

be evolved

partly to meet

consumer

These

occur as

new

retailing techniques

in

In some instances

industry may actually endeavour to generate further modifications

consumer

behaviour through

the introduction of

locational patterns, and hence the

The Australian
dissertation showed
are

may

requirements and partly to meet

changes occurring within the retail industry itself.
the retail

retailers intro ¬

new

techniques or

cycle is completed.

metropolitan area case study presented in this

how, in newer suburban areas where retailing patterns

developing for the first time, differences in modes of consumer

behaviour and the retail structure will
reinforced

occur

and may,

in fact, be further

by the action of developers.

There is much to be said for this initiative

coming from the public

sector, however, and in the Scandinavian cases examined viable service
and cultural centres are

being encouraged as metropolitan nodal points.

Sub-centring has been shown to
and

as

the

occur

naturally in metropolitan areas,

metropolitan region grows in scale such subsidiary service

centres grow

in size and importance.

Problems of communication will

occur

between such centres, their

hinterlands, and the central business district, even though the latter will
continue to be of

importance as the major centre for specialised goods and

services, and perhaps also for business purposes.

It must be remembered,

however, that the subsidiary centres in the metropolitan area are by no
means

centres for self sufficient

amount of

cross

movement will

community structures, and that a certain

occur.

In practise certain

of these major
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service centres may

cultural

or

specialise in various aspects of retail, governmental,

business provision, hence increasing

the region's need for

effective intra-metropolitan transport systems.

The service centre,
more

within

in

a

critical element in the development of form patterns

metropolitan regions.
As

asserts
a

or,

genenaT terms, the socio-economic functional area which it serves,

must be considered

in

therefore, its primary trading area,

a

result of the research carried out the thesis submitted

that, through an appraisal of current trends, planners should be

position to select optimum locations and optimum designs for planned

service centres in metropolitan areas.

It has been noted, that, with the

passing of time, certain centres grow in size and predominate, but that
in

some

situations it will be

service centres,
ment and

possible to plan and build completely new

thuo meeting a metropolitan need by stimulating" develop¬

focussing attention

on a

particular nodal point.

The writer has expressed the opinion

normally not be
centres of

size

a

United States.
access

necessary nor

that in Great Britain it will

desirable to build completely

new

comparable to the large regional planned centres in the

Apart from the question of congestion at and difficulties of

to central business districts it should be stated that the success of

out-of-town shopping centres must depend to some extent on the
of the central city
be

towards meeting changing shopping patterns.

assumed, therefore, that

area

service

durable

a

'non-policy"
It might

city such as Coventry, where large central

goods stores have been planned within

a

pedestrian shopping-

environment, and where good parking facilities are provided, will not be
the

typeoof city which will give much incentive for the development of large

out-of-town

shopping centres nearby.
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In this

of the

country the example given is hardly unique, and because

relatively sophisticated government control that does exist through

the medium of British
to

planning legislation it should be possible in planning

keep abreast of changing demands, making decisions in the best interests

of the community as a

whole.

This, the writer has maintained, entails

using to be best advantage the existing building stock and might be expected
to take the form of a process

of metamorphosis, beginning within the

existing centre structure.
Whilst there may

be few reasons for the development of very large

regional shopping centres
and the competing
become
in this

sites in Great Britain, the Woolco stores

chains that will surely follow their example will soon

established feature of the urban periphery around many cities

an

These strores are a development of a very different

country.

scale to that of
new

on new

a

major regional centre, and do seem to fill a need as a

retailing form with certain special attractions

most

perhaps of price, and

certainly of parking convenience and internal arrangement.
The writer's

investigations have shown that whilst the selection of

locations to develop as major service centres
a

-

fairly straightforward quantitative planning

of optimum

within metropolitan areas is
process,

designs for the form of the centre is

a

that the selection

subject which must be

This is to be expected, as the loeational

investigated in much more detail.

questions may normally be resolved by natural processes, slowly over
time, but decisions regarding the environmental design of service centres
are
a

taken

quickly.

centre's

Furthermore, because of the dominating importance of

location, the

success or

mental characteristics which may
centre's attractiveness

A

are

otherwise of the

be contributing to

more

or

subtle environ¬

detracting from a

harder to test.

part of the research carried out involved making an appraisal of

selected service centres.

Some results of this

study were shown in
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Table 3d, and the series

of photographic illustrations gives

some

the environmental characteristics of the centres concerned.
abstracted
read in
the

idea of

The

plans of these centres, all drawn to the same scale, may be

conjunction with the photographs and some indication obtained of

spatial and environmental characteristics oi the centres examined.

Any comments made as a result of such an appraisal regarding
the environmental characteristics of service centres will be quite

subject¬

ive, but do form the basis for developing hypotheses which can possibly
be tested further.

Of the centres appraised,

from the point of view of environmental

writer's opinion, is

Copenhagen.
of the
seem
are

was

the Thcjmaby centre

The simplicity oi architectural concept which the discipline

enclosing structure imposes is possibly influential here, but it does
that in

general the

simply the pedestrian

more

more

areas in service centres

simply the visual enclosure is developed, the

environmentally satisfying these centres

are

likely to be.

Compared to Vallingby and Farsta, Stockholm's
at fckarholmen is

its

sale, in the

certainly the fully enclosed uodj6vre centre in

achieved, ana the

more

quality

The most successful of the centres of this

Tees-side.

on

perhaps the least successful

disappointingly

gxoss in

conception, construction and detailing.

centre felt

more

like

a

city centre without

mew

regional centre

scale, despite the high quality of
The writer considers that this
cars

than

as a centre

designed

specifically for pedestrian movement.
Any justification that
those

exist for amenity judgments such as

implied above may spring from the necessity to begin a serious study

of simple value
of appraisal.
in

may

metropolitan

judgments

as a

basis for developing a more scientific form

In fact, whilst trends in the designs for planned service centres
areas may

be well enough defined to guide planners in the
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selection of ;optimum solutions,
of these

principally by

way

of their value judgments

design, it is in this field of research that much more investig¬

ation may

be made.

Quantitative assessments of the demand for shopping floor space
may not

be perfectly reliable indicators for long term planning purposes,

but the models

employed have

very

importantly helped us to isolate and

understand better the various factors contributing to a centre.'33
As Louis K.

Loewenstein1

reality, facilitate

an

has

viability.

shown, such models, in abstracting from

understanding of the subject matter under consider¬

ation because cf the way

in which they show the inter-relation of the under¬

lying factors.
In any

service centre development, the facilities and the result

sought by the developer, the retailer and the consumer are apparently

becoming reconcilable,

as

each optimises his choices.

Of increasing

importance, however, is the elusive question of a centre's Attractiveness
to the consumer.

study.
to

This question seems to recur

constantly in study after

In one case previously noted that attractiveness of a centre seemed

depend more on the range of selection and the travel time to the centre

rather than the
the

2

parking facilities at the centre.

Another study reported

importance of social attraction, "attractiveness to whom", a socio¬

economic characteristic related to social class

parameter.

appeal and the price

^

"'"Louis K.

Lowenstein, "On the Nature of Analytical Models", Urban
Studies. Vol. 3 (June 1966)
2

3

See Section

2.2.8, Voorhees op. cit.

See Section 2.2.9

Clarke and Bolwell loe. cit.
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The important recent

1

study by Clark suggested that through the

investigation of the measure of relative attractiveness of

a centre a more

profitable approach to the understanding of the patterns of consumer

purchasing might be achieved than through central {dace theory.
ing the question

more

specifically from the point of view of the architect¬

ural environment, a symposium
Association raised the

Consider¬

held by the Edinburgh Architectural

question of an index of enjoyment''.

2

Other

studies, including the writer's research, have of necessity become involved
in

3
some

way

with the question of environmental amenity.

It may

be that future investigations into the elusive subject of a

centre's attractiveness, at present an important

building

process,

missing link in the model

will approach the subject from two points of view.

One

approach may be to isolate those factors which are overtly acknowledged by
consumers,

and the other approach might be to attempt to sort out those

factors of attraction impinging

principally

on

the

consumers

unconscious

There is little doubt in the writer's mind that these fields constitute

naind.

a

4

major research frontier, and it is salutory that both Walter Isard and
Wilfred Burns

recognised some time ago and mentioned in passing the need

for further investigation in

this difficult area.

Many indications leave little doubt that the environmental characteristics of

xSee
2

a

service centre are an

Section 4.2.5

g

important secondary

determinant of the

Clark loc. cit.

See Section 4.5.2

3See

Section 4.6.1

^Walter Isard

(1956)

op.

cit.

Wilfred Burns, New Towns for Old (London;

Leonard Hill, 1963)

Chapter 3.
8

All other

attraction to

things being equal, the primary determinant of a centre's
is, by definition, its location.

consumers
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centre's attractiveness.

the obvious attributes of
and the

This question is

perhaps best approached through

pedestrian-vehicle separation, climate control,

disposition of the facilities provided.

With regard to pedestrian

movement, surprisingly little conclusive research has been carried out,
and

despite the need to conserve sites in this country, raulti level shopping

centres

are

normally avoided by developers.

of overcoming

There

are

various ways

the technical problems of servicing multi level centres, and

such centres must appeal to developers
of the pedestrian shopper within the

for many locations if the behaviour

multi level service centre can be

predicted.

Generally, the trends apparent in the form of planned service centres
point to the increasing size of major subsidiary centres as they take over
part of the role previously played by the central business districts.

unately, climate control

may now

scientific appraisal than that

Fort¬

be achieved after a rather more

currently available to help with decisions

regarding those factors derived from the movement patterns of pedestrians.

Consequently there is
as

effectively

as

now a strong

possible from the external environment, even in the more

equable climatic situations.
in the arrangement

comfort.

ations

more

may be

This immediately allows a greater f reedom

of facilities within the centre and greater personal

How these

centre should be

tendency to enclose the service centre

qualities effect

a consumers response

to the service

relatively straightforward to test, and from these investig¬

specialised and subtle aspects of environmental attractiveness

isolated and made quantifiable.

At this

point some further indication of the changing character in

the form and development of the environmental attributes of contemporary
and

planned service centres will be given by way of the following illustrations.
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Figure oS shows an overall view and section sketch of the
Skarholmen centre,

which has been previously discussed.

this scheme is of obvious importance,
a

very

Conceptually

and in its full realisation will be

significant example of integrated public and private facilities at a

major service centre nodal point within Stockholm's metropolitan area.
The

part of a sketch of Cumbernauld Town Centre, which is included here

,

Figure 59, similarly shows the variety of facilities that a viable major

as

service centre may

be expected to provide.

Figures 30 to 6 3, however, perhaps most effectively demonstrate
the

development of current thinking regarding the architectural form and

environmental character of the
in the

major service centre nodes which may emerge

affluent metropolitan areas of tire world in the next twenty years

more

or so.

The

illustrations, which are self explanatory but which will be seen

to indicate a

Harvard

particularly high degree of enclosure,

University case

study.1

feasible and quite in keeping
centre form

are

taken from

The concept illustrated

with the indications of

pointed to by the writer's research.

an

seems

a recent

perfectly

appropriate service

It must be reiterated,

however, that in the interests of the best possible results being achieved
for any

particular situation much research remains to be done.
From the

point of view of both the location and the detailed design

of service centres

we

should

hope to probe in some depth the question of

attractiveness, keeping in mind that this question relates to factors other
than those of environmental amenity.

x

Graduate School of

Design, Harvard University New Communities
Preliminary Summary deport, (1968). Carried out with the aid
award from the recently established United btates Federal Govern¬
Department of Housing and Urban Development.

Project.
of

an

ment

With

regard to the identification of hierarchical systems and the

spatial structure of service centres within metropolitan areas, it seems
that

only recently have investigators developed

an interest in

the behavioural

concepts on which the structural parts of the central place theory have
been based.

It is

possible that from these studies

metropolitan area structuring will develop.
in the centre's

new

concepts for

At this stage the key may lie

attractiveness1', in whatever forms this attribute may take.

Further studies of

consumer

behaviour

are

required, and it is

suggested that longitudinal surveys, of which the writer's metropolitan
area

shopping habit

some use

to

case

-study is a rtMively simple example, may be of

planners who need to keep abreast of emerging patterns of

behaviour in order to maintain

In any case,

there

can

a

continuous and effective process

of review.

be little doubt that through a increasing

understanding of the forces which contribute to the process and form of
metropolitan development the
centres in

metropolitan

more

areas, in

efficient and realistic planning of service

both location and design, may be achieved.
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Access

to

Core from

Region

half-interchanges feed the parking areas
adjacent to the core and provide access to the
other three quadrants.

Four

II
~—*\

u

Access

to

Core

from

Community

Transit, pedestrian and moving sidewalk modes
are purposefully direct;
auto access is purpose¬
fully indirect.

FIG.

60.

A POSSIBLE SERVICE CENTRE CORE.
Source:

ACCESS DIAGRAMS.

Harvard, New Communities Project, (1968).
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FIG.

61.

A POSSIBLE NEW COMMUNITY WITH AN

CORE, ( on the left )
Harvard, New Communities Project, (1968).
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FIG.

63.

A POSSIBLE SERVICE CENTRE CORE.
Source:

SECTIONS.

Harvard, New Communities Project,

(1968).
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APPENDIX A

BEiixtY AND

PiiED1

BIBLIQGiiAPHY:

The five sections of this

ANALYSIS

bibliography which

are most

pertinent

to the field of research of this thesis are tabulated hereunder to show

the number of papers published per section per year, as

Berry and Pred from 1949 to 1956.

recorded by

Other sections from the biblio¬

graphy show a much greater evenness of interest.
Section

Year 1949

50

3

Systems of Central Places
Studies of Urban

51

52

53

54

55

56

5

88979

10

4

7

4 10 16

9

15

1

2

42484

9

2

5

17637

4

-

-

-346

4

Spheres of

Influence and the Trade Areas

11

of Cities
The Internal Business
Structure of the

Planned

City

Shopping Centres

-delations of Business
Structure and Consumer

Shopping

-

and Travel Habits

After about 1956 the number of papers
area

of

study, and being recorded by Berry and Pred, generally declined.

It is submitted that in the
interest in these
were

being published in this

early 1950's, particularly in the U. S. A.,

subjects intensified

as many new

shopping developments

being planned.

Brian J.L.

Berry and Allen Pred, Central Place Studies
(Philadelphia: xiegional
He search Institute, 1961, and Supplement through 1964)

A Bibliography of Theory and Applications

Science
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APPENDIX

DAVIES1

W.K.D.

B

MAJOH PRINCIPLES FOR ANY NANKING SCHEME

:

CHECK LIST

1.

Area and scale of

study; time of study; definition of centre, if this

is considered necessary.

2.

Type of focal place investigated

urban, commercial

-

or

retail

centres?
3.

Are all function

4.

How are the

considered,

or

just key criteria ?

key criteria chosen?

Are they representative in an

objective manner?
5.

What is the definition of function
functional

-

establishment, functional unit,

types or a more detailed study?

6.

Is the size of function introduced

7.

How is the information obtained and is it

8.

Are all focal
sizes

9.

How

places in the

ignored)

are

or

area

as a

variable ?

really comparable ?

investigated (for example, certain

is a sample taken?

the functions associated

together ?

Is there any initial

grouping of data ?
10.

How many

additional limiting imputs are there for the technique,

outside the range
11.

of functions, for example, is population introduced?

If classes of centres
randomness

or

are

obtained, is there an objective test of

is the definition

subjective ?

Wayne K.D. Davies, "The Hanking of Service Centres: A Critical
H^eview", Institute of British Geographers Transactions No. 40.
(December 1966)
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APPENDIX

C

THE INSTITUT FOR CENTER-PLANLAEGNING. LYNGBY. DENMAXiK

The Institut is directed
made after

Initiation;

a

by Mr. John Alpass.

discussion with Mr. Jesper Harvest on

The Institut

Denmark

into

came

time when the
was

September 23rd, 1968.

years ago

First commissions

The task

and other retailers were keen

good locations.

came

was

from these

to make

retailing organis¬

planning studies and to

recommend the best locations for

shops to be sited at.

Subsequent studies have been undertaken
the local
on

at a

particularly strong and also the free

to establish outlets in

ations.

being about ten

were

Co-operative retailing movement in

grocers associations

Clients;

The following notes

ai

behalf of

government authorities, the Communes, and

behalf of State and private

Scope of Work; At first work

was

Building Societies.

entirely related to the selection of

optimum retailing locations, but it foon became
apparent that the whole field of community planning
would

come

within the field of study

of the Institut, and

the Communes commissioned studies into the need for

schools, kindergartens, institutions for aged people, etc.
Financing;

The Institut is
but with

a

a

self owning non-profit organisation,

Ministry subsidy.

As I understand the

position, every three months a balance is prepared and
the

Ministry (presumably the Boligministerjet) makes

up any

reasonable deficit incurred in that period.

427.

Despite this financial help the Institut is fairly
t

independent but with the knowledge that unprofit¬
able work undertaken
will be subsidized
This three

on

behalf of the Communes

by funds from the Ministry.

monthly balancing arrangement is

criticised in

embarking

so

on

far

as

it

prevents the Institut

much long term research of an

unprofitable nature.
Staffing:

The Institut's staff of about 40 people (including
secretarial

staff) is divided into three sections.

(a) Retail Trade Studies mainly economists.

(b) Theoretical, (prognostic studies particularly),
including population, economics, staff includes
geographers, sociologist, economists,
statistician and

computer programmer.

(c) Physical Planning architect-planners, drafts¬
men,

traffic engineers.

Some work of this section is contracted out to

outside consultants.
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APPENDIX

W. WELFE

:

D

CHANGES IN CONSUMERS' BEHAVIOUR

A broad

picture of the changes in consumption patterns

discussed in Welfe's paper may

be obtained from an inspection of the
20) and the graphs which illustrate

following table (Welfe, loc. cit.,

p.

the

curves

changes in the shape of Engel
TABLE

between 1953-54 and 1959-60.

D

Total expenditure elasticities and the percentage of saturation for the
main commodity groups

Total expenditure

Percentage of
saturation

elasticities

Commodity
1937-

1953-

1959-

1937-

1953-

1959-

ion*

1939

1954

1962

1939

1954

1962_

semi¬

0.5^

0.38+0.02

0.44-0.01

0.65

0.78

0.74

1.05

1.59-0.08

1.43-0.06

0.34

0.13

0.18

1.03

0.73-0.08

0.68-0.05

0.36

0.54

0.60

1.11

1.39-0.11

1.55-0.08

0.32

0.20

0.15

1.59

1.64-0.15

1.90-0.12

0.14

0.12

0.07

0.97

1.07-0.05

0.97-0.04

0.39

0.34

0.39

1.10

1.04-0.07

0.93-0.05

0.32

0.35

0.42

1.47

1.86-0.09

1.74^0.08

0.17

0.08

0.10

Group

1 Food

11

log
double

Clothing

-log

III Household
IV Communi¬
cation

V

-log
double

-log

Transport

VI Drink and

tobacco

loginverse

loginverse

VII Entertain¬

loginverse

ment

VIII Other

double

goods double

and services

Data in this

-log

Appendix is derived from

W. Welfe. Changes in Consumers' Behaviour,

unpublished

paper,

Department of Applied Economics, University of Cambridge, 1964.
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The

accompany

following notes from

pages 20

and 21 of Welfe's

paper

the graphs.

"Comparing the elasticities for 1959-1962 with the
elasticities for 1937-1939 it may

be

seen

that only

for food, household and entertainment are the
elasticities

It mans that the degree of

decreasing.

satiation of basic

consumer

wants

(food, household)

increased, despite the fact that at the same time in
several

goods like household durables the saturation

level went up.

The trend in the elasticities of food is

not smooth and this may
1953-1954 and

of

(b) to

an

be due to (a) the rationing in

increase in the share of supplies

processed, manufactured food, which means that

food

bought

now

is in fact bought together with an

increasing amount of services the demand elasticity
of which
for

seems

to be considerable.

The elasticities

clothing, communications, transport and other goods

and services increased as

compared with the pre-war

period, whereas those for drink ana tobacco remained

This generally indicates that upward

fairly stable.

changes in saturation levels were considerable and here
dominate the picture.

This development for the period from 1953-1954 until
1959-1962 may

also be observed from the diagrams.

These diagrams were drawn in
to the form of

Engel

curve

straight regression line
vations

used so as to arrive at a

on a

given diagram.

The obser¬

(dotted points) regression lines and the estimated

values of parameters
person are
1954

different scales according

standing with total expenditure per

given in the diagrams: broken line for 1953-

(in current prices) and a continuous line for

430.

1959-1962

these
that

(in 1958 prices).

It may be seen from

diagrams that the fits are usually good and

only for food and transport are the relative

differences in the

slopes considerable."
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APPENDIX

50

Total

FOOD

100

D

b

-

9.90 ± o 39

b

=

14.68 +

200

(1959-62)

0.37(1953-54)

400

expenditure (per person per week in shillings)

(semi-log)

9

432.

APPENDIX

40

20

D

-■

-

&
Q

£
u
<D

10--

a
a
o
to

a>

a
u
<D

a

Total

expenditure (per

CLOTHING

(log-log)

person per

week in shillings)

433.

APPENDIX E
PliOJECTED CONSUMER £ EXPENDITURE

Item

£m. 1964

1964-1970x

prices

Average annual %
Increase (compound)

1964

1970

5,557

6,022

1.3

761

844

1.7

556

773

5.6

Tobacco

1,344

1,385

0. 5

Bousing

2,246

2,690

3.1

988

1,334

5.1

Motors

854

1,315

7.4

Banning costs of vehicles

771

1,156

7.0

coverings

486

555

2.2

liadio and electrical

515

670

4.5

Clothing

1,919

2,316

3.2

Other

1,933

2,442

4.0

Travel

691

761

1.6

C ommunications

179

281

7.8

2,366

3,023

4.2

382

484

4.0

266

3.7

25,789

3.2

Food
Beer

Other alcoholic drink

Fuel and

Light

1964-1970

Furniture and floor

goods

Entertainment etc.

Expenditure abroad
LESS

Expenditure in U. K. by

foreigners

-

21,334

TOTAL

"'"Derived from

214

the Secretary

The National Plan, (London:

-

of State for Economic Affairs,
H.M.S.O., 1965) p. 165.
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F

METROPOLITAN AREA CASE STUDY

CHADSTONE SURVEY

-

QUESTIONNAIRE FORMS
QUESTIONNAIRE

I (19S0)

Section No

Street

Date

Interviewer

1.

2.

Where do you normally shop for your
How often do you
once a

day.

less than
3.

once a

How do you

If

a car

shopping by
No.

do

once a

week,

drive yourself ?

Sometimes.

you to

find

a

place to park the car?

5 minutes

close.

your main

shopping destination?

5 mine, walk

shop in Melbourne ?

week.

How do you

once a

fortnight.

once a year.

once a

month.

3 monthly

rarely

get to Melbourne when you go shopping ?
public transport.

Where do you

shop now for

Clothing
Electrical

you

normally park to

monthly.

walk.
9.

twice a week,

day.

Car.

right away

How often do you
once a

8.

car

long docs it normally take

How near can you

(i

once a

week.

right at it.
7.

2 days,

than

shopper.

varies
6.

more

Public transport.

Yes.
How

weekly supplies?

get there when you go shopping?

When you go

5.

shop there ?

once every

Walk.
4.

No

Appliances

Furniture

Household Hardware

car.

public transport and car.

436.

QUESTIONNAIRE I (1960) (continued)

10.

Do any

members of the family normally

Yes

if yes
11.

go

shopping with you?

No

Who?

Would you

husband,

like to

go

daughter,

children.

shopping in the evenings if the shops were

open?
Yes
if yes,

Do you

Tues.

think

if yes,

you
No

Yes

Go for

Don't know.

which night preferred ?

Mon.

12.

No

Wed.

Thurs.

Fri.

Sat.

will visit Myers Chadstone Shopping Centre?
Don't know,

How often?
a

look at it.

don't know.

once a

once a

month

week.

once a

fortnight,
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APPENDIX F

METROPOLITAN AREA CASE STUDY

-

CHADSTONE SURVEY

QUESTIONNAIRE FORMS

QUESTIONNAIRE

II (1963)

Section No

Street

Date

Interviewer

1.

Where do you

2.

Which

3.

How do you

day(s) of the week do

If

a car

How

long does it normally take you to find a place to park the ear ?

right away

near can

you

once a

8.

monthly

walk
9.

your main

shopping destination ?

5 minutes walk

shop in Melbourne ?

week

How do you

5 minutes

normally park to
close

How often do you

6

Car

Sometimes

No

right at it
7.

shopping?

shopping by car do you drive yourself ?

Varies
6.

weekly supplies ?

shopper

Yes
how

you go

Public Transport

When you go

5.

your

get there when you go shopping?

Walk
4.

normally shop for

No

once a

fortnight

once a

month

3 monthly

rarely

once a year

get to Melbourne when you go shopping ?
public transport

Where do you

shop

now

Clothing
Electrical appliances
Furniture

Household Hardware

for

car

public transport and

car
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QUESTIONNAIRE II (1963) (continued)

10.

Do any

members of the family normally go shopping with you?

Yes

No

If yes
11.

Who?

Would you

husband

like to

go

daughter

children

shopping in the evenings if the shops

were

open?
Yes
If yes,

No

Don't know

Which night preferred? Moa. Tues. Wed.
Frid.

12.

(If not

a

Thurs.

Sat.

Chadstone shopper in any of the above questions?

Do you ever go
What do you do

to the Chadstone Shopping Centre?
there ?
Why don't you shop at Chadstone ?
13.

(If

Chadstone Shopper for Weekly Supplies (Q.l))

a

Where did you

shop for

your

weekly supplies before Chadstone

opened)
14.

When you

do go to Chadstone what do you buy or do ?

15.

What

the

are

things

you

like about the Chadstone Shopping Centre?

Dislike
16.

How

long do

you

normally spend at the Chadstone Centre ?
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APPENDIX

F

METROPOLITAN AREA CASE STUDY

CHADSTONE SURVEY

-

QUESTIONNAIRE FORMS
QUESTIONNAIRE

ID (1965)

Shopping Habits Survey
Section No

Date

Interviewer

Street

No

Respondent

1.

Where do you

2.

Which

........

normally shop for your weekly supplies?

days of the week do you go shopping? Mon.

Tues. Wed.

Thurs. Frid.
How do you

3.

If

a

4.

get there when you go shopping ? Walk, public
transport, car.

Shopper

Car

When you go
Yes.

5.

Kow

shopping by
No.

How

near can

7.

Does anyone

8.

Do you

9.

Is any

close

normally

to find a place to park the car?

5 minutes
your

main shopping destination ?

5 minutes walk
go

shopping with you?

No.

Who ?

Yes.

have any good delivered ? Paper Milk Bread Meat
Groceries

Green Groceries

Other.

shopping normally done by other members of the Household?
Yes

By whom?

How often do you

montHy
11.

you

normally park to

you

Comparison Goods

No

drive yourself?

Sometimes.

right away

Right at it

10.

car do you

long does it normally take

varies
6.

Sat.

IIow do you

What do they buy?

shop in Melbourne? weekly fortnightly

quarterly

6 monthly

yearly

less frequently

get to Melbourne when you go shopping?

Public Transport

Car

Public Transport and Car.

...
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QUESTIONNAIRE

12.

III (1965) (continued)

Where do you

shop

now

for

Wholesale

City

Suburb (Name)

City and
Suburb

Clothing
Elect. Appl.
Furniture
Hardware
If NOT
13.

a

Chadstone Shopper for weekly supplies

Do you ever go

(a) if Yes
(b)
(c)

to the Chadstone Centre ?

How often do you go there?
When at Chadstone what do
you buy or do ?
What do you like about the
Chaustone Centre

Dislike?

How long do you normally spend

(a)

at the Chadstone Centre ?

(e) if No
If

a

14.

Why don't

you

shop at Chadstone ?.

Chadstone Shopper for weekly supplies

(a) Where did you shop for your weekly supplies before
Chadstone opened ?
(b) When at Chadstone what do you buy or do ?
(c) What do you like about the Chadstone Centre?
Dislike?

(d)
15.

How long do you normally spend at the Chadstone Centre ?

Would you

like to

go

shopping in the evenings if the shops

were

open ?

Don't know

If

no

If yes

why wouldn't you ?
which evening would

you

prefer ?

Mon.

Tues. Wed.

Thurs. Frid.
Comments:

Sat.
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APPENDIX

G

METROPOLITAN AREA CASE STUDY;

CHADSTONE SURVEY

INSTRUCTIONS TO INTERVIEWERS

The Street lists

give the part of the street to be sampled.

EXAMPLE

"20"

Section No.

Part o£ Street to be

Street:

"Audrey Cres."

sampled.

"N. side East of Brandon St."

"Ashburton''.

District:

PROCEDURE:
First

1st interview

dwelling unit adjacent to the corner of Audrey Cres. and
Audrey Cres. going East from the

Brandon St., on the North side of
Brandon St. Corner.
Note:

"Dwelling Unit'

=

house, flat, dwelling behind shop, etc.

2nd interview

Going East, miss 2 dwelling units and interview the 3rd.
(i.e. interview every third)
Where

direction of the

to any

dwelling, try next door, going in the
interviews, until someone home.

no answer

Then for the next

interview, miss 2 dwelling units as above and

try the third.
If there

not

enough Houses on one side of the street to give
enough interviews come back on the other side of the street.
are

Proceed in this way
street.
Note

on

until 8 interviews have been made in the

each interview form the Street

Preamble to interview should be
afternoon

as

as

or

Lot Number.

follows, with smiles, good

required.

"I am from the

University, Department of Town and Regional
Planning. We are making a shopping survey. Would you mind answer¬
ing a few short questions about shopping?"
Should anyone

refuse to
home, (try next door).

answer

questions, treat house as if no one

Interviewer should note street number of
rather than before interview in

case

dwelling after making

house approached unoccupied.
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APPENDIX

CAR REGISTRATIONS

:

VICTORIA, 1955-1985

New

Year

H

Registrations

Total

Valid

Registrations

Licences

1955

51,894

450,661

725,826

1956

52,860

493,002

801,852

1957

47,029

522,100

831,847

1958

58,530

556,550

879,779

1959

55,584

593,470

908,343

1960

73,225

646,387

967,952

1981

68,543

898,664

1,032,431

1962**

73,206

681,124

1,079,751

1963

83,718

734,918

1,112,750

1964

91,501

789,327

1,162,448

1965

93,174

337,195

1,215,435

Note:

Population*

1,590,895

1,796,734

1,924,400

*The population figure is for people 21 years and over,
that driving licences are available from 18 years.
**The

figures from 1962 on refer to all
just private cars.

cars

but note

and station wagons

and not

In 1962 the total cars

Area

was

whole.

registered in the Melbourne Metropolitan
444,608, as compared to 681,124 in the state as a

443.

APPENDIX I

SELECTED TABLES FROM THE SOCIAL SURVEY NS84 (1947)

DAVID GINSBURG. "SHOPPING HOURS SURVEY"

TABLE i

-

TYPES AND TOTAL NUMBERS OF SHOPPERS (page 3)

Sex

Total

Male

Female

%

%

%

Mainly responsible for household
shopping

47

4

76

Helps with the household shopping

19

29

12

Only personal shopping

31

62

10

Total

97

95

98

3

5

2

Type of Shopper

No

doing some shopping

shopping at all

Whole sample:

(100%)

2007

816

1191

444.

APPENDIX

I

(continued)
TABLE

4

TYPES OF SHOPPING CENTRE VISITED (page 5)

-

Type of Centre
Use of Centre

Local

Main

Central

Additional

%

%

%

%

Uses

81

84

57

41

Does not use

19

16

43

59

1488

1884

749

1221

Total with centre

77

96

39

63

Total without centre

23

4

61

37

1939

1939

1939

1939

Total

shoppers with

centre

(100%)

Total shoppers

TABLE

5

(100%)

FREQUENCY OF VISITS TO DIFFERENT TYPES OF

-

CENTKES (page 6)

Number of visits

Local

%

Every day
2-3 times
Once

a

a

week

week

Less than

once a

week

No answer

Does not visit

Number of

Main

%

Central

Additional

%

%

32

18

4

4

29

26

8

2

14

22

13

2

6

17

30

30

0

1

3

3

19

16

42

59

1488

1864

749

1221

shoppers with

centres available

(100%)
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TABLE

6

FREQUENCY OF VISITS TO MAIN SHOPPING CENTRES (page 6)

-

Urban Areas

Number of visits

Every day
2-3 times per

Kural Areas

%

%

22

4

26

22

15

28

week

21

28

Does not use

16

17

0

1

1505

359

Under
Once

No

once a

a

week
week

answer

Total shoppers with centre
available (100%)

TABLE

7

-

TIME TAKEN TO rtEACH SHOPPING CENTRES (page 7)

Type of Centre
Time Taken

Up to 12 mins.

Local

Main

Central

Additional

%

%

%

%

87

41

12

2

13

-

24 mins.

9

34

35

7

25

-

36 mins.

2

16

26

6

37

-

48 mins.

1

6

11

12

49

-

60 mins.

1

4

23

3

36

1-2 hours

Over 2 hours
Can't say
Total

shoppers using
(100%)

3

_

1

2

11

11

429

502

centre

1203

Median time

7 ruins. 18 mins. 24 mins. 57 mins.

1568

446.
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TABLE

11

-

FREQUENCY OF VISITS TO SHOPS SELLING DIFFERENT
TYPES OF COMMODITIES (page 9)

Frequency of visits
Under

Numbers
using these
shops

2-3 per

Once a

week

week

week

answer

%

%

%

%

43

37

16

3

1

1344

Clothing etc.

1

6

18

74

1

1800

Furniture

0

2

6

91

1

663

0

8

24

67

1

1418

13

14

33

39

1

1423

Every
day
%
Food

Ironmongery etc
Books etc.

.

a

once

No

(100%)

447.

APPENDIX J

APPROXIMATE PRIMARY TRADING AREAS FOR SUPERMARKETS
ACCORDING TO LOCATION

TYPE1

Type of Location

Primary Trading
(radial)
(miles)

area

Percentage of
Total Sales within
one mile radius

Neighbourhood Freestanding

i- t

70

-

Community Business District

5 ~

1

65

-

Neighbourhood Business District

%-

l

60

-

Secondary Business District

1

-

l*

60

-

Highway business string

1

-

li

55

-

Highway Freestanding

1

-

2

40

-

Edge of Downtown

H

2

50

-

2

50

-

2

40

-

35

-

Commercial

Shopping District

-

-

■

•

-

■

•

•

-

■

75
70
65

85

60
45
55
55

Discount

Department Store
Supermarket Centre

Regional Shopping Centre

Note:

The American

i

i

-

1* -2*

•

45
40

terminology has been retained in this Table for

types of location.
The primary

trading area boundary is the zone where the
drawing power experiences a sharp decrease, but
in the cases of supermarkets located at the higher orders of
centre, many customers come from beyond this zone.
markets'

derived from
Location

Kane, ASystenuitic Guide to Supermarket
Analysis, (New York: Fairchild Publications, 1966)
Bernard J,

pTTtT IQGliA.

449.
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