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CEAPTER T

INTRODUCTION

The ain of this thesis is to conduct a case study of the d.evelopnent

of plarured. shopping centres in the North America¡r city and. an analysis of

selected. characteristics of this new fo:m of retail nucleation. The case

study area is ÏÍiruripeg, Ivlaaitoba, a city of approxinately 6001000 in l{estern
'l

Canad.a.- The planned shoppÍng centres of this city are also used. for a¡¡

anÊlysis of selected. shopping centre characteristics.

Chapter I is the presentation of the "nod.e1'r against which the

d.eveJ.opnent of I'Iinnipegts shopping centres can be compared.. The first few

pages of this chapter d.enonstrate the changes that have occu¡red. in the urba¡r

fabric of the North America¡r city as a whole, over the past fifty yea¡s. The

renai¡der of the chapter is an account of the corresponding changes that have

taken place in the intra-urba¡r retail structure. Also discussed. is the affect

these changes have had on the central business d.istricts (C¡O's) of cities in
North America.

General Cha¡rges in the Urban Fabric of the North Anerican Citv

Resea¡chers stud.ying the Ínternal structure of the North.Anerican city

have id.entified. nany changes in the pattern of intra-urban land use over the

past half centur¡r. An example of these changes is the prog:ressive d.evelopment

and. changes in the theories of urban land. use. During the I92Ots and. I95O's

June, 1977. This estimate was nade by Statisticg Canada.

I-The estimated. population of Metropolitan I'iinnipeg was 5601000 in
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the ftconcentric zonett theory ¡ras wid.ely accepted as a mod.el of land. use in

cÍties. Conparison of thís mod.el wÍth the real world. resulted. in numerous

incongruities. These incongruities were corrected. to sone extent in 1919 with

the I'sector" theory. By 1945, however, sufficient additional changes had.

occurred. in the structure of intra-urban la¡rd. use that the single nucleus

theories such as the 'rconcentric zonerr and "sector" theori-es often failed to

atlequately represent the real world. As a result, the t'nu1tiple nucleii'l

theory was presented. to overcone their deficiencies.2

The Íconcentric zonett, rrsectorfr a¡rd. trmultiple nucleiitt theories of the

stnrctr:re of urban la¡d. use are now consid.ered. to be conplirnentary to each

other. Their evolutionar¡r d.evelopoent j-s indicative of the nany changes that

bave taken place i¡ the urba¡ fabric and. la¡d use requi.rements for various

activities. .An exanple of these changes in land use requirenents is i¡ the

notleL of intra-urban land. use and land. use changes. The notlel lras a series of
concentric eircles representing zones of land. use. .â,t the centre was the CBD
which d.oninated the land use structr¡¡e with its retail, office, service and.
civic functions. Next to the CBD was a zone of transition a¡rtl mixed. land use
with factories, ¡¡arehouses and residential- d.eterioration. The working class
residential zone was irnned.iately beyond. this zone a¡rtl the progressively better
off lived. j.n successive circular zones out¡yard.s fron the CBD. Hoytts rrsectorrl
theory was presented. in 1979 after he had observed. that not all of the ilbetterrl
resid.ential areas were beyond the "working class zone[ and. that the rrzonesrr were
not always circular. In nany cities, for exanple, there were pie-shaped. high'er
incone residential areas ractiating out fron the CBD. There were also identi-
fiable mid.d.le a¡d lower income sectors in nany eities. The rrnultiple nucleii"
theory was proposetl by Eamis a¡rct Ull¡nan Ín 1945 after they hatt obser:ved, that
the i¡tra-r¡rba¡r la¡rd. use ¡nttern d.id. not always grow fron a single centre as
had. once been the case but that resid.ential growth often occurred around. several
distinct nucleii. These nucleii night be outlying retail areas, educational
institutions, industrial sites or an airport, in ad.d.ition to the CBD. These
theories are presented in R. E. Park, E. I{. Burgess and. R. D. lvlcKenzie, ILLÇjjX(Chicago' 1925); Þp. 47-62¡ H. Hoyt, The Structure and Growth of Residential
.Areas in Anerican-Óities (Wasfringtor, ,

2Th" 
""orreentric zone" theory was presentett by Br.ugess Ín 1925 as a

rrThe Nature of Cities'r, An4gls of the Anerican Acadenv of Poli-tical a¡d Social
Egiæ, YoL. 242, L945, pp. 7-U.
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nanr¡facturing and warehousing activitíes which are no longer sole1y concentrated

in the I'zone of transitionrt that surrounded the CBD as per the trconcentric

zonen theory. They are now situated. accortling to contenporary site and location
7

requirements.' The location requirernents of other elements of the urban fabric

have also changed.. These changes have been particularíly noticeable in the

intra-urban retail structu¡e.

The Dominant CBD

The CBD has long doninated the retailing scene in the cities of North

.Anerica. The highest order goorls and. servj-ces available in any one area were

offeretl here. This was the point of greatest accessibitity in the city. It

took only a few minutes for nost consumers to walk to a bus or streetcar stop

a¡d. ritle downtown for less frequently purchased goods. Everyday footl, tlrug

and. variety itens were available, however, i¡ snall neighbourhood. oriented.

retait nucleations that were distributecl throughout the resitlential areas.

Eerlv Decentral-ization of Intra-Urba¡r Retail Activitv

The trend toward. the decentralization of retail activity began with the

significant shift of the population of large North Arnerica¡¡ cities such as New

York, Phitactelphia and. Chicago to the subr:rbs during the l920rs and 1950's.

This early suburbanization was based on intra-u¡ban nass transportation systens.

,n. g. Short, I'The l,Iholesale tr\¡nction in winnipee'], unpublishetl
Masterrs clissertatíon, Departnent of GeographÍ, University of Manitoba, L97t.

4M. J. Proucifoot, "Thq Outlying Business Centres of Chicago" (un-
publishett Ph. D. d.issertation, University of Chicago, L976) and Inez K. Rolph,
rThePopu1ationPatterninRe1ationtoRetai1Buying'',@
Sociolon¡, Votr. ,Bt 1972, pp. 768-176.
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Most of these suburbanites were vrell-to-tlo executives and professionals. They

noved. to residential d.evelopments around. commuter train stations where they had

easy access to their d.owntown work places but away fron the problems of the

inner-cÍty. Clusters of stores were opened next to these stations in order to

take adva¡rtage of this new concentration of wealth. These retail clusters were

usually located. at seven to twelve nile d.istances fron the CBD. It was more

economical for the suburba¡rite to shop at this new inte¡necliate level of retail

nucleation than to go downtown for all but the highest level of gootls antl

services. The range of good.s offered. a¡rct the size a¡d. number of stores i¡

these outlying retail nucleations was snaller than in the d.owntown area but the

roorpholory a¡d. internal d.istribution of stores was si-rnilar to that of the CBD.

These clusters of stores did not seriously unde::nine the suprenacy of the CBD

but they were the foren¡nners of outlying retail nucleations that would. do so.

A new level of retail nucleations had. been superinposecl on the CBD - corner

store systen.

The Emersenee of Plan¡ed. Shopping Centres

During the post-I{orld. }far II years of the 1940.'s the automobile beca.me

an increasingly important node of i¡tra-urban transportation. There was a

correspond.ing d.ecline in the use of public transportation for trips to work

ancl to the store. It vras soon d.iscovered, however, that the existing street

systens were not d.esignecl with the requirernents of the autonobile in nind. and.

the relationship that hacl once existetl between the shop ancl the street broke

dorm when the prospective customer was d.riving his 
"u.5 

The ttor+ntovm beca¡ne

an unpl-easant place to be as the naxrow streets beca¡ne nore congested., parking

McGraw-Hill Book Company Incorporated, 1962

5J"r"" S. Ilornbeck (ed. ), Stores and (New York:
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gpace became scarce and. the noise level íncreased..

Retailers end.eavoured to overcome these problens. In a¡r effort to

better relate to the automobile driving consumer, they spread their establish-

nents along najor arteries. Bere they hoped. to attract hin on his way to and.

fron work as they had. been able to d.o at the mass transportation tra¡rsfer

points or teruinals. This clrange did not serve the customer nuch better as

these streets also becnme congested. and parking was still inad.equate.

there were ad.d.itional factors that contributecl to irnpend.ing najor

changes in the intra-urba¡r retail structure. During the 194Ots there was a

sÍgnÍficant growth in consu¡ner buying power. This growth was a function of a

large increase j¡ the poputration of urban areas, number of wage earners, average

hourly wage and. average disposable incone, as housing cogts d.roppetl. A1so,

nhile the proportion of very high íncone fanilies beca.ne snaller, there was a

narked. increase in the proportion of niddle income fanilies. Buying polrer

g?err as retailers were able to keep the prices of their goods fron rising by

Íntroducing economies of scale and. changes in their operations which resulted

in red.uced. labour costs. these economies are exemplified. by what took place in

the food. retailing ind.ustry. During the 1940ts the average food. store size

increased while the actual number of outlets of rnany chains clecreased.. This

reduction in store nurnbers also brought about cuts in labour costs which hacl

alreatly d.ropped. as a result of the introduction of the self-service concept

d.uring the rlepression of the 19rO's.6 tørry irp"o.r"r"nts v¡ere nad.e but an

effective way of relating to the car drivíng customer had. yet to be irnplemented.

on a large scsle.

Sears Roebuck was the first najor.Anerica¡¡ retailer to cater to the

car d.riving public in an effective way. During the l940rs this departnent

6G.

(New Tork:
Balcer and B. Funaro, Shopping Centres: Desien and Oneration

Relnholt Publishing Corporation, I95]), pp. 4-5.
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store chain began to establish new outlets away fron other existing d.e¡nrtnent

stores and the congested. downtown aJrea. Each new store was surrountletl by

spacious parking lots. The target was the new suburbanite who was tired. of

congested streets, the lack of car parking space and the long trip fron his

hone to the CBD. He was one of millions of North A¡nerica¡s who had. migrated.

away from the o1d.er city to the new subdivisions that began to nushroon in the

urban fringes after the rnid.-I93Ots. This second. great migration away from the

city:centre was based. on the autonobile and. septic tanks rather tha¡r the con-

nuter train a¡rd. other rneans of ¡aass transportation that had enablecl the first,

snaller scale erod.us to take place. l,Ihile nass transportation oríented retail

nucleations had. net the need.s of those vrho conposecl the first nigratíon, they

were not adequate to serve this new narket because they laeked convenient

parking space.

llhe first cluster of stores where ad.jacent parking space was provid.ed

was constructed in Baltinore, I'Id. in 1904. .Accord.ing te $imvne¡rs, this was the

first retail developnent that could. be called. a planned. shopping c"ntre.? Hoyt

states, however, that the first such shoppíng centre rilas built Ín Kansas City

in 1924.8 Despite this clifference of opinion, these shopping centreg were

aleacl of their time a¡rtl exceptions to prevailing practice in retail-ing.

Attenpts were made to provid.e parking space behind. the stores of the older,

r:nplanned. retail nucleations but this was found. to be quite unsatisfactory as

customers began to use the rear entra¡rces that hatL been designed for d.eliveries

of Geography Research Paper No.
1964), p. fO.

?J"r"" Ì{. Sinnons, Th

%or"t Hoyt, "Classification and. Signíficant Cha¡acteristics of
Shoppine Centres", Readinss in Urbgn Geogaphv, Eclited. by Earold. l'1. Mayer antl
crväå¡'lro¡n.(ctr:-caeo:U,.i.,uru@Press,rÞ¡g),p.455.

ns Pa
Chicago: University of Chicago Press,

, Department
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and for the re¡ooval of garbage and space for parking was linited..

The plannecl shopping centre became popular tluring the 194Ots. The ain

of theÍr developers was to tap the car driving market. Like Sears Roebuck,

they wanted. to gain access to the concentration of consumers in newly

constructed residential areas. Conversely, hones in new subd.ivisions were some-

ti¡nes sold on the basis of easy access to various a¡nenities includ.ing a modern

q
shopping centre.'

The prinary consid.eration in the design of these planned. shopping centres

was to provid.e ad.equate parking space for custonerst cars. There were other

t¡rpical shopping centre characterj-stics. Most of the stores were acconroodated

under one roof. There was an integrated architecture a¡d. little variation in

the floor area of the individ.ual stores. In the first shopping centres, the

stores were often arranged. in a straight line that extend.ed. upwards to 2@0 feet

in length on occasion. As a variation to this theme a¡rd. consequently red.ucing

the waLking distance between stores, they Ïrere sonetines arrarrged. to forr an L

or U (see Figures I and. 2). There was usually at least one principal tenant in

a shopping centre such as a food. store or, in larger centres, a junior d.epart-

nent store or fu11-fled.ged. d.epartment store. This terånt was often charged. a

preferential rent by virtue of the fact that his store would attract other

businesses to locate in the shopping certre. These new plannecl shopping centres

were an adjustnent in the intra-urban retail structure as a result of the

phenomenal j¡crease in the pervasiveness of the automobile. i.ccessibility to

the consumer is a primary concern of the retailer. Accessibility in the case

of a large shopping centre meant locating along a najor transportation route or

at a najor automobile traffic intersection in addition to providing parkÍng

space. S¡naIIer neighbourhood oriented. shopping centres were located in new

98. GoodrLl, The Economics of Urban Areas (Oxford.: Pergamon Press),
p, l7r.
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resid.entiaL subdivisions. These lrere usually situatetl on an a¡terial street.

Despite efforts to neet the new needs of the suburban consu¡ner, there

were d.eficiencies in the d.esigu of the early planned shopping centres. l'lost

were aesthetically unattractive and. open to the parking lot. The custoner was

still exposed to the noise a¡rd hazard.s of the automobile while shopping. Even

the first mall-type shopping centres were tlesigned. only to provid.e more and.

easier car parking. Their nall areas were d.ull and. unpleasant a¡d. their

tlisplay windows were stil1 oriented to the parking lot.

Designers, developers a¡¡d. nerchants grad.ually became a¡rare, however,.:;
th¿t the best shopping took place when people were oa foot, away fron the

hazard.s and tensions of watching for cars and service vehicles nnd. i¡ a¡r

attractive enviror:ment. The consequence was that petlestrian areas were d.esigaed.

to be larger and. better land.scaped.. Courts, plazas a¡rd. arcad.es were d.eveloped..

l,lbere less favorable clinatic conclitions prevailed, peilestrian areas were

covered., air conditionetl and. especially iI}¡ninated.. The best store wind.ow

displays faced. the central mall area. These ìmprovenents took place, generally,

in the largest, regional-type planned. shopping centres (see Figure 7). In nany

cases facilities for other than retail activities were'a1so provid.ed.. These

facilities often includ.ed. business and. nned.ical office space, hotels, aud.itor-

iunsr-exhibit åreas, theatres, social meeting places, space for clubs a¡d.

banquets and facilities for other cu1tural, recreational and. civic activities.I0

These large, new plamed. clusters of stores a¡d connunity facilities becane the

neeting a¡rd. market places for the car driving suburbanite.

By the 195ots the development of shopping centres of all sizes and

plans was in full swing. In L957 there were thirty-six ptanned. regional

IOEo*bu"k, loc. cit. r pp. g7-LO6.
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shopping centres in the United. States and Ca¡ad.a.ll Each of these regional

shopping centres had. at least 40Or0O0 square feet of floor space designated for

stores, featured. one najor departnent store with an a¡ea of I50'0OO square feet

a¡d was on a site of forty to one hundred acres. Sone of the largest planned.

shopping centres covered as nuch as lr0@r@0 square feet, exclutling parking

1ots, and. nade $100,0001000.00 per year in sales. Since 1957 nore and. Iarger

shopping centres have been developed. and. their number continues to increase.

Ca¡rad.a now has over 540 shopping centres that have their sales ¡nd. receipts

reported. to Statistics Canad.a, have at least five stores a¡d. range upward.s

in size to that of the Torkd.ale Shoppir¡g Centre .i,¡r suburbao Toronto.I2

The Affect of Pla¡ured Shoppi¡g Centre Developnent on the CBD

fþs importa¡rce of planned. shoppÍng centres as a part of the intra-

urban retail stl:ì.rcture has been increasing ever since their introduction,

especially since Ïlor1d War II, while the proportion of all intra-urba¡r retail

activity carried. on in the CBD has been on the decline. Thj-s decline has been

d.uer in pæt, to the falling population and. aggregate income levels of central

city areas. It has also been a factor of the increased. use of the automobile

antL the consequent reorientation of shopping habits on the part of the consumer

antl basic changes in the retail structure a¡rd overall urba¡r fabric.

The resulùs of the tlecline in retail acti:¡Íty,:* b:.:""r in alnost

any J.arge North Anerica¡r CBD. Large department stores which were among the

first of their kind are being closed in the CBDrs of cities such as Philad.elphia.

In order to co¡nbat the loss of tlor¡ntown patronage, large nulti-storied parkatles

have been constructed, freeways have been built to skirt the domtown area,

n&rrow streets have been Landscaped antl tu¡ned. into pedestrian naII areas and

IlHoyt, loc. cit. , p. 456.

I2C*udu, Statistics Canada, Shonpíns Centres in Canada 1970,
Catalogue 6t-2L4, p. 5.
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public transportatíon from the suburbs to the CBD has ¡ss¡ inproved.. Whether

or not the CBD can compete effectively with the large new planned regional

plazas is yet to be seen. In nany cities, however, retailÍng in the CBD is

hold.ing its own as a resutt of these remed.ial efforts.lJ

U7", ,. L. Berry, Robert J. Tennant, Barry J. Garner and.
James l{. Sinnons, Comnercial Structure and Commercial Blis-ht (Department of
Geography Research Paper l¡o. ef; cnicago: University of Chicaeor- L967), p. 29.



CE^IPTER 2

TEEORI]ÎICAI, FR.AI,IEWORK AI{D STUDÏ OUTLTTÍE

This chapter presents the theoretical fræework a¡rd. stud.y outline of

an analysis of selected. characteristics of i{innipegrs plaruned shopping

centres. The chapter is d.ivided. into three parts:

Part I deals with the d.efinition of a planned shoppfug centre,

Part II discusses the grouping and. classification of pla:rned shopping

centres a¡¡d.

Pa¡t III relates to the ways shopping cørtre narket areas can be

tlefinett end. exanined.

Part I - Definition of a P1a¡med Shonpins Centre

A plarmed. shopping centre can be defined by comparing its general

characteristics with those of the unplannecl retail nucleatj-on. In his Chicago

study, Sirnnons cites three basic d.ifferences between plarured. antl unplanned.

shopping 
"urrt""".14

First, the planned. shopping centres is I'planned.'r. Before any conrnit-

rnent is nade for its construction, its trad.e area is usually estirnated, its

layout and size are dete:mined. a¡rd its ttevelopers are often in a position to

select a¡nong contend.ing potential tenants. Tlere is usually no recognized.

decision naking body that governs the distribution, size and. t¡res of stores

for the unplarrred. retail nucLeation a¡rd. its ulti-mate market area and. size are

not pred.ete:nined. Rather, there is competition between stores for the nost

ad.vantageous location in the nucleation. The highest bidd.ers and highest order

I4slrron", 
-19!:--cft. r pp. Lo?-11"1.
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stores usually get the best locations while the renaining stores take those

that are secondary if a profit can still be ¡nade. The rnarket area varies with

the location of the retail cluster a¡rd, the nurnber of stores.

Second., planned. shopping centres are new and. ad.vantage can be taken

of the latest innovati-ons in d.esign and. narketing. Stores in unplanned retail

nucleations are affected by past d.ecisions with regard. to tuiltting size, Ioca-

tion and tlesign and. are therefore l-inited in the marketing innovations that can

be introduced.

Third, rental rates are pred.eteruined. in ord.er to give the planned.

shopping centre d.eveloper a maxinum overall return with the result that there

is often no consista¡rt inte::nal rent structu¡e. In some cases the largest and

nost importa¡t tenant nay pay the lowest rent because the presence of his store

is of benefit to all of the other tenants and., in turn, to the d.eveloper.

Unplanned retail nucleations usually have a rent stmcture that is dete::mined,

by conpetition for a particular site antt its desirability in te:ms of narket

accessibility. Rents or prices paid for land and. buitdings d.ecrease progtes-

sively away from the l-ocation in nost denand..

In hÍs Toronto stud.y, Sìnrnons consid.ered the atove differences but

further d.ifferentiated. pranned. shoppÍng centres from unpranned. shopping

centres by their integrated buitding desígn, the lack of internal conpetition,

unified nanagement and adjacent parking lot".l5 Ee d.istinguished planned strips

wh:ich are a fo::m of cornmercial ribbon d.evelopment from planned. shopping centres.

Eere a nu.nber of stores share the sane build.ing but there is very little inter-

action between then. Plannett strips were includ.ed. in his stud.y if they had nore

t5IO*., Torontors Chansins Retail Complex (Department of Geography
Research Paper No. IO4; Chicago: University of Chicago, 1966), p. 19.
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than ten stores inclutling a supenoarket, off-street ¡nrking with controlled.

access antt the presence of non-service business t¡ryes. Even as a constituent

of a commercial ribbon development, the plannecl nucleation of retail outlets

can be differentiated fron its unplanned. counterpart by its nen'ness, integrated.

appearance, ad,jacent parking lot and ready definition.

For its orùn purposes, Statistics Ca¡rada d.efines a plannetl shopping

centre as:

"Â group of stores which are planned, d.eveloped. ancl designecl as a unit,
containi¡g a ninimum of five retail establishnents (or four retail
establishnents and. a restaurant) in operation d.uring any palt of the
current year. The centre nust have a nini¡nun of 20r@0 square feet of
usable parking area ad.jacent to it, and. the parking facilities nust be
free of charge to custoners. For shopping centres with paved. parking
Iots of 20,000 - 50,000 square feet, the ratio of parking area to gross
floor area rnust be I.5 to l or better. The merchand.ising d.evelopnent
¡oust contain either a grocery and. conbination store, (i.". a gtocery
store with sales of fresh ¡oeat accounting for 20 to 40 percent of total
sales), a d.epartment store, or a chain variety store. lÍhile a shopping
centre Ís usually d.esigned as a single project, all establishnents tlo
not necessarily have to be leased. from a single (private or collective)
ownership. Â retail establishnent nÌay own the building antl the land. on
which it Ís situatetl antl still be fully integrated. with the centre. A
sþopping centre usually bares a nane and., as a nrle, matters of conmon
'interest to the tenants, such as childrenrs playground.s, comnunity
activities, parking, etc., originate fron one authority.ttao

Stud.ents of the planrred. shopping centre have ttiffered in their defini-

tions. The facts of integratect build.ing ttesign, ad.jacent parking lots antl

¡nore than one store sharing the same roof are common to most of the definitions.

In this stutly, a planned shopping centre is clefinetl as any cluster of stores

having these three characteristics regartlless of location antt building foru.

Not all of Winnipegrs plannetl shopping centres are examined because a number

of shopping centres have been d.evelopecl since the d.ata for this otudy was

co1lected.. A few other smaLl shopping centres are not includ.ecl in this

I6Crrr"dr, Statistics Canada, Shoppine Centres in Canad.a. 197O,
loc. cft. ¡ p. 4.
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analysis. This shoultl not affect the results significarrtly.U Includett in

this stutty are shopping centres that range j.n size fron Jr6@ to over 9OOTOOO

sguare feet. The number of stores in each ranges fron two to lOB. thei¡

architectural and locational characteristics var¡r fron the linear planned strip

that is a part of a ribbon or arterÍal comr¡ercial development to the isolated.

nall-type shopping centre. The fi:¡ctions that they perform range in nunber

fron two to forty-five as d.ete:minecl using Berryrs functional classification

(see Append.íx I). The characteristics of the various planned. shoppÍng centres

that are includ.ed. in this stud.y such as nshopping centre areat' and. rrnumber of

storesil are also sholrn in .Appenclir I. Their d.istribution with reLation to

I'Iinnipegf s resid.ential d.evelopment, najor autonobíle traffic arteries a¡d rivers

is shown in Figure 4, pagp 18.

Part II - The Classification of Pla¡ned. Sho¡nins Centres

LiJ<e unplanned. retail nucleations, planned shoppiag centres have been

subjected. to grouping and classification as an ínitial and., often, a rnajor

part of their analysis by geographers. Classification has been nad.e on the

basis of various criteria which tlifferentiate one group of plannetl shopping

centres fron another.

Eoyt was anong the first to attenpt a classification of plarured

shopping centres as a separate subsysten i¡ the intra-urban retail structure.

Eis four level classification was nad.e on the basis of shopping centre size

and the presence or absence of certain types of stores. Inclutled in his

stud.y were nost of the plannett shopping centres in the United States an¿l

Car¡ada.18 A.ccord.ing to his classification, trlarge regional centresrr have

l?tfru srrvey of Winnipegrs plannetl shopping cøntres was conducted
during the Sprine of L975.

l%oyt, f99réL. , pp. 456-458.
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at least one najor departnent store and. cover at least 4OOTOOO squaïe feet.
ÍConnuni-ty shopping centrest' cover between IOOTOOO and 4O0rO@ square feet and

include' among their stores, a junior department store. I'Large neighbourhood.

centrestr cover between 50r0O0 and. lOOr0OO square feet a¡rd includ.e a fa.mily

clothing store in add.ition to a supermarket, drug store a¡rd. hard.ware store.
trsnall- neighbor:rhood. centres'r can range up to SOTOOO square feet in area an¿

incrud.e a r0r@0 to J0r0@ square foot superuarket end, very often, a d.rug

store and. hard.l¡are. Eoytts classification serves to d.enonstrate the t¡rpes of

stores that are present at each of the four levels of shopping centres an¿

that there are d.ifferences between shopping centres, both planned and. unplaruned.

Other researchers have elassified. shopping centres, planned and ¿n-

planned', in ord.er to faeilitate their examination of an entire intra-urban

connercial systen. Such was the case with the Chieago retail structure

research by Be:ry et at.19 Plannetl shopping centres were treated. as a subset

of the total intra-urban retail systen in their general analysis but were not

taken j¡to account in a more rigorous dete::inination of a hj-erarchy of retail
nucleations. Berry used. ten variables to d.erive his hierarchy, aII of which

were highly correlatett with the physical diroensions of the unplannett shopping

""ot""".20 In his analysis, he used. business t¡pes, nr¡mber of establishments,

frontal footage, floor a.rear trad.e area, population served, i¡.come in the area,

sales, pa¡rroll and enplo¡ "rrt.21 Be d.id. not includ.e pranned. shopping centres

20P"t"" Scott, Geosraphy and RetailÍne (Lond.on: Butchinson University
Library, 19?O), p. 149.-

198"try, loc. cit.

2I8"""y, l-oc. cit., p. ll8.



20

ln the conputer analysis, though they were categorized. along with the unplanned.

shopping centres Ín the final classific utíon.Z2 Sinmons used. Bemyts firnctional

t¡ro1o51y in his Chicago and. Toronto shopping centre studies. In the Toronto

stud.y no test of Berryrs classification was r:nd.ertaken before respective

shopping centres, plarured. and unplanned., were d.esignated. to a hierarchy level.

. It woulcl appear that plan:rett shopping centres fono a separate hierarchy

within the total intra-urba¡r retail stmctr¡re. Berry recognized. d.ifferences

between planned. and. unplanned. centres with regard. to the variables he used. to

d.erive his hierarchy. He found that, at the same level, a planned. shopping

centre had. larger store sizes and fewer establishnents of each kind. than an

r:npl-anned. shopping 
"un1"".25 

Forces influencing the d.evelopnent of this

planned. centre subsystern have also ctj-fferecl fron those that affected. the evolu-

tion of the r:npranned. shopping centre subsysten. on the basis of these

d.ifferences, the researcher nay well be justified. in d.erivjng a classification

of plannetl shopping centres separate from that of the unplanned. shopping

centres i¡ the same city.

Accord.ing to Garner, shopping centres can be generaì-ly viewed. as the

intra-urban equivalent of rural central places and. the basic concepts of

central plaee theory ean be appliect to their 
"tud.y.24 

As a distinct subsysten

of the íntra-urba¡¡ retail stmcture, aspects of the central place theory nay

tt@.,

248. J. Garner, r'Mod.els in Urba¡r Geography ancl Settlement Locat]-onrrl
9S¡cig-Economic Itfodels in Geoetaphv ed.. Richard. J. Chortey anct peter Haggett
(London: University Paperbaclcs, 196T), þ. 746,

Z1ruia,, p. 6r.

pp. 34-45.
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also be appliett to the examínation of the plannett shopping centres. nAnalysis

of their fwrctional structu¡e, síze a¡rd. trade area shows that, Iike rural

central places, there is a h:ierarchy of busi¡ess centres in a city.,,25

Luke::rnan states that ''j¡ urban systerns anatysis ... sone, specification of ...
(hierarchy, mod.ality ar¡d circulation) is mand.ato ry.'26

The derivation of a d.iscrete hierarchy of urbar¡ ar'ea" has been typical

of central place studies. This hierarchy is a result of fi¡nctions or good.s

having different narket thresholds due to varying leve1s and. frequency of

d.ena¡d.. Central place hierarchy d.ete:mination has been based. on various

indicators of ceatrality. Ch¡istaller used the nr¡nber of phone calls nad.e in

a town to detertine its relatj-ve centraU-ty.27 Others have used. the nr¡mber of

fr:nctíonal units regressed. on the number of fi¡nctiorr".28 Kilowatt hor:rs a¡¡d.

population have also been regressed on the number of business establishnents

to d.eter'¡aine a hierarcþ of central places a¡d to test the central place theory.æ

t5.IH,.

26--'Brian Jr L. Berry antl Frank E. Hodton ("4.), Geographic Perspectives
on Urban Systens (engtewooâ Ctiffs: Prentice-Ha1l, h".ffi

2?WtIt"" Christalter, The Centrat Ptaces of Southern Germany, trars.,
C. Baskin (gnglewoo¿ Cliffst Pt

2BA. H""ht, 'rAn ïnvestigation into Central Aspects of Portage Ia
Prai-rie, with Special r'.'nFhasis on the Èstablishnent of an Eierarchy and.
Deli¡itetion of the Conpienentary Area'r (unpublished. Master's d.issärtation,
Departnent of Geograph¡ University of Manitoba, 1968).

29vt^. J. I{atts, "Dete¡rnining a Central Pl-ace Eierarchy by
Ilsing Electrical Power Data j-n Southwest l,lanitoba" (unpublished. Masterrs
d.issertation, Ðepartment of Geography, University of Manitoba, 1968),
pp. 44-7'1.
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.ân íntra-urban hierarclry of shopping centres would. be based. on the nurnber of

functions, number of stores, floor area, trad.e area and other ind.icators of the

centrality of retail nucleations.

Ifans Ca¡ol was among the first to derive a hierarchy of intra-urban

retail nucleations. Eis study was und.ertaken in Zurich, Switzerland. in 1960.'0

Garnerfs research in L961 fu¡ther supports carolts find.ings. It is arso

possible thatr as a subset of the total retailing structure of a city, there is
a d.iscrete hierarchy of planned shopping centres that can be derived.. If such

a hierarchy can be d.eteruined. by a nore rigorous analysis, shopping centres at

clifferent levels shoultl then have ty¡rical relationships with their custoner ag

reflectecl in their narket area síze antl location, and. the character of trips

¡nade to these shopping centres. Garner states that the relative location of

r:npranned. shopping centres confolms closery to christaller,s K=4 net"ork.5l

0n1y an even distribution of purchasing power, perfect Ìcnowle¿ge and. perfect

nobility, on the part of the consuner, would. result in a distribution of shopping

centres id.entical to that of the theoretical d.istribution of central places.

Ma¡ket areas would also confo:m to the ideal with consurrers travelling to the

cLosest retail outlet for the goods it suppti"".12

Jog.rr" Carol, 'rThe Eierarchy of Central FunctÍons ÌÍithin a Ci.ty", Annals
of the Âssociation of Anerica¡r Geotryaphers, VoI. |2O, L96O, pp. 4L9-479.

'h*"y Gamer, bTheorv of Tertiarv Activ
strmctue of R;tait Nu;t€€t-;:-(irnpublished ph. D. dissertatj.on, North-
nestern University, L96t), p. 55.

'%*, of the assunptions of the classical central place theory requires
noclification in the real world, situation. Researchers such as Wold.enberg end
Dluncaster have demonstrated, however, that a mixed network of narket areas and.
central places can very closely approxinate the real worl-d situation. See
lllichael J. Woldenberg,

lielgrchv with Exanples from tr'in1and. Germanv. Ghana an@apers
ín Theoretical Geography, I'Geography and the Properties of Srlrfacesrr, Series
Paper No. 5i ca:nbrid.ge, l'{ass.: Harvard. university, tS6l) and. R. trI. Muncaster,rTheoretical Spatial Implications of Mired. Central Place HÍerarchiesrt,
(l{. Â. d.Íssertation, Clark University, 1968).
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It nay well be possible to classify l{innipegts planned. shoppiag

cent¡es on the basis of the theory of the ordering, spacing and. relationships

of central places or retail nucleations. Such an attenpt at a classification

wou1d. also be a further test of the central place theory as it is applied. to

the intra-urban retail structure. At nost, however, the classification woul¿

be based on a subsystem of the total intra-urba¡¡ retail stnrcture, a fact that

nust be consid.ered. continually in the process of analysis and. d.ata interpreta-

tion.

Â preli-minary attenpt at such a classification of planned shopping

centres is nad.e in this study. ïlìnnipegts planned. shopping centres are

classified on the basis of the t¡rpes and fi:nctions of their stores ancl their

overall size. Sone shopping centres are also clifferentj.atecl on the basis of

their location with respect to arterÍaL retail developnent.

Though it is beyontl the purposes of this stucty, it nay al.so be possible

by fi:rther analysis to id.entify groups of shopping centres when the nunber of

retail functions perfo:roed. is related. to market area size. Further, a discrete

hierarchy night be derived by relating the number of functions a shopping

centre has to the straight líne distance to the nearest shopping centre with at

least the same or a larger number of functions. These ¡vould. constitute nore

cornplete tests wíth regard.s to the ord.ering and spacing of shopping centres at

different levels of the hierarchy, if such a hierarchy exists.

Part III - (a) Market .Area .A¡alvsis

Knowletlge of the narket area of a plannetl shopping centre, prior to its
construction, is a feature which often distinguishes the plannecl retaiÌ

nucleation fron the unplannecl retail nucleetion. l{hen a location is being con-

sidered, sueh factors as arteriar street pattern, d.istribution of the
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conpetition' population tlistribution, influence of plrysical and cuLtu¡al

barriers, strength of the nqjor tenant, ttistribution a¡rcl level-s of incone and.

success of other shopping cèntres in similar situations are usually taken into

a""orrrt.J5

Ore of the najor criticis¡ns levelLed at geographersr research of
al

narket areas has been the "d.escriptive! nature of thei¡ anarysis.'4 rt is

often not ad.equate for use by d.evelopers. Theses have also tendeti to have very

€Bneral narket area analyses aJcd na¡ket a¡ea d.efinitions. This inad.equacy has

been due, in part, to the ctifficulty i¡r ttefining a narket area.

Researchers have attenptetl to d.efine narket areas in a nunber of l¡ays.

Sone have interviewed. custoners at the shopping centres uncler stutly in ord.er to

tleternÍ¡e their hone adclresses. Berry includ.ed at least eighty percent of

those interviewett at the shoppiag centres ín his chicago narket 
"r".".J5

Sparcia suggests that only the closest sixty percent of those questioned shoul¿

be consid.ered to be wÍthi¡ a shoppìng centrets narket """".56 In crÍticisn of

Berr¡rrs naxket area d.efinition, Scott says that "they reveal nothing of the

spatial conplexity of consr:ner travel for the purchase of particular t¡¡pes of

Eoodsrr.J? In light of this criticisn and its expression of the problens

Regional Shoppirg Centresrr, Economic Geosaphy, Vol. 77, Lg6]-, pp, 7T4L.
Anot J. Epsteín, ilEvaluation of an Establíshed Pla¡l¡red Shopping

Centreff , _Economic G_eogaphy, VoI. ,7, Lg6L, p. LZ.

22//Earo1d. R. Inus, lrProjectlng Sa1es PotentÍa1s for Department Stores ür

56ft*t J. Sparcia, rrTrading Area Variations for Different Goocts Sottl
in the Sane Storerr, Ihe-Prq:Lessional Geographer, Vol. lB, No. L, L966, pp. 5-8.

2F'-2rscott, loc. ci.t.

'5scott, 
loc. cit., p. 15o.
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lnvolvetl 1n narket area tlefinítion, researchers nay nelL be justiflett in
restricting their analyses to general tlescriptions of trade area character-

Ístics as MorrÍs alicl in his study of the Polo Park Shoppiag Centre in l,firuripeg.,B

More acceptable to Epstein night be the use of l{uffts d.evelopment of

Reillyts I¿w of Retail Gravitation which takes into account the ind.efi¡rite

n¿tr¡re of consumer decision nakl¡u.39 In ctefining trade axeas between shopping

centres which provide the sane goods, Eufffs ¡nodel takes into account the

amount of selection at each centre, fu terus of the floor area d.evotett to these

goods, antl the ti.ue it takes to get to either centre. Instead. of interviewing

people at the shopping centre being g¡nminsd, interr¡iews are cond.ucted. at the

respondentst hones or poÍnts of d.epartr:re. Such i¡ten¡iews er¿ble a ¡nore

representative sampf ing ald., possibly, a better und.ersta¡d.ing of consuner

behavíor. Euff has also show! how it is possible to d.erive info:mation about

the potential of new shopping certres, ín terus of sales and. custoners, by the

application of this nod.el.

In snalyzing tlifferences bet¡veen shopping centres in terms of size,

number of stores, functions, quality of gootts sold. a¡¡d. other characteristics,

it Ís irnFortant f,g sa¡mi¡e the nature of 'bheir respective narket areas. Berry

fountl that physical antl gocio-econonic bor.¡nd.aries had. a definite influence on

tratte area convolutions.4O Trad.e area size and. amount of incone available for

&. G. Monris, ilAn Evah¡ation of the tr\.¡nctions and. Characteristics of
a Regional shopping centre - Poro Park, winnipeg," (unpublished. M. .â.. disser-
tation, University of Manitoba, 1966).

Âreasrrr Land Econo¡rics,

,9lavi¿ L. Huff,

4oBu"ry, loc. cit., p. ?r.

rrÀ Probability .Analysis of Shopping Centre Trade
ïoL. 53, L963, pp. 81-90.
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goods has a positive influence on the sl-ze of shoppÍng centres. In Chicago,

all regional a¡rtl most of the co¡nnunity shopping centres were locate(L in the

high incor" *"".41 rt is probably arso t¡rre that ro¡re.r ord.er shopping "'¡r+tc+:r''*'

:

centres in high incone areas have sxûa1l or market areas with the result that

there are more such shopping centres per unit area. The th¡eshold. narket area

of a good. decreases as income and er¡lend.itr¡¡e levels increase. A shopping

centre Í¡ a lower income d.istrict requires a larger narket area than a shopping

centre of the s¡rne leve1 in a higher incone ttistrict. It is probable that

shoppi^ng centres of the sa¡ne level in t¡yo cliffeåent socio-econonic zones have

d.ifferent ty¡res and. qualities of retail outlets. Lower incone areas nou1d. not

be able to support the higher ord.er fi¡nctions that are present in shopping

centres irt higher status d.istricts.

. tbacte st's¿ dslinitation by the fivo nethotls tSryifiect by Berry and. Euff

¡rovitles conplenentary i:afo:mation thus enabling a nore conplete narket area

exemÍnation. Euffrs nodel enables a more r¡nbiased snnpl,e to be taken Ín that

evelyone in a neighbourhood. is a potential ínterviewee with the result that a

better view of consuner behaviour is obtajned.. Berryts nethod is probably less

tÍme consuming but Ii¡nits the sarnple to those who actr:alIy make a trip to the

centre being saaminsfl. 3erryrs nethott snnFles actual behaviour white Euff ts

nethotl s¡mp1es past or potential behaviour. Tfhich of these nethod.s resülts in

more accurete i¡fo:sation about narket areas j-s uncertain. Eowever, both yield.

tlata that is necessary for a better und.ersta¡tting of d.ifferences between

shopping centres a¡rd. how these differences affect narket area size.

.An attenpt is natle in this stutly to shed nore light on how the various

- a\t"*ice H. Yeates antt Barry J. Garner, The North Anerican Cfty
(ilew Tork: Earper and. Row, f9?1), ppl 5rg-r4]'.
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characteristics of a shopping centre affect its narket area size. .An examina-

tion of selected shopping centre characteristics is cond.ucted. to d.enonstrate

if there is a relationship between the size of a shopping centre ¡narket area

and each of these characteristics. It is hoped that this analysis will lead to

fr¡¡ther stutty of the relationship between the chanacteristics of a shopping

centre and those of its narket Etrea.

lrade area characteristics varJr with leve1s of shopping centres,

Consuner behaviour ex¡mined on the nicro-scale also varies with shopping

centre ord.er. Ga:risonrs stud.y i¡ Ced.ar Rapids, Iowa, was enrights¡ing with

regard. to the variation i¡ the ty¡res and frequency of trips that are nad.e for

clifferent good.s a¡rcl the dista¡ce consuaers are willing to travel to buy these

various good".4z Ee fou¡rd that nost single purpose trips are nade for conven-

ince good.s thst are purchase most frequently. Multipurpose trips are less

frequently r:nd.ertaken a¡rd. involve purchasing higher order good.s at a greater

clista¡ce fron the hone. In support of a statenent nade earlier in this study

(ptg" 27)rhe also found that trigher income fanilies travel further for the

gootls they require, whatever the level (whether for convenience or shopping

gpods) ancl regard.less of the tyae of trip (whether single or nultipurpose).

0ther researchers have cond.ucted stud.ies that were designed. to exanine

the patterns of shopping trips. sone have asked questionÈ such as, rtGi.ven

that four different gootls are required, what is the probability that a consumer

wiLl nake four single purpose trips to four separate retail outlets, nake one

44,,. L, Garrison et al-., Studies of ltishway Develom
Geoergphic Chanse ( seattrãTrri'ie
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nultipurpose trip wÍth stops at four d.ifferent places or make one trip to a

location that has all of the required goods?rr a¡rd. "I,lhat are the factors that
L7

influence a person to decide on a particular trip patterr..'' Boal and Johnson

s¡.qmi¡sfl shopping trip patterns on a ribbon deveì-opnent, the }lacleod. Trail i¡

Ca1gary, .Uberta.44 They found that the "hierarchicfr establishnents (bank,

grocery store and. supernarket), together, had the highest proportion of single

purpose trips nade to thern. As expected, the "highway oriented.rr establishnents

(gas stations and. drive-j¡s) ir"A the Ìrighest proportion of 'rthrough traffj-c'r

patronage. The restaurant. examined. hatl a higher proportion of visits fron

people who patronized. establishnents along the r'lrail'' and. had. stopped. there

before proceed.ing hone. 0:l the basis of this result the restaura¡rt was reclass-

ifiect fron highway-oriented to hierarchic in firnction tyae. The results of this

stutly by 3oa1 and. Johnson support Garrisonrs work and. denonstrate a nethod. that

enables a nore d.etailed. exa¡nination of shopping trip behaviour. It is possible

that nith a modification of the technique used by Boal and Johnson a stud.y of

shopping trip patterns as they vary with shopping centre level and location

would further d.enonstrate d-ifferences between shoppÍng centres. Also of value

in the exanination of d.ifferences between shopping centres would. be the apptri-

cation of the theory and techniques put fornard by Nystu"n.45

43ïu.t"" 
and. Ga¡nerr Joc. cit., p. 42o.

&8. W. BoaI a¡nl D. B. Johnson, "The tr\.¡nctions of Retail a¡rd. Service
Estab1ishnentsonCoromercia1R.ibbons,''@'VoI.9,No.5,
L965, pp. L60-162.

45J. D. Nystuen, "Geograph:ical Anatysis of Custoner Movernents anrt Retail
Business Locations" (unpublished. Ph. D. d.issertation, University of Washington,
1959) ancl J. D. Nystuen, t'A Theory and. Simulation of Intra-Urban lravel'r,
Quantitative Geography, Part I: Economic and Cu1tural Topj-cs, ed.itetl by
l{. L. Garrison and D. F. Marble (Department of Geography Stud.ies No. IJ;
Erranston: lrlorthuestern University, 1967), pp. 54-BJ.
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Sone of the consr¡mer characteristics and. patte¡ns of movement sompled

during a survey of patrons of llin¡ripegrs planned shopping centres are exemine¿

in this stud.y. Those interviewed rvere asked. about their nod.e of transportation

to a shoppi:rg centre, the number of stores they visited. there and. the number of

stores they visited. on the way. The sex of each j-nterviewee was also noted.,

It is possible that these consumer characterístics ancl trip patterns also vary

with the characteristics of shopping centres.



CHÀPTER ]

TI]E DEVETOPME}ilI .AI{D DISTRTBTJTION OF }¡INNIPEG'S PI,AI{IüÐ SHOPPING CENTRES

This chapter is a case stud.y of planned shoppiag centre d.evelopment

as it has taken place in l'Iinnipeg. This clevelopment has paraIlelIed that

which has occurred. in other North Anerican urba¡r areas. Even so, it has not

been a total d.uplication of what has occr.¡¡red..elsewhere. Rather this d.evetop-

nent has been in part an ad.aptation to the characteristics ancl changes of the

I{itutipeg r:rban fabric. [tris case stud.y d.enonstrates the sequence and. sone of

the factors of Wir:nipegts plannecl shopping centre d.evelopnent and. 1trs inpact

on the older retail systen. ffre general fo:mat of this chapter Ís as follows:

1. lfi-nnipegrs early retail stnrctu¡e is d.escribed. at the outset along

rith the changes the retsil stn¡ctt¡re has undergone as the city has grown and.

as changes have taken place i¡ its residential antl areal d.eveloprnent. This

tlescription of the early retail stmcture provid.es a better perspective on the

present retail stnrcture

2. The sectíon that follows is an account o, ,n" sequence a¡rtl sorne

factors j¡ the d.evelopnent of llinnipegts planned. shopping centres.

7. The final- section of thÍs chapter relates to changes that have

takén place in I'Iinnipeg's CBD as a resul-t of the developnent of plannect

shoppi-ng centres. This sectj-on denonstrates how this new phenonenon h¿s

affectecl the oLcler retail structure a¡ld. sone of the efforts that have been nad.e

to overcome j-ts ad.verse consequences.

lilinnipeers Early Retail Develonnent

lfÍnnipeg began as a small nucleus of settlement arountl the nÍneteenth
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cêntw¡r fur eonpany treding posts that were situated at the confluence of the

Recl and. the Assiniboine Rivers. llinnipegrs early growth and. function as a

se:r¡iee centre came with the establishment of settlers along the two rivers.

This growth continued as the Canadian prairies were further opened to agricul-

ture. tlinnipeg became the chief service centre for the region. AII trails and.

water routes lead. to rrThe Forkg'r.

It was not u¡ttil the corning of the railway, however, that it beca.ne

possible to tap more of the agricultural potential of western Canada and.

Winnipegrs rate of growth and importance nere increased.. In 1881, the raillay

that had been designecl to Ii¡k the east with the west in Ca¡rada was directed

toward. lfinnipsg. WÍth the railway as an attraetion, manufacturing and. whole-

salÍlg enterprises !úere soon established a¡d. a populetÍ-on base was provid.ed. for

the erpansion of the retail ancl service trad.es. Ât the tine of i{innipegts

incorporation as a city in 18?, there lras a population of mereLy 1,869 persons.

Àfter the co¡ning of the railway, however, lfinnipegts growth was phenomenal. By

190O the population was 42,534.46

Winnipegts earliest cornmercial developnent took place along l,lain Street

between Upper Fort Garryr'the Hudsonrs 3ay Conpany posi arra suppty d.epot, æd

Portage .Avenue. The tyaical pioneer village retail outlets Trere concentrated.

at Portage a¡rd. I{aj¡r. There was also some commercial activity along Portage

Âvenue antl further north along l{aj¡ Street. The north-south axis of con¡nercial

d.evelopnent was strengthened with the coning of the Ca¡ad.ia¡ Pacific Railvray ancl

the consequent establishnent of wholesaling sn¿t nanufacturing ind.ustries between

Portage Âvenue ar¡d. the railway right-of-way. During the late 1800's Winn:ipegts

46H. O. Hosse, 'r.Areal Growth ancl F\mctional Development of l,linnipeg from
1870 to LgLr". Unpublished l{asterrs thesis, Department of Geography, University
of Manitoba, 1956, p. 195.
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central business d.istrict r'rasr on I'Iai¡ Street, north of Portage .Avenue i¡ the

vieinity of the City lIatl. Winnipegrs early residential d.evelopnent also

paraIIel3-etl the Red. River. During the first féw years, the greatest erpansion

i¡ this sector of the urban fabric was in a northerly direction with the

Assiniboi¡e River acting as the southern barrier.

Cornnercial and Resid.ential Developnent D:ring th

tJinnipeg continued to grow rapidly during the early 1900's as the

recnritnent of settlers fron D:rope ancl the eastern parts of North .America

continued.. During thÍs period, residential erpansion began to take a westward.

orientation. This westward. growth of the city was a factor of a n¡¡nber of

influences such as the positioning of the Canad.ia¡r Pacific Railway narshalling

yard.s; the fact that the najor westward. artery, Portage Avenue, lras compara-

tÍvely well naintairrecl.; and. the Red. ancl Assj¡iboine Rivers acted to prevent

large scale erpansion in southerly and easterly d.irections. A high class

residential district became estabtished. along the Assiniboi¡e River and. a

pr1vate water treatment plant went into operation in the A:mstrongrs Point

area, further contributing to ïIinnipegts westward. orientation in areal growth

during the early 19@rs. Itrodth Anerj-can cities have tended to d.evelop in a

westerly d.irection.4? Most of the new residential development in 'vfinnipeg took

pLace along the najor traffic arteries that rad.iatecl out fron the core area a¡rd.

the rivers.

It was during the expansion perJ-ocl between 19@ and 1910 that St. Ja¡nes

became a suburb of l{innipeg. St. Boniface a¡rd. West Kild.ona¡r also took i¡ a

Iarge part of the new population. tr\uther population growth took place up to

47Mo""i", l€:-.gi!. , g. L2.
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1950 a¡rd the ¡nr¡nicÍpalities of North and East Kíldonan, St. Vital' Fort Garry

ancl the Transcona area beca¡ne increasi¡gly urbanized..

With TJjxnipegrs larger population and zone of influence, an expand.ing

central comercial distríct could. be supported.. Prior to 1905 the central

business district had. been centred. on the City HaIl.4B TÌ¡:is changed., horvever,

after the openiag of the mnnmoth new Eatonrs d.epartment store at the inter-

section of Portage Avenue a¡rd. Donald. Street. Winnipegts residential d.evelopnent

was already showing a westuard bias. Ii{ith the openÍng of the Eatonrs stcre, a

new retailing focal point was established. and the eornmercial d.istrict also began

to show a greater westward orientation. The T. Eaton Company was effective in

tlrawing busÍness away fron l¡Iai¡ Street a¡rtl the Eud.sonrs Bay Conpany d.ecid.ed. to

establish its new store at Portage Avenue and Vaughan Street in 1927, Portage

and Vanghan became a¡other peak 1and. value location. Sjnce L927 tine area along

Portage Avenue between Eatonrs a¡d. the Eud.sonts 3ay Conpany store has been the

scene of nost of ÌJinnipeg's Ìr:igher ord.er retail activity.

The Develo¡ment of Outlvins Retail Districts

Wiruripeg's central business ttistrict has d.oroi¡,ated. its retailing

activity fron the early d.ays vhen nost stores Ìrere concentrated. along I'laia

Street. Winnipegts core area provid.ed. higher ord.er goods and. services to ¡ouch

of western Canad.a. Lower order ¡nercha¡rd.ise was offered. to ÏIinnipegers through

a netr¡ork of smaller retail nucleations and isolated. grocery stores that becane

establishetl in the residential axeas beyond. the CBD. These local retail outlets

servecl. the every d.ay need.s of the population. More were d.evelopecl as resi¿len-

tial areas erpand.ed. Internediate levels of retaj-I nucleations were established

Ín St. Boniface and on Selkirk Avenue, north of the C.P.R. narshallíng yards.

Planning, University of Manitoba, L971.

\

€trbor the lectr¡res given by Pro'fessor B. Rotoff , Department of City
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These were pþsÍcally isolated and ethnically wrique resid,ential areas.

Às the suburban nunicipalities ebsorbed. a greater proportion of the

i¡flux of new resid.ents between 19@ a¡d. L95O, nore people for:¡rd it unecon-

orcical to travel to the d.owntown area for other than higher ord,er good.s. The

result l¡as that consumers in these areas preferred to patronize the retail

outlets that were beiag developed along najor thoroughfareb and street car

routes or in small outlying retail nucleations situated. at najor intersections

withi¡ the suburban corunrnities. Portage Avenue, Ivlain Street a¡rd, Penbina

Highway Ìratl weII developed. connercial ribbons and St. Vita1, St. Bonjface,

Fort Garry, St. Janes, Elmroocl, ÏIest KiLd.onå¡r., East Kild.onan, 01d. Kild.ona¡r and.

Tra¡rscona a1I had snall busi¡ess d.istricts.

lfinnipegts retail- and. resid.ential growth hsd. been phenomenal prior to

LgrO. This changed, however, d.uring the years of the Great Depression and

lforld. I{ar II. The 19]0rs a¡¡d. early 194Ots }¡ere years of slackening in both the

retailing a¡¡d. housj¡g sectors of t{innipegrs economy. The boon years were over.

The Post-World. lfar If Years

Às the second. wor1d. Ì{ar ca$e to a close, the results of fifteen years

during which tittle new housing had been built were fett. this shortage came

about even though the population had been growing at a much slower rate than

during the previorr" y"."".49 Sotd.iers began to return fron their war-time

d.uties; increasing numbers of farnilies began to nove to the city fron rural

areas; a higher proportion of the population lras getting narried and. d.isplaced.

persons from b\rope h'ere being settlecl in Canada. These factors placed. even

nore pressure on the existing housing narket. The scarcity of housing.was

acute.

and Perforilarrce¡

49L. u. Smith, Research Monograph 2: Housing in Canada: Market Stlucture
(Ottawa: Central t'toitgãge an¿ ttousing Corporation, l9?f), p. 9.
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fn 1947, a City of lfinnipeg Eealth Departnent report stated that

there were only forty-three. vacant houses, many of which were substand.ard.,

and there rüere no suites available in any of the apartment bloclcs. As a

eonsequence it was reconnend.ed that 10,0@ additional housing units should be

nade available as soon as possible. The Health Department recommended. th¿t:

rr1.. naterial shortages be overcome by the production or conpulsory
release of the necessities for hone building,

2. no 1uxury building be pe:mitted.,

7. small apartnent blocks be created instedd. of single fanily houses,

4. large houses be legally eonverteti to act as nultiple dwelling units,

5. lower incong brackets be g'iven preference to the above t¡res
of hones.tt 50

These reconmend.ations were bei-ng made across the country, as the

housing shortage was not unique in llinnipeg, and. nost of the recommendations

were being enacted. During the late 194O's thousand.s of new hones were built

in ïIinnipeg and her surror.rnding suburban municipalities. .A.s evid.ence of this

tremend.ous expansion that carne as a result of the new housíng, every nunici-

pality, with the exception of Transcona and. Tuxedo, had. a¡l increase in popula-

tion of at least fifty percent between 1941 and 1951 (see A,ppenttix II). Many

of the new homes were designated for vetera¡s of l,Iorld War II. In new housing

developnents such as ÏJildwood. Park in Fort Garr¡ all but a few of the new

structures were set aside for veterans. Special prograns and. low i-nterest

rates on mortgages made it relatively easy for a veteran to buy a hone.

l,lunicipalities bortleríng the City of I'finnipeg continuecl to grow d.uring

the L95Ots and l96O's as the nation-wide trend toward. suburban living

continued.. Suburban developnent areas such as Westdale, Southdale, Fort

5otfr" Winnipu* er"" pr , January 25, Lg47.
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Rich¡nond and. lfindsor Park were widely ad.vertised. Areas in North, West, East

and. 01d Kildonan and. St. James-Assiniboia were also being developed. during

this period. Suburban growth of this nagnitud.e was only made possible by an

increased use of the autonobile. Increases in Vlinnipegrs automobile nileage

paralIelled that of the rest of Canada. Between 1945 and 1971 passenger car

niles in Canacla trip1ed..5l

Since Ïforld ltar lI the autonobile has been wed. more and more for

shopping trips. The result of this increased autornobile usage was soon mani-

fest in greater congestion of streets in trad.itional commercial areas.

Shopping in the downtown area and at stores along najor arteries became

increasingly difficult. Travel fron suburban areas became more costly as

d.istances increased. and. parking space beca:ne scarce.

The first comrnercial d.evelopnent that was designed. to better serve the

autonobil-e d.riving public was the I'Iildwood. Shopping Centre. It was opened. for

business in 1947 near the Wild.wood Park residential cornplex in Fort Garry

(see Figure 5). The stores in this planned. retail nucteation were set back

further from the street than was usually the case in unplanned. nucleations.

This enabletl d.iagonal parking that would. facllitate the aceommodation of ¡nore

cars near the entrance ways. In atltlition, other characteristics such as

integrated buildling design, a d.esignated target population and. single ownership

were typical of plannetl shopping centre d.evelopnents elsewhere in North

.A¡nerica. Five retail outlets inclucling a relatively large, noderî grocery

store antl an autonobile service station were acconnod.ated und,er one roof. The

5lStrti."tics Canada. Canada l9?2: The A¡nual Handbook of Present
qonat'q¡oa1
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shopping centre was designed to serve Wildwood Park and MeL Grant was its
single ol{ner. This smal-l neighbourhood conmercial complex served the everyday

needs of the peopl-e in its vicinity (see Figure 6). fts d.evel-opment marked the

beginning of a new era in retaiJ-ing Vliruripeg and. western Canada as a whole.

.Another simiLarly d.esigned shopping centre was also opened in I94T and. served.

a newly developed neighbourhood. in lfest Kildonan (see Figuru ?).

It was not until 1954 that another planned. shopping centre ruas opened.

for business in the Winnipeg aïea. This was not, however, for reason of a lack

of proposals. The construction of two najor new regional shopping centres ïras

announced. in 1952.52 It" site was apparentl-y chosen after an extensive analysis

of the l{innipeg narket area and. a number of alternative locations. The final

d.ecision regarding location was a síte bou¡ded. by Maj¡r Streei, Woodbine Avenue,

the Canadian Pacific Railway line to l{innipeg beach a¡rcl Jaffrey Avenue. The

conplex was to include elaborate shopping facÍlities by way of I75 stores,

banks, bowling aIIeys, a rolrer stath! pavíIlion, an aud.itorium, a hospÍtar,

a chapel, day care services a¡rd. apartment blocks. If,'rdd$projected. to open in
i,

L955. This shopping centre ÌÍas never actual-Iy àeveloped but the other regíonal

shopping centre that was first proposed. in L952, the Polo Park Shopping Centre,

dicl come about later in the decade.5J

In keeping the historic westward. tend.ency in new retail a¡rd. resid.ential

development, the next two shopping centres to be built in llinnipeg were located

in St. James. Both were opened in 1954 and. situated. within a nile of each

52tfr" Wi""ip"e F""" P , November lI,
5'trr" winnlo"u r""r , Novenber 12,

1952.

L952.
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other. The Silver Eeights Shopping Centre was the J.argest of the two neigh-

bourhood. t¡rpe centres and was located. on Portage Avenue at Mount Royal Road

(see Figure B). Its arterial Iæation enabled the stores in this shopping

centre to tap the honegoing traffic narket in add.ition to that of the local

area. Retail, office and recreation space were conbined and. genuine off-street

parking was provitled for the first time as a designed. feature of a retail

conplex. The second shopping centre to be opened. in 1954 was smaller with only

three stores and. served the area in the inmed.iate vicinity of Strathnillan Road.

a¡d Brlce Âvenue.

the Periotl of Ra.pitl Autonobile - Oriented. Retail Developroent

The trencl that hacl been t¡king place elsewhere in North A.merica was

nad.e more evid.ent in Greater ÏIinnipeg after 1956. Food. chai¡s based. in eastern

Canada, the eastern seaboard of the Uuited. States antt California, sone of which

were entering the lfinnipeg market for the fi¡st tiner began to d.evelop new and.

rnuch larger stores than in the past. A1L of'these new supennarkets featu¡ed

adjacent, off-street parkíng and they were often opened in ccnjunction lrith

other stores in ner¡ shopping centres. They were being opened in both o1d. and.

new resid.ential E¡reas. The chief tenant of l{innipegrs next new plannett shopping

centre was a large .4, and. P store, the first for this food. chain in Ìfinnipeg,

with over 25,000 square feet of floor space. It was located. in south Winnipeg

at Stafford. .Àvenue arid Penbina Eighway. Tfhen this shopping centre was opened

it was by far the largest jn the netropolitan u"".54

54Du"ire this period Canad.a Safeway was naking efforts to strengthen its
position in I{Ínnipeg and across Western Canada. This chain was closing many of
lts sxnaller stores in the old.er parts of the city'and. build.íng supernarkets along
najor thoroughfareg such as Pembina Eighway, Portage .A.venue and Corydon Avenue.
Dominion Stores a¡¡d Loblaws built their first llinnipeg supermarkets during the mid
1950ts. Their target, as with Canad.a Safeway, was the car tlriving consuner who
was now tending to buy bulk antl to shop on Frid.ay evenings and on Saturday. The
praÍries based. I,lestern Grocers Ltd.. was also changing and erpand.ing its operations
with the opening of mrnerous Shop Easy supernarkets and by band.ing together a
group of lndependent grocerg und.er the name of Tonboy Stores.
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No new planned shoppíng centres were d,eveloped ín Lg|jT but d.uring the

next year, stores in five new shopping centres were opened for business. The

need. for adequate, convenient parking space was noer being nore widely met.

1\ro of the new developments came about in the oLder parts of the city. These

were the Red River Co-Op Shopping Centre located at the intersection of Ellice

Avenue and Wall Street a¡rd. a nerv d.evelopnent at Sargent .Avenue a¡rd. Sherbrook

Street. The first lùas a connunity shopping centre antl the second. was a neigh-

bourhood level shopping centre. T¡+o more neighbourhood. shopping centres opened.

in recently d.evgloned res-1$.gg!lg¡"fg.ps;,iq Easi Kitctonan a¡rct St. James. The

fifth new shopping centre to be opened in f958- was built i¡r ïfest Ki1d.onen at
. 11i;l::

Jefferson Avenue antl Main Street. This r¡as ariother eonmunity level shopping

ceatre a¡rd. featured. a jr:nior tlepartnent store.

In 1959' what is stiLl Ìlinnipegts largest planned shopping centre,

Polo Park, opened. for business. This was the first plsnned. shopping centre in

Ïlinnipeg and. ¡,restern Canada on the scale of lhe Centre iJt Farnilton, Ontario a¡rd

of others in the United. States. To ctqts, -the gþgppi4g ô;"ïiä: at Stafford. Avenue.¡..r. , ,,11. ,;.::r1,;ii,:rll,i ). ,ri;í
ancl Pembina Eighway was still the largee! r+n Ïfinnipeg. A1l but the lfest" . ::'.j :i,: i,:j i
Kiltlonan and Recl River Co-0p shopping centres had. been designed to serve srnall,

prÍmarily suburban neighbourhood. populations. I'Ihen Polo Park was first opened.

forty-eight stores were featured., includ.ing a Sinpson-,Sears Department Store,

two junior departnent stores a¡rd. two supemarket".55 A najor adctition was nade

to PoIo Park in 1968 which resulted in the opening of l{innipegrs second Eatonrs

d.epartnent store along with a number of smaller shops tl.esÍgnetl to sel:ve a

higher class of custoner than hatl previously been the case.

RÉ

"sinpson-Sears was the pilot store in this project a¡rcl it was the first
store that thÍs new conpany opened. in western Canad.a. Sears Roebuck, the American
partner in the merger was the fÍrst d.epartment store chain to cater to the auto-
nobile driving public ln the Unitetl States. After joining with Sinpsonrs d.uring
the nid-1950's, they continued. their strate5ly in Canada.
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lhe periotl from 1960 to 1966 Ìras one of significant growth in the

nunber of areal distribution of planned shopping centres in Greater Winnipeg.

During this time eight community and twenty-one neighbourhood. planned shopping

centres were opened.. AII of these new planned retail nucÌeations were

developeti in the suburbs and nany were opened in conjunction with a residential

area expansion. Junio:r department stores such as lfoolco, K-mart, Gambles and.

Zellers were the chief tena¡rts in the Grant Park, I'Iorthgate, I'Iestwood., Crest-

view, Northd.ale, Southd.ale, Crossroad.s and. Nai:m and. Eighway 59 corununity

shopping centres. S¡nal}er neighbourhood. shopping centres Ïrere designed to

sel:ve the every d.ay need.s of the new resid.ents of eastern T¡anscona, East

Kildonan, lfi¡dsor Park, St. Vital, Fort Garry, Tuxedo, Charleswood, I,Iestwood.,

and. St. James. The satr:ration of the suburban narket with planned. shopping

centres has been so effective that retailing in parts of East Kild.onan, I{i-ndsor

Park, Tuxed.o and. the western extremes of St. James-Assiniboia is carríed. on

alnost exclusj-vely in this new fo:m of retail nucleation.

Between 196? a¡rd Lg72, twenty-one nore plannetl shopping centres cane

into existence. Of these, one was l{innipegts second. regional planned. shopping

centre. Iocated. in North Kildonan, the Garden City Shopping Centre has as i-ts

najor tenant a¡rother gìrnpson-Sears d.epart¡nent "to"".56 Two rnore commrnity

shopping centres, the River East Plaza a¡rd the Fort Richrnond PIaza, were opened.

during this tine and. a large extension was nad.e to the Gra¡rt Park Plaza.

Seventeen neighbourhood level shopping centres were also developed. in this five

year periocl. Many of the latter are smaller in terns of floor area and. number

of stores tha¡r those built between I!6O and. Lg66. Most have been located

56Âr, 
"*prnsion 

to this shopping centre
that will result in the opening of l,linnipegrs

íe expected. in the near future
third. Eatonrs d.epartnent store.
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withín existing comrnercial ribbons along major arteries and are functionally

sj:nilar. They can therefore be more appropriately d.esígnated as plannect strips.

Most have at least one chain bread. and nilk grocery store such as a ]-LL, I{acts

or Mi¡i Mart al-ong with other stores that serve primarily local clients.

The years since l.Ior1d. lfar II have been ones of tremend.ous change in

l'Jinnipegrs retail strlcture. Most of these changes have taken place during the

past fifteen years a¡d. have been coi¡cident with a major residential area

expansion. Duríng this ti¡e two regional shopplng centres, thirteen connunity

shopping centres, many more neighbourhood shopping centres and., more recently,

planned commercial strips have been d.evelop-ed,.

Changes Ín Buildine Desiaî

[he planned shopping centre has come i¡to its own in Wiruripeg d.uring

the past d.ecade. The result has been that najor ad.d.itions and changes have been

nad.e to I'finnipegrs retail stmctu¡e. Dring this tíne the pLanned. shopping
È,n

centre has changed. in te:ms of build.ing ttesi gn.t '

Winnipeg's first shopping centres were of the strip t¡rpe (see Figure 9).58

this builtting pattern fit readily j¡to the existÍng Ê,rrange¡nent of connercial

d.evelopment along major traffic arteries and of Iot li¡es in residential areas.

570rr" of the characteristics that d.istj¡guishes the planned shopping
centre fro¡n its unplanned counterparts is its integrateti build.ing d.esign. AIso
two or ¡nore stores are accommodated. r¡nd.er one roof though a retail outlet that
is physically separated. fro¡n other stores that fo:m a shopping centre is usually
considered to be a part of that shoppiag centre if it shares the same parking
Iot. This physical separation usually occurs with automobile service stations.

basic patterns. They are the roall, U-shape, I-shape and. strip.
58st,rd"nts of the planned. shopping centre have distinguished four
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l{ark-ways in front of the stores were set back in ord.er to accommodate

diagonalty parked. cars and. thus reducing the walking d.istance for customers.

The Wild.v¡ood Shopping Centre is an example of this early experiment in serving

the needs of the car d.riving public in a new resid.ential area. Many of the

most recently cì.eveloped shopping centres in llinnipeg are of the strip-type and

as such fit read.ily into existing corurercial ribbons along'major thoroughfares

but by definition provide adjacent parking space (see Figure 10). A nunber

have also been built to serve as neighbourhood Level shopping centres in new

residential areas such as 1¡Iestwood. They are invariably small in size and. i¡r

the nr:mber of stores they acconmod.ate. These neyrer strip-type shopping centres

differ so¡oewhat from their earlier counterparts in that they are set back fron

the street a greater d.istance, they offer urore linited. access parking space

and. there is a snaller d.egree of variation j¡ unit size among the stores, Most

of the old.er strip-t¡>e shopping centres feature one relatively large food.

store along with a mrmber of other smaller neighbourhood.-oriented. stores.

Many of the shopping centres that w'ere d.eveloped. during the I95Ots an¿

early l960ts have a T, or U building pattern. These arrangements of the store's

red.uced. the walking d.istance between stores, especialty wfrere there rras a large

n¡mber of them. The I'- pattern was typical-Iy utilized in the cese of a neigh-

bourhood shopping centre that featured. a large supe:market and. a number of

ad.jacent snaller stores. An exarnple of this type of layout is the Regent park

Shopping Centre in Tra¡¡scona. The Northgate Plaza in l{est Kildonan is a

connunity shopping centre that is arranged. in the crassical u- pattern.

The walkl¡ays in the strip and L and. U pattern shopping centres are

usuaì-Iy open but are sonetimes protectett by a canopy. fn most cases, however,

these canopies d.o not protect the shopper ad.equately from ad.versities of

weather. Sone shopping centres of this.type have walkways that are closed in
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and weather proofed. this is the case with the Northgate Plaza ar¡d. other

shopping centres that are now competÍ-ng with maII-type cornnunity and regional

shopping centres that have been constructed. in more recent years.

The Polo Park Shopping Centre r,ras the first mal-l-tytrre shopping centre

to be d.eveloped in llinnipeg. Shoppers had to fight the elenents of the rveather

even in this centre until it was enclosed. ín 1963. The enclosure i-rnproved. the

shopping atnosphere greatly. .A,s a result of the weather proofing a¡d. land.-

scaping of the na]l area sales increased by fifteen percent in 1964.59 l{ost

of ÏIinnipegrs regional and. comr:nity shopping centres now have a covered. maIl

area that was weather proofect and. landscaped. during construction. Many nanagers

are also naking ¡nore effective use of their shopping centre nall areas by

offering space for d.isplays and. kiosks. The sterility of the earliest large

shopping centres has been greatly reduced as efforts have been nade to irîprove

the shop-ped.estrian custoraer relationship that fo:mer1y existed in the d.omtown

area of North .America¡r cities.

Changes in Space Requirenents

Ifinnipegts earliest planned shopping centres contaj¡ed a relatively

small m¡mber of retail r¡nits. Their floor area lras also quite sna1I. For

example, the Wild.wood. Shopping Centre had. síx units and. a floor area of lOr5OO

square feet. This changed, howe.r"t, ." they becane more popular and. numerous

cÌuring the 1950's and 1960's. Unit sizes became larger especially those

designed for supernarkets and. junior department stores. This trentl towards

larger unit size continues in the present design and constnrction of plarured.

shopping centres. A large superuarket chain, Canatta Safeway Li:nited, has

59Motti", roc. cit., p. 26.
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increased its unit sizes by 4.5 percent n"" ,"*.60

Many of the roost recently d.eveloped. neighbourhood orÍented planned

shopping centres have been of the strip-type, The unit size of these shopping

centres is relatively snalI, especially, in the case of those units that are

designed for food. stores. These stores were d.eveloped. to serve the convenience

food. narket a¡rd. to provid.e every d.ay needs such as bread. antl nilk uhereas the

giant supe:markets have larger narket areas and. serve the consumerrs weekly

food. requirements.

Thus, neighbourhootl oriented. shopping centres appear to be getting

snaller in size while comunity antl regionaÌ shopping centres axe getting

larger. Polo Park is stiIl llimipegrs largest plannett shopping centre in

te:ms of floor area and number of stores. Its nain floor area is over B50r00O

square feet and. features seventy-five stores. Ifinnipegrs snallest plannetl

shopping centre is l-ocated. at Grant Âvenue and Centen¡rÍa1 Street, has tvro

stores a¡rd covers about 516@ square feet.

Recent Adaptation of Wínnipee's CBD

lfinnipegrs CBÐ has er¡rerienced. a significant Loss in its retail and.

office functions that has been t¡rpical of most citiee in North.Anerica during

the past fen decades. This is d.ue, in pæt, to the problems of traffic

congestion, a rlack of car parking space, increasing d.istance to new resid.ential

areas, a lack of lateral erpansion space, outmod.ed. and ag"ing build.ings, prestige

factors and governnent decentralization policiês, nmo¡g other reasons.

Bfforts have been natle to counteract these trend.s and problens.

Attempts have been roade to reduce the problems of.accessibility by i¡tstituting

one-way streets, s¡mchronized traffic signals, rrErpressrr buses from the suburbst

60rrr" winrip"* t"iu ., January L5, Lg74,
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nore and. better river crossings and. rnulti-storied parkíng garages. Âttenpts

have also been nade f,e meke the d.owntown area a nore pleasant place to be.

Air-contlitioned shopping malls and. small parks have been d.eveloped to inprove

cond.itions for shopping d.uring the sunmer months while a system of slqrwarks

and. underground nall areas will red.uce the effects of the ad.versities of the

winter (see Figure I1). In ord.er to counteract the loss of nuch of the night

tine population in the downtovrn area, the developnent of high-ríse apartment

bloçks that cater to the rrswinging singles" and. senior citizens has been

encouraged..

Despite the tlecline Í¡ the CBD in its relative importance as a

concentration of retaÍI a¡rd office fi:nctions, growth has been experienced. in

the senrice ind.ustr"¡r. Between 1961 a¡rd 1966 there ?Ías a¡r j¡rcrease of J2.B

percent Ín this sector of the economy i¡ both the CBD a¡d the total ì[etropolitan

.t"".61 llrrther growth in this sector is being encouraged H'ith the construction

of the I'Convention Centreil. As a conseguence nel¡ hotels, restaurants ancl other

service-t¡rpe businesses are being opened. in its vicinity.

. Growth in the cultural and entertai¡ment functions is also being

encouraged. The CentenniaL Concert EaI1 and. the Museun of Men antl Nature were

constl:ucted, in pæt, to aid in the revitaLization of Main Street, Iüinnipeg's

trskid. rowrr. A new branch of the ÏIinnipeg Public Library is now under constzuc-

tion in the downtown area. Signs of new life are now evid.ent in the office

fi:nction of Winnipegrs CBD. Ât the ti¡e of this r¿'ritÍng at least three new

office towers are being constructed. in the downtown €Lrea.

l,Iinnipeg's CBD has had. to adapt to the challenge of the nany new

planned. shopping centres that have attracted the suburban shopper. The efforts

6htn rtn"g, City of , Dovmtom Development Ptan, @--gi!., p. BI
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towards revítalizatÍon and adaptation to new conditions appears to have been

at least somewhat effective as the core area is now experiencing growth in

the service, office and. cultural and entertainment ft¡nctions (see Figure f2).
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AI.I ANAI,YS]S OF SEtiiCTED

CHAÌÄCTER.TSTICS OF I,¡IMIIPEGIS PLAN}IED SiIOPPING Cì'],]'IRIIS

This ehapter is an analysis of selected characteristics of iiinnipegrs

plarured shopping ""rrtt"",62 A" an initial parrt of this analysis the shoppÍng

centres are cLassified. accord.ing to specified criteria and. their functional

variation is d.iscussed.. .An effort is then made to demonstrate hol¡ various

characteristics of planned. shopping centres affect narket area size. Finally,

sone consumer shopping and. personal characteristics are discussed. the

d.iscussion is based. on i:rterviels with consuners at each of sixty-two llinnipeg

shopping centres. Suggestions for further and. more rigorous exa^ninatj-on are

nad.e throughout. At the outset, however, the nethod.s of d.ata collection for

this preli-minary analysis are d.escribed..

Data ColLection

The d.iscussion and information presented. ín thã preceed.ing pages is

based on a reviel¡ of releva¡t books and journals, lectÌLres, interviews with

shopping centre management e.nd. developers and. d.aily newspaper files. This

research has enabled a description of shopping centre developrnent i¡ llorth

A¡nerica in general and. Uinnipeg in particular, and. a presentation of the

find.ings of other researchers.

62lnu data as collected and. presented in -this chapter do not lend
themselves to ri6orous quantitative analysis. ,ft,s such, variables a¡rd.

relationships are d.iscussed in terrns of general trends and. tendancies. It may
well be possible, however, to test the latter for significant leveLs und.er
cond.itions of better sanpling and data eollection techniques.
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Ûre tlata presented. in this chapter was gatherecl by direct measurement

in the fielcl. For the most part, it was not available by any other means.

Bven though this clata has not been exanined by way of rigorous analytical

techniques, an attempt has been mad.e to collect the infomation in a forn that

would. nake such an analysis possible. Each shopping centre store a¡rd. function

had. to be counted. Floor area figures had to be derived. fron fl-oor plans or

by d.irect measurement and. enplo¡rment infonnation came by way of interviews l¡ith

store owners and. managers. Customer characteristics r,¡ere deternined. through

personal interviews at the various shopping centres.

It ¡¡as necessarJr to engage teams of d.ata collectors and customer inter-

views in ord.er to carry out this ru"ua""h.6' tt"y were assigned to gather the

required Í¡fo:mation and conduct narket area analyses of the selected. shopping

centres after detailed instniction had been given to the¡n (see Appendix III).

llhe teams lúere requestecl, firstly, to examine their respective shopping

centres in te:ms of their physical characteristics. A plan vÍew was to be

d.ral¡'n at the scale of one inch to fifty feet. The name, fwrction and. d.inensions

of each unit within the shopping centre l¡ere to be ind.icated. .4. list was also

to be nad.e of the stores in the shopping centre showing the respective frontage,

floor area and. number of employees. The stores Ìrere to be classified. function-

aIly according to a classification that had been used. earlier in a stud.y of

Ì,Iinnipeg's central business clistrict (see Append.ix IV).

hrrther, the market area of each shopping centre was to be examined..

fn ord.er to carry out such an analysis, interviews were cond.ucted to deternine

the point of origin of the shopping trip of randonly selected custoners, their

63ffr" data collectÍon and market area analysis teams of two to six
persons each were composed. of about one hund.red students enxolled in an Urban
Geography course given by Dr. R. C. Tiv¡ari at the University of Manitoba. This
assignment was carried out d.uring the spring sessj-on of L977.
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node of transportation, the nunber of stores they visited at the shopping

centre, the nr:mber of Stores they visited. on route to the shopping centre and.

whether their trip started. at hone or el-sewhere. The sex of each intervj-ervee

was also inclicated.. At least twenty-five interviews were cond.ucted. at each

shoppÍng centre or six interviews for each store in the shopping centre, which-

ever resulted in the larger number of interwiews (see Append.ix V).

The team menbers were asked, finaIly, to discuss the shopping centres

for which they had. gathered. data comparatively. Of special interest was a

conparison of the shopping centre. narket areas in te::ns of their size, shape an¿

socio-econonic characteristics. These were also to be related to the functions,

size a.nd. number of stores for the respective shopping centres.

Not all of the group projects were conducted with the same degree of

success antl the Ínstmctions were not fol-Iowed. as weII in some cases as they

were j¡¡ others. Although fewer than the requested. number of interviews were

completed., there was an adequate return for the purposes of a preliminary

analysis. A.t least trventy-five interviews were cond.ucted at each shopping

centre. 14 a few casesr d.ata relating to certain variables were not gathered..

As a consequence only those variables for which there is ad.equate d.ata and. those

that serve the purposes of this stud.y are d.iscussed arÌd. analysed..

Of prÍnary interest are shopping centre functions, those shopping

centre characteristics that influence a consumer to shop at one planned. retail

nucleatÍon as opposed to others that might be reasonable alternatives and. sone

of the shopping characteristics of those interviewed. Sone of the questions

that are asked i¡ this stud.y for general answæs include: rrCa¡ a hi.erarchy of

shopping centres bo derived?"; ilWhy do consruners travel further to one shopping

centre th,an to others?rr; "l,Ihy are sone shopping centres ¡nore successful than

others?rr and. rrDq consuner characteristics other than distance travelled. vary

with shopping centre characteristics?".
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Classification of Ïfinnipeers Planned Sþpping Centres

fntra-urban retail nucleations, as with their inter-urban counter-

parts (central places), have been classified on the basis of various criteria.

.â,s was d.enonstrated. in Chapter 2, classifications have varied from sirnple

t¡rologies to ones based. on market area size and functional coeffieients where

the derived. sample hierarchy is tested. against a theoreticat tr:-erarchy. The

latter neans of classification require the acceptance of theoretical assunptions

such as systen conpleteness and. careful emplo¡rnent of analytical techniques.

The classification used. in this study is basically that of Hoyt with a

further subd.ivision enployed. by Simons in his stud.y of retail nucleations i-n

Toronto. The basic classification is into regional, connuníty, large neighbour.-

hootl a¡rd. small neighbourhood. shopping centr"".64 Another category that is

attded in this stud.y of l{innipegrs planned. shopping centres is gimmonsfs

rrplanned. strip" in view of the number that have been recently developed. along

the major traffic arterj-es of this city.

l'linnipeg has two regional planned shopping centres, PoIo Park ancl

Gard.en City, having at least one large d.epartnent store. The forner meets

Hoyt's eriteria with over !0O'OOO square feet of retaii space. The latter d.oes

not neet his criteria for classifícation as a regional shopping centre as it

has less than J0O,0O0 square feet of space for stores where 4OO,OOO square feet

are required. For the purposes of this study, however, the Gard.en city

shopping centre is classified as regional in view of its one existing department

store a¡rd. the plans to open another in the near future along with other retail

outlets.

There are thirteen community shopping centres in Winnípeg that have

been designed to acconmodate a junior departnent store or large variety store.

64ttu criteria for Hoytrs classification are gfven in Chaptet Z, p. ZO,
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0nly eight of these are over the 10O'0OO square foot size that is Hoytrs

lower limit for designation as conmunity shopping centres even though they

satisfy his other criteria. The rest could be classified. as 'rsmafl'r community

shopping centres. lilinnipegrs largest conmtmity shopping centre, Grant Park,

is over 795,W square feet in floor area and features two junior department

stores, two large supermarkets and. an enclosed. mal-l area. Most of the remain-

ing community shopping centres have one junior departnent store and one food

store each.

Winnipeg has five neighbourhood. shopping centres 'rrith over IO'O0O

square feet in floor area a¡rd twenty-eight that have less than 50,000 square

feet. The raajority were d.eveloped. in conjunction with resid.ential subd.ivisions

a¡d. were tlesigned. to serve a relatively small area. As is indicated. in the

following section, some of these shopping centres have been less successful

tha¡ others. Their tlistribution is largely coincident with the resj-d.ential

a^Teas that have come into existence tluring the past twenty years there have

been exceptions, however, as the Sargent and Sherbrook d.evelopment is situated.

in an old.er resid.ential area where there lras a real- need for car parking space.

Strip type shopping centres are a relatively rêcent d.evelopnent in

l,Iinnipeg. Fourteen of the shopping centres examined. are of this t¡re. AII

are quite srnall, ranging in size fron two to nine stores. Like unpla¡med.

strip d.evelopments there appears to be litt1e consistency in the functions

present in each though roost feature a sncall food. store and frequently a I'take

outrr food. place. They are d.esigned. prinaril-y to fit Ínto an existi-ng

cornmercial strip development and. to enable read.y aecess by car.

Eoytts typolory is priraarily d.escriptive in nature. Other techniques

could have been useal vi-th similar results. I{innipegrs planned. shopping

centres might be further classifÍed by using an analysís si-milar to that of
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Berry in his Chicago stud.y or by Si¡nons ín his Toronto classification.

Analysis of covariance night afso be used in which the number of shopping

centre functions are regressed. on trade area size or nunber of stores (see

Figure 1l). Hierarchy level-s are often d.ete¡uined by testing for significance

of slope difference or by grouping. These nethod.s of analysis would require

nore rigorous sampLing techniques than are employed in this stud.y. Care would

have to be taken, in particular, if a comparison was to be nad.e with a

theoretical hierarchy because plannetl shopping centres are at nost a subsystem

of the total intra-r:¡ban retail structure.

tr\rnctional Variation Arnone I'Iinnipegts Plaxned. Shopping Centres

It has been demonstrated that llirmipegts planned shopping centres

varJr on the basis of a nr:nber of characteristics includ.ing location, building

tlesign and hierarchy level. They also varxr on the basis of the m¡mber of

stores they have a¡d the ty¡res of goods that are offered..

A basic finding in this stutly that sirpports work u¡d.ertaken by other

researchers is that the larger a shopping centre is i¡ te::ms of the nrrnber of

stores, the more t¡pes of goods are offered. Also denpnstrated is the fact

that certain t¡les of goods are found j¡ alnost every shoppíng centre while

others are found. in only a few.

The nost ubiquitous type of retail outlet in l{innipegrs planned.

shopping centres is the food store. Of the sixty-two shopping centres that

were exaníned in detail, fifty-six feature at least one food. outlet. Those

without food stores are either quite new and. situated. near a najor supe:market

or once had food stores that eventually becane uneconomical to operate. The

Iatter is the case with three of Winnipegrs earliest shopping centres, the

Ïfildwood, St. Ja$es a¡rd. Pembina and Stafford. shopping centres where their food

etores became too snall for contempora.ry technÍques in food, marketing and the
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opening of a nearby, Iarger supernarket resulted in the closing of their doors.

Personal servÍce outlets such as barber shops and hair dressers are

fou¡d. almost as frequently as food. stores. Forty-six of the plarured shoppilig

centres have financial- se¡vices such as banks and loan offices. iùating places

are found. in thirty-one shopping centres while professional- services such as

those provid.ed by d.octors and. d.entists and. pharmacies are availabl-e in a

slightly smaller mrmber of cases. Thus, a typical small neighbourhood. shopping

centre in lfiruripeg has a food. store, ba¡k, drug store, "take out" food place,

barber and. hair d.resser and. possibly a doctorfs or dentist's office.

I{ith the erception of a few j¡sta¡rces, apparel stores are located. in

shopping centres of the connunity type that are larger and. more wj.d.ely spaced

than the neighbourhood planned retail nucleations. They are located. in higher

orrler shppping eentres along with other stores featuring higher order or

shopping good.s that require a larger narket area in order to sr¡rvive.

By d.efinition department stores are found. in reg'ional planned shopping

centres. These are the largest and. most wid.ely separated plarured. retail nucl-e-

ations u¡d.er stud.y. Junior departnent storæare the chief tenants in community

shopping centres but are afso found. in l{iruripeg's largåst regional planned.

shopping centre, PoIo Park.

Hardware r appliance and. home furnishing stores are fairly r.rid.eIy d.is-

persed arnong the types of shopping centres stud.ied. They tend not to be

located in arry particular level of shopping centre and. are found. in neighbour-

hood. as weII as regional planned. shopping centres. In some cases, as with the

St. Janes and Stafford. .A.venue and. Pembina Eighway shopping centres, a large

l.unber firn is now the chief tenant where a food store lras once the main store.

Vacancy rates also vary among liinnipegts planned. shopping centres. In

general, there are more vacant units within a shopping centre if it is
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relatively o1tl, ne¡r or large. In the case of older shoppÍng centres such as

the Wildwoocl Shopping Centre and the Fort Richnoncl Shopping Centre, high

vacancy rates are a result of the establishxûent of a large new shopping centre

in the vicinity a¡rd what is now a poor location. The stores in the older

shopping centres have not been able to compete effectively with the larger,

nener stores and. have been consequently closed. or moved. to the new shopping

centre. Vacancy rates are high in the newest shopping centres because it

usually takes sone time before all of the available retail space is rented..

The largest centres usually have sone vacant space but this is a factor of the

nr.¡mber of units that have to be leased.

Shgppins Centre Characteristics and. Market Areas

A purpose of this stud.y is to eramine in a general way the relation-

ship between various shopping centre characteristics a¡d. their rnarket areas.

For reasons of incornpleteness of data, inad.equacy of sampling techniques and.

a sarnple size that was too snal1-, no attempt has been made to use rigorous

quantitative methods of analysis. As such, relationships are dj-scussed in

terns of trend.s by way of scattergrams and. suggestions are made for further

research that may weII substantiate these trends. Recommend.ations are nad.e

for the exanination of ad.tlitional characteristics that may possibly affect

¡narket area size. Sone characteristics that are not likely to affect market

area size are also mentioned.. At the outset, however, those variables that

are to be d.iscussed. in this prelininary analysís are presented. along with

reasons for their inclusion or erclusion in the analysis.

I. The depenclent variable - narket area size: Before any attenpt

ca¡ be ¡nade to discuss the affect of various shopping centre characteristics

on the market area size, it is necessary to select a neasure of trad.e area.

.4, nurnber of means of measureroent can be considered inclutling a variation on
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Reillyrs Law of Retail Gravitatíon where the nunber of stores or shopping

centre functions are substituted for population figures and the d.istance

measured. is to the closest sane or larger size shopping centre. This method

was not used because unplanned retail nucleation and commercial ribbon

developnent data should be considered but were not available. Average d.istance

travelled by sanpled. shopping centre customers fron within Wirunipeg was also

considered. but was rejected as being a poor rneasure of market area size, in

part' because of the ì.rneven distribution of urban populations though it can

be used. to slow market area convolutions (see Figure 14). The aeasure that was

tlecicled. upon is the one that was used by Berry in his chicago stud.y. Ee

d.efined a narket area as that distance sa¡npled. consumers trevel to a shopping

centre before there is a final levelling off in participation. A cunulative

frequency graph is employed. to show this 1eveI1ing off. This nethod is

relatively easy to use, it is generally less affected by variation in population

densities within an urba¡r area and has been ernployed. by other researchers. In

thÍs stud.y it is called the 'rd.rop-off[ distance.

2. The ind.ependent variables: 'rHow and. to what d.egree do the

characteristics of a shopping centre affect its narket area?" The following

is a discussion of sone of the ind.ependent variables originally consid.ered for

the analysis:

8. FLoor Errea: this measure is an i¡d.icator of shopping centre size.

It is h¡pothesized that as shopping centre size increases, its na¡ket area will

also increase. The larger a shopping centre is the more attractive it is to

custoners wíth the result that they will- travel a greater distance.

b. Nrrnber of functions: It is also hypothesized. that the attractive-

ness of a shopping centre is also related. to the variety of good.s a¡d sewices

that it has availabLe. A number of classifications of the functions of shopping
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centres have been d.erived. Berry used. such a typolory for his Chicago study

ancl others have been derived such as that in The Community Build.er's llandbook

and the Standard Ind.ustrial Classification.65 Because of the variety of

classifications, it was d.ecid.ed to consider at least two of them for use as

measures of a shopping centrers functions. Berryrs classification was used as

was another that ¡nakes use of the broad. categories derived. fron The Couununity

Builderrs Handbook and the Stand.ard fndustrial Classification Manual. The

Iattei is a general classification of business types and build.ing uses that was

ernployecl in a recent study of co'nrnercial ribbon d.evelopment in llíruripeg.

c. Nunber of enployees: It was hypothesized that as the number of

enployees a shopping centre has increases, custoners wilt be drawn frorn a

greater d.istance: this attractiveness is, in pæt, a function of the service

that a greater nunber of enployees represents, a consid.eration for higher class

custoners who are able to travel a greater d.istance.

d. Floor area of the leading tenant: A casual survey of the d.ata

collected indicates that shopping centres rr'ith the largest m:mber of stores

d.itl not always have the biggest stores. It is felt, therefore, that this

variable should. be included. in the analysis in ord.er to determine whether the

size of the largest store has any bearing on the size of shopping centre narket

areas or the distance customers are willing to travel to -do their shopping.

e. Nunber of stores: Even though this variable is obviously highly

correlated with the nunber of functions a shopping centre has and. its size in

terns of floor area, it is consid.ered. for inclusion in the analysis of variabLes

that are hypothesized to have an influence on the distance consumers will

65r. ,o"" l,lcKeeve (ua.), The Co¡nmunity Buil-ders Handbook (llashington:
Urbar¡ La¡d. Institute, f.968), p..¡ t, Offiõe of
Statistical Stand,ard,
nent Print Office, 1967

ficat (u. s. Govern-



67

travel. Also, the nunber of stores a shopping centre has ttiffers from its
number of function types especially among those of the highest Levels. Thus

the question that rnay be ¿rnswered. relates to whether it is the nurnber of

stores in a shopping centre or the nr.¡mber of functions that attracts customers

to regional a¡rd. larger conmunity shopping centres to the greatest degree (see

Figures .J5, L6 a¡rd tT).

f. Average store size: This variable is consid.ered. for inclusion in

the preliminary analysis in view of changes that have taken place in the fièld.

of retailing over the past forty years. SeIf service, new techniques in shelf

stocking a¡rd an increased. range of products have all contributed. to an increase

in store size. This trencl continues tod.ay. The point of inquiry is to what

extent average store síze has an influence on the patronage of shopping centres

as reflected. in the distance customers travel to nake their purchases.

g. Parking lot size: It is h¡ryothesized. that as the size of a shopping

centrers parking lot increases, its rarket area will also j¡crease in size.

The presence of an ad.jacent parking lot is one of the basic characteristícs of

a pJ.anned shoppíng centre. In fact, the parking lot of the outlying planned.

shopping centre facilitates the suburbanitels shopping trip to such an extent

that he has been effectively attractecl away fron the congested. downtov¡n area.

The point of j¡vestigntion is whether there j-s a relationship between parking

Iot size and. the d.istance custoners are willing to travel to shop at one

shopping centre as opposed to another.

There are most of the ind.ependent variables that were considered for

inclusion in the analysis and the questions and h¡rpotheses that have been

posed in each case. ûrly one neasure of each independent variabLe is used.

In nost eases only the naÍn floor measures are used. because this is where nost
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of the retail actívity takes place. The functional classification employed in

this analysis is the one derived from the Conrnunity BuiLder's Handbook and the

Standard Industrial Index because of its fewer categories that make it easier

to work with than Berryrs classification. Parking lot size cannot be examined.

as an independent variable ín this analysis because of the incompleteness of

the info:n,ation that nas gathered about this characteristic of I{innipegts

plarured shopping centres.

The inclependent variables used in the analysis are the nunber of

stores, number of fr:nctÍons, average store size, size of the largest tenant,

total floor area and nunber of employees. In ord.er to d.eteruine the degree to

which each of these variables has ar¡ influence on the d.ista¡rce travelled. by

tr¡s s¡nple population, each has been plotted. against the d.ependent variable

(see Appendix W). The relationships appear to be largely linear in each case

and no transforration appears to be necessarl¡

An examination of each of the variables as plotted against the

distance travelled. to each shopping centre indicates a fairly high positive

relationship except in the case of rtaverage store sizerr. In this case the

scatter appears to be positive but it is quite unlikely that a significant

reLationship exists. It is ctifficult to d.eternine which of the other yariables

has the highest degree of relationship with the dependent variable though the

ilshopping centre functionsrr curve appears to have less of a scatter than that

of the I'number of stores'r. this is arso the case with the I'size of the

largest tenantrr curve.

It woul-d. appear, then, fron this prelininary analysis that there is a

positive relationship between the selected variables and. shopping centre

narket area. There is at least one variable (t'average store sizerr) tnat has a
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very snall level of relationship. This variable shoulcl not be considered in a

further analysis u¡der more rigorous cond.itions that would. warrant accurate

neasurenent of the extent of the relationship between the ind.ependent variables

and the d.ependent variable and. enable hy¡rothesis testing. Ad.ded to a ¡nore

rigorous anarysis should. be the ind.epend.ent variabre, parking lot size.

A suggested mod.el for a more rigorous analysis is the stepwise multiple

regression mod.el. It is possible to determine levels of the significance of

variable relationships by using this analytical technique and the relative

amount of variance each variable explains.

To warra¡rt the use of this noclel, improvecl measurenent of the variables

nust be insured.. A larger sample of shoppers must be taken. At least fifty
i¡terviews at eaeh shopping centre wou1d. be advisable. An effort must also be

macle to d.erive as r:nbi_ased a sanFle as possible. Interviews must be cond.ucted.

in representative areas of a shoppiag centre and they should be cond.ucted. at

all tines of the d.ay, week, nonth and. year j.n ord.er to get a better aggregate

repiesentation of'market area size. Conparisons between tj-mes of day, week,

etc. could also be nad.e regard.ing dista¡rce travelled.. Measurement of the

Índ.epend.ent variables must also be mad.e accurately.

Customer Tnterview Data Presentation

As the shopping centTe market areas were being deteznined, the sample

customers were asked a nurnber of questions about their shopping trip. They

were asked about their mod.e of transportation, the nu¡nber of stores they

visited. at the shopping centre, the stores they had. visited on their way, if
they were fron out-of-town a¡rd if their trip had. started at hone or elsewhere.

The sex of each interviewee vras also Índicated.. The following is a brief

d.iscussion of the results.
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Mocle of transportation was almost exclusively by car or on foot with

a few going to the pranned shopping centres by bus. The l-arger the shopping

centre the rnore shoppers tended to come by car while there was & corres-

pond.ing decrease in the nurnber who came on foot. It is the ubiquitousness of

the car that has brought about the planned shopping centre phenonenon and makes

it possÍble for variation in market area size.

Quite erpectedly was the outcome that customers visit more stores at

Iarge shopping centres than at small shopping centres. There are, of course,

rnore stores to visit at a larger shopping centre but there is also the fact to
consid.er that larger shopping centres feature higher order 'rshoppers good.srl

while smaller shopping centres are oriented. to the more frequently need.ed

convenience good.s.

There does not appear to be a great d.eal of interaction between

shopping centres and other stores as was demonstrated by the inconsistent

variation in the frequency with which other stores were visited as part of a

customerrs trip to a shopping centre. A customer is just as rikely to stop

at another store or shopping centre on his way to the place rvhere he was

j-nterviewed if it is large or snaIl. There may be a tend.ancy to make multiple

stop trips to strip type highvay oriented. shopping centres though this must be

further substantiated.

ft was fou¡d that out-of-town shoppers tend. to visit large pJ-anned

shoppíng centres rather than small ones. As many as fifteen percent of those

interviewetl at large shopping centres were fron out-of-town. This tend.s to be

particularly the case with shopping centres that are located towards the urban

fringe. The Fort Richmond. PIaza and. the Crossroad.s Shopping Centre are

examples of where there is this tendancy.

llost shopping trips originated at the consunersr hornes. Insufficient
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d'ata was gathered, however, to warrant d.rarving any conclusions as to whether

there was any variation with shopping centre size and. other cha¡acteristics or

not.

Regarding personal- characteristics, the najority of thos interviewed.

were fenales who, it would appear, still d.o most of the household. shoppi:rg.

This tended to be less the case, however, with larg"r 
"toppirrg 

centres.



CEAHTER 5

CONCIUSIONS

IYlajor changes have taken place in the fabric of the North American

city. These have been largely a result of transportation improvements a¡d

the urbanization and. suburbanization of the population. The deveLopment of

planned shopping centres is a case of the adaptation of the intra-urban retail
str:ircture to these changes that have taken plaee over the past four decades.

This stud.y has aj-metl at examÍning planned shopping centres, their d.evelopnent,

changes and irnpact on other elenents of the intra-urban retail structure such

as the CBD. It was also an analysis of the characteristics of planned

shopping centres and. their influence on shopping area size, a classifj-cation

of lfiruripegrs planned. shopping centres and. a¡¡ examination of consuner shopping

patterns.

Pla¡l¡ed. shopping centres are nolr a najor feature of the intra-urban

retail stmcture. They will continue to be developed and. inproved. in ord.er to

provid.e maxinum aceess to the consumer. There is therefore a constant need

for an updatecl understand.ing of factors affecting their attractiveness to the

consumer a¡d. custorner shopping patterns if shopping centres are to conti¡ue to

be successfuL.

llinnipegrs plannetl shopping centres have been developed ín response to

new techniques in retailing, suburbanization and. the increase¿I use of the

automobile. Their development and d.Ístribution have been coincident with new

resid.ential area expansion since tüorld. l,Iar II. Qther factors have also

affectetl l{innipegts shopping centre development and distribution. These should

be the subject of furthei research. over the years there have been
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ímprovements in shopping centre location and design. Their introduction has

resulted in a loss of sal-es and. subsequent adaptation in older retail nucLea-

tions. As a consequence, l'linnipeg's CBD has become more specialized,in grc

service industry.

The results of the analysis of shopping centre charactoristics

d.emonstrate trends to the effect that variables such as the trmrmber of

shopping centre functionsil aJrd the 'rsize of the largest storen influence

consumer travel- d.istance to shopping centres nore than other characteristics.

These trends nay well be substantiatecl by way of more rigorous ¡nethods of

sarnpling and analysis. tr\.rrther research should. also support the classification

of the shopping centres that was und.ertaken and. results of the customer survey.
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APPENDIX I

CHARACTERISTICS OF WINNIPEGIS PLANNIID SHOPPING CENTRT]S

Identi-
fication
Number

I

2

1

4

5

6

7

I
9

10

11

L2

I'

14

15

I6

T7

IB

1g

20

2T

22

Ì'lame of Shopping Centre

Polo Park S. C.

Garden City S. C.

Gra¡rt Park Plaza

Courts of St. James S. C.

Sil-ver Heights S. C.

I'Iestwood. S. C.

Tu-xedo Park S. C.

Crossroads S. C.

Regent Park S. C.

Windsor Park S. C.

Northdale S. C.

Fort Rich¡cond Plaza

Southd.ale S. C.

Monroe S. C.

Dakota Village S. C.

Springfield. Eeights S. C.

Northgate Plaza

Dominion S. C.

Goulet and Tache S. C.

Southgate Vil-Iage S. C.

Rossnere S. C.

Stafford and Pimbina S. C.

Closest Intersection

Portage Ave. and St. Jar,res St. L959

Leila Ave. and llcPhillips St. 1970

Grant Ave. and tJilton St. L967

Portage Ave. and. Booth Dr. 1967

Portage Ave. and lvlount Royal Rd. L954

Portage Ave. and. hlestwood Dr. 1964

Coryclon Àve, and. Tuxed.o Ave. L967

Regent Ave. and Lagimodiere Bl-vd.. L966

Regent Ave. and Brewster St. 1961

Elizabeth Rd. and Brewster St. L962

Mcleod Ave. and Henderson Hwy. 1965

Killarney Ave. and Penbina Hwy. L972

Trans - Canad.a Hwy and. Lakewood. 8lvd..1966

Monroe Ave. and. Lond.on St. 1960

Dunkirk Dr. and St. Mary's Rd. L96t

Kingsford Ave. and Rothesay St. 1962

Carruthers Ave. and McPhillips St. 1962

Goulet St. and St. Ivlaryrs Rd. 1967

Goulet St. and Tache Ave. 1964

McGilLvray BIvd. and Pembina IIwy. 1961

Rowendale Ave. and Henderson Hwy. I96f

Stafford Ave. and Pembina Hwy. Lg56

82

Date
pened



APPENDIX I (continued.)

CHÄRÂCTERISTTCS OF WTNNIPEG'S PLA-IVNI]D SHCPPING C¡]NTRES

ïdenti-
fication
Number

23

24

25

26

Name of Shop¡,ing Centre

Sturgeon Park P1aza

Saxon ViIIage S. C.

Cottonwood S. C.

Beliveau S. C.

Nial¡*a Inn S. C.

St. Ja¡res S. C.

Kern Park S. C.

Fort Richnond. S. C,

Nairn anð. #59 S. C.

Lakewood. and Ïfeatherstone

Paterson and. Westmount S. C.

Village Ïruc S. C.

Portage and Rouge S. C.

McPhillips a¡rd. I¿nsdou.n

llest Kild.onan S. C.

Kelsey S. C.

HuIl S. C.

Renfrew S. C.

Charleswood S. C.

Crestview S. C.

Park Hill S. C.

Ness and !,lhytewold. S. C .

27

28

29

30

Closest Intersection

3t

52

,1

34

Ness Ave. and. Sturgeon Rd. 1956

Whella.ms Lane a¡rd. Eend.erson Hwy. Lg72

Cottonwood Rd. and. .Auturnnwood. Dr. 1960

Beliveau Rd.. a¡rd St. Maryrs Rd.. 1970

Conanche Rd. a¡rcl Archibald St. 1965

Portage .Ave. and. Ainslie St. 1958

Kild.are Ave. and. Ïfayoata St. L965

Silverstone Ave. and. Dalhousie Dr. 1967

Nairn Âve. and Pa¡ret Rd.(south si¿e)f964

Weatherstone PI. a¡rd. Lakewood. B1vd.. 197I

Paterson St. and l{estmount Dr. L966

Portage .Ave. and lJestwood Dr. 1966

Portage Ave. a¡d Rouge Rd.. 1970

ücPhitlips St. and. Lansdown Ave. 1965

Jefferson Ave. a¡rd Main St. I95B

Kel-sey Ave. a¡rd. Penbina Hwy. J.97L

Hull Ave. a¡rd St. .Anners Rd. L967

Corydon Ave. and Renfrew St. 1971

Roblin Blvd.. and Royal Rd. 196f

Portage .â.ve. and CavaÌier Dr. L966

Portage Ave. and. Park Hill St. 1966

Ness Ave. and l,lhytewold Rd. L967

8'

7'

76

t7

,B

39

Date

40

4L

42

47

44



.ô,PPENDIX I (continued)

CHARACTERTSTICS O¡' VITNN]PEGIS PI,AI{NED SHOPPTNG CET{TRES

Id.enti-
fication
Nurnber

45

46

47

4B

49

50

5t

52

5t

54

55

56

57

58

59

60

61

62

Nane of Shopping Centre

Nairn and #59 s. c. (rt¡

Henderson and Stuart S. C.

River East Plaza

Wild¡¡ood S. C.

Bronstone a¡d St. Maryrs

Goulet and. Braeroar S. C.

Ïfatt a¡d KÍmberly S. C.

Fernwood. and. St. Ân¡ers

Niakwa Village S. C.

Knor and Eamilton S. C.

Bnrce and. Strathwillian

Sa1ter and. Eruriskillen S.C.

Grant and iüaverlsys. C.

Sherbrook and Sargent S. C.

McPhillips a¡d Polson S. C,

Eend.erson And. Essar S. C.

Grant and Center¡rial S. C.

Red River Co-Op S. C.

Closest Intersection

Nairn Ave. and Panet Rd.(north siae) f96f

Hend.erson Hwy. and. Stuart Ave. 1970

Eend.erson Hwy. ancl Douglas Àve. L972

Point Rd. and. Oakenwald. Ave. 1947

Bronstone Ave. a¡d St. Mar¡rrs Rd.. L97L

Gou1et St. and Sraemar St. 1966

lJatt St. a¡d Kjnberly Ave. 1958

Fe¡nwood. Ave. and. St. .Anners Rd.. 1967

Tra¡rs-Canad.a Ewy. and St. Armets Rd.. 1968

trenilton Ave. a¡rd. Knox St. I9?O

Bruce Ave. and Strathwilliam Rd. L954

Salter St. ancl Enniskillen .Ave. 1947

Grant Ave. and llaverley 1958

Sherbrook St. and Sargent Ave. 1958

McPhillips St. a¡rd Polson Ave. 197I

Bend.erson Bwy. and Essar -Ave. 1968

Gra¡rt Ave. a¡rd Centennial St. 1967

Ellice Ave. and. WalI St. L95B

84

Date
pened



APPENDIX I (contínued)

CHÂRACTERISTICS OF I{TNNTPEG'S PI,AN}IIÐ SHOPPING CET{TRES

Identi-
fica-
tion
Nurnber

Comnunity
Committee
Areas

I

2

,

4

5

6

7

B

9

10

1T

T2

L'

T4

15

16

Ì7

TB

tg

20

2L

Ìfidland.

l,fest Kild.onan

Fort Rouge

St. James-Assini-boia

St. James-.A,ssiniboia

St. James-i.ssiniboia

Assiniboine Pa¡k

Transcona

Transcona

St. Bonifaee

East Kild.onan

Fort Garry

St. Boniface

East Kild.onan

St. Vital

East Kild.onan

l{est Kildonan

St. Boniface

St. Boniface

Fort Garry

East Kildonan

Number of
Units or
Stores

Main Tota1
Iì'ì nn¡

72 t08

41 4L

7L 40

27 t4

5l-7
24 24

T2 18

19 19

1.6 L7

15 L6

L' L7

L4 14

L7 Lt

T5 L5

1T L2

r0 10

14 14

L' L3

il. lt
r0 I0

9IQ

Floor Area
(square feet)

Main
T1l nnn

B?L,59O

285,r52

,g5,o7B

47,7I8

12,000

r]..6,r25

42,670

Læ,663

4A,650

28,5L6

LL7,?IL

1r0,804

Lr4,77O

2t,540

34,L86

19,998

LOB,322

5L,120

L5,O54

,4,486

76,480

B5

Total

942,746

285,r72

4r1,864

,4,082

,6,ooo

rL6,725

77,069

LBO,665

58,850

55,7t6

Lr7'7tt

1r0,804

rL4,770

21,540

5L,917

19,BgB

Læ,722

5L,tzo

L5,O54

74,486

48,64

Average
of Totnl

3,725.4

6,954.4

ro,547 .o

1,590.6

2r1rB.O

4,846.9

4,O59.O

9,508.6

7,462.O

2,272.o

8,747.O

9,743.r

8,828.5

r,569.1

4,tzB.O

l,9B9.B

7 ,777.7

1,947.7

L,768.5

,,448.6

4,868,4

Leading

27O,W

192,000

r49,272

L4,685

5,625

66 
'52e

20,925

124,800

162,0oo

1r,000

48,7zo

7r,o24

76.560

7,000

I7,2æ

7 12æ

40,800

2r,6æ

214æ

22'590

26,tæ



APPEMIX I (continued)

CH^IRACTERISTICS OF IÙI¡N¡TPEG I S PJ'\NNüD SHOPPTNG. C¡]NTRES

Identi- |
Ifica- | Cornmunity

tion I Committee
Nunber I Areas

22

27

24

25

26

27

28

29

,o

3t

7z

7t

,4

75

t6

77

t8

,9

40

4I

42

Fort Rouge

St. James-Assinibcia

East Kildonan

St. Boniface

St. Vital

St. Vital

St. James-Assiniboia

Transcona

Fort Garry

St. Johns

St. Boniface

St. Soniface

St. Janes-Assiniboia

St. Ja.nes-Assiniboia

Lord. Selkirk

Ïlest Kildonan

Fort Garry

St. Boniface

Assíniboine Park

Assiniboine Park

St. James-Assiniboia

Number of
Units or
Stores

Main Total
Floor

10

10

t0

10

9

5

B

7

B

5

10

7

9

9

7

7

6

6

6

5

6

Floor Area
(square feet)

r0

10

10

10

9

L'

B

7

B

5

10

7

9

9

7

7

6

6

6

5

6

Main
ïtl ool

B6

41,325

42,2O7

L2,52a

te,975

B'670

7,768

19,280

,r,700

rt,25o

76,LzO

rB,696

13,oB5

,7,925

11,650

5,2æ

,8, I0O

7,434

6,ooo

7,560

]4,370

98,75o

Total

43,725

42,2O7

l,2,528

78,975

8,670

6,695

19,280

7r,300

13,250

76,r2O

18,696

Lt,oB5

37,925

11,650

5,2@

JB,r0o

7,474

6,00o

7,560

L4,170

gB,75O

Average
nf Tnl¡l

4,772.5

4,220.7

r,252.8

7,897 .5

oÊ.7 7
-)vJ. )

5l5.o

2,406.1

4,47r.4

r,656.1

l-5,224.O

r,869.6

r,869.7

7,769.4

L,294'4

742.9

5,442.9

r,ztg.o

1,00o.0

r,260.o

2,874.O

16,458.1

Leading

L6,35o

29,5L2

16 
' 
5oo

20,475

r,822

r,344

9,676

20,0o0

4,000

64,@0

4,5rO

4,975

11 
' 
9oo

2"1O0

800

19,000

r,91r

I,800

r1260

7,89O

80,000



APPENDIX I (continued.)

CHAR.â,CTERISTTCS OF IÙI}TNTPEG'S PI,ANNED SHOPPITIG CENTRNS

Identi-
fica-
tion
llunber

Community
Comnittee
Areas

47

44

45

46

47

4B

49

50

5L

52

53

54

55

56

57

5a

59

60

6t

62

St. James-Assiniboia

St. James-Assiniboia

St. Johns

East Kild.one.n

East Kild.onan

Fort Garr¡r

St. Vital

St. Boniface

East Kild.ona¡r

St. Vital

St. Vital

St. Ja¡nes-Assinoboia

St. Jarnes-Assinoboia

Itest Kildonan

Fort Rouge

Centennial

Lord Selkirk

East Kildona¡r

Assiniboixe Park

Midland

I'lumber
Units
Stores

of

l4ain
Floor

OT

7

5

B

5

9

6

5

4

7

4

7

4

7

4

7

7

,

7

2

2

Total

Floor Area
(square feet)

7

5

B

5

9

6

5

4

I

4

7

4

3

4

7

7

5

,

2

2

l{ain
Floor

7,7r5

12 
' 
5oo

54,77r

7,983

72,r24

LO,675

6'9A9

21,0O0

lt,200

11,200

LO4,650

5,720

4rL1o

6,224

Lr,674

26,27O

6'508

5,600

,r6a1

59,992

B7

Total-

7,1r5

l,2'5oo

54,77L

7,987

72,r24

LO,675

6,989

21,00o

6,600

11,200

LO4,650

5,720

4,L70

6,224

Lr,674

26,27O

6'5Oa

5,600

1,600

,9,992

Average
of Total
r,045.0

2,5oo-o

6 ,46 '4

L,596.6

B,O1r.B

r,772.5

L,797.e

5,25O.0

942.9

2,800.o

L4,950.O

r,47O.O

r,776.7

r,516.o

7,B7B.O

8,756.7

2,L69.1

L,866.7

1,800.0

19 ,996 .0

Leading

28,150

6 
'5OO

2t,577

2,808

50,596

4,245

2,446

L6,27O

J,000

5,859

22,27O

2,24O

2,275

2,540

8,061

17,0O0

7,060

4,000

2rOæ

17,4æ



^APPENDIX I (continued.)

CHÀRACTERISTICS OF WI}WIPEGIS PI,ANNED SHOPPTNG CDNTNXS

Identi-
fica-
tion
Nunber

Shopping Centre
Type

1

2

t
4

5

6

7

I

regional departrnent

small regional d.epartnent

comunity junior d.epartrcent

large neighbourhood food

small neighbourhood food

coranunity junior department

large neighbourhood foocl

comnunity jwrior department

Iarge neÍghbourhood food

small neighbourhootl food.

comnunity junior d.epartraent

connunity junior d.epartment

conrnunity junior departnent

sm¡l I neighbourhood. food.

large neighbourhood. food.

sxnall neighbourhood. food.

coromunity junior departrnent

large neighbourhood. food

snall neighbourhood. finance

small neighbourhood food

small comrnunity other general
merchandi-se

Leading Tenant by
firnction lype

9.
r0

11

12

Department

Main Tota.
Floor

BB

Junior
)cpartrnent

22
11

L'

I4

I5

T6

L7

18

19

20

2L

liain Total
lt'ì aor

ther GeneraL

I4ain Total

22
22

I1

11

11



.âPPEMIX I (continued)

CE^IRACTERTSTICS OF IIINNIPEG'S PI.A,NNED SHOPPIìTG CENTRES

Identi-
fica-
tion
I'lunber

Shopping Centre
Type

22

2t

24

25

26

small neighbourhood hard.ware and. lunber

small neighbourhood. food.

snall neighbourhood. applia¡rce

sna1l neighbourhooC. food.

strip appliance a¡rd. hone
furuishing

snall neighbourhood. food.

small neighbourhood. hardware a¡rd. lurnber

snall neighbourhood. food.

snall neighbourhood. food.

small conrounity junior d.epartnent

snall neighbourhood non-central

snall neighbourhood food.

strip other service

strip food.

strip food.

smal-1 conrnunity food.

strip food.

strip food.

strip finance

snall neighbourhood. food

snall neighbourhood foorl

Leading Tenant by
Function Type

27

28

29

30

5t

72

73

34

,5

t6

,7

,B

59

40

41

42

Department

Main Tota.r
Floor

89

ne L Merc
Junior

Dennrìmpnt
Main Total
I'l nnr

ther General
Nlerchandise
Ilain Total

11

l_r

TT



.APPENDIX I (continued )

CIIARACTERTSTICS OF WINI']IPEG I S PLANNED S}IOPPING CENTRES

fdenti-
fica-
tion
Nunber

Shopping Centre

4t

44

45

46

47

48

49

50

5r.

52

5'

54

55

56

57

58

59

60

61

62

strip hardware

sna1l neighbourhood. food.

strip recreation

strip food

s¡ûat1 corunr:nity junior d.epartment

snall neighbourhood. other retail

strip apparel

snal1 neighbourhood. food

snall neighbourhood food

snall neighbourhood food.

snall comunrnity food.

smaLl neighbourhood food

snall neighbourhood food.

small neighbourhood d.rug

snaLl neighbourhood food.

small neighbourhoocl food

strip food

strip automotive

strip dnrg

snall corumrnity other general
¡nerchandise

Lead.ing Tenant by

Function Tvpes
Retail- Trade -

^^-^-^ì 
tl--^L--l: 

--

Department

90

Main To
Floor

Junior
)enarf.ment
Main lotal
Floor

Other Gener
.erchand.ise
Main Total
Floor

al-

I1

T1

11

11



9r

0ther

APPENDIX I (continued)

CEARACTERISTICS OF WINNIPEG'S PIÁNNED SHOPPIIIG C¡]NTRUS

lilain Total

16 16

77
77
44

11

I1

1l

TI

t1

11

TT
22
22
,1
22
11
1l
1t

1111

22-
11
II

1I

11

TI

1T

I1

11

l_1

I1

55
22

22

11

IT

44
11

22

7t
II

22

1l

11

22

22

22

I1

L1

Apparel

T

1I

Identi-
fica-
tion
Nunber

Main

70 30

14 L4

88

11

22

1

2

1

4

5

6

7

I
9

10

11

T2

I'
14

T5

16

T7

IB

rg

20

2L

I

r1-1r1r11
11 1r

44
L2
44
t1
22
22
t.7
II

22
TT



92
ÂPPEITDIX I (continued)

CHÂRACTERISTICS 0F }ÍINNIPEG'S PLAI'IN¡,D SHOPPING CENTRES

0ther

Ivlain TotalTotaL

Dn¡g

22

1

Main
Fl'oor

1111

11
1T

11
11

11I1

I

Hardwere &
T,u¡nhez.

RetaiL Trade ( continued

Ilain Total
Floor

Furniture
& Aonlia¡ce
Mai¡ Total
Itl nnr

Fb¡c

Food

Main Total
ï'l oor

TI

I1

11

l1

11

22

22
I1

11

11

Apparel

llain Total
Fl nar

Id.enti-
fica-
tion
Nunber

11

Lr

11
I1
t1

1t

22

27

24

25

26

27

28

29

30

3t

5z

1t

t4

,5

76

,7

,8

79

40

4r

42

11-
1111

t1

Irlt
tr

11

1t

1I

I1

II

t1

t1

11

22

T

-



9'
ÂPPENDIX I (continueti)

CEARACT!]RTSTTCS OF I.TINNIPEGIS PI.AT{NED SIIOPPING CENTRES

I'lai¡ Total

I111

I1

Main Total

I1

llaiÈ Total-
Floor

I1

1t

11

II

11

1t-

I1
22

22
II

t1

tl

11

11

22

1I

11
11

11

11

It

II

I1

1I

I1

Apparel

Main TotaL

Identi-
fica-
tion
Nr¡nber

II

I1

1I

I1

11II

4J

44

45

46

47

48

49

50

51

52

51

54

55

,6

57

5e

59

60

61

62



94

0ther

APPENDIX I (continued)

CHÂRACTERTST]CS OF WINNIPIIGIS PLAN}trED SHOPPTNG CIJNÎnIùS

It1ain Total
Floor

71r12
411
222-
5-
2-1
411
7LI12
21r
2

4

t-
2

7-

4

1-
,22
7L1-
3LT-
2-
,LI-
222

Autonotive

continued.

lvlain Total
tr''l oor

Personal

[ain Tota]
F loor

tcti

Professional

I'iain lotal
T'loor

76
r4
52
84
21

Finance

Main Total
Floor

17216
22r7
tr26
tt68

Eating and.
Drinkins

4

2

2

2

4

5

2

,

4

1

1

3

5

2

5

2

Main lotal-
F loor

Id.enti-
fica-
tion
Nunber

11

t5

27
5'
L2

15
1I
22
I1

22
22
11

I
2

5

4

5

6

7

I
9

10'

11

1I

22
tt
1I

7t
22
11

2277
1111
1r11

22-
2273
IT

1t

11

22

12

L'

t4

L5

16

L7

1B

rg

20

2L

22



95

Identi-l Function types (cont
fica- I Services

APPENDIX I (continued.)

CHARACTER]STICS OF }IINNTPEGIS PI,ANNÐ SHOPPING CE¡ÍIR.ES

0ther

I[ain Tota1
Floor

2L1-

I1I1

2-tl
2)-
z2
J-J

2-
c-

1II-

111-

Automotive

Main Total
FIoor

Personal

Main lotal
tr'loor

Professiona

Main Total
F1oor

II

,1
11
11

2

11

22

1t
1t

1I

Finance

2

7

7

2

,
1

I

Main Total
Ttl nnn

1t
11

22
22
22
IT

2

22
11

11
,t
T1

22

22

II

II

1I

22

tion I Eating a
Nr:mber I Drinkt.,nf#

lMain Tot

11

11

11

11

11

22
44
7'
II
IT
11
,,
I1

I1

II

22

27

24

25

26

27

28

29

,o

7L

52

7'

,4

55

t6

t7

3a

,9

40

41

42

1L

IT

I1

1I

IT

22
t1



96

Identi- | -- ñlnction t''rnes (continued)
fica- I services

0ther

Main Total

APPENDIX I (continued.)

CEARACTERISTTCS OF hIINNIPEG'S PI,ANNED SHOPPING CENTR.ES

Autor¡otive

l,lain lotal
Fl nnr.

PersonaL

Main Total
IÏl-nnn

IT

22
I1

22
57
22
1t

Professional

Ivlain Total
Ttl oor

11rl

1t

44

1111
11
1l 22

1t

tr'inance

I{ain Total
I'l oor

tion I itating and
Nu¡ober I orink:.ns

luain Total

I

I
I

I

2

2

t

I

I

I

1

2

2

I

11

IlT]-

11

41

44

45

46

47

48

49

50

5t

52

5t

54

5'

56

57

58

59

60

61

62

TI

1I

1l

t1

t_1

TI
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Study Clas
ification

l{umber of Frnctions

APPEIIDIX I (continuett)

CHARACTERTSTICS OF }ÍINNIPEG'S PLÀIINED SIIOPPING CENTNNS

otalIlain
ïtl nnr

78 45 14 L7

2L 27 r7 r1

19 27 1r 12

19289rO
5I748

24 24 1r rr

L2 18 10 10

I7L7BB
161699
15 16 r0 10

L1r79g
L2L2BB
L'L799
T2L2B8
rl.L2BB
9955

1IIlBB
Ltr799
101055
101088

Berryrs
Classiflcatior

Totall'lain
Tll nnv.

Non-
l-a an 1- ¡n 'l

TotaI

ued

Main
F'l oor

Vacant

lotal

ES

ìlain
FIoor

14
22

T

Recrea-
ti onnl

TotalMain
FIoor

2

I

Institu-
ti onal

Iotal

L2

llain
I"l oo'r"

I

-t

ïdenti-
fica-
tion
Number

I

2-1

I

2

1

4

5

6

7

I
9

10

1T

12

L'

14

15

16

L7

L8

rg

20

BB

1

99

1I-

11

111-

I

2T
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ctions
Study Class-

: fi ^^li ^-

.APPEI\¡DIX I (continued)

CHARÀCTER]STICS OF !ÍII.INTPEG'S PLANNÐ SIIOPPING CEI'TIRES

TotalMain
ït'l oor

BBBB77
101077
9977

10r088
9977
511 77
8866
7744
7755
5555
B866
7766
9955
8866
7777
7766
6666
6617
6666
5555
5655

Berryrs
fl¡s+ifi¡qtirrr

TotaIItIgin
Floor

Non-
ll on tr.o I

F\rnction Tvoes (eontinued )

TotalMain
Floor

Vacant

TotalItiain
Floor

22

22

Recrea-
ti onal

Total

I1

Mai¡
Floor

2-

1t

Institu-
ti nn¡'l

Iotal

1

I

2

ïdenti-
fica-
tion
l{r:mber

Main
Floor

1

2

222

27

24

25

26

27

28

29

,o

7t

7z

,t
74

55

76

77

,8

19

40

41

42

11

l1

11

11

It-11
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Study C1ass-

.APPEUDIX I (contÍnuett)

CHÀRÂCTERISTICS OF }ITNNIPEGIS PfuIIüIM SHOPPTNG CEI.ITRES

7756
5545
8877
5522
8855
6666
5555
4444
7777
4415
7766
44rt
5r22
4444
7r17
5tr5
,r57
,r77
2222
2222

Main
Floor

1

I'lain
Floor

1r1

fnstitu-

1T

11

11

11

Itlenti-
fica-
tion
Nunber

11

4t

44

45

46

47

48

49

50

5L

52.

57

54

55

56

57

5B

59

60

61

62



.APPENDIX I (continued)

CUARACTERTSTICS OF WI}NIIPEGIS PI,A¡INND SEOPPING CE}NRDS

fd.enti-
fica-
tion
Nurnber

Number of
Em¡loiees

I

2

t
4

5

6

7

I
9

L0

11

L2

L'

14

T5

I6

L7

1B

1g

20

2L

Main
Floor

tB00 2000

927 927

e52 919

r59 109

42 84

167 567

r20 225

425 425

ILz L22

86 95

L?t 17r

242 282

344 t44

61 61

94 99

7' 7'

102 102

86 86

6' 6,

9' 9t

78 78

Ì'lumber of
Customers
fnten¡ierved.

Total

Average
(in centi-
meters on
I:250O0

map)

L54

228

176

L56

110

r47

82

85

75

7B

77

40

69

42

87

45

47

7t

5z

54

42

Distance Travell-ed
"Cut-off t'

in centi-
rneters on
1:2500O

mao )

L2.36

9.27

7.77

7.45

1.90

,.67

6.:16

TT.91

6,69

2.68

5.72

9.o7

8.25

4.6L

3.78

1.50

4.45

4.r9

2.00

4.89

5.58

100

Percent-
age

ïncl-uded.

3L 9e

40 100

,o 99

10 91

9 100

11 99

7L 100

25 97

'L 
98

t7 97

16 97

,L 97

25 97

t5 95

10 100

4 100

9 100

15 100

t96
16 96

t6 g,

iode of lraneÍt

s

ll¡2.

751676
86.6 5.1 B.B -
72 r7 L5

5L L2 77

77 62r
57 1525 3

79 6]5
95.5 4.5 -
58 5t7 2

70 624

78 2LB 2

8r494
8856I
60164
B7.B 8.7 '1.5 -
l{o Data

85Ltz
78 4 18

No Data

I[o Data

64 19 L7

Rrrs trtnnt rn
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Mod.e of Transit

APPEI,TDIX I (eontinued)

CHARACTERISTICS OF IíT}II{IPEGIS PI"A,}¡NED SHOPPING CEITTRES

s+
L

ïtont

a2 100

8659655
10o 92 B

r0o 86 rt
88 74.5 L.8 25.7 -

100 64 7 29

tance Travel-led

Rus'

Percent-
age

Includ.ed.

u

"Cut-offI
in centi-
meters on
1:25000

-o- )

88 L2

64124
20 80

964
7L.7 8.7 r9.5 -
7L524
66 54

65827
e5 2.5 L2.5 -
t5 L1 52

No Data

4rr54
49r48
7961:5
60 20 20

lverage
,in centi-
neters on

v
5

4

4

10

20

16

,

2

t5

4

I
I1

16

1

10

7

2

I
L5

9

:210@ ma!

Nunber of
Customers
Intervievled.

9.77

,.92

L.t

L.79

5.47

5.74

4.96

r.4,

r_.08

8.37

r.62

1.84

7.77

7.75

2.77

2.86

5.47

r.69

2.L4

7,30

10.68

95

r00

100

89

100

100

88

91

1,00

94

96

97

97

94

91

[u¡nber of
l¡nlovees

22 No Data 18

2' LO' rO7 37

24 57 57 46

25 r.04 104 42

26 27 27 42

27 12 40 5r

28 55 55 39

29 51 5t 24

70 ,2 
'2 

44

3L r25 r25 87

12 61 67 22

77 23 23 27

t4 1r7 r17 24

75 42 42 74

36 52 
'2 

38

77 r59 t79 32

tB 20 20 24

t9 2L 2T 29

40 24 24 tO

4rßr836
42 2t2 2L2 60

Identi-
fica-
tion
Nunber

Tntq'l
Main
Fl'l nn¡
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of Tra¡rsit

APPENDÍÍ I (continued)

CEARACTERISTTCS OF hIIT{}üPEGIS PI,ÀMIED SHOPPING CEÌfTRES

40757

,L.4 8.6 60

No Data

l{o Data

No Data

77 25

57611

57140
696L96
58 16 26

82r75
No Data

Foot'Bus

Percent-
age

Includ.ed.

Distance Travelled.

C.qr

"Cut-off rr

in centi-
neters on
I:250O0

-ot',)

100

100

100

97

95

95

80

100

100

100

95

100

100

100

100

r00

r.00

100

95

92

\verage
lin centi-
neters on
L:210@ matr

6

11

20

7

16

5

5

10

,
B

11

5

4

6

2

2

2

6

I
L5

l'lunber of
Custo¡ners
Interr¡iewed.

2.62

2.6L

6.92

t.u
6.22

7.21

,.69

1.88

t.54

4.22

4.57

r.92

L.27

2.47

.60

.74

.79

2.76

5.50

8.00

I'h¡nber of
fuployees

Nb Data

No Data

40528
M t620
52408
78L5 7

5025 19 6

e44L2

70

3L

29

16

22

28

w

50

16

I7

22

t5

6

11

24

26

25

9

2T

24

Main
ï11 onr Totsl

Identi-
fica-
tion
Nr¡mber

24 24

29 29

r21 L27

16 16

277 n7

I8 18

14 14

t26 :.26

39 
'927 27

2t7 2r7

77
55
77

T4 L4

64 64

B8
9

L2 L2

79 79

47

M

45

46

47

4B

49

50

5t

52

55

54

55

56

57

5B

59

60

61

62



.ÀPPENDIX I (continued)

CEAIìÀCTIN.ISIICS OF }rII,INTPEG IS PIÁNI'IED SHOPPING CE}ITN-ES

Id.enti-
fica-
tion
ñ¡nber

Trip 0rig'in
by percentage

Results of

1

2

5

4

5

6

7

I
9

IO

11

L2

L7

14

15

16

I7

t8

Lg

20

2L

IIome

Custoner lnterviews (continued)

llo Data

78 22

No Data

No Data

61 39

No. Data

No Data

e6.4 17.6

No Data

82 18

60 40

81 19

No Data

76 24

No Data

No Data

No Data

tlv
No Data

No Data

68 
'2

Else-
where

Percentage
fron

Or¡t-of
Tow¡

Percentage
visiting

Stores on
r.orrte

B

9

L4

2

Sex by
percentage

L7

,9

24

18

No Data

No Data

r9

28

t5

6

29

No Data

æ

28

Data

Data

2

t7

Data

Data

,2

LOt

lln'l e

47 57

46.9 51.L

47 57

æ.5 70.5

46 54

4' 57

,5 65

62 
'B%66

7L 69

77 67

40 60

ß62
æ72
24 76

No Data

No Data

40 60

No Data

No Data

47 5'

Trpmel e

15

1

I

4

L5

7

No

No

No

No

2



.APPENDIX I (continued )

CHÀRACTERISTICS OF 1II}iNIPBGIS PI,AI¡IiìÐ SFIOPPI}'IG CIIT'ITRES

Identi-
fica-
tion
Nunber

Trip Origin
by percentage

Results

22

2t

24

25

26

27

28

29

,o

7L

72

15

,4

,5

36

t7

'B
,9

40

4r

42

tlome

of

No

79

No

No

84

n
7t

No

No

I{o

No

No

r00

91

l[o

No

No

85

B'

No

No

Custoraer fnterviews (continued.)

EIse-
r¡hc'ne

Percentage
fron

Out-of
înr'm

Data

2L

Data

Data

L6

21

27

Data

Data

Data

Data

Data

9

Data

Data

Data

T7

L7

Data

Data

Percentage
visiting

Stores on
r^n:: to

6

Sex by
percentage

2T

64

50

25

16

15

t5

t2

28

76

T5

7r

No Data

No Data

20

15

Data

7L

29

27

14

104

llq'l o

6B

44

40

36,
68

49

56

M

54

56

67

45

64

ß

75

}B

No

27

20

58

51

ï'em¡ I e

72

56

60

64

72

5I

44

56

46

44

77

55

76

52

65

82

Data

77

BO

42

49

11

5

2

No



.ûPPENDIX I (continued.)

CBARACîERTSTTCS OF WIMTTPEGIS PT,ANNED PN'IG CE}flIR.ES

Id.enti-
fica-
tion
Number

Results of

Trip Origin
by percentage

47

M

45

46

47

48

49

50

5t

52

5t

54

55

56

57

5B

59

60

61.

62

Home

Custoner Interviews (continued )

No

No

No

No

No

No

No

No

I[o

53

7'

No

No

No

No

l{o

No

No

No

84

Else-
rn¡here

Percentage
fron

Out-of
Tnlm

Data

Data

Data

Data

Data

Data

Data

Data

Data

47

27

Data

Data

Data

Date

Data

Percentage
visiting

Stores on
r.nrrto

No

No

No

,

Sex by
percentage

34

20

105

Me'l e

Data

Data

Data

25

50

77

6

,2

9

Data

Data

Data

ìIo Data

No Data

No Data

77

L2

24

47

46

No

No

No

27

47

37

16

29

52

No

No

No

4
,6

28

'L
25

60

Itcmg'l e

57

54

Data

Data

Data

77

57

67

4
7t

48

Data

Data

Data

56

64

72

69

75

40

ÌIo

No

No

Data

Data

Data

164
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APPENDIX I (continued.)

C}IÀRACTERTSTTCS OF I.¡T}INIPEGIS PLAT'I}IED SIIOPPING CITI'ITRES

Results of Custorner Interviews (continued)

Percentage of customers visiting number of siores

56

75

L2

4

T4

11.8

B

,

T'

2r.2

L2

4

t
6

1

2

7

B

L2,6

16

16

t
40

9

20

I6

B

L'

25

L'

I

2L

Data

1

7

Data

Data

2

5

L5

5

I

7

I

B

11.E

22

26

4B

1B

z7

49

40

26

11

27

4t

t,
59

Iclenti-
fica-
tion
l{t¡¡nber

1

5.5

70

45

46

t6

62

¿o

t4

56

67

25

20

59

70

No

57

42

Nq

No

7'

7

15

7

6

2

L'

I
2

1

4

5

6

7

I
9

1Q

I1

12

L7

r4

15

T6

T7

T8

19

20

2L

78

11

25
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APPENDIX I (continued.)

CHARACTEP.ISîICS OF }JIITNIPEGIS PIÂNNED SHOPPITTG CE¡{TR¡]S

Percentage of customers visiting nunber of stores
Results of Customer In

2

2

4

4

9

20

I
2

7

L4

M

L5

25

24

18

22

72

14

54

41

62

22

22

25

n

9

20

,7

46

Identi-
fica-
tion
lÍunber

r00

44

s7

7'

7L

78

69

48

78

4
T
L7

7B

78

75

5B

No

9I

80

47

TI

22

2'

24

25

26

27

28

29

to

5L

72

t7

14,

15

76

,7

78

59

40

4r

42

510

Data

7

16

22



^APPENDIX I (continued)

CEÀR¡.CTERTSTICS OF TIINNIPEGIS PI,ANNÐ SIIOPPII¡G CT]NTR.ES

Itlenti-
fica-
tion
ñ¡¡nber

45

M

45

46

47

4B

49

50

51

52

5t

54

55

56

57

5e

59

60

61

62

Percentage of custoners visiting mrmber of stores

86

45.9

No

l[o

No

90

90

47

94

58

7t

No

No

No

54

BB

80

r00

8t.5

28

Results of Customer Interviews (continued

14

14 17. r

Data

Data

Data

7

r0

9

Data

Data

Data

10

10

47

6

12

9

l0B

t

t

48

T2

20

9

L2.5

72



UUNICTPAIITT

ÂPPENDIX II

MEIROPOIIIAN I{II¡NTPEG .AT.EA

POflII,ATION BT MU¡ECTPAIITY

19OI - 1966 (by 5 year intervals)

Âssi:riboia

Brookla¡rds

Charleswood

East Kild.onan

Fort Garry

North Kildonan

01d Kíldonan

St. Boniface

St. James

St. VítaI

T¡a¡rscor:¿

I\rxed.o

Ïlest Kildona¡t

tilirmipeg

,57

rg11

450

567

7ro

109

701

I'4BB

L,L75

LrO24

T97T

2rOLg

257

5e5

869

6,779

2,451

L1675

21628

L1226

9,o47

7,926

L,347

647

16,to5

l4,260

ro,4o2

5,747

L,r75

6rLr2

zLBt7B5

TOTAI, I.ÍETRO I{Nû{IPEG
anEA 47,969

r94r

7,ß5

5,7r5

L,54O

1,968

2r24O

L1934

8,75O

4,457

L,946

7U

18,t57

Lr,gg2

rLr99'

5,495

775

6r110

22r,960

Manitoba 255r2LL

Rest of Manitoba
(outsid.e above xrun. ) 2O7,Z4Z

Metro as fi of Manitoba 1B.B

City of l{innipeg as a
16 of Metto æ.7

668 r,767

42,340 rt6,O35

L2,BzL

IT,745

5,77L

4,185

L1062

4,64L

t79,OB7

L56,L63 228,075 291,1æ 2gg,g17

46L,794

,05,27L

,r.e

87.r

610, lr8

,B2,ABt

,7,.4

78.5

7@,Lrg

406,879

4r.9

74,6

729,744

429,8O7

41.1

74.O



I{I]IIÏCIPATITT

.APPEI{DIX II (continuecl)

I'¡IETROPOTITAN }III'INIPEG ANEA

POPUI,ATTON BY MUNICIPATITY

19Ol - 1966 (by 5 year intenrals)

Assiniboia

Brooklands

Charleswoocl

East Kild.ona¡l

Fort Garr¡r

North Kild.onan

01d Kilttonan

St. Boniface

St. James

St. Vital

Transcona

Tuxed.o

llest Kild.onan

Winnipeg

].946

2,160

2,729

216æ

9,vlL

5r2@

2'7ß

666

2r,6L3

f4,907

L4,674

6,L52

677

6,579

229,045

195r

2,667

2'9L5

516ñ

LS rLM

BrLg,

7,222

869

26,742

19 
' 
56t

L8,677

6,752

L,62'l

L0,754

275,O45

1956

7,577

.1,94r

4,982

18,718

r7,592

4,45L

1,011

28,85r

26 
'5oz

23,672

'B'7I2

1,L63

l:5,256

255,W

110

'1961

6,0BB

4,169

6,247

27,1Ø

T7,528

IrBBS

I''27

57,6@

,r,977

27,269

rL4,248

r1627

20,O77

265,429

T0TAI MEIRO I/¡II{NIPEG

AREA' 7L8,474

L966

T9,'89

*

7,77'

28,796

2L,t77

LI,955

1,192

43,2r4

79,866

29,528

19,76L

2'4BO

22,24O

257,æ5

Marritoba 726192,

Rest of Manitoba
(outside above nun.) 4OBr44g

Metro as % of Manitoba 43.8

City of l'Iinnipeg as a
/o of l(etro ?1.9

* Brookland.s was Âmalga¡xated. with St. Ja¡nes as of Jarrurrr¡r L967.

754,A69

776,54L

422,472

45.6

66,6

4A9,LzL

850,O40

44O,9L9

48.1

62.4

47L,975 5O4,L76

92L,686

4y';9,?TL

5L.2

56.2

967,66

458,890

52.4

51.0



APPENDIX II (continued.)

}IETROPOTTTAIT I,J..INNIPEG AREA

POPUI,ATTON BT I{I]NTCTPAIITY

AS A PERCEI{TÀGE OF TOTAI I'18îRO ANEA

19OI - 1966 (¡y 5 year intervats)

MUNICIPAI,TTT

Assiniboia

Brooklands

Cba.rleslrood.

East Kildonar¡

Fort GarrX'

North Kiltlonan

01d. Kildona¡r

St. Boniface

St. 'Janes

St. Vital

Transcona

îuxedo

Ìfest Kild.onan

ÌÍinnipeg

1901

.74

1911

.94

1. r?

L.5'2

L92L

1I1

.45

.95

.72

.45

L97L

4.2t

.54

r.22

.,8

2.7e

1.08

.57

'90

'42

5.oB

r.t4

.46

.22

5.56

4.86

7.55

L'9ø

.40

2.W

74.59

TOTAT I'IETRO AÎEA

t94L

4.79

7,42

.99

.66

.75

.64

2.78

r.4g

.65

.2'

6.O5

4.67

4.00

T.B'

.25

2.U

'14.æ

r.39

eB.r0

5.62

5.r5

L.65

1.84

.47

2.O4

78.54

r00.00

I.L'

87.1I

r00.00 100.00 100.00 100.00



ÁPPEIIDIX I] (conti¡ued)

I{ETROPOIITAN ìTIIMIIPEG ARIÌA

POPUIATTON 3Y I,IIJNTCIPAIITT

.A,S A PERCE}ITAGIT OF TOT¡,I I,EîRO ANJIA

fgOr - 1966 (uy 5 year intervals)

MUNTCIPAIITT

.â.ssiniboia

BrookLand.s

Charleswood.

East Kild.onan

Fort Garry

North Kild.onan

Olcl Kilclonan

St. Boniface

St. James

Transcona

Tuxed.o

West Kildonan

lfinnipeg

l-946

.68

.86

.84

2.85

r.65

.7t

.2L

6.79

4.68

r.9,

,2L

2.06

7r'92

1951

.75

.82

r.04

7.7L

2.7L

.9r

.25

744

5.53

1.91

-46

7.O4

66.57

r956

1I2

.87

'96

r.22

4.58

1.72

1.09

,25

7.O5

6.48

2.O7

.28

3.77

62.15

r.961

r.29

.97

L'72

5.79

7.7t

1. 88

,28

7.97

7.20

7.O2

.34

4.25

56.24

TOT.A,I METRO AREA

1966

1.85

*

L.46

5.7r

4.20

2.37

.28

8.57

7.9L

3.92

.49

4.4L

50.98

'F Brookla¡rd.s Íras amalganated with St. Jarnes as of January L967.

r00.00 rP.0o 100.00 r00.00 r00.00



MUN]CTPAITTT

.APPEIIDIX II ( continued.)

MEf,ROPOTITAI'I V¡INNIPEG AREA

POPUTATION CHANGE

1941 - 1966 (Uy 5 year intervals)

Assinoboia

Brooklanils

Charleswood

East Kiltlona¡

Fort Garry

North Kild.onan

Olcl Kild.ona¡¡

St. Boniface

St. James

St. Vital

Transcona

'Tuxeao

I{est Kild.ona¡r

ltlinnipeg

Ø czu¡icn Ø csANce
L94r-46 L946-5r

9.8

21.8

59.o

8.6

16.8

20.7

-5.4

19.0

7.1

22.4

II.6

67.9

7.7

7.2

27.7

6.9
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ÁPPENDIX III

The following is the instruction sheet given to the stud.ent inter-

viewers. Completion of this exercise resulted. in credit towards an Urban

Geography coìlrse given by Dr. R. C. Tiwari at the University of ltlanitoba 19?J:

The purpose of this exercise is to obtain inforuation to further our

understanding of two major conponents of Wínnipeg's retail stmctr¡re. More

specifically, this stucly should enable a closer exa.nination of the fi¡nctj-ons

a¡rd. narket areas of Winnipegts central business d.istrj-ct, nultifunctional

stores and. plaruoed. shoppíng centres, Tour part in this work is to cond.uct a

comparative stud.y of the functions and. market areas of

The steps in examj¡ing the retail activity on your C.B.D. block are

as follows:

r) Draw a plan view of the block at the scale of lt' to 5o' showing

the dlinensions of each store, office, etc. (frontage, measured. in feet, an¿

floor area). If there is a multifunctional store such as l(resge's or The Bay

on your block, show each d.epartnent with its clinensions, including floor area,

2) nane and classify each,store (or department, in the case ofnulti-

functional stores) using the d.esignations shown on the accompanying sheet.

,) Oetermine if your C.B.D. block should be includ.ed in the d.owntown

area according to the !{urphy and. Vance nethotl of 0.8.D. d.elimitation.

4) Using the enclosed interview sched.ules, cond,uct a market area

analysis of your block. Interview at least 25 shoppers who have visited
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stores on your block. Once the interviews have been cond.ucted., plot the

origin of the interviewee's shopping trip on a stand.ard Win¡ripeg map sheet

(t : z5,ooo).

The procedure to be taken in examining the retail activity of nulti-
functionaL stores or shopping centres are a s foLlolrs:

1) Draw a plan view of each shopping centre or multifunctional- store

(scale 1'r : 5O') uy ftoor, indicati-ng the dj-mensions of each store and/or

d.epartment and. the adjacent parking 1ot, if there is one present.

e) f,ist each store in the shopping centre with its frontage, measured.

accurately il feet, its floor area and the number of people employe¿ there.

fn the case of the multifwrctional store, measure the d.i-mensions an¿ floor
area of each d.epartrnent (not including storage space) as accurately as

possible. Deteruine al-so the nr¡mber of employees for each nultifunctional

store (futt-time antt part-ti-me).

5) crassify each store in the shopping centre(s) you are examining

(or'department, in the case of the nultifirnctional store) using the categories

on the accompanying sheet.

4) Us:.nS the enclosed interview schedules, cond.uct a rnarket a¡ea

analysis. Interview at Least 25 people at each shopping centre or cond.uct

6 interviews for the Bay, Uatonrs or ginFson-Sears.

5) Once the interviews have been cond.ucted., plot the origin of each

interviewee on â I : 25rCffl^ scal-e nap sheet.

0n the basis of your interviews a¡d observations at each shopping

centre or multifirnctional store and. on your C.B.D. block, discuss compara-

tively their functions, unit (store or departnent) sizes and. the area served,

(narket area size, shape and socio-econonic characteristics).



The field. intervie¡vers

shopping centres according to

BtocK N0.

central:
c

Non-
central:

x

^APPENDIX IV

classified stores in the sel_ected pJ.an:ned

the folLowing typology:

c.

CODE

C.B.D. Analvsis

ilinnipeg

IA

IALa

IAlb

I^û.1o

IÀLd.

IALe

Retail Trade Use

Supezuarket

Grocers

I{eatnarkets

Delicatessen

Bakery

ffi

u6

FUNClTO}¡

c.

c.

c.

IA2a

IA2b

LA,2o

Department Store

Drygoods & Gen. Merchants

Variety Stores (f a fO)

IATa

IA'b
rAJc

IA'd
IATe

IAlf

UNTTS

C.

C.

Shoe Store

Menrs Clothing
Fanily Clothing
l{onenrs Clothing
tr\rr Shops

Children's Shoes

IA4a

IA4b

IA4c

tr\rrniture
Appliance

Home Ï\rrnishing



Central:
c

Non-
central:

x

c.

CODE

APPENDIX fV (continued.)

ïA5a

IASb

IA5c

TA5d

X.

c.

New and. used. .Autos

Tire, battery, etc.
Motorcycle, boats

Eouse Trailer

FUNCTION

Co

IA6a

IA6b

C.

c.

c.

c.

c.

c.

c.

c.
cc.

C.

C.

c.

C.

C.

C.

IATa

Lumber yard.s

Hardware

IÂBa

I.ABb

üBc

IASd

IABe

IABf

IABe

IABh

IÂBi

rÂsj

IABK

IABI

LABn

IÁBn

IÂBo

IABp

IABq.

LABr

LABs

IABt

IÂBu

Drrgstore

UNITS

117

Liquor store
FueI dealers

Gard.en store
Jewelry store
Book store

Parvn store
Stationery store
Sporting goods

Bicycle store
Florist
Tobacco

Newsstand

Gift and. souvenir

Music stores
Photographic Supply

Optical goods

Office furniture
Secondhand stores
AntÍque shops

Luggage and Leather goods

Other retail store



Central:
c

Non-
central:

x

c.

c.

CODE

APPEI{DIX IV (contÍnued)

ïB1a

IBlb

IBlc

c.

Ilenr s Barber

llonents Hairdressing

Beauty salon

IB2a

c.

C.

c.

c.

FUNCTION

IBSa

IB'b

Fu¡eral Service

ïB4a

134b

fB4c

r34d

IB4e

IB4f

ï34s

I84h

Restaurant

Bars and. Pubtic Houses

118

Photographic Stud.io

Shoe repair shop

Drycleaners

tr\u storage

Costune, d.ress suit rental
Coin operated. service nachj-ne

Turkish bath, sauna, etc.
Other personal service

UNITS

c.

C.

c.

c.

IB5a

TBSb

IB5c

IB5d

IB5e

IBSf

IB5g

TB5h

IB5i

Interior d.ecorating service

General auto repairs
Carwash

llatch and. Clock repairs
F¡rniture repairs
Electrical repairs
Lawnmower repair
tfper.rriter repair shops

Other repair shops

c.
X.

ICla
ICIb

Movie picture tìleaters
Drive-in



Central:
c

Non-
central

x

c.

c.

CODE

APPENDIX IV (continued.)

ICIc

IClcl

ICIe

IClf
IClg
IClh

ICli
IClj
IClk
IClI

C.

Theaters

Concert hall
BÍlliard ancl pool haII
Bowling alJ-eys

Skating rink
g¡aimning pool

Dance Hal1s a¡ld. Dance schools

.Anusenent park

Shootiag Galleries
Other recreation centres

ruNCTION

c.

x.

lrg

IDla
IDlb

IDlc

I]NITS

c.

c.

Eotels

Motels

Roon:ing house

IEIa

2.LIa

2A1b

2Alc

c.

C.

C.

C.

Cr

C.

Gas stations

Ba¡¡ks

Fi¡ance Co.

Credit Unions

?32a

2B2b

2B2c

282d.

2e

2B2f

?f,2e

2B2h

Accountant

.Advertising
Frnplo¡ment Agency

Detective Agency

lJintlow tlisplay
Photocopying

Stenographic

Any other



Central:
c

Non-
central:

x

C.

C.

CODE

APPENDIX IV (continued)

2C7a

2c7v

2Cjc

2C7d,

2C7e

2C7f

zcr8

2C7}J

z1ti
2c7i

ærk

c.

c.

c.

c.

Doctors

Dentist
Vet

Optician
Lawyers and. Solicitors
Consultant engineers

Architects
l,larketing

Ptanning consultants

Laboratory Analysis

Any other

FTJNCTION

c.

c.

120

Ð4a

Ð4b

?Ð4c

2D4d

UNTTS

c.

Business Schools

Language School

Driving School

Sports Schoo1

c.

C.

2EIa

2Elb

2tr'1a

2T2b

?l2c

c.

C¡

C.

c.

c.

Itlholesale agents, no store on prernises

Ma¡rufactu¡erf s sales office

Office of nail ord.e houses

Office of nerchand.ise vend.ing

.Any others

7}.l'a

SAlb

SAlc

,AId

JAle

Commercial parkJng lot
Qenmercial parking garage

Public parking lots with rneters

PublÍc parking lots without meters

hivate parking lot



CentraL:
c

Non-
central:

x

x.

x.

CODE

APPENDIX IV (continued)

x.

x.

x.

x.

x.

x.

4Afa

4A1b

48la

48Ib

4B1c

481d

481e

4B1f

Public buiJ-dings

Parks and open space

FUNCTIOI'I

'c.

Private Institutions - School_s

Eospitals

Churches

I'Ielfare

Union offices
Other religious offices

4CIa

4Clb

x.

x.

x.

x.
x.

12r

54,

5A1a

5A1b

5Alc

5A1d

5A1e

UNITS

Railroad. ternÍnals
Bus d.epots

VJholesal-e-tfpe (stock on prenises)
Merchant wholesalers

Manufacturerts sales branches

Petroleun Bulk Station
Assenblers of farm product
l¿Iarehousing and trucking

x.

x.

x.

x.

X.

x.

6Â

6ALa

6A1b

6Alc

6A1d

6AIe

6A1f

Industrial t¡re use

I'lanufacturing

hocessing

Construction

Railroad. shops

Depots and storage

Not classified above

X.

X¡

7A

?Âla

7A1b

Resid.ential use

Single family or duplex

Apartnents



Central:
c

Non-
central-:

x

x.

x.

CODE

APPENDIX fV (continued)

BAÌa

BAlb

Vaca¡rt lot

Vaca¡rt building space

FUNCTION

Und.er construction

r22

UNITS



.âPPENDIX V

This is the schedule used for customer interviews at the selected

planned shopping centres:

Nane and/or rocation of shopping centre or nultifunctional store:

Ask each interviewee having visited. your shopping centre or ¡nultj-functional

store:

1) How nany d.ifferent shops or d.epartnents have you visited. at this

Centres and Multifunctional Stores

Q¡estion¡aire

Date of Inte¡view:

shopping centre (or store) on this trip?

2) Uow dicl you get here? I. by bus

2. prÍvate cajr

5. taxi
4. on foot

Lzt

J) tn¿icate the sex of the interviewee. - male

trip? (".S. Portage and. Arlington

4) What is the closest intersection to

Is this your hone address? yes _ no

to your preference in choice,of places to shop? yes

1s your hone add.ress?

yes

¡) pi¿ you visit other shopping centres or stores before corning here?

How many?

- fenale

the point of origin of your

l4ay we interview you further as

and.

(ir yes) I{hat



APPENDIX V (continued)

I'Ihich stores or shopping centres d.id. you visit before coning to this one?

(specify stores or d.epartments visited ancl location)

t.

¿.

7.

4.

L24
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