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ABSTRAGCT

It is the purpose of this thesis to examine the functions and
characteristics of an integrated suburban shopping centre, Polo Park,
Winnipeg. In order to evaluate its position in the context of the
Metropolitan area of Greater Winnipeg as a whole, it was necessary not
only to trace the historical background, but also to describe the more
recent and wider technological, economic, and sociological changes which
have contributed to shopping centre development elsewhere. A locational
and descriptive account of Polo Park shopping centre follows, in order to
acquaint the reader fully with the subject of the dissertation. In reading
Chapter IV, which is a detailed account of the fieldwork undertaken in
Winnipeg and of the subsequent compilation of statistical data, continuous
reference should be made to the series of map transparencies, which have
been placed in the accompanying folder to facilitate comparative analysis.
These maps are as vital to this thesis as the text itself.

In the concluding chapter certain recommendations were made with
regard to the future status of downtown Winnipeg and of the Polo Park
shopping centre, and finally, a discussion of the position which thesé, and
other major suburban shopping centres, might occupy in the future retail

structure of Greater Winnipeg.
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CHAPTER I
INTRODUCTION

During the two decades which have elapsed since the end of the second
world war, the topic of shopping centres has attracted a considerable degree
of attention, not only on municipal and metropolitan planning boards, but
also in the offices of real estaters and professional planning consultants.
This is also a subject which has caused some anxiety to the executives of
large department store organizations, the managers of drive-in supermarkets
and other retail chains, and the owners of the ubiquitous neighbourhood
corner store.

In addition, the phenomenon of shopping centres both large and small,
has prompted enquiry from the market research team, the city planner and the
urban geographer,with much of this interest being concerned either with the
siting, morphology and layout of integrated outlying centres, with the impact
of their development and expansion on the retail functions of downtown
districts, or in the context of the conceptual position which lately they
have come to occupy within the hierarchical structure of retail and service
centres of cities.

A good deal of the analysis of late has revolved around the central
theme that 'regional" shopping centres are responsible for the atrophy and
decay of the central business district, evidence for this being static or
slowly increasing downtown retail sales, set against an overall picture of
expanding urban markets characterized by increasing population and a rising
per capita volume of real income.

Undoubtedly there has been justification for such an emphasis, since

changing retail patterns, and the health of the downtown area, are of primary



concern to the student of urban areas. Yet often the shopping centre has
not been afforded the comment it deserves, and has been treated with scant
respect. Some writers see this most recent component of the urban retail
structure through the aperture of a local drainpipe, a 'parvenu' development
important only owing to its effects on the profit margins of pre-existing
facilities and foci. Indeed, much of the research, the comment and the
criticism directed towards the suburban retail centre has too often been
unaware, or unwilling to recognize, that this is a 'de facto' and permenent
response (espec¢ially in North American cities) to changing social and -
economic conditions.

The survey undertaken at Polo Park makes no apology for assuming that
in Canada and the United States, shopping centres serving a regional or sub-
regional threshold are now part and parcel of modern urban living. Even in
western Europe, to an increasing extent, they are coming to be regarded as
a necessity if maximum convenience of consumer time and effort is to be
realized in the affluent society.

Thus, from the outset it was thought only realistic to regard Polo
Park centre as an entity in its own right, whilst being an integral part of
the metropolitan area of Greater Winnipeg as a whole. For the shopping
centre has reached maturity, and cannot any longer be studied from the
previous standpoint of problematic infancy; as has often been the case.

Some authorities have underlined the major stimuli which have caused
the development and proliferation of a variety of centres. These shopping
centres can be seen on entering any large North American city by automobile.
There is the large scale complex, usually peripheral to the built up area of
the city, with acres of parking space, and often located at the junction of

major freeway arteries. Then there can be recognized a large grouping of



shops surrounding, and supported by, a junior department or chain drugstore,
this community centre being dependent on the traffic captured by its commer-
cial ribbon highway location. On a less comprehensive scale is the neighbour-
hood centre, again orientated to faciliate drive-in patronage of its variety
store and secondary shops.

This hierarchy described can be determined whether one is travelling
through Los Angeles or Vancouver, or approaching Minneapolis or Montreal.
For certainly, in the past twenty years the retail structures of North
American cities have been subject to such dynamic re-locational forces, as
to combine to introduce wider changes in retail consumer patterns than at
any other comparable period in the history of retailing.

The reasons for these remarkable post-war reorientations of shopping
habits have been dealt with extensively, notably by Hoyt, Vance, Applebaum,
Gruen, and many others. An attempt here is made to sum up briefly the fac-
tors which can be held responsible for the recent proliferation of suburban
shopping facilities, since they are also of great relevance to the situation
in Winnipeg.

The complex causal forces behind the multiplication of large outlying
shopping centres can be grouped under three major categories, namely
technological, socio-economic, and that of planning controls. Though these
are dealt with separately in the paragraphs following, it should be stressed
that they are in fact inextricably related to one another.

That the mid-century years 1940-1965 have experienced unbounded techno-
logical advances is commonly appreciated, but the revolution of mass produc-
tion and its impact upon our daily existence, and upon the environment in
which we live, is little examined and scarcely understood. This is true

whether one considers the newest gadget for easing the domestic chores of the



housewife, the neat factory-fabricated compartments of millions of new
suburban dwellings, the latest prestige automobile model gracing the
driveway, or the vast rows of canned, frozen, or cellophane-packed foods on
the supermarket shelf, Henry Ford's mass-produced "model T" available in
any colour as long as it was black, was the pre-requisite for reversing the
traditional fixation of the metropolitan area to its central business dis-
trict, whilst at the same time increasing the problems of traffic and parking
congestion downtown. TLarge scale private car ownership introduced the
"degenerative cycle' or "downtown spiral' of public transport systems, which
still serve cities radially (i.e., between suburbs and downtown) and not
circumferentially (i.e., intersuburban).

Bottled natural gas, the septic tank, refrigeration, faster roads and
automobiles, more effective house cooling and warming techniques, extensive
telephone and electricity line services, tank-water supply and other delivery
services, new well drilling methods and local piping: all these are the
tools of man's advancing technology, enabling him to create the far-flung
medium, and low-density suburban development outside the reach of city
utilities. And all these '"significant events in the evolution of human
ecology,"l have increased the '"automobility' of the suburbanite, decreased
the attraction of regular downtown shopping visits, and have reacted in
favour of the creation and extension of shopping centre retailing in the
suburbs.

The second group of factors relevant to the promotion of shopping

centres, are sociological and economic in character. For example, since

lSee Schneider, K., "Urbanisation in the California Desert", Journal American
Institute of Planners, Vol. 28. No. 1, 1962, p. 18-23.




the turn of the twentieth century the middle and high income classes have
gradually moved from the central area, so that the downtown has become
isolated from its traditional backbone. 1In increasing numbers, the
customers which were its mainstay are now intercepted by the shopping centre.
The majority of department stores have adopted the policy of positive
retrenchment - improving the downtown location to maintain C.B.D. sales,
whilst at the same time gaining a slice of the new market with an additional

1

shopping centre department store, along the maxim "if you can't beat 'em,

1 11

join ‘em.
Further, the increase in urban population; significant changes in

per capita real income and the volume of purchasing power; advertising
techniques advocating the virtues of standardization; mass wholesaling; all
these have combined to create an outlook which no longer tolerates the
inadequacies of shopping time and effort suffered by our predecessors. This
is especially true of shopping for food and everyday household needs, the
objectives of which are best achieved quickly and without the crowds, the
traffic, and the parking difficulties implicit with downtown shopping

visits - "Contrast this with the mental and physical comfort of shopping
centres.”l It may well be that these are '"the signs of ultimate dispersal"
which have prompted Schneider2 to question if the old city culture has become
antiquated during this process of urban metabolism; and which, with families

deciding to spread themselves apart, have favoured the new, and depreciated

the old shopping patterns

1Vance, J. E., Jr., "Factors shaping the downtown core'"; an address given at
a course on city centre development called '"Focus on Downtown;' presented
by the Community Planning Association of Canada, in Winnipeg, January 26 &
27, 1966. '

2See Schneider, K., Op. Cit., p. 18-23.



The lack of application of planning controls, by allowing uncontrolled
suburban expansion, have also contributed in no small measure to the
disintegration of the tradition of urban unity manifested by the downtown
centre of gravity. 'Ad hoc' satellite centres of attraction have arisen
in the 'laissez-faire' North American commercial climate, and in some cases
over-subdivision of retail tributary areas has occurred. Further, lack of
controls on private enterprise has, according to Vance,l caused the waste-
ful use of space by the vast majority of recent suburban developments, and
which, on a number of counts, has stimulated shopping centre popularity in
North American cities.

The grid-iron framework of inter-urban routes allows easy inter-
suburban movement by car in relatively low density areas poorly served by
the central mass transit system, and thus opening up new dimensions in city
travel - Ycommunity without propinquity.“2 This changing geography of
urban commercial activities promotes the viability of the shopping centre.
Planning does not demand that new peripheral housing be strategically
located on the mass transit routes focussed on the central area. Nor does
the capitalist system require that the developer provide commercial
facilities and other close community services. In addition, any residential
zonation is often aimed at the consolidation of shopping outlets, and the
abolition of isolated shops helps the growth of integrated shopping centres.

Nor does building in suburban areas whether retail, office or

1See Vance, J. E., Jr., "Emerging Patterns of Commercial Structure in
American Cities.'" Paper presented to Lund Symposium on Problems of
Urban Geography, 19th International Geographical Congress, 1960, and
found in the Proceedings of the Lund Symposium.

2From a lecture by Dr. F. Boal, February, 1965 in the Department of
Geography, Queen's University of Belfast.




industrial, find any great restriction outside of the cries emanating from
the moneyed protests of outraged residential action groups. Thus the

mutual beneficialism of shops in proximity to offices, on which the core
area thrives, has been projected to the suburban business centre, now a
detached piece of downtown. Homer Hoytl points out another significant
development when he states that: '"The new Federal Highway pattern...will be
the primary factor in locating the regional centres of the 1960's.'" For as
is intimated in the text above (see concluding chapter), there is currently
much debate concerning how much governmental control should be levered
against private enterprise taking locational advantage of public investment
in urban freeway programmes. It is not easy to say whether or not calculated
application of restriction would go a long way towards solving many of the
problems of 'disequilibrium" mentioned by Vance.2 What is certain, however,
is that in North America planning controls do little to inhibit the rush of
commercial centres and 'ribbons' emerging in Metropolitan areas.

These then are the considerations which have stimulated the rapid
expansion of shopping centres in the 'Fifties and 'Sixties, in the larger
urban areas of the United States and Canada. That there has been a remark-
able proliferation of these retail outlets can be inferred by the pre-
occupation of many urbanists with shopping centres, as evidenced by innumer-

able publications devoted to them.3

1See Hoyt, H. 'Classification and Significant characteristics of shopping
centres"; Appraisal Journal, 26 (1958).

2Vance, J. E. Jr., 'Factors shaping the downtown core.'" An unpublished address
given at a course on city centre development called, '"Wocus on Downtown,'" pre-
sented by the Community Planning Association of Canada, in Winnipeg, January
26th: and January 27th; 1966.

3See Berry, B. J. L., and Pred, A., 'Central Place Studies', sections 9 to 12,
Bibliography Series No.l. Regional Science Research Institute. 1961.




One of the chief concerns has been the problem of the classification
of the variety of shopping centres in terms of their position in a hierarchy
of retail service centres within cities, and a list of the major authorities
can be found in the bibliography; but any detailed discussion in the test is
without the scope of this dissertation. For as with the methodological
explanation and justification, the proper balance and content of this work
was thought fo be best attained by reference to appendices, if certain
supplementary information is desired. Many believe that theses have a tend-
ency to become initially bogged down with methodological and academic
justification, or with the traditional lengthy review of the pertinent
literature, and this opinion is shared by G. T. Trewartha, who claims that
..."consequently many theses, like a heavily loaded aeroplane, take a long
time to get off the ground.”l

This present research embraces an evaluation of the functions and
characteristics of a planned regional integrated shopping centre, and its
impact upon the Metropolitan setting. To this end it is necessary to discuss
the retail facilities and the urban setting prior to the opening of Polo Park,
and also to gather certain information in order to determine the market area.
This was achieved by means of a questionnaire, by undertaking an automobile
licence number survey, and by analyzing credit account samples.

Subsequently, the problem of assessing the position and impact of Polo
Park on Greater Winnipeg was attempted by analyzing the following - the past
trends, the causal factors, and the present distribution and density of
population (with some reference to the ethnic composition of Winnipeg); the

levels and concentration of income and purchasing power; data on the arterial

In conversation, June 1966, Madison, Wisconsin.



pattern, including schedules of the mass transit network, time-distance
statistics, and traffic flow diagrams; reference to physical and cultural
barriers; and the competition experienced by Polo Park from other shopping
centres and commercial ribbons. Various observations and conclusions are
stated, based on interpretation and inference from the data assembled.

The methods used and the logic of approach should become self-evident
in the chapters which follow. The techniques employed, and their merits and
disadvantages are discussed, but for the purpose of brevity and because the
field techniques are widely used in the geography of market research, the
methodological justification is confined to where it is demanded in the text}
Definition of terms can be found in Appendix A.Z

The concluding chapter deals with both the broader, theoretical
implications, and with the prospective developments likely on a local scale.

Thus, this study might hopefully be of value firstly to the interested
layman, on the ground that his interests and welfare are at stake in the
consumer war presently being conducted on a free-for-all basis within the
confines of Winnipeg's perimeter highway. This may be of benefit also to
the management of Polo Park centre, since it is aware of the necessity to
keep astride of activity in the sphere of marketing geography. Lastly, the
planner and the urban geographer might make use of this research, and per-
haps not only in the offices of the Planning Division of the Metropolitan
Corporation of Greater Winnipeg, but also as a case study, it might be
utilized in Britain by those interested in developments which could well

recur there.

1For example see pages 41-43

21n addition the methods of drawing up various of the overlay diagrams can
be found in Appendix L.
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In striving to reach the interests of each of these groups there is
a danger that the content satisfies none, but the most important object for
the author to achieve was to go beyond the purely academic, and produce
something which might be not only of some general interest but which might
be applied to some specific problem or other, however small. TIf this is
achieved he will be well satisfied, for this should be the essence of

geographical scholarship.



CHAPTER II

AN OUTLINE OF THE PHYSICAL AND COMMERCIAL GROWTH

OF WINNIPEG

The processes of growth peculiar to Winnipeg during the nineteenth
and twentieth centuries have contributed to produce a very marked bias of
urban development westward. Whether one considers such factors as the local
hydrology,l the Indian trails,2 early steamboat navigation,3 the Hudson's
Bay land reserves,4 or the alignment of the C.P.R. rail marshalling yards?
the end result has been the creation of a western imbalance of growth.

This has many geographical implications; clearly a case of appreciat-
ing historical events in order to understand the present.

Within the framework of the general alignments imposed upon the city

lFrom the earliest Selkirk settlers it was recognized that because of bridg-
ing and severity of flooding..."the two rivers, the Red and Seine, created
a double barrier to eastward development.'" (Quote from H. Hosse, "The
Areal Growth and Functional Development of Winnipeg - 1870 to 1913;"
unpublished M.A. thesis, University of Manitoba, 1959.)

2The missouri or Mandan Indian trail became known as '"The Great Highway"
(Portage Avenue), and invited suburban and commercial development.

3A. S. Morton in his "History of Prairie Settlement' points out that major

steamboat navigation down the Assiniboine was chiefly responsible for the
settlement of the area west from Winnipeg between 1875 and 1881.

The Hudson's Bay Company released its reserves' of land in order to capit-

alize on the real estate boom of the 1880's. "The spread of the built-up
area was largely influenced by speculative manipulations of the Hudson's
Bay Company,'" (H. Hosse - '"The Areal growth and Functional Development of

Winnipeg" - 1870 to 1913, Op. Cit.)

5 . )

The western expansion of the urban area in the 20th century has been
funnelled along the constriction between 'C.P.R. town' and the Assiniboine
River.

11
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of Winnipeg by eighteenth and nineteenth century historical precedents1 it
is necessary to appreciate the more recent history of the twentieth century
western growth of residential areas of the metropolitan area. (See diagram
7 and Appendix N.)

From the earliest days of pioneer settlement at the junction of the
Red and Assiniboine rivers it has rvemained true that Winnipeg looks west,
and the extent and nature of the residential ‘'fringe' or the urban area fast
replacing rural arable and grazing land, both to the north and to the south
.0f the Assiniboine River, is most significant to a study of Polo Park
Shopping Centre. Of the various factors governing the distribution of
shoppers visiting Polo Park (as represented in diagrams A - I), the character
of twentieth century residential expansion west of the Red River is among the
most important.

The "Atlas of M’anitoba”2 gives a general description of the progres-
sive stages of residential development, and classifies housing by use of
seven criteria, in detail.3 The relationships between these different
residential sectors, and the degree of orientation of the income groups
associated with them, towards Polo Park, is discussed above (see Chapter IV,
Pp- 65-73).

Only 23% of the metropolitan area is contained east of the Red River.

lIf further detail or information is required on the historical geography,

a comprehensive study has been made by Hosse, H., '"The Areal Growth and
Functional Development of Winnipeg, 1870 to 1913," unpublished M.,A. thesis
University of Manitoba, 1959.

2Edited by T. Weir, published by the Provincial Government of Manitoba.

3See Appendix N, and Diagram /.
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The location of Polo Park centre is not an accident,1 (see concluding
chapter), for the traditional push of the city outwards, beyond the western
peripheries; finds continuance in the decade of the 'sixties. This is not
to say that new dimensions are not being added to other parts of the city.
Considerable suburban development is evident in the municipalities of Fort
Garry and St. Vital to the south (sée Diagram 7 and Conclusion), whilst
Kildonan is expanding,'and industrial Transcona is sprawling eastwards.

If Diagram P is placed as an overlay on Diagram L, it becomes clear
that only threé of the total of 20 neighbourhood and community centres are
not sited in direct proximity to that urban area established within the last
decade. West of the Red River and south of the C.P.R. tracks, in that half
of Winnipeg most relevant to this study, every single shopping centre is
found in these sectors of most recent development. That is, "Grant Park
Plaza'" located along an avenue outstanding in Winnipeg for its dual mush-
rooming of apartment blocks and denominational churches in the 1960's; the
'high class' Tuxedo neighbourhood shopping centre catering for the highest
income2 groups associated with census tract 58; and similarly the shopping
centres which have arisen in the newest housing projects '"Charleswood,"
"Rirkfield Park,'" "Westwood'" and Glendale'" - are designed to serve shopping
requirements on a 'local' (high "convenience good'" component) rather than
‘regional' (including high "shopping good" component) scale.

It is of the highest significance that Polo Park Shopping Centre
itself is not situated in these new peripheral suburban areas, but in the

old-established inner suburbia of St. Jameso3 Thus it is able to serve

lSeventeen alternate locations to that of the present site were considered,
but all of them were in the western half of Winnipeg. (Information obtained
from David Slater &Co., Real Estate, Winnipeg).

2For definition see footnote page 66 (footnotes 2 and 3).

3The city of St. James was incorporated in 1880.
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collectively most of the western suburban districts at maximum convenience
in terms of minimum time-cost.

The advent of innovations in private and public transport, and other
technological advance has caused dislocation of the old urban unity moulded
by dependence on downtown Winnipeg; The large expansion of residential areas
has favoured the growth of commercial establishments along major thorough-
fares, and at main intersections further away from the core area.

The suburban customer calls the tune. No longer can the Winnipeg
merchant rely upon the patronage of '"the Johnny below zero'" - the seasonal
spending spree of the hunter, trapper or pioneer farmer. 'The days are gone
when Eaton's and Hudson's (downtown stores) were looked upon as the Alpha
and Omega.”l

The history of the areal and commercial growth of Winnipeg has been
climaxed in the last decade by the impact of intervening opportunities -
alternative retail outlets to that of the central business district. The
strategy of this commercial warfare can be determined, but its full effects
upon Winnipeg and upon the daily life of its inhabitants, cannot yet be
measured.

With the completion of its new extensions, (totalling an additional
floor area of about 350,000 square feet), Polo Park will be the second
largest regional shopping centre in Canada,2 after Yorkdale, Toronto. Just

as ihe sales of Winnipeg's downtown retail complex have been subject to

1Mr. Lionel Urch, Manager, David Slater Real Estate Ltd., Winnipeg, in

conversation, January, 1966.

zmr. John Johns, Head Market Research Department, T. Eaton & Co., Winnipeg
Manitoba. 1In conversation, August, 1966.
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competition from Polo Park, so the latter in turn has experienced rivalry
from discount houses and other centres. Nor is this process likely to rest,
if the plans proposed recently1 are as good an indication of the future as
the past is of the present.

In the twentieth century two great trading concerns have dominated
the retail sales market of Greater Winnipeg. The Hudson's Bay Company store,
situated on South Main Road in close proximity to its fur exchange and ware-
housing facilities, had no major competitor in supplying the needs of the
population of nineteenth century Winnipeg. Then, at the turn of the century,
a commercial enterprise founded in Toronto by an Irishman, Timothy Eaton
from Ballymena,2 located a vast new department store on Portage Avenue,
Winnipeg. This structure, built in 1905,3 was regarded as one of the finest
buildings of its type in Canada. The range and quality of goods it contained
were a wonder to behold.

Such facilities captured the patronage of the majority of the popula-
tion of Winnipeg, a goodbindication of the sharp opportunism of the company
in its awareness of the expanding future retail market of the city. It was
not untii 1927 that the Hudson's Bay Company, fast falling behind in the
consumer market, gathered its resources together to provide effective retail
competition.

"The Bay'" constructed its present department store on Portage at

Memorial, four blocks west from that of the establishment of the T. Eaton and

lSee pages 93 and 95 with reference to the proposed new St. Vital centre,
and Metropolitan Plan for Greater Winnipeg.

2The Faton Park in Ballymena is testimony to his origins and his benevolence.

3This was during the great decade of the "Second Boom'" in Winnipeg. (See
Hans Hosse: '"The Areal Growth & Functional Development of Winnipeg - 1870
to 1913" - unpublished M.A. thesis, University of Manitoba, 1959.)
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Company. This delay in regaining an effectively competing position, against
Eaton's combined mail-order and shopping complex at Donald, caused '"The Bay"
to inherit second place behind its rival. This situation remains true to
the present day.

The result of the early twentieth century shift of the retailing
capacity in downtown Winnipeg from Main to Portage, was to project westward
orientation of new stores along Portage. Main Street, north of its junction
with Portage, became isolated from the mainstream owing to the constricting
influence of the C.P.R. station and railtracks, and also to the development
of the financial district and grain exchange. South Main held the C.N.R.
station, hotels, railyards, and warehousing. Along Notre Dame Avenue,
growth of retailing was inhibited by proximity to the unsavoury environment
of the wholesaling and garment manufacturing district.

Thus Portage was the one remaining avenue of major importance which
could accommodate commercial expansion. Once the big departmental stores
had established themselves, cumulative attraction pulled in less important
retailing business. And so, even beyond the limits of the C.B.D., Portage
has become the most important shopping avenue in Winnipeg, its "ribbon
development" stretching almost unbroken to the Perimeter Highway.

For half a century downtown Portage, focussed on Portage and Donald,
was the Mecca for the shopping public of Winnipeg. The department stores
of Eaton's and the Hudson's Bay Company pulled in patronage like the force
exerted by a strong magnet upon iron filings. For there were no alternative
comparative centres of attraction.

However, by the late 1950's the population of the Winnipeg Metropolitan

area was approaching half a million.1 Distances between the C.B.D. and homes

lThe D.B.S. Census 1961, gave the population of Metropolitan Winnipeg as

475,989. See also Appendix L (ii) for an updated figure.
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in the suburbs was becoming greater. Downtown traffic and parking problems
were causing great inconvenience. The Department stores, once remarked upon
for their variety of goods and excellence of service, were becoming inadequate
to meet the demands of the increasing affiuence of an increasing population.
The two major downtown stores have not grown with the cityo1 Pushing along
the crowded store aisles, with or without children, is not the most pleasant
of experiences. Nor is the 1600 foot four block walk often necessary between
Eaton's and the Bay (see Plate A), éspecially in the sub-zero temperatures of
the Manitoba winter. Iﬁ the 1atter‘ha1f of the fifties, therefore..."it was
no longer heresy to advocate a major suburban alternative”1 to the downtown
centre. |

The tradition in Winnipeg of shopping downtown had strong bonds, and
this still remains a factor of significance2 to consider in any attempts to
persuade people to shop more in modern suburban centres. For as Tiebout has
remarked: '"Like old shoes, traditional concepts are more comfortable, and

new ideas are apt to be upsetting."

1Mr. Lionel Urch, Manager, David Slater & Co., Real Estate, Winnipeg, in

conversation, 25th July, 1966.

2Further reference is made to this below; See also Appendix D.
(Disadvantage 8).




CHAPTER IIIL

A LOCATIONAL AND DESCRIPTIVE ACCOUNT OF

POLO PARK SHOFPPING CENTRE

When Polo Park was officially opened on August 20th, 1959, it was the
first integrated shopping outlet in Winnipeg which had been comprehensively
planned from the beginning. At a cost of $7 million1 it was built on forty
acres of land formerly belonging to the Polo Park Race Track,2 whence it
derived its name. It is situated close to the junction of a bridging point
of the Assiniboine River with Portage Avenue (see Plates C and D).
Subsequently, the execution of plans for an additional bridge, modern clover-
leaf interchange, and underpass, have enhanced the advantages of location on
two major intra-urban arteries. There has been, therefore, a large scale
modification and addition to the road system in the vicinity of Polo Park
centre (compare Plates B and C and Diagram 1).

Portage Avenue is the major eight-lane thoroughfare serving that part
of the city which embraces the greatest portion of the population of
Winnipeg,3 and which shows the fastest growth ~ namely the west, north of the
Assiniboine.

In addition, Polo Park is situated on the "Home-Going' side (north) of

Portage Avenue, an important influence on sales volumes, according to market

1 . . . e s R . .

Does not include interior finishing and furnishings. This and other figures
quoted without reference to footnote source, is information provided by

Mr. Harrison, Manager of Polo Park Centre.

2See Plate B.

3According to Mr. David Slater, (Manager, David Slater Real Estate Co.,
Winnipeg), in 1959 308,000 people lived within 15 minutes 20 m.p.h. driving
distance of Polo Park.
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PLATE B, VERTICAL AERTAL VIEW OF POLO PARK RACE TRACK TAKEN MID
PREVIOUS TO CONSTRUGTION OF THE NEW ST,

JAMES BRIDGE.

e
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Source: Weéiﬁgrﬁ Photogrammetry, Winnipeg. . ;
(Note difference in scale compared to Diagram C;°)




PLATE C, VERTICAL AERTIAL VIEW OF POLO PARK TAKEN MID 1960s, SHOWING THE
SHOPPING CENTRE, NEW ST, JAMES BRIDGE AND ACCESS ROUTES,
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Source: ' Western Photogrammetry, Winnipeg.
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research teams. Three thousand seven hundred car spaces, arranged on all
sides of the shopping area (i.e., '"split parking") for convenient walking
distances (see Plates D and E), are provided to ensure ease of parking at

all but the peak houré.l Underground truck deliveries segregate service
vehicles from private cars for the most part, whilst buses, bringing shoppers
from downtown and the suburbs, terminate at the entrances near the department
store.

Yet initially, the internal structure of the shopping centre left
something to be desired. The pedestrian mall, roofless and open to the
elements (see Plate F),2 was stifling hot in summer and subject to the cold
whip of wind and snow in winter.

Compared with the longer walk between Eaton's and "The Bay," Polo
Park had only its traffic-free character to commend it to the pedestrian.
Early sales figures3 experienced by store owners reflected the general dis-
satisfaction of shoppers with the open mall arrangement.

Many of the store lease-holders hardly made ends meet during the first

two years (or even longer) after opening. 'One must come in prepared to

lThe peak shopping hours are usually Thursday evenings, Friday evenings, and
Saturday mornings; before public holidays and during pre-Christmas shopping
spree. Parking difficulties are also encountered when shopping hours
clash with sports or other entertainments at the Winnipeg Stadium and
arena, (for example, football games and the Red River Exhibition). Using
the parking index method Polo Park should have some 2,500 - 3,000 spaces.
Using the parking ratio method Polo Park should have 3,750 car spaces.
(See S. J. Staseson - '"The planning of Shopping Centres' M. Arch. Thesis,
April, 1965, Dept. of City Planning, University of Manitoba.)

2This can also be seen on Plate D.

3See Appendix F.
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face a loss for the first couple of years or so."1 One or two stores even
closed down (for example, Betty Winthrow - Ladies Clothing). However,
during the last two years there has been a upward swing in sales, and this
process 1s, in part, generally characteristic of the early stages in shop-
ping centre operations. Much work remains to be done as regards this cycle
of economic viability experienced by shopping centre tenants, but to go into
the pattern evolving at Polo Park in any great detail is without the scope
of this research, for it would demand a thesis in its own right.

In the Fall of 1963, at a cost of $600,000.00, the covering of the
Mall was completed (see Plate G). The statistical impact of this, "the
first major architectural concession to climate in Winnipeg,”2 was almost
immediate (see Appendix F). The rapid increase in sales since 1962 can be
ttributed largely to the enclosing of the Mall, but also of significance
vas the completion of the new St. James bridge and access routes (see Aerial
blates B and C). This was a precondition for extension of Polo Park's
influence to the population south of the Assiniboine. By this time, people
vere also more aware. of the benefits of shopping at the centre, and coupled
7ith this was the promotional vigour shown by new management at Polo Park.3

In retrospect it is hardly possible to measure these factors separately,

out their cumulative impact caused individual concerns to make percentage

LJohu Chiolakis, Manager of Broadway Florists, Polo Park; iu conversation
November, 1965. This is also the impression gained from many conversations
which the author had with managers and employees of the individual stores
in Polo Park.

)
"Personal communication from Green, Blankstein, Russell Associates -
Architects, Winnipeg, (January, 1966).

3See Plates I, J, and K in Appendix I.
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profit gains varying from 5% to 60%, averaging at 20%.l The fact that
during customer opinion survey32 people stated that the chief advantage éf
shopping at Polo Park was the air-conditioned comfort of the enclosed mall
(cool in summer, warm in winter), is some measure of the importance of the
innovation. Since the roofing was completed four years ago, the financial
outlay necessary has been repaid many times through increased sales benefit-
ing the entire centre.

Besides a two studio basement theatrc and a large bowling alley, there
are also offices of various insurance and other businesses, both above and
below ground (shopping) level.4 Polo Park at present contains forty-eight
different stores of a variety of types and sizes (see Diagram 2), which
total a combined sales floor area of 252,000 square feet.

Originally, the tenants of the shops within Polo Park were carefully
selected to avoid duplication of trades, and also to ensure that only those
occupants evaluated as possessing a good chance of permanent success were
included. Although a few of the less favourably located stores did 'fold,!

. . . . .5
this policy together with letting on a percentage rent basis” was successful.

lFigures provided by the Management of Polo Park centre.
2 .
See Diagram 3.
3Opinion of Mr. Harrison, Head of Polo Park Management Committee.

4This non-retail occupancy totals 42,984 square feet of the 538,202 square
feet of occupied leasable area.

5The percentage rent lease system is a good scheme because (a) in a new
shopping enterprise it is difficult to know what the level of rent should
be; (b) it keeps the developer fully occupied in making the scheme work; and
(c¢) because it encourages obligatory and active participation in a tenants
trading association, in order to ginger up trade as a whole.
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In Diagram 2, the shops and services contained by Polo Park shopping
centre could be divided (on an intuitive basis) into "convenience good" and
"shopping good' establishments. Clearly there will be a good deal of over-
lapping within this definition based on type of goods sold.l

Yet whatever the line drawn, it is clear that Polo Park does contain
sufficient speciality stores to attract the low-middle and middle income
group32 it is designed predominantly, to serve. Any neglect of lowest income
shoppers is met by the separate discount store of Topps's nearby; whilst it
is hoped that new developments will encourage the patronage of high income
shoppers from the River Heights and Tuxedo communities.

There are sufficient convenience stores to allow shoppers to complete
all, or most of their shopping, in one trip. For example, housewives are
given the choice of patronizing one or two rival chain supermarkets; and
drugstores, shoe-shops and ladies fashion stores are duplicated to facilitate
"comparison' shopping and to promote competitive prices.

The department store which presently dominates the shopping centre,

. .4
gives the customer additional choice, and when the future Eaton's department

lFor example, retailing concerns like Reitman's and Kresge & Co. sell many
goods (shoes, clothing, etc.) over and above those available in a local drug-
store; but each would be characteristic of establishments which are compon-
ents of local community and neighbourhood shopping districts. In this sense
they can be defined as local and convenience establishments.

2For definition see footnotes 3 and &4 page 66
3For definition see footnote page 66

4It is almost true to say that if all the other heterogeneous shops in Polo
Park were regarded as under one compact -ownership, they would constitute
another department store of the scope of Simpson-Sears.
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store, and the smaller shops which will accompany this development are
opened, these combined facilities will further project Polo Park as a second
downtown.

In addition, a department store under the separate control of the
Simpson-Sears Company, and not bound by the decisions of the majority rule
of the Management Committee for the rest of Polo Park,l boasts an average of
8,000 customers per day,2 shopping in a gross floor area (G.F.A,) of 278,480
square feeto3 Thus, the total for all the retail capacity found within Polo
Park shopping centre is over 500,000 square feet,4 arranged in a plan which
possesses similarities to that of Yorkdale centre in Toronto. Taking $45.00
square foot5 of G.F.A, as an approximate criterion of sales volume, the
annual sales of the department store would total about $12.5 millions. If
the annual sales of all the other shops in Polo Park can be stated as being
$25 millions,6 the combined total sales volume of the entire centre is over

$35 millions in 1966,7 However, it is only during the last two years, which
2

1 . 3 e . . . .. ,
5. J. Stasesion (Op. Cit.) criticizes this lack of unity in administration.

2Customer volumes varies from 3,500-20,000 people per day. (J. Staseson,

(Op. Cit,)
3Source of these figures available from the author on request.

4Thus Polo Park possesses about one seventh of the total of major competitive
retail space on Winnipeg, (See Appendix B) and is truly 'regional according
to Hoyt's and other classifications.

5Figure computed by K. G. Dawson, Market Analyst, Hudson's Bay Company
Winnipeg.

6Figures quoted by Management at Polo Park.

7These figures are only approximate and are quoted merely as a guide to the
economic strength of Polo Park centre.
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have witnessed great sales increases, that these figures have been attained.

Besides its location in an expansive residential area, Polo Park
benefits from location near a number of large office1 and apartment blocks,2
proximity to the airport, and within a mile radius of Polo Park centre a
long list of plants and warehouses can be drawn up.3 Not only do these
business concerns bring more customers to Polo Park, as a result of the
cumulative "pull," and owing to the multi-purpose nature of many trips, but
the employees of many of these offices and industries provide a substantial
portion of the lunchtime and evening sales, especially those within easy
walking distance of the mall.

This close proximity of retail and office land-use has always been one
of the basic generators of downtown prosperity. But it is no longer
exclusive to that district. To a lesser extent Polo Park isba centre which
also, like downtown, is 'devoted to people, paperwork, and parcels,”4 and
can be classified as an outlying "self-contained business district,”5 such
centres being referred to by Hoyt as "...satellites similar in structure to

the C,B.,De”6

lFor example, the Manitoba Telephone System, and the Motor Vehicle Branch.

2These are situated immediately to the east of Polo Park, and west along
Portage Avenue.

3See Appendix G. Many of these concerns surrounding Polo Park can be seen
in Plate D.

4This is how the C.B.D. is described eppigrammatically by Horwood, E. and
Boyce, R. R. in "Studies of the C.B.D. and Urban Freeway Development."
Seattle, University of Washington Press, 1959.

5Marcel Villaneuva, "Planning Neighbourhood Shopping Centres," National

Committee on Housing Inc., New York. (1945)

6H. Hoyt: '"The Classification and Significant Characteristics of Shopping
Centres," Appraisal Journal, 26, (1958).
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Polo Park centre, according to the plans made public during the
first half of 1966, will be considerably expanded during the next two years.
The major department store in downtown Winnipeg (T. Eaton & Co.) has
announced its intention of developing a suburban outlet at Polo Park, of
similar proportions to that of Simpson-Sears. Further, thirty smaller shops
are projected for the centre, and on their completion, these plans promise
even greater potential than the enclosing of the mall or the completion of
the St. James bridge. Certainly these developments deserve more detailed
attention in the coneluding chapter.

By 1970 many of the shortcomings generally associated with shopping
centres, and particularly apparent at Polo Park to anyone with a keen eye
and discerning taste, should be eradicated. ©Polo Park is undergoing as many
significant modifications and expansions as in the metropolitan area as a
whole. For it is a part of the wider process involving the decentralization
of the retail structure of Greater Winnipeg, which is proceeding apace in the

latter half of the 'sixties.



CHAPTER IV

ANALYSIS AND INTERPRETATION OF SURVEY RESEARCH

AND OTHER STATISTICAL DATA

In order to evaluate the functional importance and to assess the
salient characteristics of Polo Park Shopping Centre, it is necessary to
determine the extent of its tributary area and to gauge whether it is
succeeding, not only as a financial investment, but, in addition, to judge
whether it meets adequately the demands of the population it is designed
to serve.

It is hardly possible to ascertain the physical, economic and
sociological impact of this integrated shopping district upon the urban area
of Greater Winnipeg, without paying due respect to the three precepts which
fashion the enquiries, the doctrines, and the practices of market research
teams.

The first is accessibility, and related phenomena, which can be
conveniently subdivided as follows:

A. The use made of the arterial pattern of main and secondary roads

by automobile owners.

B. The network and frequency of mass transit routes.

C. Limitations imposed by physical barriers.

Secondly, the retail structure of the city, and the extent and loca-
tion of commercial competition, is also worthy of attention.

Lastly, reference to the social milieu is necessary, and again, is
capable of subdivision into:

A. DNumbers, distribution and demnsity of population.

B. The distribution and levels of income.

34
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C. Cultural and ethnic group patterns.

Although the triumvirate of categories (accessibility, commercial
competition, and the social milieu) has been enumerated and will be dealt
with separately for convenience, when one weighs the cumulative effect of

~these influences, the inter-relationships existing between them almost make
them indivisible of each other,l

The attempt to measure the fagtors outlined, and any correlations
between them which have emerged, was facilitated by employing well-
established research methods of data-gathering, and the various characteris-
tics and distributions of persons shopping at Polo Park Centre were
established.

Three main data-gathering techniques were taken advantage of in
establishing the patterns of shopper distribution in relation to Polo Park
Shopping Centre; these also serve as excellent indices of its franchise
trading area2 within the metropolitan trading area as a whole.

Firstly, by means of a schedule (questionnaire)3 survey, respondents
were asked to give their specific street address.

In addition, complete answers to a number of other questions posed

(see interview schedule, p. 38) provided further factual information. The

1So that the relationships between these variables can be seen as clearly
as possible, a separate folder has been provided for Maps A to T. By
using the cartographic technique of map overlays, a comparative study can
better be presented.

2See Definition of Terms, Appendix A.

3See Definition of Terms, Appendix A.
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most significant information was derived from the questions listed belowo1

What percentage of the total interviewed came to Polo Park shopping
centre once a week? Twice a week? Three times a week? Once every two
weeks? Once a month? Once every six months or more? (See Frequency of
Visits, Diagram 3.) What percentage of the total interviewed came to Polo
Park shopping centre by bus? By car? By bicycle? By foot? By taxi? (See
Mode of Travel, Diagram 3.) . What percentage of the total interviewed came
from home? From downtown? From place of work? Other? (See Origin of Trip,
Diagram 3.) What percentage of the total interviewed named each of the
particular advantages and disadvantages enumerated? (See Diagram 5, p. 72.)
In addition, much useful data concerning the change-over of shopping from
downtown and local stores to Polo Park subsequent to the opening of the
shopping centre, was obtained.

The data furnished by these interview questions was supplemented by
extensive sampling of the automobile licence plates of the cars parked in the
lots surrounding Polo Park shopping centre, the home addresses of the automo-
bile owners being obtained from the records of the Motor Vehicle Branch of
the Provincial Government of Manitoba.2

In conjunction with this, permission was given to take a 5% sam.ple3 of

lIn addition to these enquiries, further breakdown was possible on a separate day
basis (Appendix D); also information derived from questions 5 and 6, and various
other interview results (Appendices C and J) whilst being of only limited
application in the terms of reference of this thesis, would clearly be of
relevance to further detailed enquiry.

2By kind permission of K. N. Gateson, Superintendant of the Motor Vehicle branch.

3The 1 in 20 sampling technique is known as "selection at regular intervals
from a list." (M. Parten). Selecting the sample cases "at evenly spaced
intervals...guarantees a cross-section of the entire universe will be secured."
(M. Parten - "Surveys, Polls and Samples," Op. Cit.)
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credit account addresses from the files of the major Department Store at
Polo Park.l Access to the credit documents of a speciality store ('"'Broadway
Florists') was also forthcoming, and together these provided a useful tool
in constructing the distribution of a large category of shoppers at Polo
Park.

From material published by the Dominion Bureau of Statistics, Ottawa,
and from published and unpublished demographic research of the Planning
Division of the Metropolitan Corporation of Greater Winnipeg, maps were
drawn to illustrate the distribution, density, and income of Winnipeg's
populace,

A good many of the figures given in the text are based upon unpublished
articles and confidential facts. Wherever possible the sources of these have
been quoted, but limitations were necessary in cases where the source of
information requested to remain anonymous.

The footnotes quoted indicate major sources of published data, from
which other maps such as 'bus routes (Diagram K), and salary and income
groups (see Diagrams P and Q and Diagrams R and S), were constructed.

Although most urban geographers will agree that it is an asset to be
factually objective, some referenceswas necessary on an intuitive level -
such phenomena as the significance of physical and cultural barriers was
difficult to quantify, even if capable of some measurement. It was found
that the quantitative alone was insufficient, and the subjective opinion of
qualitative assessment in some instances holds validity in a systematic

investigation.

1Information provided by arrangement with the Management, Simpson-Sears,
Polo Park.
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DEPARTMENT OF GEOGRAPHY
UNIVERSITY OF MANITOBA

POLO PARK CUSTOMER QUESTIONNAIRE

TIME DATE LOCATION

MALE [ ] FEMALE [] COUPLE |}
' If Accompanied by
Children mark "Y"

How often do you vigit Polo Park shopping centre:

1. Once a week [ 2. Twice a week

3. Three times a week [ ] 4. Once every 2 weeks

5. Once every month ] 6. Once every 6 months
or more

By what means did you travel to Polo Park this trip:
1. Bus [ ] 2. Foot [] 3. Car |7} 4. Other (specify)

From what place did your present trip originate:

Tick
Home (Address)
Downtown
Work place (Specify)
Other (Specify)

S

Where do you do most of your shopping for the ILOLiOwing
goods: (tick column 1)

Other
Polo | Shopping; Local
Park Centre |Stores | Downtown| Other

1 2 12 1 2 1 2
Clothes

Food

Shoes

Furniture

Appliances

Dry Cleaning

Shoe Repairs

(If commodities now bought mostly in Polo Park) Where did
yvou do most of your shopping before Polo Park was opened:
(tick column 2)

Have you any opinions, comments or suggestions to make on
Polo Park shopping centre

Ligt Under

(1) Advantages

(ii) Disadvantages

(If not found in Q. 4.) Could you please give me your
street address: '

CODE




LOCATION

A 19.54
B 20.61
C 12.93
D 11.85
G 35.04

FREQUENCY OF VISIT

once per week

2 times per week
3 times per week
Once a fortnight
Once a momnth

> 6 months

ORIGIN OF TRIP

Home
Downtown
Work-place

Other

32.88

14.95

8.89

16.57

18.05

8.62

75.06

10.64

10.24

4.04

SEX OF RESPONDENTS

Male
Female
Together

Accompanying Children

MODE OF TRAVEL

Bus

Walk

Car

Other

24,

66

ADDRESSES OF RESPONDENTS

Non-specific
Specific
Out of town

In town

Questionnaire Data by Percentage.

15

84,

6.

93.

79

.89

.03

.26

.49

51

73

26

9.

97

64.42

25.

36.

60

6

39
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During the week October 18 - 23, inclusive, and various days during
November 1965,l a total of 742 persons were interviewed by the writer at
various points in and around Polo Park cent’re2 - namely at the four main
entrances and exits of the mall3 and generally4 within the mall and outside
in the parking lot, and the 'bus terminal. In this manner as random and as
representative5 a cross section as possible was obtained. The response to
the schedule questions (see p. 38) was good,6 only about a dozen shoppers
refusing to answer the schedule (mostly because they were in a hurry).

At this point it is perhaps necessary to describe the methods by which
the schedule survey was completed at Polo Park, since most of the conclusions
of this research were based on interpretation of statistics compiled from
the 742 interviews.

In her book, "Surveys, Polls and Samples,”7 Mildred Parten states
that it is not easy to achieve random sampling of human populations, since

there are often situations and conditions which favour certain units over

1Detailed times and dates can be seen in Appendix D.

2See Appendix C (location section) and Diagram 2, for exact location and
interview emphasis.

3At +A, +B, +C, 4D, in Diagram 2, p. 32.

4+G in Diagram 2.
5
See page 42.

6The question which drew most negative replies was that requesting specific

street addresses, but this invasion of privacy was unacceptable to only 15%.
"Obtaining the respondents' address...is the item of information on which
the greatest resistance, if any, is encountered.'" (B. J. Epstein, Op. Cit.)

7Further critque of the means by which statistics were collected for this
research can be found in the text (especially pages 70 to 80).
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others. However, by alternating the time spent at the four fixed locations
of interviewing shoppers at Polo Park,l and by emphasis on walking through-
out the shopping centre and the various parking lots, the effort was made
to gain the most universal sample possible.

In addition, in each instance the method of interviewing the third
shopper following each completed interview was employed, in order to avoid
bias. The author did not hire interviewers, in order that the schedule
returns should be uniform and to ensure that there was true and accurate
recording of answers. By these safeguards the interview survey was as near
to being accurate and as random and representative as possible.2

The term 'random sampling" is most often used to convey the method of
selection by chance - that is, when the method of selection assures each
individual in the universe an equal chance of representation. The fact that
in the vast majority of cases the differences between the percentages
resulting from those interviewed on successive days during the shopping week
October 18 - 23, 1965, and the percentages resulting from those interviewed
on non-successive shopping days during the period 12 - 24, November, 1965,

vary by only a few percent,3 would indicate that a representative sample of

lFor complete breakdown of these locations, the percentages interviewed at
each point and the dates of interview see Diagram 2 (p. 32) and Appendix C
(Location section).

2With incalculable manual help perhaps the actual number of shoppers using
the entire centre could have been counted, and mathematically a percentage
might have been calculated for the number of interviewed. However, in
"Surveys, Polls, and Samples', M. Parten points out that...'"if a choice must
be made between employing a non-mathematical approach which might do mo more
than guarantee that the sample is unbiased, and using a theoretically
efficient sampling design which in practice might permit the introduction of
biased errors, the former if preferable,”

3See comparative percentages in Appendix D.
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the universe was in fact obtained. Although no specific comparisons were
possible owing to '"Company Policy', the author was assured by John Johns,
head of the Winnipeg Market Research Department at T. Eaton and Co. that
both the percentages seen in Appendix C; of income grouping (see Diagram 6);
and of the various distributions seen in the folder diagrams, were very
similar to the total percentages and distributions which resulted from a
previous independent unpublished survey, undertaken by the T. Eaton Company
prior to the establishment of a second department store at Polo Park.

Other than this evidence it is difficult to state categorically that
the interview sample taken in this research was a large enough one, because
it is almost impossible to establish the exact number of customers who
actually use Polo Park daily (only estimates are possible, according to Mr.
Campbell, the Manager of Simpson-Sears Ltd., Polo Park), but if one assumes
that the estimates made by S. J. Staseson (footnote 2, p. 30) are roughly
accurate, and assuming a total of 150 people (which includes families) were
interviewed each day of the survey, then the sample varies from being about
1 in 20 to about 1 in 100, depending upon the variability of the number of
shoppers at Polo Park each day. If it can be assumed that there are 4,500
shoppers visiting Polo Park on an average day, and an average of about 75
interviews (at about 4 minutes each interview) were completed on each day of
the sample, then the sample size is roughly 1 to every 60, which seems
reasonable enough; but this average figure, however, is conjectural rather
than accurate, and the judgment, whether this sample size is large enough in
terms of percentage of daily shoppers should be made on the basis that the
survey does conform with modern schedule sampling practice at shopping
centres.

Without exception, the nine maps (Diagrams A to I) showing distribu-
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tion and origin of Polo Park shoppers, exhibit a very marked western bias,
and especially so north of the Assiniboine River, as would be expected.
From its inception, Polo Park was intended as a response to the historical
lopsidedness of growth to the west, even now reflected by continued expan-
sion of residential areas in that direction. (See Diagram 5 and Appendix
L (1).)

Diagram A, B, C, D, E, and F, constructed from tabulation of schedule
response, can be explained in terms of cost in time and energy of travelling
from home to Polo Park.

The majority of those people who visit Polo Park most frequently -
two and three times (or more) each week - live within easy reach of the
shopping centre. Those shopping only very occasionally at Polo Park (i.e.,
every six months or more) are much more peripheral in location.

There can be recognized a gradation between the extremes of high and
low shopping frequency at Polo Park. The higher the frequency of shopping
visit category, the lower the percentage becomes with increasing distance
from the shopping centre. Examination of the maps A, B, C, D, and J in con-
junction with the tables (pp.47 & 48) showing the ratios between frequency
of visit and automobile travel time distances, lends support to this conten-
tion. Not a single car-travelling respondent interviewed in the survey who
visited Polo Park less than once weekly, (i.e., who shopped only once every
two weeks, once monthly, or once every six months or more), came from within
the 0 - 2 minute automobile travel time zone. This is the preserve of those
who show a high frequency of visits (two or three trips weekly), whilst
almost all low frequency shoppers come from outside the 10 to 15 minutes
travel time zone.

The highest frequency of visit (once, twice, three times weekly)
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percentages reach their apogee in the 2-5 minute zone. The middle frequency
category (one visit every two weeks) has marked density of distribution in
the 5-10 minute zone.

A large percentage of the lowest frequency categories (24.5% of per-
sons shopping once monthly, and 567 of respondents visiting six months or
less), lived outside the metropolitan area of Greater Winnipeg (see Diagram
5 ).l These two categories alone account for all the out-of-town automobile
shoppers.

The reasons for the apparent paradox of lower incidence of higher
frequency shoppers (8.3% of the total) in the 0-2 minute car travel time
zone, compared to the percentage (14.5%) found in the 2-5 (and 5-10 minute)
zone (see Table (i) ), is that much of the housing formerly in the immediate
proximity of Polo Park centre has been subject to redevelopment. Construc-
tion of new highway overpass and interchange, and office blocks and drive-in
facilities, have taken the place of the former residential areas. In
addition, much of the area immediately north of Polo Park is devoted to an
expanding industrial estate. The low population base within walking distance
of Polo Park (i.e., the two minute time zone) implies a lower percentage of
the total (11.4%), compared to the percentage of shoppers emanating from
less accessible but more densely populated zones (i.e., 26%, and 15.5%
found in the 2-5, 5-10 and 10-15 minute zones).

From Table (ii) it will be seen that within the isochrone of five
minute travelling time surrounding Bolo Park shopping centre, (see Diagram
J), there is found the origin of trip of 37.47% of car travellers interviewed.

(Overlay Diagram A on J). Over 887 of these respondents shop frequently

1See page 50.



TABLE (i)

Percentage of The Total Car Travellers Interviewed who came from Within Particular Automobile

Travel Time Zones, by Frequency of Visit Category of Car Travellers

Automobile Travel Time Zones

Frequency of Visit Out of
Category of Car 0 -2 2 -5 5 - 10 10 - 15 15 - 20 20 - 25 25 Min, Town
Travellers Minutes Minutes Minutes Minutes Minutes Minutes or More Location

Three times

weekly

(High frequency) 8.3 145 8.5 1.7 - ~— - -—

Twice weekly 2.4 5.0 4,5 3 - -—— ——— ——

Once weekly 0.6 3.6 3.1 1.3 0.2 0.2 - ———

Once every two

weeks. (Medium

frequency) -—- 1.6 6.8 4.9 2.1 0.7 0.4 -——

Once monthly --- 1.2 4,5, 3.3 2.1 1.9 0.5 4.5

Once every six

months or more

(low frequency) - 0.25 0.6 1.3 0.9 0.25 0.4 4.8

All frequency

categories 11.4 26.15 28.0 15.5 5.3 3.05 1.3 9.3

LY



Percentage of Each Frequency of Visit Category of Car Travellers Interviewed Who

TABLE (ii)

Came from Within Particular Automobile Travel Time Zones

Frequency of Visit Category of Car Travellers

Automobile Once All
Travel Three Every Once every Six  Frequency
Time Zones Times Weekly  Twice Weekly Once Weekly  Two Weeks Once Monthly  Months or More Categories
0-2 Minutes 25.5 16.0 7.0 - - ——— 11.4
2-5 Minutes 42..5 33.0 40.0 10.0 6.5 3.0 26.15
5-10 Minutes 27.0 31.0 33.5 42.0 24.5 7.0 28.0
10-15 Minutes 5.0 20.0 15.0 30.0 18.5 15.5 15.5
15-20 Minutes - - 2.5 12.0 13.0 11.0 5.3
20-25 Minutes - - 2.0 4.0 10.0 3.0 3.05
25 Minutes or
More - - - 2.0 3.0 4.5 1.3
Out-of-Town
Location . - - - 24.5 56.0 9.3
Frequency of
Visit Category
as Percentage
of Total Car
Travellers 33.0 15.0 9.0 16.5 18.0 8.5 100

8%
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at Polo Park (i.e., once a week or more), 55% of this 88% shop three times
or more each week, 20% of them shop twice per week; 13% shop once weekly.

The vast majority of these higher frequency shoppers live in the
trapezoid bounded on the north by Sargent Avenue and the southern limits
of the International Airport, to the east by Maryland Street, to the
south by the Assiniboine River, and by the western boundary of the Gity of
St. James. (See Street map of Winnipeg, in folder). This area can be
delimited as the franchise tradingl area of Polo Park shopping centre.
Although there are outliers of the higher frequency category, concentration
in the vicinity of the junction of Notre Dame and Arlington Streets, and at
Corydon and Kenaston, clearly in real terms and within the area defined, the
trading area of Polo Park is highly localized according to this criterion
of origin by schedule sample. Certainly, on this basis one can question
how regional in scope is this ''regional'' shopping centre.

When the distribution established by origin of respondents travelling
by automobile (Diagram E) is compared to the map showing distribution of
those travelling to Polo Park by public transport (Diagram F), as would be
expected the former shows a much wider spread, which can be explained in
terms of the inherent flexibility, and the time-distance advantages, of the
private car. On the other hand, the origins of 'bus travellers are tied
very much to lines of direct mass transit linkage between Polo Park and
other parts of the city. (Overlay Diagram F on Diagram K.)

Of those respondents who travelled by 'bus from residential areas

1See definition of terms, Appendix A.

2See concluding chapter for further discussion on this point.
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found south of the Assiniboine River to Polo Park shopping centre, 50%
actually gave addresses on the direct ‘bus route, and 75% gave their origin
of trip as being within close proximity (i.e., only a few blocks walk) of

a direct 'bus route. The corresponding figures for those 'bus travellers
from north of the Assiniboine was 607 and 85% respectively. Of the total
respondents interviewed who stated their means of transport to Polo Park as
being public transport,l 51% bhad an origin of trip on a direct 'bus route,
and 65% were within easy walking distances. Even isolated 'bus travellers
are connected, for the most part, by good transfer points, and these strong
correlations existing between distribution and major routes of 'bus trans-
port emphasize the confining influence exerted by the inflexibility of fixed
lines of mass transit.

Although these ''patterns' might be as expected, the exercise does
serve to illustrate that because an important percentage of the patrons of
Polo Park travel by ‘busz (see 'Mode of Travel' p. 39), it is clear that an
extension of the network of routes giving direct access to the shopping
centre would attract more Polo Park shoppers (and/or ease future parking
difficulties at the shopping centre). Thus, efforts have been made to tap
new residential estates, if possible; for example, in July 1966 the Polo Park
'bus routes were further extended into the St. Charles, Westwood, and
Assiniboine residential developments, in western Winnipeg.

By comparison of Diagrams E and K, it can be seen that pockets of
concentration of automobile travellers exist in areas in the city made

inaccessible to Polo Park by poor or indirect 'bus services to the shopping

1Approximately 25% of the 742 interviewed came by 'bus. (see 'Mode of
Travel,' p. 39).

2Approximately 25% of the 742 interviewed came by 'bus. (see 'Mode of
Travel,' p. 39).
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centre. For example, all those respondents coming from the city of
Transcona in eastern Winnipeg, travelled to Polo Park by automobile, since
this reduces time - distance by one half, to 30 minutes compared with an
hour's 'bus travel and transfer time. The same is true for the other more
distant parts of the metropolitan area. Thus, the high percenfages of car
shoppers are apparent amongst those travelling from Winnipeg‘east of the
Red River (82% by car, 18% by 'bus), from Fort Garry Municipality and south
along Pembina Highway (95% by car, 5% by 'pbus), and from the district of
recent extension of residential development west along Portage Avenue to-
wards the Perimeter Highway (88% by car, 12% by 'bus).

One can conclude that comparatively few people not favoured by
proximity of home to a direct route will tolerate the time and effort of
'bus transfer, in order to make a shopping trip to Polo Park.

If the map of average automobile travel time isolines relevant to
Polo Park are examined with the map illustrating the distribution of respond-
ents travelling by automobile (overlay Diagram J on Diagram E), concentration
is evident where the isochrones bend along main arteries to obey the
increased traffic speeds of dual carriageways. (For example, along Portage
and Ness Avenues, and associated sidestreets.) There are also small
clusters in those suburban areas with inadequate access to Polo Park by 'bus
(i.e., Fort Garry area), as stated previously.

From Table (iii), p. 54, the 2-15 minute isochrones are found to
embrace by far the largest proportion of respondents travelling by car - in
fact 83%. The small percentage (3%) held within the 0-2 minute travel time
zone around Polo Park is explained by the fact that there is a comparatively
small population in the area contained within this isochrone. In addition,

two minutes driving time is only a short walk for local residents (overlay
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Diagram F on Diagram J). Only 8% of the total respondents travelling by
car are found in the 15-20 minute zone, and from Table (iii) it can be
inferred that beyond the 15 minute isochrone the "wooing force!" of the
shopping centre is decidedly weakened.

The relatively high proportion (30%) of 'bus travellers amongst those
people whose shopping trips to Polo Park began downtown, can be explained
in part by the fact that Polo Park is only a 15 minute trip by frequent
public transport from downtown Portage Avenue (13% of all 'bus travellers
interviewed came from downtown). The request-stopping Portage - Polo Park
'bus, which drops shoppers at the shopping centre terminus, and the Portage
Express 'bus which is almost as convenient, support frequent linkage with
the central shopping district. Direct service accounts for the emphasis of
distribution along Portage, Ellice, and Arlington Avenues, and along the
'bus routes on the opposite bank of the Assiniboine to Polo Park, as stated
previously (p. 51).

The physical barrier of the C.P.R, railyards also brings its influ-
ence to bear on the time travel contours - if Diagram J is compared with
Diagram M, it is found that north of Portage Avenue and east of St. James
Street the 5, 10, and 15 minute isochrones approximate roughly with the one,
two, and three mile radial distances from Polo Park. The ten minute
isochrone comes to an almost abrupt halt just to the south of the C.P.R,
tracks. This is at a radial distance of about only two miles from Polo Park,
and to the north the 15 minute isochrone takes the driver little more than
3 miles from the shopping centre. 1In contrast a car at 10 minute, and 15
minutes, driving time west along Portage Avenue can cover 3 1/2 and 5 miles
respectively.

Throughout the late nineteenth and early twentieth centuries the




TABLE (iii)

Automobile Those Travelling by Automobile
Travel Time as % of
Zone Total Automobile Travelling
Minutes 7
6 -2 3.0
2 -5 20.0
5 - 10 38.0
10 - 15 25.0
15 - 20 8.0
20 - 25 4.0
> 25 2.0

54
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residents of Winnipeg's '"North End" have always been faced by the problem of
negotiating this barrier. It is no less a problem today (Plate H). From
most areas of the North End it is as quick to go to downtown shopping
facilites by 'bus as it is to drive south by car across the tracks to Polo
Park. This appears to be the obstruction which causes the dearth of schedule
respondents giving an address in this North End portion of high - and middle -
density of population. Only 5% of the total automobile travelling respond-
ents (4% of the total of 742 people interviewed) came from the urban area
north of the C.P.R. tracks and west of the Red River. 1Indeed it will be
realized, from a glance at any of the Diagrams A to F, that Winnipeg north of
the Assiniboine is sliced in half by the south-east to north-west trending
railyards, which are as significant an obstacle to extemsion of the franchise
trading area of Polo Park as the rivers, or downtown competition.

An outline of the competitive retail centres in the metropolitan area
of Greater Winmipeg can be found in Map L. If overlays of the distribution
of respondents by frequency of shopping visits (Diagrams A, B, C, and D) are
used in conjunction with Map L, the significance of these alternative shopping
districts becomes evident. For example, because of the commercial develop-
ments along Portage Avenue west of Polo Park (arterial ribbon, two neighbour-
hood centres and one community centre), there were fewer respondents (only 8%
of the total interviewed) from flats and residential areas along this major
artery and branch streets, than from such areas associated with Ness Avenue
(12% of the total interviewed), which is almost devoid of retail ribbon
development. Again, only 4% of the total interviewed come to Polo Park from
those residential districts (including Crescentwood and much of River Heights)
within a one mile radius of Grant Park Plaza community shopping centre. The

corresponding proportions for a one mile radius surrounding Northland
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community centre on McPhillips Street, and surrounding that on Portage, is
only 2% and 6% respectively. With the exception of downtown Winnipeg (for the
reason stated on page 53), there is no significant focus of Polo Park
respondents surrounding other community, neighbourhood, or ribbon commercial
developments.

Whilst it is true that the other variables outlined also influence the
market allegiance of particular areas to particular retail centres, it would
appear from comparison of Diagram A and L that each of these fetail nodes
successfully attracts the patronage of its immediate locale, with most of the
respondents interviewed at Polo Park being distributed in the intervening
spaces devoid of competition. Since the great majority of these competing
community and neighbourhood centres were established in the first half of the
sixties, subsequent to the opening of Polo Park, it appears that local stores
are encroaching to some extent upon the trade of this regional centre.

By the same token there can be little doubt that Polo Park has taken
a slice of the retail dollar once dominated by C.B.D. stores. This is part
of the general process whereby the urban market has become subject to finer
divisions.

The greatest single source of respondents is the downtown focus of
Winnipeg (see Diagram A). 1In fact from this centre originates the trip of
10.6%l of the total interviewed at Polo Park, of whom 60% travelled by automo-
bile (see Diagram E). It emerges that 60% of this 10.6% were rush hour or
early evening shoppers - that is, people who work downtown and who fregquent
Polo Park on their way home along Portage Avenue between 5 p.m. and 6 p.m.

Thus, the importance of the site of Polo Park (see Plate D) at a main junction

lSee P- 39, "Origin of trip" section.
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of routes, on the homegoing sidel of the major artery, so facilitating
capture of the evening commuter traffic. An easy right turn and inviting
empty parking spaces are persuasive beckoning forces. The remaining 33% were
probably mostly "secondary shoppers' - that is, people who shop at Polo Park
hoping to find goods which thay are looking for after a previous, but
unsuccessful , visit to the C.B.D.

It has been noted that Winnipeg downtown, by far the largest retail
complex in the urban area, is also the greatest source (10%) of Polo Park
shoppers, as indicated by Diagram A, of distribution of respondents by place
of origin or trip. The highest percentages of Polo Park shoppers coming from
downtown on interview days which included evening opening hours2 - that is,
13% on Monday 18th, 9.3% on Thursday 2lst, and 14.4% on Friday 22nd October,
14.3% on Friday 12, 17.6% on Thursday 18th, and 23.1% on Monday 22nd.
November,3 would indicate attraction to home-going commuter traffic. The high
percentage of respondents stating once-a-week frequency of visit4 and the high
proportion of couples5 shopping on these corresponding evening dates, lend
support to this argument. It would appear that the majority of shopping trips

originating downtown were characterized by couples shopping during the early

lOnly two major shopping centres in Winnipeg are sited on the downtown going
side of the street. Indeed, large supermarkets have found it advantageous to
invest in a shift of site to the side most convenient for the evening commuter-
shopper (i.e., Safeway Supermarket at Southdate on Pembina Highway).

2Polo Park stores presently stay open until 9 p.,. on Monday, Thursday, and
Friday of each week.

3See Appendix D, "Origin of trip", section - for comparative figures.
4See Appendix D, '"Frequency of visit" section - for comparative figures.

5See Appendix D, "Sex of respondents' section.
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evening, on their way home from downtown places of work, with a regular once-
a-week visit to Polo Park.

It was also apparent from interviews taken during lunchtime that many
of the respondents came from offices and companies in close proximity.1 This
is as would be expected during this period compared to other hours of the day.

Other than these differences there does not appear to be any other
divergence of patterns discenible between daytime, evening, and lunchtime
shopping.

It is true that although downtown Winnipeg is a major source of Polo
Park shoppers, it presents also an inpenetrable barrier to extension of the
commodity trading area of Polo Park shopping centre. This can be seen not
only from the dmost total void of respondent distribution in the area immedi-
ately surrounding the C.B.D (see Diagram A), but also from the analysis of
the statistics in Tables A to G following (pp- 60-63).

Of the total interviewed, only 22.6% shop for halfbor more of their.
clothes at Polo Park (Table C), whilst 44.5% still go downtown to buy half or
more of their clothes there (Table A). Of the total respondents, more than
threé times as many people shop downtown for half or more of their appliances
compared with Polo Park, whilst the corresponding domination of downtown over
Polo Park for furniture, is over eight times; and for shoes 2 1/2 times
(compare Tables C and G).

Whilst it is true that since Polo Park opened there has been a consid-
erable shift in shopping patterns from downtown to Polo Park, especially as

regards clothes (compare Tables A and B), and to Polo Park from local stores

lAn average of 18% of those interviewed between 12 a.m. and 2 p.m. on week-
days, came from workplaces within about 1 mile of Polo Park.



INTERVIEW DATA - TOTALS: CHANGE IN SHOPPING HABITS

TABLE (A)

Percentage of total interviewed at Polo Park who used to shop downtown for

half or more than half of the commodities listed, before Polo Park was

opened
Clothes
Food
Furniture
Appliances

Shoes

TABLE (B)

88.5%

5.5%

90.8%

88.2%

87.2%

60

Percentage of those interviewed at Polo Park who, previous to the opening of

Polo Park, shopped downtown for half or more than half of the commodities

listed, but who now have changed to shop at Polo Park for half or more than

half of the commodities listed.
Clothes
Food
Furniture
Appliances

Shoes

44.5%

2.8%
19.47%
29.8%

32.2%

(of
(of
(of
(of

(of

88.5%)

5.5%)
90.8%)
88.2%)

87.2%)



61

TABLE (C)

Percentage of the total interviewed at Polo Park who shop at Polo Park for

half or more than half of the commodities listed.

Clothes 22.6%

Food 19.9%

Furniture 8.8%

SR Appliances 15.6%

' Shoes 21.9%
TABLE (D)

Percentage of total interviewed at Polo Park who used to shop at local

stores for half or more than half of the commodities listed, before Polo Park

was opened.

Clothes 3.6%
Food 77 .5%
Furniture 2.2%
Appliances 5.0%

Shoes 3.0%




TABLE (E)

Percentage of those interviewed at Polo Park who, previous to the opening
of Polo Park, shopped at local stores for half or more than half of the
commodities listed, but who now have changed to shop at Polo Park for half

or more than half of the commodities listed.

Clothes 1.8% (of 3.6%)

Food 29.4% (of 77.5%)

Furniture 0.1% (of 2.2%)

Appliances 1.2% (of 5.0%)

Shoes 1.5% (of 3.0%)
TABLE (F)

Percentage of the total interviewed at Polo Park who shop at local stores

for half or more than half of the commodities listed.

Clothes 1.1%
Food 56.5%
Furniture 0.9%
Appliances 2.2%

Shoes 1.7%



TABLE (G)

Percentage of the total interviewed at Polo Park who shop downtown for

half or more than half of the commodities listed.

Clothes 44, 7%
Food 1.2%
Furniture 71.9%
Appliances 55.1%

Shoes 57.4%
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as regards food (Tables D and E), it is quite clear also that there are very
few people who are 'shopping centfe shoppers.”" The vast majority of the
interview samples actually did more shopping for clothes, for furniture, and
for appliances downtown than at Polo Park, except for perhaps the small
proportion (less than 97%) who shopped very frequently (three times or more
per week) at Polo Park.

It can be stated, therefore, that although certain projections have
been attempted in mapping the influence of Polo Park upon the shopping
patterns of the populace of Winnipeg, there is no such thing as '"the!
trading area of Polo Park - that is, an exclusive orientation of a locality
(or localities) toward the shopping centre. There are merely zones where
its impact is stronger than that of the competing centres. This impact
varies considerably according to different commodity criteria. For instance,
a particular urban area may be dominated by Polo Park retail of clothes and
appliances, but perhaps for furniture, the same population prefer downtown
shopping, and for food, frequent local food stores and not the large super-
markets at Polo Park shopping centre, 1In fact, the diagrams of distribution,
and market area delimitations based on them, are simplifications of a very
complex whole. And these simplifications are only truly meaningful if this
complexity is kept in perspective.

It is quite certain, however, that downtown competition is as much an
obstacle to the extension of Polo Park's trading area as physical limitations.
The C.B.D. of Winnipeg, together with the North-South barrier of the Red
River, succeeds in confining interview respondents to that part of the city
west of the Maryland/Arlington Avenue area (see Street Map in folder).

Notice the almost total absence of respondents east of Maryland Avenue, with




65

its localized "convenience" shopping;l whilst as regards 'mon-convenience"
shoppingl this area appears to be the exclusive domain of downtown. It is
probable that a similar situation exists in the urban area east of the Red
River. The ring of residential landuse surrounding the central area of
Winnipeg probably relies completely on downtown stores for shopping goods,"
to the permanent exclusion of any major suburban shopping centre development.
By cartographic comparison of the diagrams indicating total distribu-
tion of respondents (Diagram A), and those of residential 1anduse2 (Diagram
7, P. 69), and of average income by census tracts (Diagram R and S), it can
be inferred that Polo Park attracts mostly middle income shoppers. The
consideration of the spatial arrangement of income groups in western Greater
Winnipeg emerges as a variable of considerable and measurable importance in
an evaluation of the scope and influence of Polo Park. In Tuxedo3 (census
tract 58), the highest income4 area of highest residenﬁial land values (i,e.,
class A Diagram 7), Polo Park shoppers are significant only by their absence.

. C e . .5
The number of respondents with an origin in the lower high” income

l”Shopping goods' ('"non-convenience goods'") can be defined as those commodi-
ties which demand comparative shopping - that is, other than the everyday
needs (tonvenience goods') available at the local drugstore, supermarket or
corner store.

2 s . . . ; . . .

For classification of residential categories in Diagram 7, see Appendix N.
3For lacation see Index of census tracts, Diagram Q.

4That is, those have an income of 7,500 dollars, or more, per annum.

5That is, those have an income of between 6,500-7,500 dollars per annum.



and higher middle1 income groups, located in the '"prestige' River Heights
area (census tracts 46, 47, 48, and 65), is alsosmall despite the much
improved access of Polo Park from this area south of the Assiniboine River,
by the St. James bridge link (Plate C).

Conversely, it is true that the low income residential and rooming-
house area (i.e., glass D in Diagram &) found north and south of the C.P.R.,
and the fringe area of the C.B.D., again support very few of the Polo Park
interview sample.

The overwhelming majority of Polo Park shoppers do, in fact, come
from the lower middle2 and medium middle3 income areas of the city of St.
James, and from the area enclosed to the east by Maryland, to the north by
Notre Dame, and to the south by the Assiniboine River. Middle income
outliers are also found in the Fort Rouge and Wildwood areas (east of
Pembina Highway), and in South Crescentwood (see Street Location Map in
folder).

Further evidence in support of the thesis that Polo Park relies
mainly on the patronage of the middle income groups, west of the river, is
provided by a graph (Diagram 6) based on income data4 of department store
credit account customers.5 The obvious inference can be drawn from the

high incidence of accounts grouped in the $3,500 to $5,500 range of middle

lThat is, those having an income gf between 5,500-6,500 dollars per annum.
2That is, those having an income of between 3,500-4,500 dollars per annum.
3That is, those having an income of between 4,500-5,500 dollars per annum.
4See Appendix K.

5Figures courtesy of the Management, Simpson-Sears, Polo Park.
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income. 1In addition, the character of the stores found in Polo Park, and
the goods they sell, are more likely to lower and medium income rather
than to higher income tastes. Almost one in five of those people inter-
viewed had the opinion that Polo Park lacked quality compared to downtown
shopping (see Diagram 8).. Further, Staseéonl remarks that "Polo Park is
catering to the lower middle class, but is fast up-grading its image."

Of the 19.4% of respondents who were of the opinion that the sﬁores
in Polo Park lack the quality of downtown shopping, many were more than
slightly critical of the "budget'" lines (especially as regards clothes,
shoes, and furniture) found in tﬁe shopping centre. '"Polo Park serves only
the needs of its own suburban locality...it is a highAclass Eaton's
baselqent.”2
"It (Polo ?ark) has volume rather than specialized lines - fine for average
ﬁhings, but if we want anything special then downtown is the place to go."
"The stores (in Polo Park) have a medium price range for medium income
people, and it suits us."

These are statemeﬁts in response to question 6 on the schedule, and
should not be dismissed from the mind without some thought.

There can be no doubt that there is a heavy accent upon promotional
sales at Polo Park. The managers and lease-holders in Polo Park have found
that goods in the medium price range yield the best return. However, this
policy has attached a certain image to this shoppiﬁg centre - if quality is

desirable then downtown shopping is preferrable to a visit to Polo Park.

lS. J. Staseson, '"The Planning of Shopping Centres,'" unpublished M.A.

Thesis (1965); Department of City Planning, University of Manitoba.

2 . . . B
The basement is usually the 'bargain' section found in the downtown
department stores.
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Diagranm 7 . 69

SOURCE: Economic Atlas of Manitoba
Edited by T. R. Weir, PhD.
Department of Geography, University of Manitoba
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Yet this situation is almost certain to be tranformed within the
next two years. Drastic innovations and extensions to the shopping centre
have passed the planning board stage, as a response to two factors of over-
riding importance.

Firstly, the continuance of the trend of imbalance of income distri-
bution favouring western Greater Winnipeg. (Compare Diagrams N and O.)l
West of St. James Street all those census tracts containing a major source
of the sample interviewed at Polo Park have improved their position relative
to the urban area as a whole. Over 20% of the total respondents have an
origin of trip in the census tracts 60, 61, 78, and 80; that is, census
tracts having $10 millions or more income in 1965.2 (Overlay Diagrams A and
S); immediately east of Polo Park, census tracts 25, 29, 30, and 32 (all of
which contain over $6 millions income in 1965)2 embrace 16% of. the total of
742 interviews; to fhe south of St. James bridge is found census tracts 47,
and 48 ($6 millions or more income in 1965), which account for the origin
of 4.57, 6f total respondents interviewed. Also, the majority of these
census tracts show outstanding gains in relative income distribution between
1961 and 1965, (compare Diagrams N and 0, and Diagrams R and S). It becomes
clear that any expansion of facilities and content of Polo Park shopping
centre would be warranted on these grounds. Eaton's new department store,
and associated specialty shops, are steps taken in overcoming the present
low-middle income bias at Polo Park,

3.
Secondly, from the census of 1961,  in most cases the census tracts

lFor methodology of construction of Diagrams N and O, see Appendix L (ii).

2Income figures provided by Planning Division, Metropolitan Corporation of
Greater Winnipeg, see also Appendix L (ii).

3Pub1ished by Dominion Bureau of Statistics, Ottawa, Bulletin CT.17.
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KEY ADVANTAGES % KEY DISADVANTAGES %
A, Ease of parking at 1. Parking crowded at
Polo Park 43,93 peak hours (mostly
Friday evening) 2.56
B. A variety of stores 2. étores too separated 0.5
together 42.72
C. A complete range of 3. Polo Park lacks
goods 26.41 variety 32.74
D. Polo Park convenient 4, Polo Park too far
to home 25.87 from home 24.25
E. No traffic problems 5. Driving nonsystematic
at Polo Park 9.29 at Polo Park¥* 1.07
F. Convenient bus service 6. Inconvenientibus
to Polo Park 7.81 service (transfer) 12.39
G. Enclosed Mall shopping 59.43 7. Polo Park lacks
quality 19.40
H. A pleasant shopping 8. Habit of downtown
environment 37.73 shopping 13.34
I. No disadvantages 9. Downtown guarantee
stated 27.22 and service 5.39
J. Parking is free 22.37 10. Goods cost more at
Polo Park 5.12
EICRIE K. Safe and interesting 11, Better shoe store
L to bring children 15.63 needed at Polo Park 4.31
L. Polo Park convenient 12, Polo Park lacks a
to work 6.06 good restaurant 2.56

*,

i.e. a 'free for all' exists.
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containing those residential districts most pertinent to Polo Park shopping
centre also have comparitively high family income. Each of census tracts

60, 61, 78, and 80 have average family incomes greater than $5,000.00 per

year in 1961; whilst that for census tracts 47 and 48 was ovér $6,500.00,

and only census tracts 25 and 32 had average family income leveis lower than
the average for the metropolitan area as a whole ($5,222.00). Most of these
census tracts have the property of having middle iﬁcome families, and on

this basis alone there are grounds for 'upgrading” the predominantly low

and low-middle income image usually associated with Polo Park Shopping centre,
and which charge account samples and interview results confirm.

This evidence suggests that the multi-million dollar shopping centre
scheme for the comprehensive department store facilities of downtown, as
well as the more exclusive specialty stores proposed,l are unlikely to
experience the uncertainty of sales and fluctuating profits which initially
characterized many of the early retail enterprises at Polo Park.

Besides a new department store complex, between 20 and 30 new shops
will be established, including certain specialty stores (see Diagram 9, page
75 compare with Diagram 2, page 32). The chief change is seen to be the
conversion of the supermarket premises at the north end of the Mall to non-
food retail use. These changes should prove successful in attracting the
higher middle income groups to Polo Park, thereby extending its trading area
into River Heights and other residential districts to the south of the
Assiniboine River. A survey similar to this, undertaken;in a few years' time

would probably reflect a re-orientation from traditional downtown shopping

lInformation provided by John Johns (Head, Market Research, T. Eaton & Co.
Winnipeg) in conversation, July, 1966.
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loyalties, and would serve to indicate that the content of any shopping
centre is instrumental in determining the nature and extent of its
trading area.

The major weight of this chapter has been placed upon the statis-
tics and patterns which have emerged from the computer. The relationships
between this information, and accessibility, commercial competition and
sociological factors, have also been examined. The reason for this
emphasis on questionnaire data is not only owing to the fact that the
information gained from the questionnaire is the most comprehensive, but
also because it is the most reliable index of the trade area, and other
characteristics, of Polo Park.

As mentioned, supplementary research into shopping patterns was
made by plotting addresses obtained by means of an automobile licence
plate survey, and through access to a 1 in 20 sample of credit account
records. Diagrams G and H show the Polo Park trade area as indicated by
these research methods. A comparative glance at Diagram A will focus
attention on the much more ubiquitous spread commén to licence plate and
credit account distributions. For example, Diagram G, which reveals the
distribution of customers by aufomobile licence plate address, shows a
pattern which, although more widespread than Diagram A (especially in the
Fast Kildonan area), has its main features akin to the map of total dis-
tribution of respondents. The main discrepancies between the distribution
of Diagrams G and A is, in fact, the absence of major licence plate foci
from downtown Winnipeg, and from the immediate locale of Polo Park.

Indeed, one of the chief criticisms of employing car licence plate
surveys to determine retail trade areas, is the question of whether or not

the home address of the automobile owner is, in fact, the actual place of
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origin for the visit to the Shopping Centre at the time of the survey.
With this research method of mapping a shopping centre threshold, it is
taken for granted that everyone begins their shopping trip at home. This
assumption is far removed from reality, especially during the lunch-time
and evening rush hour shopping periods, when 'secondary' shopping and
work-to-home-going traffic is highly importanf. There can be no doubt
that many automobiles shoppers at Polo Park have an origin of trip down-
town, and not that suggested by the addresses of the licence plate of
their cars.

It is also to be noted that the licence plate survey takes account
of only the major category of people who patronize the shopping centre--
that is, those who travel by automobile (667%). Those shoppers who come
by foot, or journey by public transport (and-”other” means), are unaccounted
for. The Polo Park questionnaire data would indicate that to rely only
upr the licence plate survey would exclude a large percentage (34%) of
those shopping at Polo Park who travel to the shopping centre by aiterna-
tive means of transport.

In Diagram H, (showing the distribution of department store credit
account customers) a major concentration is found in the city of Transcona
(census tracts 54, 55, and 56), and other notable clusters also exist to
the east of the Red River. One of these clusters is embraced by census
tracts 15, 15, 68, and 69; another is in the west-central portion of tract
88. Others are found in census tracts 50 to 53, and 83 to 84. Diagram H
also emphasizes that many people living in the '"North End" of Winnipeg
(i.e., north of the C.P.R. tracks), also possess department store credit
accounts.

These discrepancies of emphasis apparent between Diagrams A and H

underline the fact that the disadvantages of using the credit account
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sampling technique are serious. Firstly, it is a valid contention that a
sample of the credit accounts of é good number of the stores is a pre-
requisite to obtain a distribution representative of the entire shopping
centre, and not only from one major department store.

Conclusions based soley on the credit samples taken in this study
have only limited application, therefore. WNor is it likely that the
management of these stores would be unanimous in agreeing to give the
research worker access to confidential records. It was not possible to
gain access to sufficient credit information for a fully comprehensive
cross-section at Polo Park.

Secondly, often the policy of the credit department is restrictive
when the risks associated with lower income groups are involved - in the
past a more favourable climate prevailed to attract middle and high
income credit card users. Although a loosening of these credit restric-
tions is now encouraging lower income accounts, it is still open to ques-
tion whether a completely representative income-group cross-section is
provided by credit sampling.

Thirdly, it is often the case that management will initiate a
promotional drive in parts of the trade area where the sales of its store
are lagging, or where it is vital to break the monopoly of a rival chain.
A case in point is the city of Transcona, where thiere has been a drive to
further encourage patronage by facilitating the use of credit cards.

Fourthly, it is probably that a percentage of credit account users
shop bywmail order, or by telephone, or never bother utilizing their
account except on rare occasions. In Diagram 10, many of the out-of-town
credit accounts would probably fall inﬁo this category.

Lastly, even if these objections are discounted, the fact that an
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address has a credit account does not guarantee necessarily that a member
" of that household does in fact shop at the store in question. It might
be that an account lies dormant for up to a year.

Generally, however, the credit account sample and the car licence
plate survey tend to confirm the overall pattern of distribution which
has been established by plotting addresses from interviews. With the
exceptions outlined, Diagram H has a western emphasis which parallels
Diagram A, and credit accounts belonging to the flower-shop at Polo Park
(which is owned by a family living in western Winnipeg, and is well known
and patronized by St. James residents) elaborate on this western orienta-
tion (see Diagram I). If Diagram G is compared with Diagram E showing
the distribution oanutomobile travellers as derived from the interview
sample, the only outstanding anomalies evident are those of the downtown
and Polo Park origin foci - which a car licence plate survey would never
bring to light, owing to the inherent disadvantage of this method, stated
previously.

The comprehensiveness of the personal interview survey, as a basis
for mapping and assessing franchise trading areas of established shopping
centres (or stores), outlines this techniqué as the most reliable single
method of establishing meaningful statistical characteristics, and accur-
ate cartographic representation, of retail hinterlands.

Each of the methods should be used in conjunction with each other,
but even major divergencies from patterns established by questionnaire
schedule can most often be explained by the biases which are introduced
when credit account and automobile licence plate samples are used. Only
in the event of large scale dissimilarities will it be advantageous to
examine critically the sample methods, ér the execution, of the question-

naire interviews. For the other technique should always be regarded as
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supplementary, and not alternative.

As outlined in Chapter I, historically Winnipeg contains the most
complex cultural matrix of any city in Canada, with the possible exception
of Edmonton, Alberta. From analysis and comparison of demographic data
contained in the Governﬁent of Canada censuses of 1951 and 1961, a study
of residential segregation in the Metropolitan Winnipeg area reveals the
persistence of the major ethnic group identity outlined in Appendix E.

It becomes apparent, however, that the premise that residential
segregation is a significant variable in the development of the urban
retail structure, and the subsequent patterns and characteristics of
shopping habits, has only superficial validity. The acculturation, rather
than the assimilation, of Winnipeg's ethnic minorities within the dominant
"White Anglo-Saxon Prostetant" culture has proceeded sufficiently to allow
ﬁhe conélusion that the compoﬁents of the modern affluent society possess
common characteristics in satisfying shopping requirements.

There might be some local preferences, and perhaps patronizing of
particular local food stores (for example, in the Jewish and Ukrainian
districts), but this is negligible in the context of the urban area as
a whole. The thesis that ethnic group residential segregation is of
formative influence in shaping the retail patterns pertinent to Polo Park
(as well as to other shopping centres in Winnipeg), can be dismissed as
incapable of bearing detailed examination. It islhardly of importance
when compared with the relevance of such factors as income and status
groups, time-cost distances, the inequalities of the mass -transit system,
the "pull' of alternative retail outlets, and the vagaries of choice
implicit in the human element. Analysis of such variables, rather than

of ethnic group considerations, would probably yvield more positive
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indicators of the operation of mass-market orientation, even if a socio-
logical study is necessary to arrive at this negative conclusion.

The final chapter will draw conclusions from the data and the
diagrams which have resulted from field research at Polo Park, and which
in this chapter have been explained in terms of their relationships with
time-distance, economic and sociological factors.

Here it is appropriate to mention that each of these three variables
should be viewed not only through the quantitative, but also from the
historical standpoint; in terms of alignments imposed by the river-lines;
in the coming of the railroads and the subsequent railyard developments;
the Hudson Bay reserves; and the directions manifested by internal imigrant
movements.,

Much of the information derived from the personal interview survey
has only been processed in terms of total percentages, and one or two of
the more detailed inter-relationships between them. The computer can be
asked to answer many more detailed questions; and it is intended that
further programming and location plotting will yield a more sophisticated
means of determining 'franchise' and "twilight zone™ trading areas. This
involves detailed analysis of data from question 5 on the schedule,l and
finding distributions of customers according to the percentage by which
they have changed their commodity shopping, since Polo Park was opened. It
is hoped to conduct further research in this direction.

The attempt has been made to quantify the function and characteris-

tics of Polo Park shopping centre as accurately as possible, and also to

1See page 38
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map the distribution of the shoppers who frequent the centre. Even if in

many instances human choice and preference are nebulous, and allowances

must be made for strictly statistical evaluation, it is hoped that the

conclusions which have been arrived at in the chapter which follows, prove

meaningful and useful.



CHAPTER V

CONCLUSION

In a few years Polo Park will have reached maturity as an inte-
grated regional shopping centre. The initial teething troubles of
discouraging sales figures and architectural modifications have been over-
come, and the present stage in its development is characterized by a
shrewd and successful management and a minor 'boom'" of profits. This has
encouraged a second major department store to locate at Polo Park, and
these new premises will assume the position of being the most dominant
element in the shopping centre.

One can debate the complex reasons behind the belated decision of
T. Eaton Company to prise open the closing suburban retail market, by
establishing a firm foothold at Polo Park: however, they appear to be
summed up concisely by H. R. Imus, who in his article, "Projecting Sales

. 1
Potentials for Department Stores,'™ states:

"In many cities department store managers postpone branches,at least
temporarily. This is especially the philosophy of the stronger stores,
whose branches are usually their downtown parent stores' strongest
competition. Frequently the initiator of rapid branch expansion is a
non-dominant store, possibly the second or third store in terms of
rank based on sales velume. Such a store might attempt to improve its
position at the expense of the dominant store. The latter in turn
might permit such competitive action without retaliation, until such
time as the competitor's branch units make substantial inroads into
its sales volumes. Then a major branch facility might be undertaken
by the dominant store for defensive purposes. Dominant management
strategy in such cases emphasizes the fact that continued loss of po-
sition to competitors is worse than transfer of sales volumes from the

parent (downtown) store to the branch (suburban) store."”

This quotation could well apply to the situation existing in

1H. R. Imus, Economic Geography, Vol., 37, No., 1, January, 1961.

83
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Winnipeg, for the new suburban branch of Eatons, at Polo Park centre, is
. 1
a clear case of 'when the tide changes, the beacon must be moved.!

The advent of a second major department store at Polo Park has
caused some to speculate that Simpson-Sears, the rival establishment at
the south end of the Mall, will experience a sharp, and perhaps permanent ,
decline in sales volumes.

However, the authorities on marketing geography are unanimous in
their opinion that such a development, far from being a disruptive
influence, generates increased trade throughout the shopping centre. For
example, Baker and Funaro open their account of "Shopping Centres - Design

. 2 . . .
and Operation,'” with the sentence: '"TIwo stores, side by side, have always
under a free enterprise system, done more than twice the business of a
single store." Further, R. L. Nelson introduces the idea of 'retail
compatibility," or the interchange of customers between two stores to
. . 3 .
create greater business volume in both. He states™ categorically that two
department stores
"...are complementary and feed each other. The Mall type should never
be used unless there are two very strong generators. The Mall shape
makes it easy for a shopper to park near a department store, enter it,
and leave it to return to his car without having been exposed to the
other stores. This situation emphasizes the importance of putting a
second department store at the opposite end of the Mall to the first.
In this manner there is created the greatest foot traffic past the

smaller stores - cumulative attraction is at its peak, and impulse
shopping is greatest.”4

lS. R. DeBoer, "Shopping Districts," Washington, American Planning and

Civic Association, 1937.

2Baker & Funaro, '"Shopping Centres - Design and Operation,' Reinhold
Publishing Co., New York. (1951).

3R. L. Nelson, '"The Selection of Retail Location," F. W. Dodge Corporation,

New York. (1958).

4The benefits of a second department store at Polo Park were confirmed in
conversations, in November 1965, between the author and the manager (Mr.
Campbell) of the Simpson-Sears Department Store.
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There can be no doubt that the upward climb of retail sales at
Polo Park has not yet reached its apogee. For besides promising increased
patronage of the shopping centre by virtue of offering that fully compre-
hensive range of goods characteristic of downtown but not yet of Polo Park,
the projected major department store should also encourage the upgrading of
the general image of Polo Park shopping centre.

This is a consideration of no minor importance, for compared with
other shopping centres of its type and size (for example, the Chinook
centre, Calgary, or Yorkdale, Toronto), Polo Park in its present form still
leaves much to be desired in its appeérance, in its general shopping con-
veniences, and in its low-middle income bias of contentl and quality.2 The
reasoning behind this statement is as follows:

It may be said that all retail transactions are the result of
individual reactions to the factors of attraction and resistance, which can
be grouped under four topics of discussion:

Firstly - Availability of merchandise; the type, size and variety
of stores; the breadth of selection; credit and service
facilities.

Secondly - Price factors; competitive prices, special sales and
promotional activities.

Thirdly - ©Physical comforts; air conditioning and general environ-
ment, ease of inter-store circulation and collateral

amenities.

lSee Appendix J. DNearly 337% of those interviewed stated that the content
of the stores in Polo Park lacked quality compared to those downtown.

2See Appendix J. Of those interviewed 197 stated that the quality of down-
town stores was absent at Polo Park, generally.
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Fourthly - Convenience, time/cost distances and mass transit

frequency.

In the first instance, at Polo Park the necessity of introducing
more specialty stores (for example, a high quality shoe storel and 'bet-
ter'" textile and garment stores) should be regarded as a strong recommend-
ation of this survey, if Polo Park is to upgrade its image.

"The most successful centres have quality stores along with lower-
priced stores - the centre should have both, and the owner must realize
that he certainly has to sacrifice something to get the quality store into
his centre.”2 Indeed, as part of the Department store scheme, a number
of specialty stores are to be established,3 though the type and content of
these has not yet been determined.

Credit facilities at Polo Park have improved considerably since
1963,4 but the same cannot be attributed to service conditions. A general
complaint of shopping at the Department store was that the delivery and
exchange facilities were poor,5 but such inconveniences should be remedied
when the incentive of major competition is evident at the other end of the

Mall.

lSee Appendix J. The fact that nearly 4 1/2% of those interviewed stated
that the single item of poor footwear selection and merchandising at Polo
Park as a disadvantage, is indicative of this.

2C. Magnin, "Urban Land," September, 1962,

31n conversation, J. Johns, head of the Market Research Division, T. Eaton
Company , Winnipeg.

4For example, easing of restrictions on granting Department store credit
accounts to lower income families. (In conversation, Mr. Stregger, credit
manager , Simpson-Sears Co. Ltd.)

5See Appendix J. Of those interviewed, over 5% stated this disadvantage.
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Secondly, the level of prices at Polo Park can be compared favour-
ably with those found in downtown stores, as indicated by the survey
opinions concerning this. Only 5% of those interviewed aired the tradi-
tional complaint of the shopper - that of high prices (see disadvantages,
page 71). The presence of Topp's discount store close-at-hand to the Polo
Park centre allows any low-price void within Polo Park to be bridged by a
walk across the parking lot.

The management committee of the shopping centre certainly does not
lack imagination as regards running promotional activities 