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ABSTRACT

W.N. BARNES: Socio—economic Influences on Distribution Levels in
Western Europe

Most international marketing research reports are b ased on a4skeleton

of currently available international socio-economic, demographic and
[social indicators. These currently available indicators used by‘
marketing analysts are in many cases inadequate for, or irrelevant to,
the requirements of marketing.- This project has as its objective the
development of more useful indicators and the prediction of the different
levels of retail distribution in Western Europe in terms of hypermarket |
and supermarket development. The llmltatlons of avallable 1nternatlonal
indicators are analysed and alternatives proposed " Some of these
requ1red new research others the restructurlng of existing data.
Prototype 1nd1cators are constructed and used in modelllng and prediction.
The main analyses are made at the level of the sub-national region and

at national levels. The regional analysis‘is a basic pre-requisite for

e

international marketing analysis.

Subsequent analysis is by correlation, regression and Automatic ‘ — S

Interactor Detectlon (AID) The usefulness and va11d1ty of AID in
respect of aggregate data, us1ng a comparatlvely llmlted number of
observations is demonstrated._ The end product is a set of revised
hypotheses more refined than the original generally-accepted "naive"
hypotheses. The project inuestigates thevrelationship betWeen‘the‘f
hypermarket and the'various:size categories of supermarket and their
environments more precisely than has hitherto been possible. The

methodology is of more general applicability to marketing problems.
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PREFACE

This thesis is submitted in partial fulfilment of the requirements

for the award of the degree of Doctor of Philosophy. During the
programme of research I have not been a registered candidate for
another award of the CNAA or a University. For a period during the
research I was assisted by a research assistant. His work as
affecting this thesis was confined to making direct contact with retail
firms in the Republic of Ireland and in Ulster in order to obtain’the
distribution data in respect of these countries and to ass%sfﬂn~ in

aggre€gating. the minor region data in order to produce major region

data.

Work towards the subject of this thesis was supported by an SSRC
Project Grant. The Final Report (HR 3217) was submitted and accepted -

in November 1978. 7 N '

During the research perlod I have published and addressed conferences

on the subJect of this thesis as follows'

e

"Hypermarket Predlctlon in Western Europe" - paper dellvered to Plannlng

and Transport Research and Computatlon (PTRC) Annual Conference,. B f/

Warw1ck Unlver81ty July 1975: published in Retalllng — Procedures of the’

1975 University of Warwick Semlnar - PTRC 1976

. "The Urgent Need for Specific and Realistic International Marketing and

Distribution Indicators" - paper delivered to European Institute of



Advanced Studies in Management (EIASM) International Symposium on:

Distribution - Structure and Management Brussels 29th and 30th _

May 1978: published in Proceedings.. -

Socio-Economic Influences on Distribution Levels in Western Europe

SSRC Final Report 1978

"The Proposal of a Marketing Indicators Working Party" Journal of the

Market Research Society Volume 21 No.3 1979

Monograph International Marketing Indicators published as European

Journal of Marketing Vol.14 No.2 1980

As a consequence of these published papers, a European Marketing
Indicators Working Party is currently being established. In this,
marketing academics throughout Europe will work to produce realistic
indicators of marketing factors and hypothesised causative socio-~
economic, demographic etc factors. Eight universitres in seven
European countries wish to date to part1c1pate in this prOJect

Some have agreed to appoint research assistants spec1f1cally for this
purpose. Luigi Bocconl University, Milan, has nominated a research
team to research the Italian data. The Office of Populatfﬁn Censuses
:and Surveys (OPCS), A C Nielsen Company and The Market Research Society;
will appoiht’representatives to the working carty. Uatside funding is
‘heing sought by Research BureauALtd (Research International).
Additionally to the European representation, Dr K H Lee of the Chinese -
"University of Hong Kong is in the U.K in order to apply the methodology{

‘of the prOJect to the Far East. Details of the working party are

contalned in Appendix 3.



During the prooramme of .research the work and the problems involved
have been discussed with most relevant European authorities.

- This includes discussions at the ESOMAR seminar Management Information

for Retail Organisations, Luzern, 3 - 6 April 1974, and at the

SSRC/EIASM seminar on Marketing and Public Policy at the University of

Strathclyde 1978. There have been detailed discussions with:

Dr J B Jefferys, Director General of the International Association of
Department Stores (IADS) Paris, and chairman of the Dlstribution Trades
Economlc Development Commlttee Common Market Worklng Party (contact
has been frequent). -

Mr M Norton, Vice President,‘tarry émith Consulting; Paris
(frequent contact).

.Dr'R Linda, Directorate General 1v, Commission of the European
Communlties, Brussels (who has c1rculated cop1es of my EIASM paper
to all member countries) ” -

Mr J Besnard, Directorate Generailiil, Commission of_the Eofbpeéh'
Communities, Brussels.‘ | : ‘

Professor Dr A G Helrman, Economische Hogeschool Limburg,

(frequent contact) | : : .f“,: 4’?,~fl* |

Professor A S C Ehrenbero, London'Graduate School of Bosiness.:

' Mr J Cnahine,onropean Research Director; AC Nielsen Co., Paris.
4Mr C Wallis, Public Relatlons Director A C Nielsen Co., Ox ford.
Mr T E Roberts, Research & Development Controller ASDA Stores Ltd
Leeds. |

Mr I Coomans, Counsellor, Comite Belge De La Distribution, Brussels. -



Mr A Vandoren, Economic Consultant, Association Des Grandes Entreprisés
De Distribution En Belaique (AGED) Brussels. |
Mr F C Treidell, Vice-President & Director General, Comite International
Des Entreprises A Succursales (CIES) Paris.

Ms.D Larking-Coste, Research Officer, CIES, Paris. (freqﬁent contact)

Dr H K Locker, Directorate B, Statistical OFflce of the European
Communltles, Luxembourg.

Mr R Kuhner, Directorate F, Statistical Office of the European
Communities, Lugembourg.

Mr J R Blanc, Secretary General, la Cdnfederation Généra}e Desv

Peéites Et Moyennes Entreprisesl(CGMPE) Paris. - o

Mr E Thil, Marketing Direc£or, Carrefour,>Paris.--

Mr B Anglade, Redacteur En Chef, Revue Francaise Du Marketing, Paris

and Ms C Duchemin, Redactrice Adjoute.

Mr‘D Le Marchand, Secretarylceneral, Federation Internationale Des
Grandes Entreprises De Distribution (FIGED); Brussels.

Dr F Kempchen, Secretary General, Groupemént Eurobeén‘Des Maisons
D'Alimentation Et D'Approvisidnnement A'Succursales (GEMAS), Brussels

Mr R Schiller, Research Dlrector, Hllller Parker May & Rowden, London

Mr £ R S Whitefield, Managlng Director, Management Horizons (UK) Ltd,
Richmond. . ' ‘ |

Dr E Bell, OECD (Social Indicators) Paris. - 1 .
Dr E Ezfa, OECD (Regional Studies) Paris.

Dr S Blades, OECD (Economic and Financial_Indicatbrs)yParis.

Ms.D Le Coultre OECD (Female Labour Studies) Paris. ‘

Ms B Ballard, Seﬁior Research Officer, O0ffice of Population Censuseé

& Surveys (OPCS) London.




Mr N Ahmed, Marketing Research Manager, Tesco Stores Ltd, Cheshunt.
Mr T Fisher, ISCED Studies, UNESCQ, Paris
Mr B Pyemont, Managing Director, Research Bureau Ltd (Research

International)- London.

In addition this research has involved extensive and in many cases
protracted correspondence with trade and prbfessional)organisations
and national statistical offices. in all the Western European countries

studied.




CHAPTER 1

INTRODUCTION: METHOD AND AIMS

What may be called‘"marketing mythology" has absorbed numerous theories
or hypotheaes about the incidence and the causes of the incidence of
supermarketing. and hypermarketing in Europe, and the reasons for the
'disparities(observed internationally in Eufoge. In the main these are
based on catchment area studies and on, usually inadequate, national
~data or national environmental and trading stereotypes; The startihg
~point in this research is the evaluation of these,generalised hypotheses,
andithe construction of precise hypotheses that it might‘be possible to

validate using aggregate data.

Sinee it is argued that the use of national data for this purpose is
grossly insensitive, the main focus of the research is the analysis of
aggregate data for the sub- natlonal regions of Europe. The compilation

‘ of relevant indicators at reglonal level that are comparatlve is, however,

a very considerable task. Therefore, an alternative analysis of the

aggregate data at national level is also made both to refine the 1n1t1al
hypotheses of the reglonal analy31s and to suggest the 1nd1cators that
leght be explanatory of these hypotheses in a regional analy81s, and
subsequently to illustrate, explain and support, if this is appllcable,

the conclusions of the regional analysis.

The main focus of the research is on an explanation of the environmental
factors affecting hypermarket development. Subermafketing is studied

as a parallel or prior phenomenon affecting this develobment. Therdegree




of incidence of both these methods of retailing is argued as being

indicative of the level of sophistication of retailing in general.

The regional data are subjected to correlation, regression and Automatic
Interactor Detection (AID) anal?sis. The initial "naive" hypotheses are
then revised in the light of these analyses to produce revised and

precise hypotheses that are supportedby empirical data.

The process, therefore, is tﬁe process that RILEY (1964)}has character-
ised as working back and foréh between théqry and data (1). It is a
process that Sonquist has summarised: "As exblanatory research uncovers
empirical regularities, one can look for éers to new ideas and

explanations that might account for'these‘Findings" (2).

The final two chapters renew the discussion under topic heads and
re-examine the initial hypotheses. The final research product is a
series of revised and more precise hypotheseé than have hitherto been

proposed.

References: Chapter 1

(1) RILEY, M.W., "Sources and types of soéiblogical data" in Faris, R.E;;
(ed), Handbook of Modern Sociology, Rand—McNally, Chicago, 1964. '

(2) SONQUIST, J. A., Multlvarlate Model Building, Instltute for Soc1al
Research, The Unlver31ty of Mlchlgan, Ann Arbor, 1970.




CHAPTER 2

BACKGROUND TO METHODOLOGY IN

COMPARATIVE MARKETING

2.1 Comparative marketing as a formal discipline is little more than
fifteen years old - with a literature that is as yet largely spasmodic .

and arbitrarily focussed.

The classic statement of the true aims of comparative marketing i§
Bartels' (1963) (1) "not merely a description of foreign‘marketing
,‘experience, but an interpretation of it in terms of the sﬁcio—economic
environment of foreign markets". He concluded at that time that no
such studies existed and that,tmoreover, none was likely to be producgd
in the near future. With perhaps three exceptions he has not yet been
proved wrong. To Bartels, "comparative marketing'involves threé types
af interpretation: (a) of the relation between social conditions in a
éountry.and the manner in which marketing is practisea there; B
(b) of the character and operation o% the harketing mecﬁénism itself;
(c) of the patterns qf‘personal behaviour énd-interaqtion in the socio-
marketing activity#.‘ E

Most anaiységihave S0 farfbeen concerned withrthe second factor, the ]
operation of the marketing mechanism only. Comparative(studies of |

"

course exist. In the main they are descriptive.

What work there has been has mainly consisted of commentatéfgxlnas

Cundiff has complained, "Generalising from their own systems" (2)™~

- in particular simple predictions that country X is, for example,

-8- -




ten years behind America, so that its marketing institutions will be

L]

the same as America's in ten years' time. This basically, to Cundiff,

is what Jefferys and Knee are doing in their Retailing in Europe (3)‘
and according to Bartels, this is also what nearly every American
commentator on international marketing is doing - tending "to judge
business elsewhere from our own standpoint, without appreciating that
‘our practiéés are-as-indigenous to our environment'aé those of other

people are to theirs". (1)

It is the relationships between the releyant environment and marketing
practice and institutions that are significant; and, if these variables
are able to be comparatively quantified, one might then deal more

precisely in "ratios" rather than "relationships".

Buxton\(a), following the logic of Bartels, has produced the diagram
in Figure 2.1. In this, comparative analysis is suggested by the |
equation A:C = B:D, "as A:B and C: D are merely desé£iptive studies of
marketing systems, and A:C and B:D are simply stateménts boncerning

the environment".

{
N

The statistical precision of the comparisons made implied  in such a

formula is abseﬁt from almost every compar;tive s£udyﬂthaf has béén f
produced to date. Studies‘exiét,‘of course, that relate environmenfal
factors to marketing practicé;'but almost entifely they are not of the
kind thét cbuld fesult in any opérational equation. 'Iﬁ the main in

suéh studies the comparisons made are (1) qualitative only and

unsupported by compérative data (2) fragmented and random (3) simplistic

-9-




Figure 2.1 Comparison of the relationhsips between marketing

and environment.

npn . . o .o
HOME MARKETING é—— A:B ———> _FOREIGN MARKETING
PROCESS ,  PROCESS

A:C B:D
: N\
- ’ "C"- S R ’ e - “npn
HOME L o> FOREIGN.
ENVIRONMENT S - ENVIRONMENT

in that the concentrétion tends to be oh‘ééntraétingwthird world
countries with western industrialised nations. It can be'argued that

these features characferise the "standard text", the "comparativé

.
LN
L

systems approach"”. of Carson (5). *?{::

Crucially Sherbini has commented in this context:
- ™ery little attention has been given ‘in the past to the

comparative approach in the field of international marketlng.
Most of the existing literature represents individual and
fragmented efforts, providing brief accounts that highlight
certain aspects of marketing in individual countries. The
absence of a derived analytical framework within which these
contributions can be positioned makes meanlngful comparlsog§\

extremely difficult". (6) : o ‘\Ssx\\;\\\\\va

. -10-




The formation of hypotheses as to relevant factors, the precise measurement
of these factors, comparability and inclusivity within clearly defined
boundaries - these are the prime requirements éf an operationally

useful comparative analysis. As Yet such a methodological approach

has been attempted by only a handful of researchers - these with

~varying degrees of ambition.

2.2 Approaches to quantified analysis

The genesis of quantified comparative analysis in marketing was a

short article by Cundiff in the Journal of Marketing in 1965. (2)

Here Cundiff advocated the investigation of comparative retailing by

the method of development of hypotheses and the generation of inputs -
against which these hypotheses can be tested. Cundiff's concern in his
study is the prerequisites of innovation in retailing and, as his main
dependent variable measuring this, he chose the extent of provision of
self-service. Cundiff compiains that "pauciiy of information on —
marketing in other nations limits the comparison that can be made" -

and, in fact, his inputs for independent variables are in the main,

subjective and selective choices. .For ekample:

"Hypothesis 1. The development of self-service supports

the hypothesis that retailing innovations evolve onlyxin

highly developed marketing systems".

Hié main input against which this can be tested is:
"On a purely a priofi basis, the America markeéing system
is widely accepted as the most advanced in the world today,
and was at least among the most advanced in the 1920's when

self-service was first introduced". .o

-11-




However, in testing the hypothesis that "the ability to adopt
innovations is related directly to the level of economic development of
a system" the dependent and independent variables chosen are as given

in Table 2.1.

Table 2.1 A Comparative Ranking of Selected Nations with Respect to

Economic Indices and Percent of Self-Service Stores

Index of Telephones - Self-service
Production © in use . stores
Country . Per—capita Rank Per capita Rank % of Rank
' ' ' total
United States 7.7 1 42 1 -10.0 1
U.K. - 6.8 2 .16 7 1.3 8
Switzerland . 6.7 3 32 3 2.4 5
Canada 5.6 4 .315 4 . 6.0 2
Germany 5.3 5 .12 11 3.6 4
Sweden 4.4 6 .36 2 5.35 3
Denmark - 4.3 7 .25 5 1.4 6
" Australia 4.1 -8 215~ 6 1.0 10
Belgium 3.7 9 a3 10 013 12
France -~ 3.2 10 .01 12 026 11
Netherlands 3.0 11 .1495 8 1.35 .
Venezuala - 2.8 12 .0285 16 'Q.oos 16
Ttaly 1.9 13 .0805 13 “0002 13
Finland L6 14 L1464 9 L1 9
Spain ~ 1.05 15  .062 15 0.0 ‘14
Japan 1.0 16 .065 14 (NA) -
Mexico .~ 0.7 17 .06 .17 0.1 15
Phillippines . ~ 0.05 18 .004 18 (N/A) =
India ~  0.03 19 .001 19 None 19
U.S.S.R. - 0.1 -

12—




The dependent variable "ability to adapt to inﬁovation" is measured by
"self-service stores as peréentage of total stores". '"Level of
economic development" is measured by tHe independent variables "Indices
of production" (per capita) and "telephones in use" (per capita). The
factor "index per capita industrial productivity" is derived from:
percentagé of value added in world industry divided b; percentage of
world populafioﬁ. The factor "telephones in use (péf capita)" is

proposed as "a measure of a non-essential semi-luxury good”.

Cundiff then gives a rank order to each of the twenty nations studied

in respect of each variablé and compares thé ranking as éonfirming or
not confirming the hypothesis. He concludes: "a comparison of the

data on producticn and consumption with self—service'in the 20

countries showé a relationship between these factors. For example,

. 5 of the 6 leading nations in production are also leaaeré in penetration
of self-service, or, to move further down the list, 11 of the tﬁp 12

—

are leaders in both".

We are not concerned with the validity of‘the variables, which Cﬁndiff}
offers onlyfggilfhe best readily available (and one‘would~presﬂppose
.the action of confounded variables) or with the method of rank-
ordering, but with the method of compllatlon of at leaét d;élgnedly f
objective indicators and their subsequent comparlson - notw1thstand1ng .
_the starkness of the indicators. It is symptomatlc of the scarc1ty

of quantified comparatlve studleé that Cundiff's prototyplcal and,

in retrospect, simple exercise was still being anthologised in 1971 (7)

and continues td be cited.

~13-




-The important and influential study of this concept of comparative

. analysis, however, is the monumental Comparative Analysis for Inter-

national Marketing produced under the direction of Liander for the

Management Science Institute of Philadelphia (8) - and one says this
despite the methodological objections to this study raised by Sethi

and Holton (9).

Tﬁe first step for M.S.I. "involved examining a multitude of variaples
which may be used to describe any given society and determining those
strategic to our purposes..." - in this case, those explanatory of
marketing phenamena. The variables chosen were thoée considered
indicative of the "socioceconomic landscape"; and muitiple variablés
rather than single variables were chosen - in which fespect, referring
back to the Cundiff Study (Table 2.1) we could obviously be highly
dubious about the use of "telephones per capita" as the uniqueA
indicator of consumﬁtion. /

The following indices were chosen by the M.S.I. réséérchers as

explanatory of marketing conditions:

Environmental-
1. Total population
2. Population density
3. Annual percentage rate of inprease‘in‘population\
4. % of population of working age (15-64) ‘
5. Agriculture population as % 6f total population
6. Urbanization. % population in cities over 20,000 population
7. Primacy.1 Population of the'priﬁate city as % of the total

population of the four largest cities.

8. Literacy (% literate of the population, aged 15 and over)

14



Societal

9. ‘Ethnographic Diversity. Nuﬁber of ethpographic gfoups
comprising one per cent of population.

10. Religious Homogeneity and Identification.
Homogeneous: (one religion at least 75% predominant)

11. Racial homogeneity and identification. .
Homogeneous: (one major social stock at least 90% predominant)

12. Linguistic homogeneity: % of adult population which speaks

a common language.

Within these characteristics countries were classified as Very High,
High, Medium, Low, Very Low - and clusters were then identified
according to number of attributes shared by countriés. In the same»'
way, but for a separate purpose, Economic; Health/Hygiene,
Educational Level, Communications and Transport indicators were also

devised. -

The importance of the M.S.I. stqdy.is its insistaﬁce>on'the selection
of sufficiéntly wide-ranging, iﬁternational indices. In the same way{
the attempt of objectivity is the virtue of that section of the Cundiff
étudy utilized above. » | | | «\ ' o
The astonishinély almos£ virgin concept of compafétiVe ﬁarketingvthat
thus beginé to emerge is: A

1. the generation of hypotheses

2. the compilation of inpu£s against which’ these hypotheses can

be tested.

~15-




3. the use, for international comparison, of the indicators so

compiled, once these are proved to be relevant.

In the case of the M.S.I. study, the validation of the relevancévof
the variable is not one of its concerns. The underlying hypotheées
are unstated - the indicators being selected for relevance by Delphi
methods; so that the researchers are then concerned with‘classifying

countries by means of variables that by wide consent. are relevant.

Cundiff, however, states his hypotheses explicitly, and, in the instance

quoted, uses the method of testing these against "objective" data.

One urges it as axiomatic that at least the approach qf Cunéiff in
which. indicator data are generated to illustrate specific hypotheses,
is the methédologically sound one. The M.S.I. altefhative, in whichl
"éxpert" opinion is canvassed to identify socioeconomic and cultural
areas that are relevantly discriptive of all marketing environments,
contains the challengeable assumption thét."marketing" is a homogeneous
activity - that a factor thch is relevant for one marketing actipity
'will be relevant for another:-that "relevant to retailing" = "relevant
to advertising" = "relevaﬁt to the export of capitai goods".
Aaditionally, the implicit arqument of the M.S.I. study is that all
factors carry equal weight: countries can fherefore be.clustéred , f
according to the number of attributes they have in common. This again

seems simplistic. .In this contekt:in her study Selecting European

Markets, which, in effect, can be seen as a follow-up study to the
work of the M.S.I. Purnell, using cluster analysis, reaches the

conclusion that to consider the characteristics of s market without

-16-
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relating those to the characteristics of the proposed product and\the
v.producing company is unprofitable (10). In the terms of the present
study the approach will be that no indicator will be adopted simply
on the grounds that it "describes the market"; we take as starting
point precise hypotheses as to factors influential in the adoption
of retailing innovation. We attempt the construction of indicators

to illustrate these factoré..'f

As regardé distribution analysis consequent on thé work of the M.S5.I.
Heirman's 1976-1977 stﬁdy (11) is I believe, the only one published
to date, exemptiné such prototype studies as Cundiff tofattempt
'formalised statistical relatidn of socio-economic and distribution
variables on an international scale (volume 3 with reference to the
EEC). Heirman uses £Hé process of factor analysis. ~This is‘valuablé
in the generation of hYpotheSes (althodgh, of course, the act of
selecting an indicator for inclusion implies an hypothesis). If, for
example, as in the Heirman stddy, the factors of céncentration ﬁn -
agriculture, high unemplmeént and excess fetail cépacity clus£ef
together, then conceivably oné cauld from this form an hypothesis thét
levels of agricultufal empléjmeﬁt and‘leVéls of Qﬁeﬁélayment ﬁiéht‘l

predict retail capacity. Heirman also eséays sub—natidnél analysis,

using-évailable EEC Commission data (12). . ‘ \\4;\\\j

2.3 Subjective Analysis via "expert‘opinion"

In comparative analysis properly quantified statistical analyses are
few. The alternative is to analyse or Weight the analysis via the

medium of subjective opinion.

-17-



In any collection of variables, some variables are logically more
A significant in prediction than others. When "thesé‘Yardsticks afé
put together in some sort of combination, the question arises as to

what weight to give what factor" (13). This has been said to be the

most intractable problem in comparative analysis (14). Regression can

assign the weights, assuming the relevant variables are>iﬁcluded in

. the regressibh programme. AID can help determine thei%gfmséf the
relationships. A simpler and simplistic course is to let "expert
opinion" weigﬁtthe faétors, in addition to selécting the factors éé in

the "M.S.1. approach".

If this is the procedure adopted, then there is no need to quantify
the variables.F:Nébulous conéepts such as "labour organisations
and attitudes" (Langeard) can be weightedvfor-importance by "expérts"'
and each country given by them a score. The wéighted scores of éll
such factors can be added to produce a total score. This can comprise

—

the whole of the analysis. It is a quick mefhod.

Such a mefhod is- used by Business Internafional S.A. Brussels, in
assessing the future risk and qpportunities for business in seventy
countries. Since the future canﬁét be quantified it is ;ngustifiéble
procedure. Business Internationalféfoﬁoées 55 enviroﬁﬁent;i factors.
The 55 factors, some of them suéh as "scenarios for soéial stability"
inherently unquantifiable, are separated into three categories:
those considered fo generate risk, those considered'to create

opportunity, and those considered to affect on-going operations in a

direct manner. Business International reports that

-18-
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o "It is at this point that the temptation to transform the

- qualitative data into quantitative data becomes irresistible.
Weights are assigned to each factor to express the significance
of its impact on business and, as has been seen, scores are
assigned to the predicted scepario for each year. Weighted
averages can then be calculated to produce for each country
a risk index, an opportunity index, and an operating conditions
index.
The weights used are the averages of weights actually assigned
to these factors by 100 international companies. This is not
only scientific but intelligent as the results therefore
reflect the judgement of the business community at large". (14)

The company warns, however, thaffnereoan be "no absolute comparability.
no statistical significance". As a qualifying input ro'the assessment
of future markets the prooedure is valid. in an analysis of existing
markets as arguide/to action, which is the main concern of comparative
. marketing, subjective weighting as a proxy for statistical weighting ,

of "hard fact" is obviously sub-optimal.

Langeard (15) with a more precisely focussed objective, that of
identifying countries Qith a potenfial for nypermarketvdevelopment,
-selects the rariables. "These variables were then weighted."basedvon
their experience, information and beliefs of a (Qroup of European
_-retail managers" Countrles were then scored out of" 120 and marked
accordingly. It is, he admlts "a minimum of comparatlve analy31s".

, j
" Meidan, 1976 (lé)lsimilarly concentrates his focus - on the internatronal
markering'of woollens and worsted’fabrics;‘and proposesi13 relevant
‘non—controllable variables. These were classified as to influential

importance by a sample of 22 senior executives in the industry -

each being asked to grade the influence of each variable on a Five-
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point scale. The end result 1s the rank ordering of the variables by
degree of estimated probable importance, after a process of multi- .
dimensional scaling (though this, one would argue, is not essential

to the exercise). The "variables", however, are composed of catch-

all categories which cannot be operationalised as stated - categorics
such as "change in demand due to economic factors like 'inflation,
decline in income ets", "culiural differences due to differences in
religion, social environment etc", and "political disturbances".

Meidan has idenfified those brsad areas of influence that a sample of
"expert opinion" considers most influential. This has a value asla
preliminary analytical step. Meidan has testsd, in effect, if his
generalised hypotheses are in accordance with the hypotheses generally
current‘in the trade.

The next steb would be to atiempt to operationalise these non-
controllable variables by the csnstruction of quantified and comparative
. indicators that are able to substantiate ssch concepts; then ts relafe
these statistically to sosstrusted indicatofs of expoft‘success:ih
the woollens and worsted fabrics industry. ‘The construction of valld
indicators oF, 1n many cases, very nebulous concepts, is of course )
the problematlc step - and the difficulties in many areas are esorﬁous
This is the dlrectlon, hbwever, i which useful research ;esuitsw-
1nev1tably lie. ,By definitlon, the assessing. of average practiiioner
opinion cannot produce any\nsw insight. It is usefuijts know Qﬁat'~

opinions are generally held: it is a limited research objective.
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2.4 HYPERMARKET MICRO STUDIES

2.4.1 The above studies have been conéérﬁed Qith analysis (statistical
or otherwise) using aggregate data. An alternative is to use
disaggregate data. The main focus of this present research'is on the
factors conducive to hypermarket development in Europe. In the main,
in fact, both practitioners and researchers derive their conclusions

as to these factors from the micro-analysis of the characteristic.
pafronage of individual existing stores, and, to a limited extent,

of the enviranmenfal factors peculiar to successful and qnsuccessful
stbres. This is obviously a logical and, to the firm concerned, anl
essential operational exercise. In each case, however, the conclusions
are particular to those stores and to those specifié locations. Such
Astudies have been almost entirely retail impact studios. A by-product

has been the production of customer profiles.

—

Obviously, howéver, at least theoretically, if enougﬁ consumer profiles
are established in respect of a sufficient member of differently
located hypermarkets, ahd this is done trans-nationally, and the
enyironmental‘Factors releQant to these hypermarkets are coded or - -
quantified, then generalisations supported by data could bq_éttemp£ed
about hyperﬁarkets in general. This, after all, is basically.the ‘
approach adopted in Applebaum's analog model of retail site location
for individual firms (17), which approach was developed, though

subsequently criticised, in the UK by Gallup Poll (18, 19).
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These location studies, however, are, as stated, in'the main eéch _
concerned with one particular store operated by one particular company
in one particular region of one country. The problems ofﬂgeneralisation
derive essentially from thié fact, and frﬁm the varying value of the

different  catchment area reports.

The difficulties of interpreting and generalising from catchment area
studies can be illustrated by reference to the principal reports to

date on British hypermarkets. These are:

(1) Carrefour hypermarket, Caerphilly: stﬁdy by Thorpe and McGoldrick
for the Retail Outlets Research Unit (RORU), Manchester Business '
School. Final publication 1974. (20)

(2) Carrefour hypermarket, Caerphilly: study by Leé;'Jones and
Leach for the Surveyors Donaldéon énd Sons. Published 1973 (21)

(3) Carrefour hypermarket, Eastleigh: study .by Wood for the
Department of the Environment. Published 1976 (22)

(4) Carrefour hypermarket, Eéstleigh: study by Wood for the

. Departments of Environment énd Transport. Published 1978 (23)
(5) AsdavsUperstores in NorEH Manchester: study by Thdrpe and |
| McGoldrick for the Retail Qutlets Research Unit‘(RORui Maﬁchester
Business School. Published 1974 (24) ' L /.

(6) Fine Fare superstore, St Ninians, Stirling: . study by Malcolm and
Aitken for the Univefsity of Glasgow. Published 1977 (25)

(7)’ Asda superstores‘in general: survey by Gordon Simmons Research

Ltd in 1972. Published 1974. (26)
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These and other catchment area studies are referred to elsewhere‘in this
- thesis under particular hypothqsis heads. They are not all equally
useful as information sources. Wood's studies for the Department of
the Environment are valuable inputs to retailing research. This

section focusses in particular, however, on the studies by Thorpe and
McGoldrick for the Retail Outlets Research Unit (RORU), a unit which
Awas commissianed by The Institute of Grocery” Distribution to monitbr

and research new hypermarket openings as a continuing series.

fhe concern in this chapter is with method, interpretétiqn and

reportage, and the possibility of generalisation from the\combined
findings of such studies. - Though catchment area reports are not

equal in scope and value, they all face initially the same methodological
problems. The usefulness of the data they contain is affécted by the
research design, the sample size, the format of analysis and the
presentation. The first two of these factors are a function, to éome

—

extent, of the research budget.

2.4.2 The problem of research design in catchment area studies

The basic question of "whom to question where?" is critical to validity.
Shopping.behavibur can be examined by interviewing conéumers tl) at.thef
store or shopping centre - as was.dane by the Donéldson researchers

at Caerphilly, by Malcolm and Aitken at St Ninians, and on beﬁalf of
Asda superstores by Gordon Simmdns Reseérch (2) in their homes - as

was done in the Retail Outlets Research Unit Caerphilly Study (3)

by conducting both these exercises as an integral part of the same
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research - as was done by Wood at Eastleigh and RORU in North

Manchester. The first two approaches are inherently problematic.

In a comparative analysis based on catchmentlarea surveys, the
performance and levels of patronage at any one store need to be
considered in relation to the environment of that store. This
environment is bound to be particular to that arealand idiosyncratic

to greater or less extent. In-store interviewing i;~é;écérnéd‘t6 answer
the question "What are the characteristics of the custoﬁers of thié
hypermarket?" This by itself tells us nothing about preferential
attraction. If, for example, all the hypermarketfs custamers are found
to be of A, B or Cl1 soéial class one cannot deduce from this that the
hypermarket has no attpgction for léwer socio-economic groubs: there

may be none or few of these living in the catchment éfeé. If sixty

per cent of customers are observed to be Qorking wives, one cannot say
that the hypermarket particularly attracts working wives: The average
statistic for that area might be sixty per cent, in which case the
hypermarket is only averagely attractive to that group. Rousseau1(27)
Jjuxtaposes the figures for eight French hypermarkets of percentage
patronage according to the socio-professional category'of the

customer's head of family. -The eight distributioﬁs differ\widely;

He subjectively concludes that the ambient populations cﬁncerned must g
respectively also differ widely.‘ The comparative anélfst is concernedv

with the plus or minus variations from the ambient averages.

Most studies based solely on in-store interviewing attempt an

environmental comparison of some sort. Malcolm and Aitken in their
“””f\x\\f~/”/f/f//
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St Ninians study (25) do not. They simply present us with "shopper-
characteristics”". The Donaldson researchers at Caerphilly (21) relate
each shopper characteristic to the average of that characteristic for
the whole of Wales. One would assume, however, that the Cardiff area
differs significantly froﬁ, for example, central rural Wales. The
Gordon Simmons Survey (26)Qf approximately two thirds of a;l Asda
stores compares the characteristics of Asda shoppers with parallel
characteristics of all housewives nationwide. Since Asda operates
nationwide. (though certainly in 1972 concentrated in the north) this

can be argued as being justified as indicating approximate preferential

batronage of that particular store group over the limited number of
consumer characteristics covered by the survey. In general, however,

for our purposes in-store interviewing produces the least useful data.

An—alternatiQe approach is to question people in their homes ana thereEy
attempt to discover in what ways those who shop at the hypermarket differ |
from those who do not. This in theory produces valid‘answers to the
questions that ﬁhe compafative analyst is concerned to ask. Used as the,
sole analytical approach, however, it encounters very considerable probleﬁé:
in particular, the catchment area is only subjectively identified, and
sample sizes need to be large if sufficient users énd non—g§ersxare to

be identified. It is the method adopted By the Retail Research Unit f

at Caerphilly (20), which piece of résearch and the problems generated

are discussed at length below..

The optimum method is to conduct both an in-store survey and a house-
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hold survey. The in-store survey identifies the realistic catchment
area. The household survey provides the environmental comparisoﬁ. Both
sets of figures can be compared. It is, in particular, the method
adopted in the methodologically rigorous Eastleigh hypermarket study
made by Wood for the Department of the Environment (23) and the method

attempted by the Retail Outlets Research Unit at North Manchester (24).

2.4.3 Study by the Retail Outlets Research Unit (RORU) of the

Caerphilly hypermarket, as illustrating the problems

_involved in accepting catchment area studies.

In the production of useful data on consumer chéracteristics the
essential element is the in-home survey. The "in-home" study conducted
by The Retail Qutlets ﬁesearch Unit (RORU) at Caerphilly (20), a

study based entirely on door-step interviews, can usefully be examined
in some detail. It is not precisely true to say that it is typical of
all such catchment area studies: methodolégically and analytically -
it verges on the incocherent. Neverless, it has received very
considerable publicity, and highlights many of the problems involved

in interpreting,and\accepting catchment area statistics.

»
-
~

The Caerphilly hypermarket opened in Autumn 1972. In Aﬁgust and

!

!
H
7

, ' S
September 1973 the RORU researchers surveyed 1210 households™in_twelve

. . T/ I e
selected parts of the store's hypothesised catchment area. This research
was the subject of a conference held very rapidly after completion of

the survey, and reportage of the conference was published as early as

November 1973, two months after the fieldwork (28).
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As published, this conference was given overall catchment area statistics

It was noted that the survey showed that, as to the type of consumer
attracted to the hypermarket, "the image of the young ABCl housewife
with her own car and 2.5 children is not confirmed. Admittedly the
survey does show that more regular hypermarket shoppers do belong to
upper income groups, but there is an even spread through all socio-
economic class divisions and a similar even spread through age groups".
. The conference was told that this corresponded with the similar findings
of the slightly earlier RORU study of superstores in Manchester: "So
this is not purely a South Wales phenomenon". The validity of this
observation as regards the Manchester study is discussed below. The
figures published in general supported this conclusion as regards

Caerphilly in all respects except perhaps that of age.*
A year later,‘in December 1974, the Retail Outlets Research Unit
published its report (20). 1In this it warned specifically on three —

matters of interpretation:

(1) All cross-tabulation other than by age refer only to those shoppers

N

under fifty, since "generally speakiﬁg those agé?ibelpw 50 and
those aged EBBVBVZ*SO, and particularly above 60,’reagi in:a ;
different way". It can be noted thaf, for béttef 6r worse, this is
a novel method of.ﬁFéSEﬁtaﬂg éé&éhmeﬁt'area statistics; and is a
'qualification to the data ignored in élmost every bublished summary

of the research report. Approximately 20 per cent of all the ////7///

Carrefour's regular customers are aged 50 or over.

*As regards age, the published statistics suggest “that the hypermarket
appeals most strongly to the housewife under 40 and progressively loses
its attraction after this age - though the fact that the 40-49 age
dissection cross adds to only 92 per cent and, less seriously, the 30-39
dissection sume  to 103 per cent does not assist interpretation.
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(2) As a result of cross tabulations some figures may relate to very
small numbers of individuals. In the RORU table reproduced here
as Table 2.2 a figure in brackets "means that it relates to
between 3 and 9 shoppers only"; even on this evidence, it is

logical to suppose that in some- of the unbracketed cells . -

the percentages 4tivted are percentagés of numbers only margina;ly.larger

(3) The sample relates to’twelve separate areas. It is not known if
these are representative of the total catchment area, "whateQer
that might be". In contradistinction to their conference
preséntation, tﬁe researchers warﬁ that to amalgamate the data from
those twelve areas to produce a claimed global picture of pétronage
is dangerous. To study differential impact eleven of the twelve
areas are statisflcally grouped into four zones:-Caerphilly, Inner
Valleys, Cardiff, Outer Valleys - and in the main the analyses are
made in respect of these.Four zones. It is the comparisons between

behaviour in each of*theﬁefour zones ‘that are of interest. ' -

These warnings by the RORU resgarchers as to fhe interpretation of their
 analyses illustrate the difficulties of using catchment.area data -
certaihly so in attempting to make, any well-founded gehéraiisafiop.
The factors of this problem as epifomised aoneAare'éonsidéfed in tﬁe T

sub-sections folldwing-

2.4.4 Catchment studies: the problems of analysis and interpretation

The RORU Caerphilly report refers almost entirely to shoppers under

the age of fity. Survey data are in most cases capable of various
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Table 2.2 Retail Outlets Research Unit Table of Fortnightly Users of

Caerphilly Carrefour: Socio-demographic characteristics of

Customer Profile

Caerphilly Inner Cardiff Outer
Valleys Valleys
% % % i
30 23 21 - 10 29
30-39 35 29 40 26
AGE 40-49 34 , 21 40 29
50-59 11 21 10
60+ 8 10 0
CAR No car 15 3 (13)
OWNERSHIP 1 car 70 89 . (75) - . 87
2+ cars 15 8 (13) ‘ 4
AB 19 16 () 9
cl 20 -9 (0) 20
CLASS c2 34 43 (29) 37
. DE 21 . 30 S (o) 33
£1000 0o 0 | 6
INCOME .,  £1000-1499 7 13 o 24
£1500-1999 29 51 N/A 48
£2000-2999 50 31 .18 -
£3000+ 13 5 o 4
YOUNG Yes 39 4 13 35
FAMILY No 61 56 . .88 65
Jos . "~ Yes 40 » 36 56 36
STATUS No 59 64 : 44 64
NO.SHOPPED 2 9 5 @ - o4 /
FOR 3 33 - - 48 (44) 44 ’
4 36 S 27 (22) 29
5+ 23 14 (33) 18
MAIN SOURCE Carrefour 85 ' 91 56 - 74
oF Co-op 6 0 11 -9
. GROCERIES Multiple 6 9 33 13
Independent 3 0 0 4
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interpretations and levels and methods of analysis. Interpretation of
such reports for any specific purpose requires detailed study of the
supportive data and research peculiarities. This is rarely done in
references to these reports. Gresham's law of the diffusion of
information applies: the simple slogan will crowd out the complex
message (29). There. are three importantlywdifferent‘sources in the

process of diffusion of catchment area information:

(1) The peripheral source - reportage in trade and marketing
journals and the press. This is the main source’by means
of which generaliéations on hypermarketing enter Whaf has
been called "marketing mythology". .In the main such
reportage concen£rates on the "Summary Conclusions"
contained in the gesearch reports. -

(2) The intermediate source - the research report "Conclusions".

The research conclusions that the reseapchers derive from their
data that are considered by them impoftant are made explicit -
in the report, usually in a three or four page section of |
"Summary Conclusions”.

(3) The primary source - the data. This is the actual data contained
in the bodyvof~the report;‘ The quality of data v;fég§'grééfﬁy -

between reports. - h

In many'cases the iﬁformation that can be derived from each of these}:
’sourées is alarmingly different in respect of the same piece of
research. A usual-practice in reportage is to quote out of context
any sentence from the "General Conclusions" that seems to make a

positive statement. A prime example is the out-of-context mis-reportage
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by Cox (30) of a finding in the "Summary and Majof Conclusions"

section of the RORU Caerphilly report that is itself a mis—reportaée of
the evidence of the data in the body of the report. Several statements
in the RORU Caerphilly report conclusions-are directly at variance with
the body of data presented. And, in most of the reports quoted,
generalised statements in the "Summary Conclusions" can be shown to be
in need of modification when the supportive data are consulted. The
.-scrupulous Department of.Environment Eastleigh report prepared over two
years is an exception. Significantly it is the only one to be heavily
criticised in reportage - for the lack of strong generalisétion in its
conclusions ("DOE hypermarket report - waste of planners'\time" (31))
Most catchment area reports are low-budget operations, hastily

produced in many cases with an eye to topicality.

2.4.5 Catchment Studies : the problems of sample size

Of financial necessity, sample sizes are.usually small. The RORU —
Caerphilly study illustrates the problems. A sample of 1200 is ample
for a homogeneous population. But if this 1200 is sub-divided, for
example, geographically (in fhé RORU case divided here by twelve

for data collection - these twelve divisions then aggregated to four
for thé analysis, one of the twelve, the Gaer-Newport are;: being
discarded), and each sub-division is then divided into those aged
under fifty and those over fifty, and the under-fifty segment is

then divided into "shoppers" and "non—shoppefs",'and the '"shoppers"

- segment is then divided into regular shoppers or not, and the regular

shoppers are then divided by socio-economic trait (in the RQORU case

W“\\\‘\\‘—"“f\\w~\
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divided at this stage by up to five,léven in the summary tables) -
then many of the resultant statistical cells are going to contain very

few observations.

The RORU study is avowedly punctilious in identifyiné these cells in
which the percentages are calculated on a total population of less

than ten. Nevertheless, all we know from this is that, if a percentage
of tWenty is quoted and if it is not in brackets, this represents at
least two peréons, and not one, having that particular attribute. It
can, for example, be calculated through from the base percentages*

that in Table 2.2 the percentage division by age group of customers
from the Cardiff area—is the éxpression in percentages of‘a sample of

only ten - in which case the actual numbers involved would obviously be:

% " No
Age - 30 10 B |
30-39 a0 4 g
40-49 o : 4
50-59 10 1
60+ S 0 : 0

100 .10

This distribution has obviously little statistical significance. Its
expression in percentages tends to conceal that fact. And the
subsequent dissections of the under-fifty age group in Cardiff in Table

2.2 are apparently based on a sample of nine. ' Although the

* The report provides an appendix giving for each of the twelve areas the
number of persons interviewed. It would therefore be theoretically possible
to calculate the base figures for each cell of each table by successive

steps through the report - except that no dissections are made of the sample
size of the under-fifty age group, and it is on the basis of this that almost
all the tables in the report are compiled.
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actual numbers involved in the other columns of that table are
considerably higher, it is quite clear that in general one should
not read too much into any‘percentage difference between cells
»unless this is substantial. Lacking the base figures in each cell,

we caﬁnot know how substantial the difference needs to be.

In considerable cohpfast, the Department of the Environment Eastleigh
Survey exercise undertock 7,439 in-home interviews, in addition to
the 1987 interviews in-store. VIn the analysis presentation, in
addition to the percentages in each consumer-attribute cell, the

absolute numbers are quoted in each instance, and are substantial.

An- in-store exercise conducted in isclation does not require such a
massive number of observations as does the in-home survey,.though'
as stated it faces the problem of relating shopper-attribute
percentages to the parallel environmental percentages. Nevertheless
one would consider the 343 in-store intérviews conducted by the =

Donaldson researchers at the Caerphilly Carrefour to be apbroaching

the minimum.

Malcolm and Aitken present a two-part report on their survey at the

Fine Fare superstore at St Ninians without giving any details at all

of sample size.

In this context, reference can be made to the RORU 1972 and 1973
sfudy of the patronage of the Asda suﬁerstores at Castleton and
Chadderton in the North Manchester area (24). The Kwik Save discount
/
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store at Rochdale and the Arhdale centre at Middleton were also
studied, but the findings here are not specific to a study of

hypermarkets and superstores.

In-store interviews were conducted at Asda, Chadderton (340
interviews) and Asda, Castleton (456 interviews). Supporting inter-
views Were‘made to homes in "selected residential areas" (879 inter-
views in twelve areas): probably only half these home interviews,

however, were relevant to the Asda stores.

In the "Summary" conclusions it is stated that "housewives with

a job most normally use a small shop for their main grocery shopping.

Asda also achieves a higher level of patronage from this type of

shopper than from those without a job". The supportive data in the
body of the report are of patronage levels compared with levels for
all shoppers below the age of fifty, and are data collected by the

in-house survey only.

Small shops + 13%

Asda o+ 3%
Arndale - %
Town Centres - 8% ‘ o

Kwik Save - %

The general conclusion that the working housewife will prefer to use
small shops is contrary to most hypotheses, and, if valid on the
basis of the in-home count, is almost certéinly location - specific
("When examining Greater Manchester as a whole, there are..... -
surprisingly few large supermarkets" page 12 of the report). The 3
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per cent above norm of working wives shopping at Asda is almost
certainly not statistically significant on the basis of the probable

sample size of housewives in the two Asda catchment areas.

If commentators concentrate on the "Summary Conclusions", as they
almost invariably tend to do, undue emphasis may be put on minor
variation.in customer profiles derived from limited or comparatively -

limited samples.

2.4.6 Catchment studies: the problem of micro-studies being

" location-specific

A report is obviously as good as its methodology. Qf financial i
' necessity the RORU Caerphilly researchers surveyed consumers'"at
home" only in selected parts of an assumed catchment area. The
choice of these twelve localities was apparently entirely subjective,
within the constraint that they should represent "localities at ..~
varying distances and directions from the store". In the evehf,

one of these localities, Gaer-Newport, was found not to be in the

" catchment area. (Virtually no-one used the hypermarket: 85 per cent
. had not even visited it (28)). More importantly the survey sample
bore no relation to population size in the differené loé;lities.

As a result thé Cardiff houseﬁolds are heavily under;rgpfesented.
What was measured in the RORU survey was "penetratioﬁ" in a 100
households in each of twelve randomly - chosen‘localities.

"Penetration" in the two Cardiff areas was extremely light.

"Penetration x population" was probably significant. The global
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picture is not representative, and the attempt to produce one was
abandoned by the researchers subsequent to their initial conference.*
The analysis thereafter was concentrated, as it was forced to be, on
inter-area difference within the catchment area - which differenées

are nevertheless of interest. Ab initio, however, it is clear that the
more the researchers try tb make the neighbourhoods chosen for study
representative of the different segments (differentiated on whatever
basis) of the total catchment area population, the more will the inter-
segment differences be more significant than the sum of the findings -
and the more elusive is any possibly transferable conclusion. If the
extent and nature of patronage is as location-specific wifhin the

catchment area as the RORU researchers suggest it is, then it is

logical to suppose that different catchment area reports in respect of

different localities in Europe will be even more location-specific.

The RORU researchers at Caerphilly also note- that their previous

—

hypermarket surveys in the North West had shown that trade was lost
to new hypermarkets initially by the small shops, whereas the Caefphilly’
survey showed that trade’was lost to the hypermarket méinly“by th? large
’supermarkefs already in the area; They propose that this w;s ingvitable A»"
in that hypermarkets wereideveloping in South Wales.from a\basg of
existing supermarket provision; whereas in the North West 6} Englénd f
there had not been a tradition of supermarkets, and thé region had
progressed dramatically direct from the small shop to the hypermarket. .
The evidence'of these localised surveys on the importan£ question of

the fetail infrastructure conducive to hypermafket development is there-
fore conflicting - excépt, of course, to suggest that it is not an

*In methodological contrast, in Wood's research for the Department of
the Environment, the initial sample of 5000 addresses was drawn

randomly from the electoral registers for an area within the 20 minute

driving time isochrone of the Eastleigh Carrefour.
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important factor. To suggest this, however, would be to generalise
from a small number.of observations in two regions. The importance in
hypermarket - development of the existing retail infrastructure is

discussed at length in Chapter 8.

In the cdﬁtext of this section, specific reference can again be made
to this earlier RORU study, the study of the Asda- Castleton and

. Chadderton stores in the Manchester area (24). On the question of
patronage of these stores according to socio-economic class, the

"summary" conclusion to this report states: "The home survey evidence

suggests that, when location is allowed for, the appeal of the stores
is approximately the same for all social classes. This is an important
conclusion, for it is often supposed that superstores are liable to be

class selective".

The supportive data in the body of the report are the following

figures derived from the in-home survey:

Relative patronage levels of different socio-economic groups.

ARNDALE ~ ASDA ASDA KWIK SAVE
CENTRE ~ CHADDERTON . CASTLETON  CENTRE
AB +40 +28 +5 440 ~
c1 -10 +45 416 , -32
c2 +17 -5 ‘ +57 +26
DE 67 42 -2 +16
RETIRED -20 ~47 -41 +8 |

"Figures indicate % (+ the average for a particular zone) of customers

from each group attracted to the store".
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The methodology of the RORU researchers is obviously correct: we are
concerned with the plus or minus deviations from the ambient averages.
The conclusions drawn from the figures produced by applying the method

need comment, however.

Takirg the whole span of the data acréss all four retail centres the
conclusion of an appeal to all classes except the retired is

substantiated. The Arndale shopping centre and the Kwik-Save

discount centre, however, are operations different in kind téjthe two full-
range and free-standing superstores. This therefore is not a useful
generalisation to make. Considering only the two Asda sﬁperstores,

therefore, if both are considered together then the generalisation

largely stands: the one or the othep has an above average

attraction to socio-eéonomic classes A, B, C1 and Cé and is of

average attraction to ciasses D and E. If each superstore is considered
separately, however, and this in context is,the crucial point, then

two diametnically different profiles emefge of Asda superstore customers.
On the evidence of these figures, at Chadderton thevAsda store particularly
attracts the "upper" socio-econdmic groups (Groups A and B, the upper |
middle and middle classes, and group Cl, non-manual workers) ana is

vnot preferentially attractive at all to group CZ,ihé skilled manual
‘worker. But the patronage figures for the Asda store at Céétleton ;
similarly adjusted to take account of social class répresentation in :
the ambient population, draw an exactly opposite customer profile.

Asda here, these figures state, attracts this latter group, fhe

€2 skilled manual worker,dramatically more strongly than any other
sbcio—economic group.

- . ™~
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Had only the Asda store at Chadderton been investigéied in this

study, then the profile of an Asda customer (or the profile of a
"superstore" customer, depending on how far-one wishes to\generalise
from the particular) would have appeared very differently indeed from
the profile obtained from the Castleton Asda data. In addition, Asda
operated another superstore in that same North MancheéterAarea, the
33,000 square feet superstore at Bolton. Now,if<the patronage of that
third superstore had been also studied, that might, one does not know,
“have weighted the fiﬁdings on attraction specific to socio-economic
class to one or other of the two extremes recorded. One dées not
know; and- that is the point to be made. But one can say\almost
categorically that the effect of a third set of observétions would be

highly unlikely to have been neutral.

Most hypermarket or superstore cétchment area studies are studies of
customers and environment at one store only. In this example,
diametrically different customer’profiles (by socio-economic -
classification) were obtained in two stores operated by the same
company in the same urban agglomeration and under four miles apart.
There is little need, therefore, to emphasise the-difficulties inherent
in atfeﬁpting to generalise from micro-study data trans-nationally

~,
.~

+in Europe.

2.4.7 The questioned possibility of trans-national generalisation

from catchment area data

Entering a plea for more catchment area studies, Malcolm and Aitken

(25) also note "a surprising lack of detail in many of the so-called
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'impact' studies, while the methodology employed is either highly
suspect or simply not stated". If there existed a data bank

quantifying the information of a great number of catchment area studies
from every part of Europe - and if these studies were as methodologically
rigorous as the DOE Eastleigh study - the possibility of international
generalisation might exist, at least as regards customer characteristics
and previous ambient trade structure. Such a data bank does not exist
and will not exist in the future. A measure of this is the prolonged
'and‘repeated attention paid in the literature and trade press t6 every

new publication of a micro-level report.

These repofts are few - contrary to the claim of Thorpe, who listed
definitively in 1978 (32) 41 references concerning 27 UK "superstores,
hypermarkets and other developments" the catchment areas of which had’
been the subject of study up to that date. If one excludes the "other -
developments" and studies purely of price, traffic or impact on other
shops, he has identified twelve reports appearing over a period of _

seven years. The most publicised of these have been noted above.

The main reason for the funding of hypermarket micré-studies is t04
discover their impact qniexisting retail structure as a guide in the
granting of planning permission. Cﬁstomer data are a by—p;bduétAoff
the research, useful if they help explain impact. In monitoring s
relevant micro-studies, . therefore, we are in qffect monitoring ihpact

studies. -In 1975 the Grocers' Gazette and Grocery Management was

writing:
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"unfortunately, the number of completed independent

surveys on the effect superstores and hypermarkets have

on UK town centre retailers can be counted - on one hand.

The number which specifically refer to food outlets - which,

after all, is who the superstores/hypermarkets are most

likely to hit - is nil. (There are, of course, many available

from the States and the continent but different trading

conditions make fair comparisons difficult, if not impossible" ). (33)
Three years later Lee (34) maintained that "there is now a wide range
of studies on hypermarket operations and-impact".‘ He qudtes’ in example
four of the studies discussed above and two others and comments: "the
“findings are consistent with studies in other parts of the world

ranging from Paris to Johannesburg". The reference is to the

consistency of impact.

Both these commentators, differing though they da as to the extent
of UK provision, imply a wide range of relevant impact studies |
exisfingvelsewhere in Europe. This is not the case. Germany, for
example has by a considerable extent in absqlute terms the greatest
number of hypermarkets in Europe.. Nevertheless "despite the existence
of very large numbers of hypermarkets and superstores in a wide variety
of locations, but particularly outside established shopping centres,
there are few studies availéble that attempt to assess the impact of

such stores". (35)

France is traditionally regarded as the home of the hypermarket.
In the early 1970s in Great Britain potential hypermarket operators
and the planning authorities looked to France for precedents.
However, few French hypermarket studies havé been reCOQBised in this
country as beiﬁg of value. %Béfe ére the three vefy specialised

Taboulet and Desplanques reports on the impact of hypermarkets on

clothing shops and on  department stores in Province (36, 37, 38). There
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is the hypermarket customer report compiled for the Chambre De
Commerce De L'Industrie De L'0Oise in 1971 (39). A 1970 hypermarket
impact study in Lyon was the sole continental input to the first
.British hypermarket planning enquiry, the Chandlers Ford enquiry of
1971 (40). Reference has already been made to the jugfapOSitioning
by Rousseau of the percentage patronage by occupational status in
eight French hypermarkets (27). Even such limited quantified
comparisons are few. The Comite International Des Entreprises A
SuCéursales (C.I.E.S.) in Paris, which is always assiduous in
responding to such requests, was not able to recommend positively any
French hypermarket catchment area study. The private Paris-based
research company, Marketing bffice, currently analyses the patronage
and image of twelve hypermarket chains and eight subermarket

chains throughout all~the regions of France. This information is
presented by region. ‘It derives its data from a total sample of

3000 households - so that, even allowing for_oveflaﬁ between
catchment areas, the observations in respect of any one hypermarket -
are obviously necessarily small. , The cost‘gf the report in 1980

was £2000 (41). The cost is a measure of the scarcity of this type of

- information.

The value of hypermarket and superstore micro-studies is iﬁ\the
generation of hypotheses. Sherbini's observations on existing
international mérketing‘literature in general are applicable to
catchment area studies. Thesehrepresent\"individual and fragmented
efforts". There is an important need for an "analytical framework
within which these contributions can be positioned" (6). This is

the aim of this study.
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CHAPTER 3

THE VALIDITY OF THE DEVELOPMENTS OF SELF-SERVICE AS MEASURING
THE LEVEL OF DISTRIBUTION DEVELOPMENT

3;1 This chapter proposes that the degree of development of self-
service, as manifested in the supermarket and importantly in the
hypermarket, in a region is the current optimum indicator of the level
of sophistication of general retailing in that region. A twin concept
of "problem-full" and "problem free" retailing is proposed. The
concept of "problem-full" and "problem-free" products has been

suggested by G.Gross. Pilditch made reference to it in 1969.

"Problem-free products require no personal selling. The
packaging can tell the story and the customer can judge ,
for himself. These are ideal for self-service. Problem-

full products, on the other hand, require more information;

they require personal selling, sometimes by experts. -

A question to ask is to what extent can packaging convert

a problem-full product, depending on the disappearing

salesman, into a problem-free product requiring none. A -
successful solution to this question could have an obvious
impact on the sales of many products.'(1)

Perhaps more jmportantly, however, a solution to this.questionrover
an increasing range of products improves the ability of the large-
" scale retail 6perator to expand the sections of the markeg\in‘whigh _;‘;
he is able to operate to -advantage. A concept of prdblem—free
operation is proposed. The recent history of the growth of the
large fetail organisation éan be generalised as reflecting the
changihg of what were formerly "problem-full" retail operations

into "prbblem—free" operations. In the latter instance, the

organisation is able to employ mass-merchandising techniques, head-
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office and specialist managerial efficiency, it's capital intensive- '
ness, without the operation being negated by many bottlenecks at the
point of sale and success resting ultimately on the ability of junior

local staff to match the expertise of the smaller "career" operator.

It could be said that the unsta£ed objective of the large firm is to
have the efficiency of a machine, using "efficiency" in the technical
meaning as measuring the ratio of a machine's output of energy to
input. It could also be said journalistically that the only
justification for the large capital-intensive organisation is that
such an organisation can run a "machine" much more efficiently and
economically than a small man can run himself. This does not
necessarily imply a cold operation - "cool but not cold" Lumsden
phrased it (2). The "machine" can be "programmed" to cater for

such "human" aspects of distribution as play centres for children

(as with Carrefour) conscious friendliness on the part of check-out
staff (as, at least designedly by Fine Fare). The "machine" (i.e.
the systematised firm), having computed these to be desirable,
computes how they may be provided "problem-free" as far as .the smooth
working of the system<is concerned. Hollander éays, in justification
of multinational retailing: "They thus reinforce the innovative
firm's basic role in creating supply systems that deliver«greatér
value to the consumer for less money" (3). This, of course, is the
Justification for large—écale operation in retailing in general.

The attainment of "efficiency", in the sense described here, is

proposed in this study as a desired objective of distribution.

Jefferys wrote in the 1950's, of "the need to develop both among

management and working people --- an appreciation that retailing-
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is not a ‘mystery'h: it is an "essential and practical function" that
needs to be performed efficiently. It is with this taking of the
'mystery' out of distribution that this chapter is basically concerned
(i.e. the movement to efficiency); it is when this 'mystery' - flair,
craftsman's expertise at the point of sale - ceases fo be subremely

important that systematic operation can function.

A hundred years ago, almost every product sold retail was a "problem-

full" product:

"Like craftsmen they served an apprenticeship, and in all
the leading trades there was much to learn. Where to buy
from wholesalers or manufacturers or individual craftsmen,
how to bargain with them for the right purchase and mix.
Goods were not of standard quality, not even textiles.
Every consignment had to be expertly valued and priced,
both for buying and for selling again in the shop. A
typical butcher had to judge and bargain for his meat 'on
the hoof' and know how to slaughter and dress it in his own
shed --- Grocers had to understand how to choose, blend and
grind as well as weigh and package much of their stock.
Even haberdashers bought cotton and thread by the pound

and disentangled it and folded it into ‘hanks for sale.
Every trade needed its own knowledge and skill" (4).

The difference between conditions existing today in most of Western
“Europe and those describéd above can be summarised as: the substit-
ution of uniformity for variance, and systematic management for
intuitive management. This concept of transition in the &}rection
of "problem-free" retailing is, of course, not limited to point—of;
sale. Rationalisation (the introduction of uniformity and system

in what were previously "skill" and "craft" operations in the sense -
described above) is observableAin moét sections of the modern, e.g.
British, distribution system. As an example in what was previously

a highly problem-charged operation, in Britain today as opposed to most
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of Europe the markét for made-to-measure suits is such that multiples
such as Burtons and United Drapery Stores are able to buy cloth in
bulk and pre-cut it; the suits are put togethef "like pieces of a
jig-saw puzzle"(5).when the customer's measurements are known. An
equivalent rationalisation§is evidenced in W.H. Smith's establishment
of a computerised depot as a solution to the problem of matching
central stocks to very fluctuating regional demand across a range

of 50,000 book titles, many of them held in shallow depth.

As a-generalised hypothesis, therefore, it is proposed that the state

. of retail development in a country can be measured by the extent to

which its retailing has moved from being a problem-full operation to

being a problem-free one, in the broad sense described - and so

amenable to "scientific method".

For this generalised hypothesis to be useful, some precise measure is
needed by which the degree of this transition can be assessed. As

measures of this transition, the following are adopted:

(1) the extent of self-service provision
(2) the extent of supermarket provision

(3) the extent of hypermarket provision
these to be measured by indicators listed in chapter 4.

The basis for this choice of dependent variables is the growing
evidence that it is these innovations, self-service and its
subsequent developments, that have created and continue to create

the greatest pressures for change in distribution.
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Basically, conditions conducivé to "problem-free" retailing are
created by standardisation - standardisation firstly of the
manufaéturer's product; then standardisation of selling procedures,
merchandising and display; standardisation of control systems;

standardisation of staff (i.e. division of labour).

‘It is proposed that the prime agents for standardisation in distrib-

ution have been, and are, self-service and the developments of self-

service.

3.2 SELF-SERVICE AND THE STANDARDISATION OF THE RECEIVED PRODUCT

Just as Dorothy Davis comments . above that, for most of the last

century, goods, including textiles, were not of standard quality -

1

that "each consignment had to be expertly valued and priced" at the

- retail level - so a prerequisite of standardisation of the retail

operation is standardisation of the manufacgurer's product coming
into’the system. The last century also,'however, saQ the emergénce -
of widespread manufacturer branding, wﬁereby the ménufacturer, .
avowédly or tacitly, accepted responsibility for quality and |
standardisation - the retailer's buying task being in this case to
choose a quality level and manufacturers geared to supply this levél

at an acceptable price (or, where this is nbt possible, tofintggrate

/
backwards, either formally or informally). f\\\w‘\\“‘\\\\\\

Given the ability of manufacturers to produce consistent quality,
Gross and Pilditch (1) are obviously correct: the key to trouble-free
retail operation is packaging - and hence the perennial "chicken
and eggd"controversy: Who owes most to whom - self-service or
packaging? |
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Certainly, the fact that.the great bulk of grocery products had for

a long time been pre-packed, and were expected by the customer to be
pre-packed enabled the self-service pioneers to begin operation:
_food-canning with tin-plate as an industry is a hundred years old.

The use of glass and paper package is obviously older. The first high-
coloured plastic, however, was not seen in Britain before the Wembley
exhibition in 1926. Polythene, PVC, polystyrene appéard in the 1930's.
The Packaging Revolution - "the greaf period when unpackaged goods
started to be packaged" - was a phenomenon of the fifties. It came to
life coincident with self-service and because of it; and forty per
cent of all packaging in Britain and probablyrEurope is still used by
the food induétry. The packaging industry today is not fecognisable
as the industry of thirty years ago, when European self—service‘was

embryonic.

As expounded by Gross (1), the task of packaging is to change problem-
full products into problem-free. In this it has transformed the
‘methods of sellihg over a vast range of foods and hon—foods, and -
turns its attention to a steadily widening range of non-food products,
thus stimulating the development of the hypermarket; any product SO
made problem-free is usable by the mass-merchandiser.

3.3 SELF-SERVICE AND THE STANDARDISATION OF SELLING, MERCHANDISING ;
AND DISPLAY

It is possible to identify three stages in the transition of food
retailing from being a "problem-full" craft, traditionally perhaps ///////ﬁ,fa
the most "problem-full" retailing operation, to being so "problem- — -

free" that it now provides the context for the most vigorous

expansion of organised retailing that has yet occured:
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Stage 1: thé retailer as craftsman
Stage 2: the retailer as entrepreneur - innovator

Stage 3: the retailer as "manager"

As illustration it will be useful to isolate exemplary figures
associatedewith the respective stages of this development. In
Britain, for example, such archetypes can be éeen in John Sainsbury,
Sir John Cohen,'James Gulliver - despite the fact that the organis- ‘
ations they represent, Sainsbufy's, Tesco, Fine Fare, have all now

progressed into the third ("management") phase.

3.3.1 Stage 1l: The food retailer as craftsman - specialist )

In 1969, sober photographs were publishea in many journals of the
early Sainsbury shops. The occasion was the Sainsbury centenary.
For it was in 1869 that John Sainsbury opened a shop”and styléd
himself "John Sainsbury, Dairyman. Drury Lane." He was one dairyman
among many, offering, however, a novel product, cleanliness.. By .
1875 he had become "J. Sainsbury, Provision Merchant" with a
growing number of shops serviced by "J. Sainsbury" horse-drawn vans.
These shops served outwards onto the street - almost obliterated .
(in one picture)‘by a rich profusion of hanging fowl.tTRanged in »
front of the shop (in this piéture) stand the staff, immacglate ia

aprons, with high white colldrs, black bow-ties. In such pictures

as these nobody smiles: they are craftsmen in front of the evidence ~--_

of their craft. A craft indeed it was in 1882, when joﬁn Sainsbury
opened the first of his new-style grocery bfancheé, at Croydon -

"a double-fronted shop that had room for shelves, two counters and
space for customers to push a pram the whole length of the shop"(6).

What really impressed, though, were the tiled - mosaic walls and
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floor, the marble;fopped mahogany counters, the polished teak in the
office - the combination of the opulent and the eclinical "in an age
of sawdust, wood and canvas". Other such shops followed: the
Sainsbury‘legend became established. John died in 1928, the first
only in a line of Grocer-Sainsburys (His last words: "Keep the shops
well 1it" ). He was 84. He left 185 grocery shops in a radius round

London - and a family eager to continue the business.

Extant also is a photograph of one of these early "new-style"
Sainsbury Shops (either Blackfriars or Croydon); it‘is printed in
the homely brown colour that photographs of that time had." In
perspective, the marble and mahogany counters, from righ£ and left
foreground, converge on the solid, polished wood cash and accounts
office; in a window in this a moustached head shows. The entire
right hand counter and the unbroken shelving behind are laden with
meats: sides of bacon, hams, sausages; hams hang from the ceiliﬁg;
_ turkeys are advertised in symmetrical stickers on the wall. The
left-hand counter supports a mountain of whole and half and
quarter cheeses: Cheddar, Camembert, Gorgonzola, "The Stil£0n”.

On this side only, the wall steadies its lining of backets and tins;
nofices say "Tea". In this world of perishables the grocer worke&.

Here, to qote The Sunday Times (6) "sugar wasweighed into gritty,

thick, blue paper bags; vinegar poured from wooden casks; and
’hustard pickle From\earthenware\pots into containers that customers
brought alpng'themselves". In such a world, tangy with bacon, the
good grocer learned his skills over many years (and many hours per .
day) 6F pupilage; the long hours being, in part, dicgtated by the

highly perishable nature of his stock.
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Such the type of‘bre—Retailing Revolution/pre Packaging - Revolution
craftsman food-retailer. He exists today in parts of the trade. in

France, is predominant perhaps in Portugal, Spain and Italy.

In Italy in the 1950's such a grocer was so universally found that
some observers considered that the traditional demands made on him
were such as to preclude the possibility of establishing self-service

at all:

"The same ham has to be cut in a different way for each customer;
one only Wants lean, another wants a tiny bit of fat and a third
as much fat as lean, so that the salesman has to incline his knife

at different angles for each special case ---" (7).

By the time of the First World War, however, the mafketing conditions
that fostered the existence of this type of craftsman Food—retailerﬂ

had in many developed countries undergone.-change - particularly in
the United- States. At that time in the U.S.A. the following -

marketing factors were observed by some independent food-retailers

under economic pressure:

(1) economic pressure generally on shops .

(2) the success of Frank Woolworth in selling mainly non-foods by i

open display, on the basis of low prices and high volume allied

to a policy of no-credit and no-delivery and the minimum of

service thus keeping prices low. o : ' ////////

-
/_/

(3) the boost to impulse sales that resulted from this "getting™~
the customer amongst the stock" |
(4) the steady growth of pre-packed pre-processed food as a prop;

ortion of grocer's stock
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(5) the growth of national advertising of branded food products by
manufacturers, so that the leading grocery products no longer

needed "selling".

They drew what we now accept to. be the right conclusions as affecting
their trade. After unsuccéssful experiments in "self-service" by
retailers in California,-Clarence Saunders of Tennessee devised in
1916 a method of operating in such a way thét the business was
profitable. His utilisation of one only entry point, free access

on the part of the customer to price-marked goods, a controlled exit
and pay-point is established as thebasis of "self-service".

It will be useful in the later construction of hypbtheses to list

here the generally accepted advantages of Self—service.

(a) Accepted advantages of Self-Service to the customer

(1) She can shop at her-own speed - eithe;'quickly or slowly.

(2) She can examine and handle all the stock in the store, and
compare the prices of different lineé: she does not need a
éhopping list.

(3) She can examine unfamiliar lines at hér leisure.

(4) Prices will probably be cheaper, since the shop;keeper is
saving on staff.

(5) She can compare prices of one store against énother.

(6) She is not antagonised by hqhelpful staff.

(7) The appearance ishygienic: the entire store is{open for

inspection.
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(b) Accepted advantages of Self-Service to the Store operator

(1) 1In a time of rising staff costs he reduceé these.
(2)& He is not dépendent on trained assistants, who are scarce, for
most of the work; he can employ untrained staff.
(3) Much of the staff working time can be planned without reference
to custoﬁer flow.
(4) He can make use of maximum floor space as éelling area.
(55‘ The fact that customers are exposed to the full range of his
stock and handlé the stock increases impulse sales
(6) His displays and sales aids are selling for him all the time.
(7) He can pass on staff economies to the customer in the form of -
lower prices - although the popularity of self-service with
the customer has been found not to depend on a price advantége.
In the United States the adoption of self-service as the medium
through which to sell foodiand general grocerieé has been almost
universal. By 1976 self-service accounted for virfually a hundred
per cent of total U.S. grocery sales (8). Additionally, it is the -
selling médium in many non-food stores, including specialist
stores. - |
Only recently since the late 1950'5 has self—servicé proveg'itsélffa“\k\\’/"//—
to be a phenomenon in Europe with the same dynamic that i
self-service has had in America. In 1948, according to one estimf‘
ation, (9), there were only 164 self-service stores in Furope

disposed as follows:

Belgium 3, Ireland 1, Netherlands 1, Norway 2,

Sweden 22, Switzerland 5, UK 130. -
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the lead in the United Kingdom being provided by the Cooperative

Societies.

As late as 1954, when the number of self-service stores had grown to
an estimated 6036 . Jeffefys could write that the approach of
European fetailers to self-service was "cautious" even "hesitant"(7).
Thelgreat growth in self-service iﬁ Europe, however, since 1957 has
been variously documented. In 1961 the number of such units had
grown to 46,480, and by 1971 to approximately 190,000 (10). By
1976 counter-service for groceries had virtually disappeared in
Sweden, and by 1978 self-service sales as per cent of total grocery
sales was over 90 per cent in Switzerlaﬁd, the Nethérlands, Germaﬁy

and France (8).

This rapid expansion of self-service, however, cannot be considered

unrelated to the growth of the supermarket. .

Ve

3.3.2 Self-service and the development of the supermarket

In 1930, Michael Cullen, a former executive of the Kroger Grocery
-and Baking Company of San Fransico, introduced into the United -
States the first "supefmarket", as now in retrospect cansidered;
He had b;oposed to the Kroger management that stores be d§Ened

" in off-centre locations in which 300 items would be'sold at cost,
200 items at 5% above cost, 300 items at 15% above cost, and 300
items at 20% above cost (11): a concept of low pricé té generaté
" volume. Conséquen£ upon Kroger's emphatic lack of interest,
Cullen opened his own store in Jamaica, New York;:with instant
success. When Cullen died six years later he‘ owned fifteen such

enterprises trading under the name of "King Cullen". His methods
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can be summarised as follows:.

. (1) to take the largest, most inexpensive premises that could be
got, pfeferably in outlying districts where rents were cheap
e.g. abandoned factories;

(2) to use the cheapest possible fittings;

- (3) to buy in the largest possible auantities and sell at "rock-

bottom prices";

(4)  operate by self-service with the minimum staff. -

The King Cullen stores and the successful followers of these sﬁch

és Big Bear Market of New Jersey were rough and ready operations
geared to the needs of the Great Depression. Catchmeﬁt areas of

up to a hundred miles were reported for these stores at‘this‘time.
Their success, however, was based on a correct analysis of the logic
of selling pre-packaged goods and proved to be independent of
depression conditions. Appel (12) has categorised the period
1936-1941 as the peribd of "acceptance and érowtﬁ" for the U.S.
supermarket: at the end of this period supermarkets in the U.S.A.
were'estimated to é‘numbér over 9,000; accounting for 25% of industry
sales. In this period and subsequently the U.S. supermarket as an
institution has consistently traded-up, in location, fittings, range
of stock and price levels withou£ ény loss of impetus. IIngl978 the
supermarket industry accoﬁnted for 74 per cent by turnﬁver of total

grocery sales in the USA (8).

As a consequenc;hbf the late development here of self-service, in
Europe the dynamic increase in supermarket growth has been comparat-
ively recent. 1In 1961, as measured by the 400 m2 criterion

there were 483 supermarkets in Europe. In 1971 there were more
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than 10,545 (10). At the end of 1973 free-standing supermarkets in
Furope numbered 13,075 (13). The most vigorous in the development

of this large self-service unit has been Germany.

The advantages of self-service (tHe advantages of a particulaf metﬁod
- of selling) are by(now almost inextficably confused - in the public
mind and in statistics - with the advantages of supermarketing (the
advantages of the large-scale self-service operation). The generally
accepted advantages accruing from the increased scale of supermarket

operations can be summarised as follows:

(a) Accepted benefits to the customer deriving from the scale of
operations of a supermarket

(1) The range of goods is increased to include fresh meat, ffuit
aﬁd vegetables - so that "one-stop shopping" for food can be
achieved, if the customer wishes. The range of grocery itéms
is increased.

(2) Prices can be cheaper, since the higher turnover enables the ~

" operator to buy in greater bulk or have larger ex-manufacturer
Adeliveries, and because his rate of stockturn is greater.

(3) Prices can be cheaper, since productiQity of staff increases ::
with the size of establishment. )

(4) Owing to better-paid management the efficiency, attraé;iveﬁess-
and hygiene of tﬁe store are increased. |

(5) Owing to the increased size of establishment, more money per

unit is able to be invested profitably in equipment (e.g.

refrigeration).
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(b) Accepted benéfits to the operator deriving from the scale of
operations of a supermarket

(1) Customers are able to concentrate their food purchases in éne
establishment, increasing the amount of sales per customer ‘
transaction.

(2) An increasingly motorised public will increasingly demand the
facilities of "one-stop shepping".

(3) With the mass. displays possible, impulse buying is increased.

(4) If the store image permits it, this impulse buying can be
increasingly extended to include higher profit-margin non-food
lines. |

(5) Bulk-buyiﬁg, or maximum ex-manufacturer drop, enables fayourable -
terms to be négotiated with supbliers. This enables lower
prices to be passed on to the customer.

(6) Cost of delivery from own-warehouses is less.

k7) Staff-productivity is higher, and staff expenses aé a proportion
of turnover lower - again permitting a low-price policy. |

(8) The quality of unit hanagement is incfeased.‘ (At store manager
level and above, management can be recruited from outside the

grocery trade.)

(9) Direct head-office control over a comparatively small number

o

of large supermarkets is more effective than over a large number

of small outlets. ~

(10) ~In particular, computerisation of stock control is more effective:
(11) High turnover enables -more capital to be invested profitably -

in fixed plant.

The logic of these arguments impelling towards the larger unit has

only recently been accepted without major reservations in Europe.
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Many of the pre—l§70's supermarkets are now referred to as tﬁe

"first generation" of supermarkets. They grew up in the '"fight for ‘
sites" in the 1960's when the major chains fought for national
dominance. In general terms the majority of them were by the 1970's
considered to be (1) too small (2) badly sited (3) without car-parking
(4) of inadequate structural and environmental quality. It was

"quite ridiculous", according to Michael Brook of Key Markets,vto

expect the badly-planned ones to survive.

This entrepreneurial surge of self-service and supermarket develop-
ment in the 1950's and 1960's in Europe, however, marked the end of
the dominance of the "craftsman - food-retailer” in most countries

of Europe.

3.3.3 Stage 2. The food retailer as entrepreneur - innovator

’ '

To the extent that food retailing, via the processes of pre-packaging,
self-service and supermarketing, moved from consisting of\a problem-
full cuétomerrinterface involving problem—Full.products to being anfﬂ
impersonal and systematic operafion, so it attraéted to it men of a
very different type from the specialist craftsman-grocer. The |
craftsman-grocer was pfoviding, andAcharging>For,‘alservice that

was no longer required in conditions of pre—packaginé and\Ere—advert—
ising; this stimulated the emergeﬁce in Eufope in the 1950's of a .
new dominant type of food retailer: the innovator—entrepreneﬁr. >So
"craft divorced" now appeared the requirements of modern food-

retailing that such entrepreneurs were attracted to it from diverse

. fields.
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In France in l94§ Edouard Leclerc quit a traiﬁing for the priesthood
in order to open his first rough discount store in his home town of
Landerneau near Brest, éo, in effect, starting the first of the
extensive French Centres E. Leclerc: his intention was to break a
"wicked system" of commerce that kept food prices to the public high.
The most important of Leclerc's dogmas as regards methods of retailing
is that "commerce must give way to the notionof 'distribution'. The
tradesman exists simply to put goods on the market at the minimum
extra cost to the public, concentrating on large, rapid turnover and
allotting himself a fee.for his services" (14). Ignoring the .
socialist message, .the dogma is the dogma of the supermarket. It
appears that this message was often the more easily understood by
"outsiders" not brought up in food retailing. When, for example,

in 1958, Leclerc moved his operation to Grenoble, his chief imitator.

and competitor was an engineer.
The same point has been made by Abbott in 1963 (15):

"Initiative has come in Britain mainly from --- a Canadian
biscuit and bread manufacturer, a large milk chain, and a
department store group. In Italy, three-quarters of the new
supermarkets have been set up by retail chains like Rinascente-
Upim and Standa which were already experienced in the organis-
ation of mass distribution but not previously very active in
the food trade. The biggest supermarkets firm in Fragce is
controlled by the Brussels department store L'Innovation.

In Spain, the first 50 supermarkets were set up by the
Government." : ‘ ] -

The point of view is valid despite the somewhat selective nature
of the examples quoted by Abbott. Lewis comments: "This situation
presents an interesting parallel to the development of supermarkets

in the United States. The first supermarkets here were opened by

new entrepreneurs rather than by established food chains"(16).
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In Britain, the archetype figure of the food-retailer as innovator-
entrepreneur is, perhaps, Sir John Cohen. He was indeed a grocer
prior to the advent of self-service - but a grocer significantly

removed from the type of specialist craftsman.

In 1919, an ex-R.A.F. mechanic and out of a job, Cohen was selling
rather battered ex-NAAFI stock in Hammersmith market ("I put them on
someoné else's stall"). Ten years later he had prosbered enough

to open six small shops under a company name "Tesco". By the outbreak
of war in 1939 these six had grown to ninety, stiil rua like market
stalls, many of them little more than "shutter-fronted holes in the
ground - with a pitcher shouting the odds outside"(17). At the end

of the war Tesco went public, and experimented in self-service, in 1947.
Despite an initial failure, all Cohen's stores were converted to
self-service in- the next ten years, and the first four Tesco super-
markets were.opened. Thereafter, both geographically and in terms of

N

business done, Tesco grew rapidly year by year, by means of both new
openings and the acquisition of other companies less dynamic. Any -
grocery business that Tesco took over was converted to self-service

as a ﬁatter of urgency: the 200 stores of the John Irwin grocerylchain
were all runhing as self-service outlets within tw& years of takeover
in 1960. There was by the late 1950's no question inlthe-mind of
Tesco management as to what business they were in: the self-service
business was a better description of intent in the case of Tesco

than "grocery business", fifteen per cent of Tesco's self-service

“trade is currently done outside of food and groceries.

By 1968 Tesco ranked number two in Management Today's "British
Business Growth League 1968" (18). By 1972 it was by turnover the

largest retail "grocery" company in the United Kingdom.
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Cohen, however, had a greater influence on the development of self-
service in Britain than even the growth of Tesco suggests (19);> His
nephew Mossy Vanger, initially working for Cohen, started his own
Elmo supermarkets (later sold to 0.K. Bazaars, and finally to Tesco
itself, to complete a circle); another nephew, Sidney Ingram,
founded Anthony Jackson and controlled over thirty Foodfare super-
markets, before selling out to Fine Fare; his brother-in-law Michael
Kaye, backed by Cohen, started the successful Pricerite supermarket
chain, by the 1970's rated as the tenth largest food-retailing

operation in Britain, and subsequently bought by British American

Tobacco.

With William Cohen & Co's Victor Value Supermarkets (there is no
family connection) these were outsiders "making the running" in the -
early days (and Tesco later bought up Victor Value). They were
almost unknown men competing against the established retail chains
with an aggression and an approach to retaiiing alien to the
craftsman. Cohen, like Leclerc, has made no secret of his contempt
for tHe small retailer-craftsman: "I have millions of customers",

he said in 1967, "and I don't know one of them" (20). -

The entrepreneurial nature of Cohen's management of Tesco has been
suggested by Foster, who was stating in 1968 that at top level Tesco
'"still‘Functibns like a small firm", tha£ it thriveé on "constant,
spot decisions" about what to buy and where to buiid. Foster quotes
Cohen's "Something exiting must happen every day" (21). By 1969,
however, the dominant importance of this quaiity of innovative-
entrepreneurism had receded in large-scale food-retailing in the

U.K. During the financial year ended February 1970, the Board of
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Tesco "instrucfed‘McKinsey & Company, Management Consultants, to
advise on the group's management structure and administration at all
levels, bearing in mind the rapid expansion that has taken place in
“the past, and which the Board intends to continue during the 1970's".
(22). As one result of McKinsey's report, Cohen relinquished his
office of Joint Chairman. - The report also recommended the central-
isation of administrative departments, "Including, in particular,

the buying, computer and data processing functions in a new 100,000
sq.ft. office block". The presentation of the McKinsey report in
March 1970 marks, as it were, the end of this entrepreneurial'phase
in Tesco's development: future growth was to be designedly systematised,

less instinctive.

3.3.4 Stage 3. The Food Retailer as Manager

One view of the supermarket scene as at 1972, when the’supermarket&
was no longer an advancing phenomenon buﬁ an accepted method of
retailing in ﬁany countries, is that of W.S. Mitchell,'president in
the U.S.A. of SaFeWay: "One éupermarket is very much‘the same as
another supermarket - they all have Campbell's soup on their shelves
and sell it at about the same price"™ (23). To the extent that this
applies so success comes to depend on the maximising of the effic-
iency of each aspect of the operation, which is the sense\in which
Mitchell intended his comment. In 1962, for example, the ;.K.
supermarket chain Fine Fare was making a loss of £2 million; and in
1965, when it was the lérgest supermarket chain in Europe, its
pre-tax profits were only £85,000. In that year Garfield Weston

called in James Gulliver to manage the company.



Gulliver's experience of large-scale food-retailing was small. At the
time he was chairman of Weston's building and shopfitting subsidiary.
Previously he had been with management consultant's Urwick Orr, and
before that, for two years, had attended the Harvard Business School.
His consultancy work had moved from production problems (such as work
in shipyards on cranes to "the whole relation of a company towards its
market and profit requirements". Gulliver is, to quote Management
Today, "a relatively new kind of top manager for retailing, a professed
kand nearly professorial )expert in business techniques" (24). He

is én argument in favour of the proposition that, at a certain stage

- of development, general management skills become more important than
retailing expertise - for the transformation in Fine Fare's

performance was immediate and progressive; thus:

Pre-tax profits 1964 £211,000 .
(Source: Fine Fare 1965 £ 85,000
reports)

1966  £673,000 ' -

1967  £2.6 million

1968  £3.6 "

1969  £4.5 "

1970 £4.9 "

1971 €42 v S
1972 - £5.2 "

1973  £5.9 ®

1974 £7.4 "

At the beginning of 1967, after roughly a year in office, Gulliver
circulated an internal paper listing ten management techniques that

were being employed in the recovery. These were:
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Organisational planning; management by objectives; budgetary planning
and control; manpower audit; management development; operational
research (stock control); work-measured incentive scheme (warehouse);

- long-range planning; marketing; computer.

"It was", Andrew Lumsden has commented, "the fullarmoury of modern
management practice, none of it avant garde? (24). He concludes -
that "the recovery itself --- was a cool but not a cold operation:
the application of business‘logic to problems that had defied attempts

to apply retailing mystique".

In 1973 Gulliver left Fine Fare to found his own conglomerate, Argyll
Foods. By general admission, he left behind him an organisation far
better equipped to face a competitive future than when he joined it .
Associated British Foods in-accepting his resignation, defensivelyu
wrote in a clause that he was not to engage in competitive retailing

for at least a year.

As has been said, the companies fepresented by the above three
British archetypical figures have all now progressed into this
tertiary "management" phase, - and perhaps also into the '"phase

of the future" Hypothesised by Druckar, that of the "antrépreneurial

management team" (25).

As in most European countries, food-retailing ia Britain has shed
~ most of the "mystery" critiaised by Jefferys, and has proven to
be susceptible to logical analysis and standardisation. The agent
that gave the impetus to and marde possible this rationalisation of

an industry was self-service. ‘ , —~— =
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3.4 SELF-SERVICE AND THE STANDARDISATION OF CONTROL SYSTEMS

Drucker has called tﬁe fifty yeérs up to the outbréak 6F World War

I the "Age of the Entrepreneur". In the fifty years subsequent to
this, he maintains the premium has been on "management". 1In this
latter period "the great need has been for the productive organisation
of large numbers of people to do what could already be planned,
projected and laid out, that is, for doing something that was already
reasonable well-known"(25). This description is applicable to the
state of supermarketing in Europe. It has been proposed above that
the need for "management" emerged here as a dominant priority during
the late 1960's. The fact that the selling operation is able, in
fact, to be "planned, projected and laid ouf" and so susceptible

to "management" is iﬁherent in the nature of self-service.

With minimum "interference" from the local personality of a
particular store or its staff, a self-service éhain is able to
compute the profitability of ény line of merchandise on the bésis

of the following information: location in fhe store, with refereﬁce
to customer flow and height from ground; amount of shelf-space
occupied; space occupied byhééch unit; gross profit per unit; rate
of purchase (which is, in turn, partly a function of the first two
factors). With this inFormatibn, optimum stock levels, shelf- [
space and even optimum location within the'store can be compﬁted

for each line of merchandise.A:The iﬁpersonality of self-service

ensures that this computation is applicable to all stores of similar

e

———

design within the group. The computer, given correct information,
can check the sales rate in the store against minimum stock levels
and reorder automatically as these are reached. In this case qute

'
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simply "the retailer's computer talks to the manufacturer's computer"
(26). When point-of-sale computerisation is generally introduced

"the above calculations will be automatic.

Computerisation is advanced in retailing generally. A survey by the
National Computing Centre in the early days of computerisation in
1967 found the retail function to be outstanding in its development
of computer usage for stock control and sales forécasting, and that
computers were even then being used by major retailing firms. for at
least 17 different types of operation (27). In supermarketing

and hypermarketing, however, if oﬁe excepts Carrefour, cpmputerisation
has increasingly meant that the store manager is ceasing to have

any authority at all over his range of stock or étéck levels. With
the advent, of point;of~sale computerisation his lack of authority

in these areas will be total. To the extent that economic ways are
found to enable current information to be received by the computer

this centralisation of control increases. ~

The self-service field, in which personal saiesmanship factors areA
of minimal importance, has logically been the field in which the
hathematicai assessment of retail site potential has made impoftant~
‘progress. In fhe U.S.A. in 1971 the Minnesota voluntary group Super
Valu, by computerising data in respect of 97 factoré ﬁypothesised
as'affecting self-service grocery sales, produced a model which was
~claimed to be able to predict actual sales volume to an accuracy

of five‘per cent (28). In the U.K. in the 1960's, Tesco could
claim with some pride that it assessed potential sites by instinct:
"I have five chaps who can assess sites. We know how much money

there is in a town. We can asséss how much we can take -——=."(29).
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Currently, however, Sainsbury is using its own adaptation of the
Gallup Poll model for site location and for assessing store perform-
ance, a model based on analogue techniques and using step-wise

regression, with reported good results.

3.5 SELF-SERVICE AND THE STANDARDIGATION OF STAFF (i.e. Division
of Labour)

Traditionally in retailing the store manager has been "craftsman
and generalist", responsible for all aspects of the operation of
his store. In May 1971, however, when James Gulliver, chairman of
Fine Fare (Holdings) Ltd., locking at the increasing sizé of new
supermarkets and looking forward to the coming hypermarkets of up
to 150,000 sq. ft. cqmmented on the increased responsibilities of
the modern supermarket manager, he also said that this, however,
would be within the context of increasing control and direction

from head office. P

"His role will therefore tend more and more to be that of an
administrator, carrying out highly defined company policies
through a larger and increasingly specialist staff ---
Indeed, he is likely to have little control over sales and
gross profit in the traditional sense and can only influence
these in the negative way of not adhering to company policy"(30).

RN
-

The principal independent duties of a supermarket manager today, in
conditions of increasing computerisation, are not concerned with
selling, ordering or merchandising. As outlined by Gulliver, they

can be summarised as:

(1) Implementing company policy

(2) Recruitment, training and motivation of staff
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(3) Industrial relations

(4) Attending to government and local authority legislation on
consumer-protection

(5) Combating pilferage

(6) Management of perishable goods

(7) Control of local advertising (perhaps).

Similarly,‘Gulliver foresees a changed role for the stores supervisor,
again traditionally a generalist, "a travelling super-manager":

"He is likely to become one of a team of specialist supervisbr/
herchandisers with respoﬁsibility for one- major érea of the stores
that he visits, to ensure with the store manager that the company's
policies are being adhered to with regard to pricing, space

allocation and the like".

At the centre of the supermarket organisation there will be an
increasing number of head office specialists and an increasingly

specialist and professional top management. In this way, the main

- selling responsibility has moved from the craftsman - specialist

at store level to the "management" specialist and specialist in
management techniques at head-office level. As outlined above,
increasingly the main duty of those below head-office level is to

carry out in detail instructions emanating from head-office.

Henksmeier wrote in 1960 that "self—service:is neither more nor less
than the application to distribution of the basic principies of the

division of labour, and as such it is a product of the industrial-

isation of economic life'"(9).Hedid not envisage the situation

described here, but the comment is now more precisely applicable.
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This is not neceésarily to say that this concentration on the
principle of division of labour is conducive to greater job satis-
faction on the part of the lower orders of staff. Table 3.1 possibly
indicates this dimension - whilst at the same time indicating the
increased possibility of the use of unskilled, partly-skilled and

part-time labour, as the rate of adoption of self-service and the

average size of retail unit increase.

Table 3.1. U.K. Grocery Shop Staff: Interchangeability of Staff
on Jobs, by Type of Outlet

All Small Large
Counter  Self Self Self Super-
Service Service Service Service markets

Staff interchangeable 9 % 69% . 84% 79% 63%

Staff on one job only % 31% 16% 21% 37%

SOURCE: DEP Sample Enquiry 1965 (31).

Nevertheless, the emphasis on "management" as opposed’to "craft" and
the de-emphasis of the customer-interface as a consequence of self-
service have been factors in the raising of the status of retailing
as é management career. "It would be next to impossible“;‘it was
said in 1843, "to apply to a well-dressed mén in the street a moref
offensive appeletion than 'shopman'"(32). And as late as 1969

: Sir Roy Harrod, in a letter to The Times, could say that in his
boyhood he was looked down on in some quarters because he was in
"the trade" (i.e. Harrods). 1In 1971, however, Gulliver noted that:

"The intellectual and business challenges of being involved in
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running large food—chains can now attract high quality management
which hitherto tended to look down on retailing and made its career
with food manufacturers. In fact ovef the last ten years the more
" interesting innovations have taken place in food‘retailing rather
than in manufacturing, and this has contributed to the desire of

many good men to get top retailing experience"(30).

3.6 SELF-SERVICE AND THE DEVELOPMENT OF SELF-SERVICE AS A MEASURE
OF RETAIL DEVELOPMENT: VALIDATION BY COMPUTATION OF PRODUCTIVITY
INCREASE -

"The above validation of the selection of self-service and the develop-
ments of self-service as measures of the state of fetailing
‘development and innovation is supported by research by George for the
Department of Applied Economics, University of Cambridge (as
commissioned by the Economic Development Committee for the Distributive
Trades) into productivity and capital expenditure in retailing - iﬁ

particular, his analysis "Productivity and Technicél Change" (33). -
The part-findings of this section are summarised in Table 3.2.

Table3.2 Productivity and Technical Change 1961-66: by kind of business

Annual cumulative percentages

Changes in * Co-ops Dept. Grocers CIN Other Mail 'All

‘ Stores Order Firms'
Output 0.14 2.47 7.64 5.09 6.52 --- 5.37
Labour input 1.66 .99 4.29 3.93 2.66 -——- 2.25
Labour T ‘
productivity: 1.80 1.48 3.35 1.16 3.86 3.46 3.12 '

of which, due
to changes in

Capital per head 1.89 0.80 1.12 0.70 3.02 1.00 1.86

Technical and ‘ 4 :
organisational 0.09 0.68 2.23 0.56 0.84 2.46 1.26
knowledge
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The procedure adopted to derive these figures was "to estimate the
contributions made to the growth in output by increases in labour

and capital over a period". This was done by multiplying the observed
increases in these inputs by '"observed factor prices". When the
result is deducted from the overall growth in output, the "residual"
is then attributed to technical progress - i.e. it is progress as
measuréd by increase in output (turnover) over and above that

attributable to increases in thelabour or capital employed.

George comments that, looking along the bottom row of the table,
"there is a striking difference between the grocers and the mail
order forms on the one hand and the remaining categories of firms
on the other with regard to the absolute importance of technical
and organisétional knowledge. The high rate of "progress" fﬁr
grocers is undoubtedly a reflection on the importance of the growth

of self-service in this. area of retailing".
e

The conclusion to be drawn, thérefore,iS'that profitable innovation
as ‘such is best studied, at least in Britain, in grocery and mail
order firms. As regards grocers, George liﬁks their high "technical
and organisational knowledge" contribution to output wifh the

growth of self-service. “ R

Table 3.2, incidentally, indicates that "mail order" could be a
fruitful alternative field of study. This would be so, however,
strictly in its own right. Its techniques are particular, not

pervasive, and have had little impact on general retail method.

N\
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The later Cambridge researcher Ward (34) specifically identifies
the importance of the productivity increase attributable to self-
service (defining productivity as labour productivity measured in
"turnover per person engaged"). The basis of his -calculations

here is summarised in Table 3.3.

Table 3.3 Self-Service Trading in U.K. Grocery Stores as related:
to labour productivity 1957-1966

% change in real terms
1957 1961 1966 1957-1966

Self-Service Sales '
as % of total 8.9 21.2 44.9
Turnover per person
engaged (£) ,

Self-Service 5672 6200 8413 + 24,1

Other Shops 4073 4634 5657 + 16.2

All Shops - 4179 4896 6631 + 32.8

SOURCE: Board of Trade Journal, 20 Decembef 1963 and Réport on the
Census of Distribution 1966. Volume 2

—

It can be seen that the proportion of grocery sales sold by self-
service method increased from nine per cent in 1957 to 45 per cent
in 1966. During this time labour productivity in self-service stores

“~

increased by 24 per cent as compared withvl6 per cent in other shops.
" That the overall productivity increase is greater than either of o
these figures is due to the fact of the greatly increased share of
trade taken by the self-service sector. Ward calculates that)"If

the same proportion of grocery sales had been sold on a seif—

* productivity basis in 1966 as in 1957, the overal productiQity increase

would have been reduced from 33 per cent to less than 17 per cent" -

and that, taking only the period 1961 to 1966, this type of. conjectural
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calculation gives a productivity increase in the grocery trade

of only six per cent as opposed to an actual 18 per cent over this
period. Much of the overall gain in grocery sector productivity

can therefore be attributed to the growth in the porportion of saleé

that are taking place in self-service stores.

Ward. then observes that this increase in the productivity of the
UK grocery sector resulting from the adoption of self-service has

had a noticable impact on the productivity of UK retailing in general:

"Essentially we ask the question how many people would

have been employed in retailing in 1966, had the proportion
of self-service sales been. the same in 1966 as in 1961

and had the rise in productivity been identical in self-
service stores to that in counterservice shops. On this
basis, we calculate that an additional 50,995 'full-time
equivalent' persons would have been required to retail

the amount of grocery sales in 1966, which represents

an increase of 12 per cent over those that were actually
employed. This is equivalent to a rise of 2.4 per cent

in the total persons engaged in retailing as a whole,

which implies that the productivity growth of the retail
trades over this period would have been reduced from

10.0 per cent to 7.4 per cent. In other words, of the
total increase in productivity that occurred over the

period 1961 to 1966, 26 per cent can be attributed to ,
the growth of the self-service method of selling ....." (34).

—

Ward makes the additional point (a point to be emphésised in the
context of this present study) that the adoption of self—éervice'is,
on current data, only statistically measurable in the grocery trade
- but that self-service techniques.or modified forms of these
techniques have been adopted to a considerable extent in other
rétailing sectors. If one could calculate the extent of this more
widespread adoption, then the gain in.OVerail retail productivity
att£ibutable to self-service would inevitably be even more

pronounced.
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Within the self—sérvice grocefy sector itself there is continuing
evidence that the larger the selling unit the higher the productivity.
Management Horizons (35) has produced the figures tabulated hefe in
Table 3.4. '"The figures in the report ﬁaké it clear that the most
successful operators must be those who have superstores" - that is

to say, those whose superstores predominate in their stores mix.

This applies to the top performing companies. Tesco has a fleet of

small shops in addition to superstores and performs below the average.

Table 3.4 The productivity of large-scale self-service operations.

U.K. 1978
. Sales per éales per
employee sq.ft.
£ : £
Kwik Save ' , ’ 81,425 -
‘Cartiers Superfoods. ‘ 52,942 o -
Carrefour ; -
ASDA g 36,000-41,000 - 235 B
William Morrisong -
Safeway ) -
Sainsbury - S 35,627 o 314
Tesco | , , | 30,900 “ - 173
Multiple grocery o -
sector average - 34,700 :..200

The figures need qualification, however, in that the numerator in
both calculations should optimally be gross préfit and not sales.
This would improve the recorded performance of, in particular,

Carrefour, ASDA and Tesco - companies for whom higH‘margin non-food
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sales are an impoftant ingredient in total sales. This is to say
that the hypermarket proper selling significantly non-foods is even
more labour and space productive than the figures in Table 3.4

indicate.

These studies support an hypothesis of self-service and its consequent
large-scale developments as the dominant mid-century and current

agents of retail change.

3.7 "SELF-SERVICE AND THE DEVELOPMENTS OF SELF-SERVICE" AS A MEASURE
OF RETAIL DEVELOPMENT: VALIDATION BY GOVERNMENT SUPPORT

Support for this selection of self+service and its developments as .
the current preeminent measure of retailing advance is to be found
also in the support (direct and indirect) given to self-service and
supermarketing Hevelopment by govermments as the prime means of
increasing efficiency in the food distributions systems of those

countries.

(1) In France, despite political opposition from the small shop;
keepers and from the established chains, at crucial moments
(August 1953, 1958 and 1960) the government supported the
self—sefvice and supermarket innovators (e.g. Lecleré} in
their fight against Resale Price Maintenance and the
stoppage of supply by manufacturers - as of course, other
countries have done; but not, perhaps, in the face of such

violent and effective opposition.

(2) In Spain, self-service has become "an instrument of economic

policy" in order to bring down retail food prices and to

~-78-




increase the'efficiency of the retail trade by strengthening
effective competition: the initiative in introducing self-
service was taken first by the State, and not by private
enterprisq. The first self-service shops were opened in
1957 within the semi-official cooperative Conauta (National
Self—Service Cooperative). The first supermarkets were set
up by a state agency, the gove:nment—owned CAT (Comisaria De
Abastecimientos Y Transportes - Office of Supplies and Transport)
in 1958). (How many supermarkets CAT has opened, or stimulated
to open since this date is a matter of choice bgtween statistics:
Henksmeier, writing in 1960, (9) gives the state the credit

for the existence then of fifty supermarkets - averaging 700-
800 square metres; in 1971, however The International Self-
Service Organisation reports the existence in 1961 of only
twenty-four supermarkets in Italy - using the normai European'
definition of a supermarket: 400 square metres minimum selling
space; (1)) - and the Department De Autoservicio, Cajas
Registradoras National S.A., noted 44 supermarkets only (400 mzm

criterion) at the end of 1962 (36). Modern Retailing (27)

(German version:1966) credits CAT with having stimulated the
opening of 300 shpermarkets in Spain, "with a further 300
expeéted to be opened in the near future": The Intepgational
Self-Service Organisation, however, credits Spain with 138
supermarkets only as at 1971 (10). This reflects how
extremely blurred distributional statistics were until very
recently indéed; That they remain idiosyncratic to particulgr

countries and observers is noted in Chapter 4 and 5).
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The Spanishiﬁovernhent, additionally, set aside 50 million
pesetas in loans for retailers willing to convert their shops
into self-service units, and gave privately owned supermarkets,
on conditiéns, substantial advantages including tax incentives:
Henksmeier reports that an additional aim of the State in
taking the above initiative was to develop the inaustries that
supply supermarkets with goods or equipment, such as manufact-
urers of shopfittings, packing material, frozen foods etc.(9).
- that is, stimulating a "retailing revelution" in order to

promote a '"packaging revolution."

Parenthetically one can note that this strong participation by
the Spanish government in self-service and especially supermarket
development initially hastened what whould otherwise be the
normal proportion of self-service ﬁew openings Ehat were of
supermarket size. By 1961 th? supermarket share of the total.
number of self-service outlets was higher in Spain, at 12.2

per cent, than anywhere else in Eurcpe. In 1971, this percent:-
age figure had shrunk to 0.2 as a result of Spain becoming
well-equipped in smaller units (well-equipped, that is, in

the context of economic standing - and better equipped in’

relation to population than, for example, Italy) (382.

(3) 1In Italy it was in part similar motivations that impelled the
state-owned financial corporation IRI to acquire the seven -

stores of Romana Supermarkets S.P.A. in 1967 (39).

(4) Currently as from 1980 Argentina is opening up its food and

drink market to overseas supermarket operators. It is

-80-



offering 80 per cent loans on the cost of building and equipping
supermarkets in the country. The first two years of the loan

will be interest free (40).

The promotion of self-service and supermarketingl by governments as
indicated above, as a prime means of increasing the efficiency of
their distribution systems, endorses the selection of self-service

developments as the major indicators of retailing change.

3.8 HYPERMARKET PROVISION AS THE PRIME MEASURE OF DISTRIBUTION
DEVELOPMENT

The hypermarket is the logical and, to date, ultimate development of
self-service operation. By most, but not all, definitions of
"hypermarket"; hypermarketing is synonymous with low prices to the
public, both for foods and non-foods. As John Fairclough, managing
director of Hypermarket Holdings, the joint company set up by
Carrefour and Wheatsheaf to develop hypermarkets in Britain, says: —
"The method of operating a hypermarket results in much greater -
efficiency in storage and handling of goods, and this reduces

prices for the customer" (41).

A price advantage is not, however, the only attraction of\ihe
hypermarket. T. Grinnel, the‘general manager of Savacentre, the
Sainsbury - British Homés Stores subsidiary, has noted that "the
most important advantages~of hypermarkets are cheaper prices, the
convenience of ground level car parking, and late shopping hours.
Furthermore their size enables shoppers to satisfy a considerable

proportion of their shopping needs in one trip"{4l).
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In that the hyperaarket offers one-stop shopping at low prices over and
extended and continually extending range of foods and non-foods with
the convenience of adjacent car parking, its provision is proposed as
the prime single indicator of general retailing efficiency on a
progressive continuum self-service - supermarket - hypermarket.
"Hypermarkets and superstores are in many ways only an extension of

the shopping revolution that the supermarkets ushered in during tge
1960's. The concept of self-service, cheaper prices, a wider range

of goods. and brighter shops was resisted by the old-fashioned retailers
but quickly accepted by the public" (41). The argument that trading
economics and customer acclimatisation logically propel the self-
service operator progressively towards the larger unit is contained

in Chapter 6.

As a consequence of the expanding size of store and éonsequent
progressively extending range of foods supplied by multiple grocers,
the gorcery sector is making deep irroads intowhat were formerly
specialist businesses. The extent of their impact as at 1979 on ther-

sale of specialist perishable foods is shown in Table 3.5, as

compiled by Stockbrokers W. Greenwell and Co. (42).

Table 3.5 Fresh food sales through U.K. grocers - market shares

Retailer . Meat Fruit & Veg. Eggs Total

Grocer o 28% 25%  40% . 28%
Butcher | | 60 - 4 31
Greengrocer/Street Trader - 70 | 4 27
Other 2. 5 L .52 14,
100% 100% 100%  100%
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in - which. respéct George Cattell, a former director-general of the
National Farmers Union, told a meeting of farmers in 1979 that he

predicted that the grocers' 28 per cent share of the meat trade shown
in Table 3.5 would rise to 43 per cent by 1985. "The wholesale meat
trade is one in which marketing and modern management techniques are
relative strangerd', and he forecast that the multiple grocers, in

their search for overall operating efficiency, would set up their own

slaughterhouses in the 1980's (43).

In the same way grocers are taking an increasing share of the off-
licence liquour trade. In 1977 that share was 41.2 per cent (44).

Currently it is approaching 50 per cent.

Progressively these shares of all-food trade are being captured by

the superstores.

Additionally, the range of non-foods carried by the hypermarket, in
the main at discounted prices, is continually increasing. Any non- B
food item made problem-free at the sales point by packaging or the
minimal need for explanation is usable by the self-service mass
merchandiser. Associated Dairies' ASDA suberstores, for exémple‘
currently carry 27,000 lines, of which only 6000 are edib{e (45).

+ A.C. Nielsen Company (46) listed in 1977 the range of merchandise |

then stocked by "grocery" superstores. ‘The list is given as

Table 3.6.
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Table 3.6 Range bf merchandise stocked by grocery superstores,
Great Britain, 1977

Proportion stocking-: Groceries, Meat &-Poultry,
Fruit & Green Groceries,
Confectionery, Alcoholic drinks,
Tobacco, Toiletries, |

Household Hardware ... B 100%

Stationery/Toys/Games 0 99.1%
Garden Tools - | 97.:4%
Decorating Supplies - 95.7%
Car Accessories 95.7%
Clothing - 94.0%
D.I.Y. Hand Tools 93.2%

" Soft Furnishings . 92.3%

_Records/Cassettes , 91.5%
Minor Electrical goods 86.3%
T.V. sets - 77.8%
Major electrical appliances . 76.1%

. D.I.Y. materials - 70.1%
Proprietary medicines . 68.4%
Delicatessen ' . 59.8%
Footwear , B TR
Jewellery s
Furniture | '36.8%
Photographic equipment . 36.8%
Goods from own bakery 32.5%
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The importance of non-foods logically increases with the size of
unit. The stockbrokers W.S. Greenwell and Co., have calculated that
for a typical 35,000 square feet superstore non-foods account for
20 per cent of sales but 33 per cent of profit; and for large
hypermarkets of, for example; 90,000 square feet for a probable 45
per cent of sales and 60 per cent of pfofit (47). Greenwell's
breakdown of the figures for the superstore category is given as‘

table 3.7. -

Table 3.7 Typical Superstore Non-Food Sales

Non-Food Sales Gross _ Contribution
_ % of Store Profit. . to Store
~ "Turnover Margin . Profit
Health and Beauty Aids 3.0% - 30% 5.8%
Clothing 5.1% ‘ 28 9.3%
Toys - 2.5 30 4.9%
D.I.Y. & Leisure | 5.1 720 6.7%
(electrical, decor, motor : L -
accessories, garden) -
Durables. (brown & white , o :
Goods, Furniture) L 2.6 20 - 3.4%

-,

The gross profit margins are low compared with those in the
specialist tradé, but high in comparison with discounted gzocery
margins. This compounds the need of the operator for the larger
Qnit where non-foods can be merchandised. Ian Maclaurin, Tesco's
managing’director, commented in 1978 that "supermarkets who are
staying just with food will have a hell of a time o% it without
the cushion of non-foods" (49). As a general‘observation this

remains valid, despite Tesco's subsequent temporary contraction of
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its non-food operations in 1980 as a consequence of recession. The -
escalating size of the store unit mirrors the escalating thrust for

‘non-food sales.

The impact of superstores and hypermarkets in a country or region is
disproportionate to-their numbers. In the UK Fine Fare, for example,
has 684 stores, but among these 35 per cent of its total business is
‘done through its 33 superstores (49). Progressively throughout_
Europe hypermarkets and superstores have become or are becéming the
dominant components in the stores mix of what wefe once grocery-only
firms. Hoare Govett and Company, in fact, predicted in>l980 that,

by 1990 the traditional High Street supermarket will have disappeared
and that only the superstores and hypermarkets and the limited-range
discount. stores will remain as supply sources for everyday purch-
ases (50). And the maximum economic size of the sélf—service hyper-
market has not yet been established : the Carrefour‘hypermarket
opened at Toulouse in 1972 has 260,000'squé}e feet of selling space;
in Germany, the four Wertkauf "Self-Service discount department stogés"

are each over 400,000 square feet (51).

3.9 THEY HYPERMARKET AS AN AGENT FOR THE NATIONALISATION OF
RETAILING AS AN INDUSTRY

. o N

The "hypermarket" can be seen as the ultimate manifestation to date
of a rationalisation of retailing that has %ollowed tﬁe widespread
adbption of self-service. As epitomised in Table 3.6, the hyper-
market has been instrumental in breaking down the barfiers between
retail sectors. This includes thé retailing of intangibles.

Tesco's superstore at Pitsea includes a travel agent. In this it
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follows the now well-established lead of hypermarkets in France and
Belguim, where travel and tourism are sold as an actual self-service
operation. Tesco in 1980 was considering entering the market for
insurance selling low-premium insurance in a mass-merchandising
operation. It also sees itself in the future as possibly selling
shares through the medium 6F stockbroker concessionaires. When
Manwaring of Midland Bank said in 1979 "Banking is the right
environment for selling insurance - it does not sell well across
the bacon counter" (52), there is an element of defence notiéable

in the remark.

In that the hypermarket is concerned to sell both foods and non-
foods and now noticably intangibles, with the propoftion of fqod—
stuffs sold decreasing logically with increase in size of building, |
it ié attracting to it both food-retailers and non-food retailers,
and also non-retailers. Tanbufn has described the situation in
Germany in which nearly every conventional type of retailer is

concerned in the development of the '"hypermarket":

"The Plaza outlets have been developed by the -
co-operatives; wholesaler sponsored groups have
developed them to protect their business from
competition in particular areas; and the multiples .
have moved in tco. The department store operators, = - — .-
besides developing their more conventional sites
are also developing out of town, with self-service
discount department store operations ~-- The
operators of the highly successful Wertkaufs —--
moved into this type of business from the
furniture trade; while Massa-Markte is run by
developers who saw an investment opportunity but
had no previous operational experience in the
retail field". (51)
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The chief innovator in hypermarketing in France and Europe is

Marcel Fournier, chairman of Carrefour, who is a former Annecy draper.

The spread of hypermarketing in Europe is an important contributor to
the continuing breaking down of the divisions between different
branches of retailing that was previously e(}denced,in the development
of the supermarket. The department storeé are pérticularly affected.
In: Europe generally department store management is still in the process
of appraising its position in the future development qf distribution.
Whereas in 1968 Donald B. Smiley, executive vice-president of Macy's
of Néw York, could say "From a financial point of view gjve me Marks
and Spencer any day, but we're just not in that kind of, business",
(53), this attitude is - being progressively abandoned in Euraope’
today. In 1972, the U.K. department étore group Debenhams opened its
first Scan superstore at Nottingham and madé the decision to develop

a chain of such superstores. At the same time it acquired Caters,

the supérmarkét chain. On these developments Sir Anthony Burney,
Debenham's chairman commented: "We're no longer just department stog;

operators, we're retailers” (54). The fact that neither of these

ventures was a success does not affect the philosophy.

Cammenting on the data given in Table 3.6 on superstore expansion
into non-food areas, A.C. Nielsen Company gives its opinion that
this illustrates "just why éuperstores are regarded as the modern
leaders of the retail revolution" (46). This continuiﬁg rational-
isation of retailing as a total industry is directly related, it
has been proposed above, to the progressive development of self-

service to hypermarket level.
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3.10 SYSTEMS EFFICIENCY AS A DESIRED OBJECTIVE OF DISTRIBUTION

This chapter has traced the progressive introduction of management
science and systems efficiency into the process of retailing that
were made possible by the degree of standardisation and routinisation
that successive developments of basic self-service method made o
possible. The benefits to the operators and to the public are
measurable.

There are counter-arguments to an emphasis on systems efficiency.

These arguments concentrate on the ease or otherwise of entry by

newcomers and innovators, on the provision of variety, on retailing

/7

as a.social activity. Small retailers and conservationists in
particular have urged these as important factors at public enquiries
throughout Europe -~ and not in many cases without some justification.
The stance-taken in this study is similar to that adopted by Reavis

Cox:

-

"Do we really want efficiency in this sense? There also
are those who maintain that a society constructed to an
engineer's technocratic blueprint, even it it worked out
as planned, would be a nightmare for human beings. It
might reduce costs substantially, the argument runs, but
only by "doing violence to other fundamental principles
upon which our culture has been constructed. These -
include a belief in the need to rely upon individual ~
initiative and inventiveness to keep our economy advancing
and a fear that binding people into an efficient system
would endanger these qualities by imposing rlgldltles of
various sorts.

In response to such arguments we can only agree that they
have merit, but their importance should not be exaggerated.
In this country, we do not seem to be in any serious danger
of stifling humanity by overemphasis upon engineering
concepts in distribution. It seems better to accept the
conclusion that while efficiency in marketing has increased
over the last century, it has lagged behind other sectors
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of the economy - and more especially behind agriculture -
in its rate of improvement. Much stronger evidence than
any we now have available will be necessary if we are to
treat this fact as anything more than a challenge to the
ingenuity and energy of those whose business it is to make
marketing work as well as we know how"(55).
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CHAPTER 4

INDICATOR CONSTRUCTION AND PROPOSED RESEARCH
IN INDICATOR CONSTRUCTION

4.1 International demographic, economic and social indicators available
Ito the;marketer are chronicallygblunt for marketing purposes. This is
the premise»of this chapter. They nevertheless form\the statistical
skeleton upon which nearly every'international marketing‘research report
is built, despite the fact that many of these 1ndlcators are falllble as
regards international comparability and relevance to marketlng to an
extent that makes them not just 1rrelevant but p031t1vely mlsleadlng.‘
They are data that are readily available therefore they are used.

There is an urgent need. Fora programme to: produce.reallstic and comparative.
international indicators specifically‘constructed to aid the comparative

analysis.of markets;

‘In the study of marketing and publlc policy 1nteract1on,hattent10n has‘ﬂ
focused almost entirely on the extent to which polltical action can,

- and should limit marketing action. Very little attention has been
‘paid to the dependency of the process of marketing analy81s 1tself on
current polltlcal goals. Yet these goals dec1de the statlstlcs that ’
'governments command statlstical oFflces to produce - and these'l :h‘;. {
statistics profoundly 1nfluence marketlng action. This is especially

so in international marketing.’ It is difficult for a'marketer to'}tw
have an "instinctive feel" for a foreign market His assessments.are,~

to a large extent, based on available "comparative" data. It is

argued in this chapter, however, that the international indicators
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most quoted in marketingcircles have little comparative value. They

are incidental statistics compiled for other purposes.

It would be idle to pretend that the correction of this is an easy task.
In some cases the production of data usable in marketing requires only
the restructuring of existing data to produce a new and relévant
synthesis or presentation. In other cases specific basic research is
necessary. "First generation" work, however, can obviously be done by

co-ordinated international private group research.

The argument here, therefore, is for the establishment 0? a Marketing
Indicators Working Party, optimally eventually within the authorities

of EEC and OECD. It will be argued in this paper that "marketing" is

not a homogeneous activity and4that such a working party should consist

- of a "distribution" sub-section, an "advertising" sub-section and so on.
The working party would (1) propose optimal’marketing'indicators, (2)
liaise with other indicator constructors'(é.g;,of economic, demographic,
social, etc. indicators) as regards communal ground and practicability,
and work towards the.constrﬁction of specific marketing‘indicatoré. The/
first sub-committee of such a working party, one oriented towards
indicators relevant to distribution, is currently in brocess of
formation. The generative factor has been the writer's pJBlished papers.
The list of participant representatives of Ebropean countries as at the;
time of writing is given iﬁ Appendix 3.

This chapter deals with problematic areas in indicator construction
accordingly as they have been encountered in a project in comparative
distributién analysis. The argument, however, is applicable to all

aspects of marketing.
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4.1.2 Time Factor

Given that the lack of a programme as proposed is important ( and this, N
as we have said, will be arqued below), the time for effeétive remedy

is short, if this is to involve "official" participation. A process of
revaluation of statistical néed is currently taking élace generally in

‘ Europe - with impetus from EEC, OECD and natiqnally (in which respect
subsequent and releVant reference is made to the OECD and EEC Social
Indicators Programmes). Once this reorientation has been achieved it

will be difficult to propose an alternative dimension or modification to

then agreed international indicator series.

4.2 THE BASIS OF INDICATOR CONSTRUCTION: THE HYPOTHESIS

A distribution sub-committee of a Marketing Indicators Working Party
would, it is suggested, posﬁulate no indicator simply on the grounds that
it "describes the market" but would take as starting point precise
hypotheses as to factors influential specifically in the adoption of,
for example, retailing innovation and would do this having consideré;

how, in this instance, "retailing innovation" is best currently measured,

and how it is likely to be best measured in the future.

The steps in the process of comparative marketing analysis.are, therefore,

]

proposed to be as follows: -

(1) The specification of the marketing aspect to be measured. In this
case, We mean the state of fetail development = (first approximation),
the level of "systematised" retailing =(second approximation) level

of self-service, supermarket and hypermarket provision. The
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. argument is the argument of Chapter 3. Or simply we can state that
we are measuring these last factors. Then follows the attempted
construction of internationally comparable indicators of self-

service, supermarketing and hypermarketing.

- (2) Tne spécification of the socio-economic etc. factors hypothesised
as affecting the marketing aspect. In the illustrative study, for
example, our analysis is based on the following hypothesis: the
level of distribution in a Western European country or sub-national
region is positively related to:

(a) the degree of concentration of population in that country or
region,

(b) the extent of ‘car-ownership and provision for that car-
ownership,

(c) the level of individual prosperity,

(d) the level of "female emancipation',

(e) the shortage of labour and cost 0; labour,

(f) the level of industrialisation,

(g) the level of retail integration, ’ )

and, in relation to hypermarketing only

(h) the level of existing supermarket provision.

"
il
i

which hypothesis are briefly amplified below and further discussed and/’

or revised in Chapters 8 and 9.

The hypotheses may be generated by various means. They are not
hypotheses necessarily relevant to any generalised concept of "marketing".

It is argued this has little meaning. In our instance, they relate
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specifically to self service, supermarket and hyﬁermarket development.
Each hypothesis needs to be operationalised by indicators - probably

by several. Each indicator will be an approkimation.

An "MSI Approach" (the term is not used derogatively) as noted in
section 2.2, is to see what indicators are availablevgenerally infern-
ationally, then to ask of each: "Is it relevant?". A discipline 6f the
prior hypothesis demands tﬁe proposal of "ideal” indicators to
illustrate specific factors: then the qonstructionhbf indicators as
nearly embodying each factor as passible. The difference can be crucial.
Additionally, starting from the hypothesié one‘ié éoncerﬁed to confirm
an assumption (refute the null hypothesis) statistically. In this case
one is vitally concerned with the precision and cbmparability of the
data. If one isvon what Ehrenberg (1) has called the "fishing trip"'
of factor or cluster analysis without prior hypothesis; there is no
similar compulsion. |

——

Additionally, attempting to confirm an hypothesis highlights national
and regional distinctions and leads to a search fdr the aberrations
from observed general trends, hypothesised and otherwise supported by

the data.
The generality of national statistics, however, is inadequate for

marketing analysis of this attempted precision or, it is argued, any

precision.
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4.3 THE ANALOGY OF SOCIAL INDICATOR PROGRAMMES

The marketing problem, in this respect, is similar to that of those
attempting to measure comparative social welfare aﬁd social provision.
It is generally agreed that the national Statistics'normally produced
to date are inadequate to represent this factor. (In fact, to Cazes
(2) the whole dﬁestion of the search for social indicators "can be
boiled down, witﬂ a good deal of simplification, to an attempt to
correct the concept of GNP".) Neither are national étatistics designed
to measure market potential. The social welfare lobby, however, i;
effective. Both OECD and the EEC .have Social Indicators Programmes
and working parties (3). Eventually participant member countries of
these organisations will be producing statistics on a national and
ultimately regional basis specifically to measure welfare level and

these statistics will be, at least eventually, comparative.

The OECD has been concerned to develop specific sociél indicators

since a ministerial declaration of intent in 1970, the EEC since its
Social Action Programme was approved by resolution of Council in 1975.
EEC has produced its first volume of social indicators at the national

level (4).

OECD has defined the characteristics and objectives ﬁf its programme=
of action. |
(a) Comparative indicators afe.to be produced more-descriptive of
. overall welfare of .individuals than GNP, income-based etc. data.
The aim is not a single weighted index of well-being but '"rather
a minimal number of separate indicators which could yield a

meaningful although not a complete picture of ‘'measurable welfare'".
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(b)

(e)

(d)

(e)

Ageement has been—sought and achieved among representaﬁives of
member countries as to what aspects of well-being ﬁeed to be |
measured as a basis for indicator construction. |
Internationally comparable indicators are sought at national and
also sub-national level.

A Working Party for social indicator de?elopment was formed mainly
of those concerned with social indicators from gach member country,
with working party decisions ratified at ministerial level.

The decision has been made to concentrate initiélly on what is
"most helpful now": that is, on a "perhaps elementary 'first
generation' set of indicators", to belmodified later by specific

research and more sophisticated indicators.

The CECD sequenéé-of working party procedure therefore was, and’
is, in respect of each aspect of "social welfare", to:

(a) specify the concept to be measured;

-

‘(b) specify the ideal indicators needed to measure this concept;

(c) concentrate initially, but only initia}ly, on’cﬁrrently
available data = (in many Casesj the use of "less than ideal"
proxy indicators, e.g., as derived from the System of National
Accounts. Such a programme and such a sequence are proposed

as an urgent marketing requirement. - -

Hard or Soft Data

The requirement is for wusable basic data. If one classifies data as

either "hard" (= factual/behaviour) or "soft" (= attitude) then it is .

strongly urged that the current need is for meaningful and relevant

"hard" marketing data. Once this has been achieved, the insights of

behavioural economics may put flesh on that skeleton. First one needs

a skeleton.
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4.4 LEVEL OF MEASUREMENT: THE CRITICAL FACTOR

The critical factor in aggregate research is that of establishing
boundaries. Comparative mérketing research has previously normally
accepted the nation as unit of analysis. The basic assumption of
those who analyse by nation (who do so for reasons other than availi
ability of statistics) is that the nation is:more Homogenous than.it
is disparate - that, for examplé, Northern Italy is more akin to
Southern Italy than it is to Southern France. Obviously this is not

necessarily so.

The Italian example is well-known. The position however deserves

restatement. Although the Mezzorgiorno's "centuries old:isolation"

has been broken down somewhat now by the construction of highways,

airports and telecommunications, it remains one of the poorest areas

in Europe, and is, in effect a separate nation compared to the
proéperous north of Italy. To quote the more readily available -
statistics: average incomes in Southern Italy in 1978 were just ovér
60 per cent of the natioﬁal average. In Calabf&a, Italy's poorest

region, they fall to 40 per cent of the national average. The

unemployment rate in the Mez;orgiorno as a whole is/well above tﬁét k
of the richer north - 10 per cent as compared with 6 per ceﬁf (s5). .
National averages of these factors have therefore little operatiééal
meaning. The fact is notorious'in the Italian ekample, but the same .
applies in varying degrees to every country in Europe. The regional
disparities in Spain, though less discussed than those of Italy, are
as pronounced. Spain is divided statistically into‘FiFty provinces.

In the four richest brovinces the income per capita is double the
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national average and almost three times greater than that of the five
most depressed provinces. In such circumstances the éomﬁutation of
national average income, for example, is, to say the least, a grossly
insensitive exercise. Such national averages are not operational

instruments.

The inhabitants of a "frontier" region may be, in fact, more oriented
as consumers towards a nearby magnet town in a neighbouring country than
they are oriented inwards‘inside the national boundary. The simple
geography of straight lipe distance determineS‘this.“ "H0lland is a
small country, the Dutch never tire of saying. Butvit Sfill encompasses
striking regional variations and for people living in the most south—‘
easterly province of Limburg the bright lighés oFlDusseldorf and
Brussels are nearer than Amsterdam and the Hague" (6). Examples coula
be picked from frontier regions in almost every European mainland

country.

Switzerland, bordering onto four gountries, is the prime example of
inward migration both for work and leisure. The frontier towns recruit
"frontalier" workers from the neighbouring countries into industries

often specifically located for this purpose.i Vast numbers of French

N
~

workers; for example, "commute across the borders from the eastern' i
regions of France reporting for work either in Basel or Geneva, wﬁilsf
6early 20,000 Italians, half of whom originated in Soﬂthern‘Italy. have
taken up residence in Northerﬁ Italy té be able ‘to:work in Chiasso"

in Southern Switzerland (7). Figure 4.1 shows the main commuting routes
into Switzerland, and graphically illustrates the limitafioné of the

concept of "mation" for other than political purposes. Geneva has more
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Figure 4.1 Main Commuting Routes into Switzerland . )
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in common as regards consumer behaviour with Lyon and Chambery than it
has with German-speaking Zurich - and her prosperity is to a large extent
linked to the strength of the French economy.

The insensitivity of nétional statistics is especially misleading where
the subjecf of study is retailing, a locélised activity. The urgent |
need in compafative marketing studies in general, however, is for the
broduction of internationally comparable marketing data at sub-national
level - and the crucial factor which decides the validity of the

analysis is what precisely that level of measurement should be.

The minimum level possible must obviously be the lowest. level at which
socio-economic and demographic statistics are produced by governments,
the Basic Administrative Unit (the UAB in EEC abbreviation). For the
countries studied this lowest level is shown in Table 4.1, column 2.

On average we have socio-economic statistics for eéch parcel of 200,000
inhabitants in Norway and Switzerland. The/UK, on the‘other hand, iUﬂ,
general recognises statistically'only 11 regions, and most -aggregate

" analyses can be no more sensitive than is possible with five-million

inhabitant groupings.

For most marketing purposes the relative size of the regioﬁ\is not the

most important factor within bread upper and lower limits (too small
and "boundary corssing" makes some of the data meaninglesé; too larée
and an average is untypical). Inter-relationships are not meaningful
between regiocns that each subsume disparate populations. The essential
requirement is that the unit chosen or finally formed is‘homogeneous

and preferably, at least in a'retailing study, also nodal. Regional
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Table 4.1 Sub—National‘Regions in Furope as Relevant to Marketing Analysis

SRR

1 2 3 S , 4

-601-

. Smallest territorial unit for - Tentative suggested divisions of
Approximate general statistical provision Larger regional territorial countries into "regions" most nearly
population No. of such units per country and units (if any) for general "homogeneous". Numbers of such'regions"
(millons) - national population divided by  statistical provision. No. per country and national populationdivic
Country 19731 , number of units of such units per country by no. of such "regions"
‘ No. - Pop. No. . Pop. Basis
Austria 8 9 0.9 - 2 4.0 Nielsen as basis
Belgium 10 9 1.1 3 3(7) 3.3 Approximately the two

"language" areas + Braba

Denmark 5 . 16 0.3 3 3 1.7 - EEC Classification
Germany . 62 342 1.8 11 - - -
France 52 . 22 2.4 8 8 6.5 ZEAT
Ireland 3 31 0.1 4 2 1.5 Eastern Planning Region
) . rest of Ireland

Italy - 55 . - 20 2.7 11 11 5.0 Community Regions
Netherlands ~ 13 o 11 1.2 5 5 2.6 Landsdelen
Norway ‘ 4 ’ : 20 0.2 - 4 1.0 Trade Regions
Sweden 8 25 0.3 - 5 1.6 Nielsen (Approx.)
Switzerland 6 253 0.2 - 5 1.2 See text

5.1 - - - -

UK 56 | o1

(1) "Target-date" o% research projgct.
(Z) Research project analysis not made at this level: 11 Lander not homogeneous.

- (?) Considered not homogeneous.




boundaries are historical; but where these "basic administrative units"
are small in size, they can be grouped into economically homogeneous
blocks and these then are viable units for analysis. The smaller the
‘"basic administrative units", therefore, the more useful in many respects
"as "building blocks" in the construction of regions relevant to the
analysis. (An alternative advertising study, for example, might group

such "building blocks" into approximate TV regionsj.

This construction of regions relevant to marketing (er for that ﬁatter,
with a different synthesis, to any form of plenning) is, however, not

an easy task. We have noted that Spain has no less thanxfifty provinces.
These "are too many for effective inter-regional planning. Some

) aégregation is needed. Yet, over the paet two decades or so, Seanish
economistsiand’planners have suggested litefally scoree of alternative
delimitations, ranging from about five to fifty regions "-(8). At

least in Spain, however, the analyst_does hgve the oetion open te him,
to the extent that regional statistics are"previded,—of being able to

- group these small regions into iarger regional units in a way that seems
logical to his par£icular analysis. In the UK, on the other hand, he |
has, in general, as we have noted, no such choice. Few complete sets
of‘regional statistics are compiled below the level of the UK Standard
Region. (One says this despite-the disaggregation recentl;\of.some,
however ‘only some, indicators to county or broadly eqivalent area level
(9)). The 56 million population is thus divided for most statistical
purposes into only eleven regions, and no further manlpulatlon of much
of the regional data is possible, unless it is by further aggregation

of these regions.
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This would not matter if those regions were usably homogeneous.. How-
ever, they are not. Richard Webbef and John Craig have, for the UK
_Office of Population Censuses and Surveys, attenpted to draw a map of
Great Britain based on the similarity or dissimilarity of socio-economic
and demographic factors in fhe different local authority areas (10).

A version of this map is given in Fiqgure 4.2.. Alfhough the variables
chosen as inputs to the model can perhaps be challenged (11), the
exercise is instructive. It can be seen, even without an explanation

of the six basic types of area postulated (an explanation not central
to this thesis) thap the demarcation by Webber and‘Craig of socio-
economically "homogeneous' areas has little corfespondence with the
boundaries of the Standard Regions. If, however,'ali regional statistics
were in fact provided in respect of territorial unitsoamaller-than the
Standard Region, one’hioht be able to isolate, for example, industrial- .
ised South Wales From the rest of Wales, and approach nearer the

concept of the "homogeneous" region. The present position of UK
regional statistics is unsatlsfactory to the analyst or -planner,
’especlally so to the marketing analyst, and is out OF line with the

. rest of Europe. Thatit is cut.ofline with the rest of the EEC has been

emphasised by the Statistical Office of “the European~Communities (12).

In contradistinction, in some, in fact in many, other European countries

{
IS

(Switzerland, Norway, Sweden, Denmark, Ireland Spaln) the regional
statistical unit is.too small to be used as the unit of marketing j
analysie. In sone cases, for example, such regions do not even

subsume hypermarket catchment areas. lAlso, of course, information
based on sample surveys cannct be reliably disaggregated to this expent.

Nevertheless, as we have said, where reliable information exists for
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these regions, these units can be used as "building blocks" and
" aggregated to form larger and more relevant regions by the analyst
himself, provided he has access to the raw data behind the current

regional statistics.

In Europe generally regional boundaries are arbitrary as regards
contemporary relevance, but in some countries these historic regions
have been érouped statistically and for planning purposes into more
‘relevant and larger regions. Thus in the folliwng cbuntries the
‘territorial units mentioned might theoretically be meaningful in a’
regional analysis: France (the 8 ZEAT); Italy (the 11 Community Regions);
The Netherlands (the 5 Landsdelen); UK (thé 11 Standard Regions);
Ireland (the 8 Planning Regions: these, however, siﬁce they divide by
eight a population of only three million, are more uséful as "building
. blocks"). Intra-regional homogeneity, however, varies as between

" these countries. With the exception of Ireland the regions noted are
all EEC Community Regions (RCE), and the EEE has commented that "the
delimitation of these areas proved difficult and the solutions applied
today do not respdnd adequately to the objectiveé puféued. The RCE‘do

not always obey socio-economic criteria ..." (13).

"N evertheless we have employed these statistical units of‘fhesé' \ 3:

countries as the basis of our main regional analysis Forthesé}countries;—
except in the case of Irelaﬁd where it was considered that the loéical |
) grﬁuping of planning regions wpuld be:

(1) the Eastern region (Dublin and surrounding territory,

(2) the rest of Ireland.
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In other countries the analyst must make his own grouping of "building
blocks" aggregating UAB-level data in the most logical way relevant to
the analysis. In respect of countries not listed above, the following

"regions", made or adopted, seem to us at least usably homogeneous;

Norway: The 4 trade regions.
Sweden: Approximately the 5 Nielsen regions.

Austria: Two groupings (East and West) based on Nielsen regions,
but subsuming Vienna into the Eastern region because of its

high population density within strictly limited boundaries.

Switzerland: Cantons grouped in 5 "regions" on the basis of
hypothesisea urban-magnets and communication links (not language).
These "regions'" are based on the following centres: (1) Geneva/
Lausanne, (2) Bern/Basel, (3) Zurich/Luzern, (4) St. Gallen, -

(5) Graubunden/Ticino.

Denmark: Three regions -as distinguished by EEC i.e., (1) Greater
Copenhagen, (2) laﬁd east of the Great Belt excluding Greater
Copenhagen, (3) land west of the Great Belt. (Alternative

. groupings based on the islands are also possible and viable).

Germany: Distribution data was only obtained at Lander level -
therefore the Regierungsbezirke "building blocks" were not
usable by us, and not researched for groubihgs more optimal than

the Lander. As regards the Lander, EEC notes adversely their
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"heterogeneity and institutional character". Work cafried

’out in the Federal Republic of Germany as part of the

regional development programme aims to divide the land into

37 functional territorial units. These coula, it is thought,
perhaps form a better basis of statistics than do the éxisting
Regierungsbezirke. There is a research requirement in Germany

to determine the grouping optimal to harketing of Regierungsbezirke
or of the new functional uniﬁs,if and when these are adopted as

the basis of regional statistics.
Belgium: The regionaliéation in this project of Belgium into
" approximately the two "language" areas + Brabant is not

considered entirely satisfactory.

Finland, Spain, Portugal, Greece, Luxembourg: The first two of

these countries were analysed only nationally. -The final three
were not included in the research. . For the-purposes of regioﬁal”

analysis Luxembourg is a "region'.

Emphasis and Proposed Research Requirement

The validity of comparative marketing analysis depends on the homogen-

eity and relevance to marketing of the regional statisticai unit (the

Trade Region concept of Norway). Sfatistical series produced in respect

of regional units that have been researched and égreéd as distinctive .

" and homogeneous are a main marketing priority. Aggregation of "minor

region" statistics and do-it-yourself construction of viable market

territories should not be a necessary pre-requisite of analysis.
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4.4 INDICATORS OF “THE MARKET ASPECT: THE DEPENDENT VARIABLES

~Since it is argued that ihdicator'construction starts with the precise
specification of the dependent (e.g. marketing) aspect.to be evaluated,
the availability and comparability of distribution data are.considered
first. The concern is with the comparative measurement of self-service,
supermarket and hypermarket provision in Europe. Subsequent sections
have important general marketing relevance. Even in this section;
however, the types of comparability problems noted afé not specific to

retail distribution.

4.5.1 The Indicators of Retail Development SelF-Serv1ce, Supermarket
and Hypermarket Provision

There are problems both of definition and data.

(1) Self-Service Provision

The accepted indicator is: "inhabitants per/self-service food store".
These data are obtainable for most West European countries nationall;.
To.include also non-food self-service stores raises problems of ’
definition and measurement. The 1nd1cator, however, has hlstorlcal
“interest only. After approximately 1964, w1th the growth of the

larger self—serv1ce unit and the parallel closure of a larger number

of smaller unlts, it progre381vely loses 1ts useFulness as a measure f
of»advance. This research has used these data as at 1962 only}. At

the intra-national regional level, a‘similar indicator could no doubt

be constructed across a range of countries. .But it is currently

insensitive.
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The viable current indicator would be: "self-service food sales as per
cent of total food sales". This is independent of fhe ratio of sizé
and number but presents considerable problems of comparability and |
measurement. Therefore, a proxy indicator is sometihes attempted:

"self-service grocery store trade as per cent of total grocery trade".

Suéh was computed for 1973 and 1976 by A.C. Nielsen Company (14),

but Nielsen'srdefinition of '"grocery trade" variés from country to
country (15). The areas of incomparibility are detailed by Nielsen with
characteristic thoroughness. It is the starting point for a more
precise, if difficult to assemble, indicator. We have nét attempted to
construct it. We have aécepted that the supermarket and hypermarket

indicators are the more significant now.

(2) Supermarket Provision

Talking on retailing in general, Jefferys has warned€ "Many published
statements pointiﬁg to similarities or dissiﬁilarifies in retailing —
. trends between countries are .sheer. rubbish, as'like*iéuﬁot_being

compared with like by the authors" (16). This is true of supermarket

studies.

N
~

The international comparison of supermarket provision raises inter-
related problems of definition and measurement. These concern (1) size,.

(2) assortment and (3) location.

Size. The "accepted" continental minimum size for a supermarket below
which significant economies of scale, for example, are not likely to
operate, is 400 square metres sellihg space. Whether 400 square metres
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is the optimal minimum current "cut off" level is arguable. Four
hundred square metres, it can be maintained, -is probably now too low
and the interesting unit of analysis starfs berhaps above this figure
" already in 1985. In a few years' time a 400 square metres criterion
may no longer generate statistics of interest. But at this moment an

indicator "inhabitants per supermarket' based on a 400 square metres

minimum remains, it is generally considered, meaningful.

Categorising by this basic statistical requirement, however, presents
problems, at least at regional level,and:iasomehcountriestat national
- level. At the national level, however, one can, without access to

raw data, compare the summary statistics of different international

- and national organisations and investigate differences. (In some cases
‘these are substantial). This type of investigation is‘not assistéd by
the "fine tuning" to suit local conditions of national definitions of
"superﬁarket", which results in summary statistics produced nationally
being incoﬁparable. In Denmark and NorwaQ/"supermarket" is defined
on the basis of assortment range and a minimum turnover requirement -
as in Sweden up to 1975. Generally in the Netherlands the categcr- -
isation is a function of assortment only. -In the UK and Ireland
statistics are still compiled b ased on a Z,OODAsquare.feét minimﬁm;

-
~

The serious problems of data search arise when this analysis is
attempted at the level of the sub-national region. We have established
"supermarket" data by region as at January 1973 baéed on a "400 square'
metres minimum" criterion for all countries of study except |
Switzerland, as is shown in row 1 of Table 4.2. Switzerland presents

particular problems.
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'Mogf countries stipulate an upper size limit of 2,500 équare metres
beyond which a "supermarket" becomes a unit identifiably different:
"hybermarket", "superstore", "self-service multiblelstore", etc.

German statistics do not recogﬁise a change of status at this}parficular

level.

Assortment. The Qniverse of "supermarkets" from which we will
eliminate, if by national definition this has not already been done;
those units of under 400 square metres selling space, is decided in’
most countries on the basis of food assortment offered (with or without
an addi£ional space or turnover criterion). Most countries_stipﬁiété
"full range of provisions". Sohe? Fof example France, include
specifically "fresh meat”. Whether such distinctions produce sijnific—
lantly different statistics to those based purely on spaée debends in
the main on the extent of the operations of limited-range discountefs.
In the UK and Ireland the distinétion was not important in 1973 and

not emphasiéed in the trade. In Belgium, wﬁére both Setslof sta£ist%9s :
are available summarised nationélly; the distinctioﬁ is shown as

significant, and it is significant also in-Germany, Austria and

Switzerland.

Additionally some countries stipulate specifically that a "supermarket"
be predominantly a food store - with "predominantly" quantified in
terms of food as per cent of total sales (e.g.,in Austria this minimum
- percentage is 70; in Denmark 80). Althoughvthese precehtages are
obviously gquidelines only, the approach can be queried.‘;For example,
the Austrian 1975 operational definitions of the "seif—service" study

group of OIV include (in summary):
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Supermarket. Self-service. Sales area minimum 400 square metres (no
maximum limits). Probortion of turnover of groceries including perish-

ables, more than 70 per cent.

Self-Service Centre. Predominantly self-service. Sales area
1,000-2,500 square metres. Proportion of turnover of groceries less

than 70 per cent (17).

German definitions also distinguish at 1,000 square metres. The
definitions of both countries are influenced by the exfent of the
operations of limited-range discounters. Nevertheleés, to take £he
Austrian example, from the "supermarket" univérse stores with a full
range of foods but more than 30 per cent turnover in non-foods have
"dropped out" as compared with some other Europeah countries. Yet.a’
store of.'900 square metres with 60 per cent of its‘turnover in food
may, probably will, offer a wider food range than a store of 400 square
metres with a 70 per cent food turnoverAraéio (50% x 900 >70% x 400).
On the other hand many stores in the '"self-service centre" category

would qualify as "supermarkets" in most other countries. The German

case is similar.

One can argue with these eliminating definitions (in the ﬁievious

i
i

. context, both Jefferys and ICA, Sweden, for instance, are, in peréonal
discussion of this topic, baffled by the particular gignificance of
“fresh” as applied to meat) but the boint to be strongly made is that
our "universe'" for indicator construction is bounded, at least in |

national intention, by these definitions.
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Row é and row 7 in Table 4.2 distinguish between data obtained at the
regional level where a "full assortment” criterion, however worded,

- has been abplied aﬁd data obtained bésed on a size criterion only.

As regards UK and Ireland, since large-scale limited-assortment
.discount-grocery operations are excéptional, the regional observations
can probably be compared, without statistical violence, to the regional
data of other countries, with the proviso that‘in this respect they will

be if anything overstated.

Location. -~ Supermarket provision can yet again beﬂpalculated'iﬁ
alternativé ways:

(1) "free-standing”" supermarkets;

(2) "Free-standing" supermarkets plus supermarkets 400 square

metres +) in variety and department storesT

Depending on the aims of the analysis either one of these sets of data
may be the more uéeful. In some countries éhe statistical incfease
produced by the more:inclusive concept is considerable. In Italy, for
example, .a "free-standing" absolute national total of 550 éupermarkets
(January 1974) is increased by 37 per ceﬁt to 756 in the second
calculation: in the UK, on theother hand, the\bafallel increase is
only 2 per cent (18). For most countries fhe diffefence iaAsignificant.

h
!
H

.Ideally we would produce both sets'of figures for each country.- At
the obviously more difficult regional level, the extent to-which we

have been able to do this can be seen’in rows 2 and 3 of Table 4.2.
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Calculation by selling area. To the extent that, in each country,

the smaller supermarkets are being closed and replaced by a;iésser
number of larger units, so absolute numbers of supermarkets per 6§uﬁtry
or region will sfart to lose significance, and indicators such as
."inhabitants per ..." that are based on absolute numbers in broad

categories will become obsolescent at lower size levels.

Therefore the future crucial data will be based 6n saleé area - e.g.,
"inhabitants per supermarket of selling space 800 square metres and
over" (or 1,000 square metres and over, etc.). Alterngtively, with the
400 square metrés minimum. cut of f point retained, fhe'calpulation can

become: "Supermarket selling space: square metres per 1,000 inhabitants".

‘Countries where we have been able to calculate these statistics at the

sub-national level are indicated in rows 4 and 5 of Table 4.2.

—

(3) Hypermarket Provision
The "hypermarkét" definition adopted is the International Self-Service
Organisation (ISSO) definition, minus the "car’parking" requirement.
(There is the problem of specifyiﬁg minimum car pafk size. Does an-
adjacént public car park qualify? If so, Qhat is the definition of
"adjacent"?). Minimum size for inclusion ié 2,500 Squaréxmetreé (UK
and Ireland 25,000 squaré feet). We have not distinguished units at
higher levels oF;space provision. Nor have we specified out-of-town -
or fringe location. The argument for this as part of the criterion
was never valid. Location is a means to aqlend (= low-cost operation,
accessibility, parking space). As such it hés no necessary place in

the criterion. Few argue today that it‘does. (Currently,for instance,
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Table 4.2 Project: "Socio-economic Influences on Distribution Levels in Western Europe"

Supermarket and Hypermarket Calculations at Sub-National Region Level

Austria

Belgq.

Den. Germ. Franc Ire. Italy Neth. Nor. Swed. Switz. UK

. Regional supermarket data

based on 400 square metres
minimum calculated

Calculations ‘made exclusive

of SMS in variety and
department stores

Calculations made inclusive

of SMS in variety and
department stores
Regional totals of SM
selling space calculated

. No. of SMs and selling

space dissected into size
categories (e.g.800-2,500
square metres)

. Calculations made based on

SM definition that requires
"full range" + "minimum
size" (400 square metres)
Calculations made based on
"minimum size" (400 square
metres) definition only

No. of hypermarkets

(2,500 square metres+) .
calculated ‘
Total selling space of

hypermarkets (2,500 square

metres+) calculated

+ + + o+ +
‘ N

Ireland

+ + + o+ S+ + + only




the UK government is encouraging, on the recommendation of the UK
Distributive Trades Economic Development Committee, the development of

hypermarkets in in-town derelict areas.)

"Inhabitants per hypermarket", thus defined, is a meaningful indicator.
Since average hypermarket size, however, is also relevant, where

possible we have also calculated: "Hypermarket selling space: squafe
metres per 1,000 inhabitants". Countries where at the sub-national level,
we have been able to provide these two indicators are noted in rows 8

and 9 of Table 4.2.

Total hypermarket selling area in a territory combines the factors bf
number and avefage size - but measures only-by implication the extent
of consumer use. Theoretically, a more precise measure would therefore
be "sales. in hypermarkets as per éent of total retail sales" - but

the problems of measurement in constructing’such an indicator to be
internationally comparative (in some countries, in constructing any
such indicator) are considerable on a national level,iaﬁd not possible
by regions, sincé this latter involves disclosure by companies of saleé
at individual outlets.

Supermarket and hypermarket data can obviously be combine&\to measure

provision of the self-service unit 400 square metres. and over with no

top limit.

Distribution Indicators

In summary, therefore, at the @xplorative regional level, we have
attempted to construct for each country the following comparative :--.i-

indicators: \
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Group A - Supermarkets (and supermarkets and. hypermarkets) exclusive of
supermarkets in variety and department stores.

(1) Inhabitants per supermarket of: 400-2,500 square metres.

(2) Inhabitants per supermarkét of: 800-2,500 square metres
(3) Inhabitants per supermarket of: 1,000-2,500 square metres

(4)) Inhabitants per self-service unit 400 square metres and over
(5)) (supermarket or hypermarkef)of:

)
(6))

800 square metres and over

1,000 square metres and -over
(7)) Selling space (square metres)per 400-2,500 square metres
(9)) of: 1,000-2,500 square metres
400 square metres and over

(10)) Selling space (square metres)per
) ‘

800 square metres and over

(

(:

(

{

(

(

: (
(8)) 1,000 inhabitants in supermarkets ( 800-2,500 square metres

) (

(

(

P (

(11)) inhabitants in self-service units (

‘ | (

«

(12)) (supermarket or hypermarket)af: 1,000 square metres and over

Group B - Supermarkets (and supermarkets and hypermarkets) inclusive of

supermarkets in variety and department stores.

(13) to (24): Dissections as above.

Group C - Hypermarkets (2,500.square metres - infinity)

(25) Inhabitants per hypermarket 4 | _
(26) Hypermarket selling space (square metres) per 1,000 i;habitants. ,
Success to date in computing theée can be judged from Table 4.2. Full
analysis needs a full range of indicatoré, and this can be dehonstfated
by the almost complefe reversal of rank-ordering of regions in some

countries when a different criterion is applied.
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Emphasis and proposed requirement. Constructing the above regional-

level indicators has necessitated in some countries comprehensive research
at the most basic level possible - the individual firm or retail unit -
and e.g., for Great Britain, a re-run of l971>Census of Distribution daté
to produce regional "4,000 square feet minimum" figures as starting-base
for a later-year analysis. Standardisation of basic retailing statistics
is a pre—reddisite 0f»distribution research and comparative analysis.
Given agreed definitions and resultant comparative statistics, data "fine-

tuned” to local conditions can be provided as supplementary information.

In this one aspect of its work, the embryonic working pafty will, if thié
is agreed, attempt to lay the basis for the production of the above
listed retail statistics (with the addition of others that may-:be

' proposed), importantly b y sub-national region, as a comparative yeariy

series.

4.6 SOCIO-ECONOMIC, ETC., INDICATORS: THE INDEPENDENT VARIABLES o

The problems here are of general marketing rélevance.

Concept: Concentration of Population

Summary of Hypothesis. The degree of concentration of population and

urbanisation is an accepted central concern of marketing. The retailind
. argument is that the mass merchandiser needs a mass market: therefore,
population concentration will stimulate growth of the large retail unit.
The effect may not be liﬁear: at some point of population concenfration,
the civic problems of such congestion may impose restrictions on retail
grow£h, but the working hypothesis of this research was of a linear

relationship.
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Measurement

"(1) Population Density. The accepted measure is: "inhabitants per

square kilometre of total territory". This is information for specific
geographical purposes. In marketing it is a more or less meaniﬁgless

. statistic. In an extreme example, demographic conditions in England

- (916 persons per square mile) and Japan (712 persdns per square mile)
appear comparable, thus computed, with less congesfion in Japan. >The
realistic picture in Japan is, of course, one of thelmost extreme

congestion'(Tokyo-Osaka) and mountainous areas of extreme emptiness.

In the less dramatic context of a European study, it is however equally
meaningless to note, for example, that Switzerland has an overall
population density of 150 inhabitants per square kilbmetre. There are
vast differences between Swiss regions, with-some héving a negligible
-population, whilst the extensive Mitteland area (including the cities

of Zurich, Winterthur, Basel, Biel and Bern) hasAa aensity of 325 per
square kilometre, which is higher than the overall’density of the - _
populous Netherlands - ana with a similar high density around Geneva.
'The demographer Kingsley Davies (19) may maintain reéarding overall
density statistics: "They constitute a part of the basic demographic
picture in each country; even the deserts of Egypt ﬁave significance for
that country" - but they have no harketing Significaﬁce. If Libya
annexed Egypt's share of the Libyan desert tomorrow, population density:
figures would change overnight dramaticéliy: mafketiﬁg conditions would

remain precisely the same.

The arbitrariness of the calculation is obviously reduced at a regional
level, but still lacks any precision and remains dependent on probably

historic and probably irrelevant boundaries.
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The problem is conceptualising an "ideal" alternative. "Inhabitants
per square kilometre of used land" is a bossibility, but the validity
of the concept and how it should be measured, if accepted, are
problematic. It is quite clear, however, what the "First generation"
indicator should be: this is "inhabitants per square kilometre of
iﬁhabitable land". From the total area of "terrifory" one obviousl>
deducts the total area of lakes, forests, mountains; fiords, and other
tminhabitable areas. In Switzerland, 25 per centvof thelterritory is
accounted "unproductive" (lakeé s mountains);.an addifional 24 pe? cent
is forest. On a conservative definition of‘"inhabitable" land, the
qguoted population density figure for Switzerland would be approximately
doubled. The statistic would then begin to have marketing significance -
this is more nearly the density at which the population lives. We have
constructed indicators for almost all countries both nationally‘ana
regionally deducting from the denominator "forested areas'. Norway
produces statistics by county both of forested areas and also of areas
above the tree-line - factors of relevance in Norway..'Population B
density and related statistics produced deducting these areas are‘very

different to the customary figures - and a step nearer usability.

Alternatively, on currently available data, we have constructed
indicators "inhabitants per square kilometre of agricultufél land".
These can be seen as being very\approximate indicétors of "uéed land"
‘on the groundé tﬁat the land érea devotéd to urbaﬁ use is not
significant in proportion to the total land of‘a territory of regional
or national size - given that in structuring our regions for analysis
we have, as discussed above, amalgamated those statistical units too

small to be by themselves properly meaningful in an aggregate analysis
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(that we have, for example, amalgamated the city of Vienna at least into
Niederosterreich; and are not, for example, considering Basel-Stadt in

isolation as a usable region).

All these approaches are only very tentativé steps‘fowards the desired
measurement of "inhabitable 1land". Given specifiec research, indicators
based on "inhabitable land" could, however, be constructed. Areas‘of
water and forest are easily measurable (and currently measured) and
conceptually without major problem, if "forest'" is acceptable as
"uninhabitable". Mountains are more problematic: specific height above
sea-level is not self-evidently relevant (not, fof example, in

Switzerland).

. Argﬁably the relevant factor is gradient. Aspects of. "uninhabitability"
additional to these might be considered relevant to a particular country
or region and included to produce an accepted statistic.
There are no inherently major difficulties. EEC, for purposes of
regional aid, calculate a highly complicatéd statistic "poor farming
areas" (zones defavorisees) - calculated separately by each country
within the boundaries of principal criteria which include:
- altitude higher than 600-800 metres (accordiné to latitude)
and gradients over 20 per cent for mountain areas;
- poor land, density of population less than 50 per cent of the
national average and not exceeding 75 inhabitants per square

kilometre for agricultural areas threatened with depopulation (20).
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Within these broad criteria (and "poor Tand" has a comblex set of
alternative methods of ﬁeasurement, any or all of which may be applied)
each member country has submitted its own specifications for and
locations of its "zones defavorisees'". This agriculturally-based
statistic is not of general marketing significance, but a similar
formula could be constructed for more general épplication - and
disaggregated calculations of height and gradient have already beeﬁ
made by EEC‘member countries to support recommendations for "zoneg
defavorisees". Detailed sets of maps depicting average gfadient pér
square kilometre have forinstance been published in 1975 by the
Commission in respect of the regions of Italy, France, Bélgium and
Luxembourg (21). Similar work on Germany has previously been done in
1965 by Richter (22). Calculations as precise as in these studies,
however, are not essential in order to produce usable delimitationé of
areas of "unacceptable" gradient. ?or other, in particular non-EEC,
countries a greater degree of approximation would obviéusly be

acceptable. : -

The research- requirement, therefore,‘is to calculate, and deduct from
the total territory areas of water, areas of forest, areas/with an
adverse combination of height and gradient, areas of uninhabitability
due to climatic extremes (aé, for example, in part of the SBrth of
Scandinavia. When, as regards this particular Faétor, not so to deduct
becomes ridiculous, this is, of course, already done: no-one has seen a
population>density figure for Denmark that took into account the
mammoth and uninhabitable former Province of Greenland which dwarfed
the mother country 51 to one), areas of agreed barren land. One then
has a base for a population density statistic that has marketing

relevance.
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(2) Urbanisation. In addition to population density, marketing

(obviously retailing) is concerned with the extent of local concentration

of that population; urbanisation.

The customary '"urban/rural" statistical population split has litte
significance in Europe --or certainly not contemporary significance.

The objections -are two-fold. The first is of measurement, the second

of concept.

(a) Measurement
National definitions of "urban" are idiosyncratic: "urban" is a relative
term. The United Nations Demographic Yearbook (UNDY) gives statistics

of "percentage of populations living in urban localities". These are

based on the following varying definitions:

Belgium, Austria - communes of 5,000 inhabitants or more.
France, Denmark, Germany‘— towns of 2,000 inhabitants +. .
Netherlands - towns of 2,000 inhabitants + (mainly).

Switzerland - communes of 10,000 inhabitants +

England and Wales - "urban areas".
"Finland - "urban communes".
"Norway - "town municipalities". =

Spain - towns of 10,000 inhabitants +.

Sweden - towns of 200 inhabitants +.

Kingsley Davis (1969) in his production of "urban" versus "rural"
- population figures for all countries cites the national definitions of

"urban" he has respectively used. Three are quoted here simply as an

example of the differences that exist. Thus:
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Italy. Urban definition: communes with less than 50 per cent of
the economically active population engaged in égriculture.‘ (The

smallest was estimated as having 27,800 inhabitants in 1960).

Netherlands. Urban definition: municipalities with a cluster

of 5,000 inhabitants +, and municipalities with no more than
20 per cent of the economically active males engaged in

agriculture.

Ireland. Urban definition: cities and towns, including suburbs,

of 1,500 inhabitants +.

Davis justifies well the comparisons he has.made on a world widé basis
using such disparate data, but, when comparing countries of approximately
similar economic development such as in Europé, such statistics have
limited comparative value.

(b) Concept. The attempt to measure "urban" versus "rural" habitation
in mid—centhry Europe can be strongly briticised on conceptuai grounds,-
in conditions of ever-expanding average commuter distance. The trend is
shown inFigureAJBVasregards the major UK conurbétions, and could be

replicated in most countries in Europe. , : ~

On such grounds Eversley (23) surmised in 1975 thét thé "rurai"

' population of England and Wales might rise by the year 2001 to 28 per
cent of total bopulation as compared with é figure then of 23 per cent.
Much of this population; however, will not be rural in the sense that

its behaviour patterns are rural. The bulk of that 28 per cent will be
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Figure 4.3 Where People Live in ComRarisbn with tﬁéir Workp'léceézk

Connurbations in England.

v o

YA Change 1966-71 llvmg in N and outsude Conurbatnon @

Increase —»

Workmg in S D°crease 1
Conurbations : -+ : . o : o
l - 1. 10 5 0 5 10 15 20 25 30 35

QREATER LONDON | m
. WEST MlDlv_ANDS‘ : ' W

////////////////// ///////////////

SE. LANCASHIRE N\ \\y 7 '
MERSEYSIDE AN\ I
WEST YORKSHIRE Yy :'
A S R f/__'

TYNESIDE éééééé%ﬁééﬁééééﬁ

Source: Population Trends 1978

-129-



"urban-oriented" - and conceptually this is the factor to be currently
measured, certainly so in a marketing analysis. A United Nations report

(24) has aid:

"Ruralism as either 1life style or source of livelihood is still

. a substantial component of Europe's social scene but the time
when it will give way almost entirely to urban-type systems \
appears not far distant ... Europe as a whole and all its major
regions are rapidly approaching a stage of almost total urban-
isation, if not in residential patterns as such, then at least
in socio-economic functional terms".

The basic measurement of the factor urban-oriented - or, as the UN report
phrases it,of urbanism'not in residential patterns as such" but "in socio-
economic functional terms" - is proposed in our study to be the proxy
negative measurement "employment in agriculture, forestry and fishing

as a percentage of total employment", which is constructable without
great difficulty both at national and regicnal level. In some countries,
as we have seen in the examples above, the lowness of the level of
agricultural employment provides, in fact, the criterion for the category
‘"urban", or part of the cirterion; and if, as Kinglsey Davis argues, the
definition "urban" necessarily varies as between nations that are
primarily agricultural and those that are primarily industrial, then it
seems more logical to measure that level of agricultural employment.
directly. And such statistics are then comparative. Addi£iohally today;
they more accurately indicate consumer behaviour patterns thén does the-
attempted measurement of place of habitation. Additionally the} do not
give rise to the yet further objection levied agains "urban/rurai" |
statistics, an objection that Davis never properly counters, that they

force into a dichotomy what is essentially a continuum.
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However, the indicator above, conceptually preferable 'though it is,
subsumes the eiement of unpaid family employment. This weights in
ﬁartiéolar. the "employed in agriculture" part of the calculation.

This is unsatisfactory in the indication of relaFive life style. (The.
question is further discussed in the "female emaﬁcipation" context below).
Additionally, therefore, we have constructed "percentage of wage earners
and salaried employees employed in agriculture etc.". Uﬁéiously, however,
such an indicator, useful for spécific purposes, discounts self-employment.
Methodologically the best all-round indicator of this factor therefore

is "percentage heads of households employed in agriculture etc.". This
we have been able to compile at regional level, but with some gaps in

the data. All these indicators, however, we have found predictive in a
way that attempted "urban/rural’ measures are not. An alternative
approach by calculating "percentage of GDP derived from agriculture"” is

also satisfactory.

The relative size o% the concentrations of gopulation remains, ‘however,
important. Therefore the following indicators of local concentration
_must be attempted: "percentage of total population living in towns of
(indicator 1) 10,000, (2) 20,000; (3) 30,000, (4) 40,000, (5) 50,000,
(6) 100,000, (7) 250,000 inhabitants or more". The precentages thus

~

produced are only crudely indicative. The problems are:

(a) The necessary use of discrete‘intervals. At the higher end of
the scale, where candidate towns are comparatively few, a small
increase in population can project a town from, e.g., the
"50,000 +" category to the "100,000 +" category, and dramatically

affect the top percentage (as, for example, in Belgium, circa
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1970). Using the whole range of the scale, however, comparisons

can be made. But:

(b) "Towns" are defined on the basis of historic civic boundaries:
these boundaries usually no longer repreéent the urban reality.
The desifable measurement is '"urban agglomeration'. This can be,
and is, assessed in various ways. (For example; the Larry Smith
Consulting 1961-62 estimates of metropolitan aréas in Europe,
based mainly on catchment érea studies,'are remarkably predictive
of Kingsley Davis' "urban agglomeration" estimates for 1970). It
is possible, in respect of some countries, to produée usefully\
comparative figures of percentage habitation by "agglomeration
regionally and nationally. UNDY gives partiallboverage of base
data. Essentialiy-one is trying to construct the following
comparative indicators: "percentage of population living in urban
agglomerations of (indicator 1) 100,000, (indicator 2) 250,000
inhabitants or more" or at higher or(lower‘iEVels as appropriate.

The need is for definitional agreement on, and measurement of,

"urban agglomeration" regardless of civic boundary.

Urban concentrations can be further distinquished. As regards 'green-
field" retailing, for example, Smith has emphasised thét:.hh factor of
the utmost importance in relation to the growth of out-of-town shopping
facilities in France is the physical fabric\of existing urban settlements.

In general, French towns are compact, nucleated settlements in which

urban sprawl, characteristic of inter-war Britain, is largely absent"(25).
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The following proposition is perhaps crucial. There is a vast
difference in, e.g., shopping behaviour and retail site location between
"walled cities" (cities that come to an abrupt boundary end, character-
ised by flat accommodation and high density living, such as are
characteristic of Southern European countries) and "house and garden"

cities diffused over large areas, as for example, in the United Kingdom.

The debt for the concept as such, as far as this project was concerned,
is to Mark Norton, Vice President Larry Smith Consulting, who, in
discussing this topic, emphatically insisted always on the importance
of this distinction. A range of indicators to‘express the factor
"density of population in urban agglomerations" should be central to
comparative marketing analysis. The calculation would be:

Populations in urban agglomerations
Area of urban agglomeration

e

to produce (e.g.), the indicator: "inhabitants per square kilometre

of -urban agglomerations of 100,000 inhabitants or more". This can be
related statistically to percentage of total population in the
agglomeration category (by regression, AID, etc.) .to produce, for
example, a proposition such as the following: given that }9 per cent
live in agglomerations of 100,000 inhabitants, then the crucial factor j
is perhaps denéity of population in those agglomeration areas - and

the subjective and’unquantified opinion of Mark Norton is that it

almost certainly.is.
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Emphasis and Proposed Requirement

Production of agreed definitions of the following base data is essential
to enable the construction of commercially useful demographic indicators:
|
(a) area of "uninhabitable territory",
. () number of inhabitants in defined '"urban agglomerations”
(not "towns"),

(¢) area of each "agglomeration".

4.7 CONCEPT: CAR'OWNERSHIP AND ROAD CONGESTION

Summary of hypothesis

(1) The car ownershib hypothesis is uncomplicated: one-stop shopping
depends on car ownersﬁip. The relationship is hypothesised as positive »
and linear in respect of the supermarket and hypermapket. (2) The

road congestion hypothesis is that town centre congestion is a chtor in
out-of-town or "fringe" retail location, tH;refore a stimulant to e.q,,
hypermarket growth, and that development of the hypermarket- and -large
off-centre supermarket unit is most likely in conditions of high in-town
congestion. The proposition has unquantified support. It is not
proposed that road congestion affects "self-service" ddoption or the

development of the smaller supermarkets. -

Measurement

(1) Car ownership présents few problems. Car/road indicator 1 "cars
per 1,000 inhabitants" is constructable without difficulty both
nationally and regionally. The dating of the indicator requires thought.

As regards hypermarketing, it takes time to build a hypermarket. A
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car provision indicator dated concurrently with the hypermarket
indicator might not therefore be optimal. In the regional analyses
three dates for the "cars per 1,000 inhabitants" indicators were used:

1966, 1970 and 1973.

An alternative indicator "Percentage of households owning at least one
car" might appear preferable. One such indicator is constructed in the
national analysis for comparison pruposes. Reference, however, can be.
made tq the British ecase in Table 4.3. The pattern of this table can

be paralleled in all other European countries.

Table 4.3

Type of household Ordinary 01d*

Two Adults 4+ children 61
" " 3 children 73 ‘
" " 2 children 77 .
" " 1 child 72

Two Adults only | 66 30

One Man 41 19

ALl | sy

*Over 65 or 60.:

SOURCE: Family Expenditure Survey Table 56.

The overall national figure of 54 per cent for households owning a car

seriously understates the percentage of the population on behalf of whom

car-shopping is conducted. The predominént disadvantaged groups as
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regards cgr-ownership are the single—peréon households and in particular,
theold{3?xfacﬁﬁ:which is reflected in the low patronage figures for
these groups in every hypermarket study. A "cars per 1,000 inhabitants" .
statistic more accurately reflects the weight of shopping as related to
car-ownership. For households accounting for the bulk of total retail
sales, certaiﬁly the bulk of food sales, the realistic car-ownership per
household figure is over 70 per cent. 'A "cars per l,bUO inhabitants"
figure does, of course, double-count, or treble-count, households with
more than one car. Only 9 per cent of households were; however, in this
category in 1973 (26). Any overstatement in this’respect is considerably
less than the effective understatement inherent‘iﬁ the adoption of a
"household" basis for this range of indicators. And, of course, if
housewives: who have themselves the exclusive use of a ﬁar are, in actual
fact, more prone to shop by car than housewives in single-car households,
then there is no overstatement, or minimal overstatement, in the use of
a "cars per l,DOb inhabitants" indicator to quantify the concept of

v

" car-ownership as affecting retail potentiai.

(2) Precise and>generally applicable indicators of road congestion

are difficult to construct.  The road congestion calculation suggested
as optimal above is virtuaily impossible on currently available
statistics. It requires (a) urban traffic volume, (b) nSh—urban
traffic volume. Where, as in UK, indicétive natioﬁal figures %or theseé
factors are produced they are based on occasional sample counts and |

the statisticians concerned give them nil comparative value.

As proxy, we can attempt to measure the overall car/road/inhabitant

relationship. The hypothesis above is lost.
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At national level, comparative figures of total traffic volume are'_

obtainable. Experimental indicators would be:

Car/Road indicator 2 (proposed):
Total traffic volume

Road density (kilometres of road per square kilometres of inhabitable land)

or: Car/Road indicator 3 (proposed): :
Road density (definition as above)
Traffic per kilometre of road

These have been calculated at national level, using "total territory"
in blace of "inhabitable land". As such‘théy appear useful where
overall population aensities are similar. Comparative use depends on
the realistic definition and measurement of "inhabitable land". At

regional level "traffic volume" is not obtainable.

A -

“"Motor vehicles per kilometre of road" is inferior to these sub-optimal
calculations to the extent that the ratio of vehicle-usage to vehicle-
ownership differs between regions. HOWever,/the quality of the réad

" networks also differs obviously between areas. If at a point in time’A
"motor vehicles per kilometre of road" over a mile of motorway

\equalled 100, that could represent traffic moving with freedom. The

~ similar figure produced in respéct of a country lane would indicate
absolute road congestion. In the context of supermarket‘development,\
Gosling and Maitland describe the comparatiQe dévelopment of motorways
in Europe particularly since the war, noting that sy 1974, for exaﬁple,'

Germany had a Reichsautobahnen network of 2,500 miles, a quarter

of the European total, and conclude:’
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"The implications of these intensifying nets of national
and regional highways for the urban structure and in
particular for its retailing element were enormous. At
the same time as car-ownership made the concentration
points on the old routes increasingly congested, large
cheap sites on the outside of the cities were made highly
accessible" (27).

The statistic gengrally quoted in international comparisons of‘road
proQision, "motor vehicles per kilometre of road", is irrelevént as‘
indicating this aspect. The provision of highways designed to prodﬁce
traffic mobility outside the congested cities and towns is proposed in
this thesis as a significant factor specifically in hypermarket
development. Indicators based purely on road provision are obviously
inadequate. A relevant range of indicators is constructed in the
regional analysis by including in this all the "national" and "regional"
roads (the trunk roads and principal roads in UK términology) in the °
different regions. Using this base the following regional indicators

were constructed:

"Kilometres of road (minus minor roads) per kllometre
of terrltory 1973".

"Motor vehicles per kllometre of road (minus minor roads)
1973", =

"Kilometres of road (minus minor roads) per 1,000
population, 1973".

The most indicative indicator is the first of these. For comparative

purposes, similar indicators were constructed on an "all roads" basis.
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The limitations of the usefulness of these indicators‘need to be
emphasised. All these indicators are affected by the fact, discussed
in section 4.6, that totai lénd area cannot necessarily indicate land
in general use by the population. In Northern Scandinavia (Norway,
Finland and Sweden) as a prime example, sdch road provision statistics
are "uirepresentative" in the context of this thesis in those parts of
these countries where the majority of road is only for long-haul use
and traverses countryside that is not "in genéral use". A calculation
based on "inhabitable land" would improve their statistical relevance.
One based on "generally used land” would produce comparative road
provision statiétics that are properly usable for marketing purposes

other than transport calculations.

The lackjof usable measurements of "land in use" obviously‘affecfé
directly the indicators of "kilometres of roaq per kilometre of
territory". Indirectly, however, it affects the other two sets of

. indicators. Even in the most isclated sub—gegions of a country, a -~
minimum level of road provision is required. Wherelthere are extensive
areaé of largely uninhabited land, road provision proportionate to
population will be greater than normal, as also will road provision
proporticnate to vehicle ownership. This is illustrated in columns

1, 2, 4 and 5 of Table 4.4 in the case of the "trade regiong" of

Norway.

For climatic reasons Norway becomes disfinctly less inhabitable and less
" inhabited going from south to north. Where, progressively towards the
north, the land is progressively unused road provision iéndisproportionate

to population and therefore also vehicle ownership. This is to say, as
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Table 4.4 Comparative Road Provision in the Trade Regions of Norway

MVS per km Road Kms Road per 1,000 population -
Norwa All Major Hard- All Major Hard-

y roads roads surfaced roads roads surfaced
North 7 13 112 .32 16 2
Central | 11 22 85 24 12 3
S.W. 13 36 72 17 .6 3
S.E. 24 42 - 70 15 7 4

SOURCE: calculated from Trade Region -data.

a statistic of the provision of roads that are used in everyday life
it is overstated. The Swedish case is similar; and, though Finland is
not studied in the regional analysis, the same relationship would be

v

found there also.

In this context, the definition of "road" is itself not beyond argument.
. Statistical comparability is problematic. Some statistics are
irreconcilable (International Road Federation versus EEC versus -

national). The problem is the definitional inclusivity of "road".

-
“~

Columns } and 6 of Table 4.4 indicate this. When a "hard-surfaced" ;
criterion is applied in the measurement of the roads, the rank-ordering
of the Norwegian regions is exactly reversed. Hard-surfaced roads are
exceptional in Norway - particulary so, however, towards the north.

This definitional problem affects ir particular all three Northern

Scandinavian countries, but also, to a lesser degree, many of the other
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countries. In the countries studied the percentage of all roads that
were hard-surfaced was as follows in 1973 (28) (the Ifigure for France

was not obtainable):

100 per cent: Austria, Great Britain, Nefherlands
90-95 per cent: N Denmark (94), Italy (93)

85 per.cent: Germany, Ireland

80 per cent: Belgium (82), Spain (79)

50 per cent: ' Sweden ‘

Below 50 per cent: Finland (40), Norway (20)

in all of the last three countries the percentage of hérd—surfaced foads
decreases in the less habitable north. It was therefore considered
whether a’"hard;surfaééa" criterion would be a preférable one. It
might, it was thought, represent road provision as related to land in
use more realistically. On investigation %; Qas not thought logiéal

to apply such a criterion. It would seriouély distort the statistics,
in particular those of these three countries, in the oppésite diréction

to the bias already noted.

Emphasis and proposed requirement

. "~ ’
Debate on concept and optimal versus practical comparative measurement

{
!

of road congestion is required.

4.8 CONCEPT: PROSPERITY

The hypothesis that the level of individual "ﬁrosperity in a nation

is related to marketing advance is almost universally accepted.
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In the M.S.1 study, the indicator "Gfoss national product per capita"
was chosen by more "experts on comparative marketiné" than any other
indicator as having "the most direct and significant bearihg on the
marketing system in a given country" (29). Duncan has itemised
"expansion in total personal income and in disposable income and the
redistribution of income" as important forces affecting distribution (30).
Cundiff has related ecoﬁomic advance to the rate of development of
self-service (31). On the specific issure of the growth of supermarkets,
both Carvat (32) and Markin (33) have listed changes in personal
disposable income as a'faétor affecting growth despifé the fact that

the obverse of what is implied in that statement was what\led to the
original introduction of the supermarket in the USA in the form of

the "cheapies" in the depression years. The paradox inherent in this
 is discussed in Chapte;A 9 in the context of the hypé;market. Gosiing'
and Maitland (27) have related hypermarket growth to the growth in
personal incomes. In this respect, in persogal discussion in Paris

in 1975, a Carrefour director gave high dispoéable iﬁcome as the - -
decisive factor in the selection of sites for overseas and internal :
expansibn - in which respeét, he stated at that time, they would

quitg happily have moved out of Spain. And it can bé\noted, as regards

this policy, that in 1978 Carrefour, in fact, demclished a store in

N
“~

the low-income Paris suburb of Creteil. . o
Measurement

The factor to be measured is the "average relative prosperity of .

individuals". Conventionally accepted indicators are:
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Prosperity indicator 1: "Gross National Product per capita" - considered
by the MSI as the best indicatqr for ma;keting
comparison.

Prosperity indicator 2: "Gross Domestic Product per capita" - or;:since
GDP per intra-national region is a virtually
impossible calculation: "Gross>Value Added
per capita'.

Prosperity indicator 3: "Gross Disposable Income of Households per

'~capita"{ | |

Prosperity indicator 4; "Final Consumption of Households per capita".

The concern of-this-paper is not with any inherent-incomparability in

alternative methods of compiling these statistics, though these

”incomparabilitiés exist even in so—called‘comparativeﬁstafistics.>

"Consumption of households", for instance, can mean consumption anywhere

by households resident in the territory or it can mean consumption.in

the territory of households résident anywﬁé;e. Even EEC countries are
calculated différently in this respect in thev56EC regiﬁnal analyseé;

| and the-difference in a‘fegional analysis can be significaht. Nor‘is

£hé concern with the difficulties of'deriving a realistic figuré of’,

~for example, "Grosé disposasie income per capita' in cdnaitions b% an

"underground économy" runniﬁg in the UK at an estimated 7g\per cént of

Gross Domestic Product (or something over £11 billion in the 1978-79

financial year), and iﬁ Italy, where significantly it is known as-the

"parallel economy", afvnothing‘less than an estimated astronomical

20 per cént of GNP(345. These are distorting factors. The objection

that invalidates this entire range of prosperity statistics for trans-

national comparisons of any precision af all is that at present these
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statistics, if used comparatively, are caléﬁlated on the basis of
exchange rates (= to a large extent, "the political prices of currencies"):
The real value of a nation's currency is what that currency can actually
1 buy within national boundaries. There is invariably a differenée between
"this real value and the value computed on an exchange-rate basis - as
the plane loads in recent yearé (up to the strengthening of the pound)

of continental shoppers bound for London testified.

This difference.is in many cases far from marginal. 'A report by éhe
United National/World Bank (35) has shown that the real GDP of develop-
ing countries in particular is grossly underétated if caiéulated»on the
basis of exchange rates. The real GDP of Keﬁya, for example, (i.e., |
GDP expressed in terms of internal purchasing power) is three times the

value shown in an exchange rate conversion. The report further notes:

"The unsatisfactory nature of exchange-rate conversions has
become even clearer in thepast few years under the new regime
of managed floating rates. Changes in exchange rates of as -
much as 20 per cent within the space of a year have not been
unusual even among major currencies. Exchange rate conversions
- thus sometimes show substantial changes in relative gross
- domestic products between pairs of countries when no such real
change has actually occurred". :

Customary spasmodic or periodic "shopping basket" comparisons are of

little value in amending, even subjectively, basic prosperity statisticsé

;
i
!

in view of the arbitrary goods and-service content of different
"shopping baskets".. There is little relatlonshlp between such
comparisons produced by different sources - not, for example, between
the surveys for 1974 conducted by the US State Department, Business
Week, the Union Bank of Switzerland (mid-1973) and The Financial Tiﬁes.

Figures from these surveys where they can be compared are given -
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Table 4.5 International "Indicators" of Cost of Living: 1974

(Exclusive of Housing and Education Costs)

Source: Source: A. Business Week Survey 1974
US State B. The Financial Times Survey ‘
Department’ 2 4 C.3Union Bank of §witzerland - m%d—l973 6
1974 Food Clothing Car use Hotel Evening out
Totall" A B’ C A B , A . A B C A B C
Index™ $  $ Index % $ $ $ $ Index $ $  Index
Stockholm. 163 - 100 50 110 256 221 .32 38 37 90 . 50 183 71
Tokyo 159 130 31 99 303 474 ¢+ 40 40 39.5 95 70 158 95
Paris 140 95 26 83 297 280 34 60 65 116 55 188 100
Moscow 139 130 36 - - 311 . 30 50 50 - 40 108 -
Brussels 133 83 39 . 73 283 359 27 48 50 112 45 142 112
Milan 120 115 - 78 . 260 - 25 30 - 120 35 - 103
Madrid 116 163 - 66 - 215 - 27 33 - 56 35 - a7
Sao Paulo 115 110 - - 221 - 30 45 - - 35 - -
London 107 100 26 60 330 181 31 46 53 " 131 45 76 75
Washington 100 - 25 - - 248 Co- - 46 - - 145 -
New York - 80 26 78 258 293 21 .50 56 130 45 179 130
1 .
(7) Washington = 100 : S
(2) A: Weekly food bill for family of four. B: Food basket. C: Standard shopping basket.
(3) "A: Coat of good business suit, shirt, tie and pair of shoes. B: As A, less tie.
(4) Ten gallons of petrol, plus parking for five days. _
(5) A: Daily rate of double poom in first class hotel. B: Single room with bath in Hilton type hotel.
C: Double hotel room with bath and breakfast.
(6) A: Drinks and dinner for two. B: Drinks‘and‘dinner for four, theatre tickets and taxi for five miles.
C: Meal in restaurant (without drinks). - :
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in Table 4.5. The relative rankings various1y<produced aré disturbingly
different. AAdditionally the variously computed rankings have changed
with bewildering frequency - bewildering certainly to overseas
éxecutives of home-based companies to whom the relative weight of their
local cost of living supplement is invariably computed on "some formula

bordering on magic that none of us understands" (36).

All the comparisons quoted above use "shopping basket™ méthods of
calculation. An internationél "shopping bag" compafison, employed>to
measure purchasing power of the nafive population, thaf does not weight
or vary the contents of the basket according to national\consumption
habit must be inaccurate, to a greater or less extent. From the global
picture presented in Figure 4.4, it can be seen, for instance, tﬁét
"average' protein int;Qe by the inhabitants of the Unifed States closely
parallels that of Western Europe - but that the parallel does not

extend to the kinds of food by.means of which this amount qf protein is 
received. Table 4.6 suggesés that this fyﬁe of differencé is sigﬁiﬁie—

ant also internally in Europe.

Thé only valid method of comparing living standards és between countries
must be as the EEC Commission maintains (37),- by calculatéon of A
,"consumep purchasiﬁg power based on the consumption patté;ﬁ of eacH'
"country examined ... carried out on similar lines in all the count;ies
examined". This type of "massive investigation" was undertaken by

the Community for the original Six, and extended in 1973 to include

- the three new members. . ) ‘ » » ‘
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Figure 4.4 " Protein and Caloric Intake by World Region R
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Table 4.6 Consumption of Main Foodstuffs, kilograms per head per year (1969-70)

£ )
@ O
o c
- orf
o - « )
) ) 3]
O c b 0 ~
c- o — ) a .
0 © 3} ] (] Q (4] N
c — 7] ) @ o D i + M
o o 4 et R o £ o o) @ @ 0 ha ()
@ 3] @ ™ — 1) 2 g o o D o 3 c
i ~ Q e - L 3 @ o 3 0 Q [ e
O o = W = o a = L A o > L = .
Belgium/Luxembourg 79 1 67 12 - 81 . 8 8 13 14 39 . 117 87 66 12
France - ) 78 2 85 14 97 14 8 3 14 34 96 131 88 = 108.
Germany 66 1 73 10 78 9 7 9 16 32 102 65 112 16
Italy 127 2 48 11 65 10 - 2 C 11 27 45 170 109 115
Netherlands 65 2. 51 10 114 8 2 19 13 46 @ 93 81 85 1
UK 73 2 73 9 143 5 7 4 15 45 98 - 62 45  (4)
Norway 69 2 42 n.a 176 n.a 5 n.a 10 - 42 97 33 n.a n.a
Denmark 68 1l 62 n.a 121 n.a 8 n.a 11 48 79 42 n.a n.a
Ireland 93 1 81 "'n.a 213 n.a 10 n.a 14 51 126 60 n.a n.a
USA 62 4 110 5 126 7 2 . 4 18 45 41 92 56 n.a

(l) 1968-1969.

>_(2) Fresh fruit only.

SOURCE: SOEC. ~

(3) Litres per head per year.
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A major survey was carried out in Autumn 1975. Seven hundred and
five goods or servicelitems were priced. The "goods" items were
priced in different types of retail outlets (deparfment store,
hypermarket, market stall etc.) and the prices weighted relétive
to the share of ﬁrade of each particular item in each type of

" outlet. Purchasing Power Parities (the ratios of the average
prices of an identical item)‘Were then calculated for each of

the 705 items - and overall par;ties then obtained "by combining .
thése basic itemvpéfitiés together using weights proportional

to the corresponding household consumption expenditure in each
state" (38). The end product was a set of indices to convert

- into real terms the ESA's "final consumptioh of households" -

and therefore also related indicators. (CPPPs were calculated,
by these means, without "rents" and health costs" fdf the Nine

as at 1975 - and including "rents but without "health costs™

for the original Six as af 1975 and 1972). /The? provide deflatorﬂ-
indices with which to adjust comparative "prospérity" indicators -

* that are calculated on a current exchange rate basis.

They are approximate. In view of the amount of work involved

-
~

the price comparisons were made in capital cities only.
Nevertheless, they provide a means of adjusting the relevant

statistics much nearer to reality (39).
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SOEC has recently provided us, for our research but not for publication,
with provisioﬁal Purchasing Power Parities for GDP, fof years 1970 to
1975, for the EEC Nine. The difference between national comparisons
based on current exchange rate and those based on purchasing power can

be seen in Table 4.7.

It can be seen that the rank-order, for example, of the 1973 leaders,
Germany and Denmark, chaﬁges, and their comparétive "prosperity"
drastically. The relative standing of the United Kingdom is seen very
differently when computed on the basis 0f~burchasing power. The right

hand column is the realistic comparison.

If sub-national EEC regions are being compared internationally, tgé
."prosperity" statistiésﬂfor each regiﬁn can be adjusted by—applying the
national CPPP deflators. The changes thus produced in international
ranking of regions can be dramatic - but this obvioﬁsly takes no |
account of regional differences in cost ofxiiving internally in eacﬁ/u

nation, such as are recognised at a rudimentary level in capital city '

cost-of-1living allowances.

Parallel to the EEC programme, work on broadiy similar lines has been

anc is being carried out by the United Nations & World Ban&‘lnternatibnal

i
4
1

Comparison Project (ICP).. Phase I of this project produced purchasing
power comparisons for ten countries. Three Western European countries
were included: Germany;'France and Italy (40). Phase II of the projecf‘
enlarged tﬁe sample to sixteen; and the European represéntatidn was
increased by the addition of Belgium and theJNetheriands. :The bench-

mark date was 1973, and extrapolations of the results were made up to

- =150~



-Is1-

. Table 4.7

Gross Domestic Product Comparisons: EEC Exchange Rate versus Purchasing Power 1973

GDP at Pur

chasers' Value per capita 1973 .

- In Amended GDP per capita in UK as % of
-100 Rank for Rank GDP per capita in the other countries
us $ Purchasing : , 3
(1) Power (2) BY $ By purchasing power ()
Germany™” 56 1 37 2 55 78
Denmark 54 2 45 1 57 64
France 48 3 34 3 65 85
Belgium 47 4 33 4 66 88
Netherlands 44 5 33 4 70 88
UK . 31 6 29 6 - -
Italy 25 7 22 7 124 132
Ireland -8 8 148 153

.21

19

(1) United Nations Statistical Yearbook.

(2) This calculation via the dollar using SOEC PPPs is approximately valid.

/)

(3) Calculated as in Column 2.
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1975 (35). Phasé I1I, estimated to be completed in 1979 but upon which‘
work was still in progress at the time of writing fhis papér, includes

-a comparative analysis of more than thirty countries, with a 1975

reference date. All nine EEC members are included (basically, it seems
using EEC 1975 data) and also Austria and Spain. Thus,'in particular if
the ICP programme is continued into Phase IV and beyond, we have the means
to obtain quantified purchasing power deflatbrs fof GDP and other "prosper-
ity" statistics for eleven Western European countries. These will be. ’ o
on an annual basis, since the ICP intends tolcarry outﬁthe benéhmark |
studies every five years and to extrapolate.to intérvening years. Among
our Western European universe, this leaves Norway, Sweden, Finland,
SQitzerlgnd and Portugal excluded from thié type of Edmparison. However,
Athe ICP researchers declared one of their objectives to be that of finding
a way to make approximafe comparisons for the countries "that cannot bé

accorded the full ICP treatment".

In 1980 they published tables of "reél gross domestic pfdduct" fﬁr 119
-couﬁtries of the world, iﬁclu&ing all Western Eurépeankcountries,”for
tHé years 1950 and 1960 through to 1977 (41). Theselﬁére based on a |
detailed examination of the 1970 price structures o%‘sixteen of the
‘countries previously studied in depth. "Real gross domest{c product"
was found to vary in a systematic way with nominal GDP. Based oﬁ theée.;
quantified relationships, figures for RGDP ("reai GbP#) were calculated
" for tﬁe 103‘countries in which no Fieldwofk or detailed study had been .
carried out. They are épproximate. HoWever; "alte;ﬁative entries
developed from simple exchange rate conQersions will be subject to a
much wider degree of inaccuracy". At least approximéte adjustment to

"prosperity" statistics is therefore now possible right across a

European analyéis currently up to the year 1977.
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In the w0rk for this thesis, the ICP calcuiations were received too late
. to be able to be used as amending relevant "prosperity" indicatofs. Tﬁe
main indicators in this series are based on exchange rate conversions;
However, in each case alternative indicatdrs calculated in terms of
purchasing power have been constructed in respect of the eight EEC
countries and of the regioné of these countries, using the EEC
purchasing’power deflators. These are an input to the correlation

analysis.

Aggregation

A secondary, and considerably minor, objection to aégregéte "prospefityd
statistics is that "GDP (etc ) per caplta" is a mean not a median.

Such Lorenz curves and G1n1 coefficients of income distribution as have
been produced for Western European countries (as forfexample, for
éelected countries, by the United Nations 1967, Klein 1973, Stark 1977) .
show enough, although not major, differences to preyent us offering
"comparability of error" as justification for cbnsidering such stétistics
prqberly compaféfive.' But the difficulties iﬁ conceptuaiising.énd |
measuring income inequality are notorious. TEe OECD Working Party on
Social Indicators had originally agreed in princible on an indicator
ﬁGini coefficient of the distribution of disposable income and wealth"

, (42), but subsequently decided it was essential to prbducé\in parallel
a range of élternatives to the Gini coefficient, since these alternativéﬁ
calculations could result in différent conclusions (43); Stark (1977
{44) recommends that the Gini coefficients he has himself produced are
not used quantitatively. Gini and similar coéfficients,if ever syéfem-

atically provided, will be marketing indicators - not useful, however,

to amend aggregate statistics. They will be supplementary information.
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Emphasis and Proposed Requirement

A Marketing Indicators Working.Party would, as priorify, affirm the .
critical importance of the production, both by nation and region, of
the type of exchange-rate deflators methodologically pioneered by SOEC

and the United Nations/World Bank ICP Programme.

4.9 CONCEPT: FEMALE EMANCIPATION

The phenomenon of female emancipation is intuitively monitored by almost

every marketing practitioner.

In the United Kingdom a hundred years ago the average Female»grew up,
worked for a few years, married at 22, had twelve pregnancies, produced
six children, reared six children, died at 42 (45)._“Working—class
women particularly; "sacrificed themselves fof the sake of their
husbands and children" in a short 1life of "monotony, loneliness,

- discouragement and sordid hard wbrk". Toda; a woman of 42 has broughﬁ
up her "two and a half children" and‘has already sét‘ﬁut on a new life
of work,witf{thirty-years of»life ahead of her.: Childreh may not even
seriously interrupt a working life. 1In Sweden in 1976, 62 per cent of .
women with children under seven years old went out fo.work. The

~parallel statistic seven years before this was only 38 per-cent. -This

:
i
I}

progression is such that,‘in the UK in 1977{ four out of 10 adults
thought a marriagé where the husband looks after the children and\the
wife goes out to work could be»very happy;rand only th out of 10 have
anything against it. Three years previously the latter ratio was one
in three (46). Under the continuing impact of birth éontrol, higher

living standards, more and more labour-saving and food preserving
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devices, improved education, the conseduent aévance iq'legal, political,
860131 and job-opportunity rights, the change in role and stafﬁs of
women continues to be revolutionary. "This is a ﬁew situation iq the
entire history of mankind" (47), and is recognised as such alﬁost

universally, and certainly by marketing - except statistically.

" Measurement

- (1) The Working Wife. It is generally accepted that the emergent

-phenomenon of the "working" housewife affects the form of marketingA’ﬂ_‘
development; In our specific context it is an important factor motivatiné
self-service and oﬁe—stop shopping. Comparative measurement at nétional
level can be tentatively abproached, but the measurement at regional |
‘level, other than partially, can only be in an elementary forﬁ.

Two "ideal" indicators were postulated. These were: (1) "Housewives in
paid employment as a percentage of all<housewives of working age";

(2) (sub—aspect indicator) "Eousewives who';re in paid employmeﬁt aqg

who have children under (e.g.,) 15 years of age as a percentage. of all

housewives who have children under (e.g.,) 15 years of age".

" Indicator (1) was proposed as the short-term indicator aim. . Indicator
(2) was obviously a long-term ambition; no comparative indicator can be
currently constructed even approaching such a measurement. "First »

generation" indicators were then sought most nearly approximating to‘

the ideal in the short term of the optimal indicator (1).

"Married woman'" is a working synonym for "housewife". Any statistics,
however, in respect of married women are sparse in Europe. The more

réadily available data are "females" data. This is the usual basis
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for measurement, and the following indicators can be constructed,

certainly at national level and, in most cases, at regional level.

"Working wife" indicators 1-4: (1) female labour force as a percentage
of total labour force; (2) females in civilian employment (aveoiding

the comparability problem of measuring unemploymeﬁt) as a eercentage of
all persons in civilian employment; (3) ... as a percentage of all
females aged 15 and over; (4) ... as a percentage of all females aged
‘15—64. These indicators become progressively more sen81t1ve 1-4. The

~usual measurement is indicator (1).

The emphasis on paid employment in the "ideal" indieatqr, partieuiarly
important in fespect of countfies with a high agricultural workforce, is
not accounted for in the indicators above. The "females'" of particular
interest to marketing’are those who work outside their homes for money
(references are abundant: she is the "trendsetter in the market place" -
McCall 1977 (48))w1th all that that 1mplles in terms of shopplng tlme
allocation, priorities, status, outlook, personal dlscretlonary income.
In a marketing context an indicatoe that subsumes this populationﬁihto
an "all females" populatlon is 1nsen31t1ve. OECD, EEC and most national
fStatlSthS include in the "labour force" definition unpald family :f
workers who work at least e.g., (to quote the EEC case) 15\hours‘a week;
and the inclusivity of this deflnltlon crltlcally affects in partlcular'

the ratio of female to male agricultural workers, and thus all related ‘

workforce calculatlons.

At national level, it is possible, with difficulty and sometimes.

approximating, to construct usably-comparative indicators in which
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the basis of measurement is "paid employment", i.e.,indicators in the‘

above categories based on a labour force excluding unpaid family workers.

At sub-national level, these calculations are not éurrently possible, -
"although SOEC do dissect, by sex and region, unpaid "family aids" in the
-eritical agricultural sector - so that for EEC countries in Community

Survey years the regional indiéators can be adjusted to this extent.

Other approaches, however, are possible, regionally and nationally.
One might, for instance, regard the agrlcultural sector as being not
indicative, and thereforé construct indicators based on émploymeﬁt in
industry and services only. Alternatlvely one mlght con31der only
full—time.emplbyment. Such indicators are calculable at least for

'specific years for the majority of countries.

The conceptual validity of these alternatives can be afgued. xHowever,
all the above are gross appr0x1mat10ns to the d831red measurement.~ At
national level only is it p0831ble to attempt the follow1ng comparatlve

indicators: "married women in labour force as a percentage (1) of all

persons in labour force; (2) of all married women." .

The.Final indicator is nearest the "ideal”, even théﬁgﬁ lt subsumes
unpaid workers (we are considering here only what is'practicable_in
the foreseeable future).')Even at Aational level, it ié daté hardly\
won, with certain national inputs to the indicator possibly Suspect:
At tegional level statistics of the female married wbrkforce are
available for few countries. Where they aré produced as regularly és,

for example, in Sweden and'Denmark, they apbear significantly relevant.
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Juvenile Dependency

One can, of course, compile indicators of probabilitylto work asAaffect—
iﬁé women - i.e., birth rate and juvenile dependeney indicators. Such
statistics are indicative of female orientatidn in 'a broad sense, and
as such are additionally descriptive and not alternative to female--
activity indicators. Therefore, if the year of study?is 1979:AdependencyA
indicators (1) and (2): "births per 1,000 inhabitants (1) 1972 (= 7 years
prior); (2) 1979". Alternatively, dependency indicator (3): "population
_vaged 0-7 (or 0;14 etc.).as a percentage of females of working'age:

(15-64)" can be construeted.

"Alternatively again, one can approximate to this measurement by

constructing the indicator: "average size of household".

~

Female Education

In general marketing theory this factor is 1mportant. In a retailing
context it has-been generally observed that the more educated the .
consumer, the more this creates a demand "for w1der ch01ce with less
emph831s be1ng placed on adv1ce or "hard- sell'" (49) This is to spell
out advantages of self-service and the supermarket and hypermarket to
the housewife. And, not necessarily paradox1cally, it has ‘been noted
that the'more educated the consumer the more she is aware of relative
price-advantage. The "idealf’indicator to illustrate this is "terminalg

. level of female education", plus sub-aspect indicators to disaggregate

this by age category.

Considerable work has been dbne to produce approximately comparable
categories of levels of education internatlonally: the UNESCO

International Standard Classification of Education (ISCED) programme (50).
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EEC has published comparative education etatistics, including terminal
level percentages, by sex and age group as at 1973 eased_on«ISCED for
the origlnal Slx (51). One bhas proBlems in assessing the relative - |
status of e.g., teacher training - but, in the context of our study,
the ranking of these terminal levels appears significantly predictive.‘
At this level, however, (= six obeervations only per variable) thie
offers only tentative support.for an hypothesis. EEC survey sample

' sizes, however, were large; up to 100,000 houeeholds in the laréer‘
-countries. The responseskare,‘therefore, availeble for disaggregation
by region (or are already thus disaggregated but unpublished, as, for
example, in France) and a reseltant analysis coeld then much more
'strongly suppert or not an hypethesis ot, for example, the relatlonship
-between supermarket grthh and FemekaedecationAleQel and, ln other

contexts, other marketing hypotheses.
UNESCO data, in the main unpublished, are for incomparable years.

- Convenience - Durable anership

Within the general context of thls as a factor in "female eman01pat10n"
two pOSSlble 1ndlcat0rs are directly related in trade and general )
marketing theory to speeificlaebects of marketing develepment:
convenience—dureele indicatere (1) and (2): "percentege ot“houseﬁolde

owning (1)-a refrigerator; (2) a home deep freezer".

As related to the large supermarket and the hypermarket "the growth in

ownershlp of domestlc regrigerators and freezers ... enables the
consumer to match the new pattern of larger and more distant outlets

with less frequent shopping trips" (29). This has affected the
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. frequency not only of shopplng for perlshables and frozen foods but
.the frequency of shopping for canned and non—perlshable 1tems also (52)
A substantial level of home deep-freezer ownership has been argued as

being a prerequisite of any considerable hypermarkeﬁ develophent.

National, and in many cases regional, household peneﬁration figures for
refrigerators are available from varying sources: these can generally
speaking be reconciled. This is not true ef hoﬁe deep freezer statistics,
mainly through the incomparability of international (also infra—national)
definitions (for example, AGB: "separate door + minimum 1.5 cubic feet
deep freeze space"; Other definitions - di%ferent statietics.) The

- trade placee greater relianceron its own commissioned éu;veys‘than,en
official statistics; but when all the varying penetration estimates are

" juxtaposed (and a sample only is giveh in Teble 4.6),‘it can be seen

that there is 1little reliable monitoring, and certainly not comparative
monitoring even at national level, of what ip many ﬁerketingAcontexts is
: a:highly significaﬁt and (atileaet Fer a food retailep or a grower“or"

a food-processor) bredictive durable.

Female Emancipation: Summary Emphasis and Proposed Requirement

Statistical recording of the female emancipation "reveletion" lags far
behind marketing eractice: the reverse is optimal;‘ We heve?eonsidered
basic indicators. Additional, and more refined indicetoes can and
ehould obviously be prdposed: "Percentage pay eqeality" is among the
long-term possibilities. . This is not currently calcuiable to be

comparative and representative. The first and basic requirement is,

1t is suggested for the prlmary statistic: "act1v1ty rates (optimally

defined) of married women" It is also SUQgested that all indicators
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Table 4.8 Percenfaqé 6? Households Owning §4Home Deep Freezer: Survey Comparisons 1974-1976

)

-191~

Year Source " Austria Belgium Denmark France Germany -~ Netherlands UK

1974  EEC - 25 - 45 12 . 39 25 16

1975  Birds Eye ) 27 71! 15 37 - 321 25
AGB - - - - - .- 13

1976 . EEC . 53 20 50 3 22
Euro-Panel 33 ' 25 - . 16 36 21 -
Birds Eye 48 41 74 35 41 43 32
AGB - - - - - - 20
Ministry of

Agriculture - - ‘ - : - ' - : - = 26.5

(1) Including fridge-freezer. |
AGB = Audits of Great Britain Limited. .




discussed above are possible in the short term, given a slightly

higher degree of priority.

4.10 CONCEPT: SHORTAGE OF LABOUR AND COST OF LABOUR

Hypothesis. This is that the retailer is impelled towards self-service
operation, thence to a larger scale self-service operation, by the

"push" factor of escalating labour costs.

Measurement

Conceptually, two approaches seemed possiblé: (1) é direct measure of
labour costs; (2) a measure of unemployment. u(l) is methodologically
complex and perhaps not possible comparatively, therefore not discussed
in this paper. (2) is based on an assumption of supply and demand in
labour affecting the price of labour. Though this can be disputed as
a general current hypothesis it arguably rquins valid when applied to
retail labour, with its high female, high pért-time content. It is _.
more 6blique than (1) but superficially more measurable. National
unemployment statistics however are inotoriously inéomparable unless

' based on standardised égrveys. %or Sweden, Austria, Finland, Spain
and the EEC‘ééuntfieé,‘it is possible to obféin sté£istips, if n6£vf§r

identical years, based on sample surveys not necessarily standardised,

‘
7

which are not necessarily the basis of the "official" series.\\\g“\\\%\\\hﬁ\;#‘\

Iﬁternational éomparisoné based on EEC surveys can be made with
rconfidence at national level. As regards a regional anaiysis,.all‘ A
statistics based on national surveys become less reliable the more they
are disaggregated; This is particularly so with unembloyment statistics.

The Statistiéal Office of the Euroﬁean Communities warns, in respect of
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its unemployment figures, that "regional division of the data brodurés
an exrremely small sample permitting only an overall analysis d;“
unemployment. This can only be guaranteed reliable for’whole countries
or very large regions" (53). In rhe Unitéd States, where the
proportionate allocation of over $17 billion a year in grants to
counties and cities depends directly on unemployment figures, President
Carter established a National Commission on Employﬁent and Unehployment
Statistics to discover the éxtent of the reliability of thése figures
at the crucial regional and local level. Sar Levitan, the labour

- economist appointed to head this commission, expressed the preliminary
opinion that the national random survey methbd is Fiqe fqr measuring
the scgle of unemployment nétionally, but cohes "close to being
straight random numbers" at the lrcal levgi owing to the smallness of
the sample at this level~k54). The large regional groupings (noted

in column &4 Table 4.1) that we have preferred to analyse, apart from '
Eeing, it is hoped,-roré socio-economically homogeneous, are more
meéningfu}‘in this respect also than those customarily émployed‘but, -
except in the case of the UK; considerably smaller "basic adminis-
trative units" whicH are tﬁe basis of regional statistics, including

‘regional unemployment stétistics, as produced by governments.

Single year cohparisons are not meaningful. ThereFore, if £Be year of j
study is 1978, the following indicator can be attempted: Labour .indicator -
(1): "Average annual unemploymént rates e.g., 1974-1978" (or longer

tihe—span).v
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Emphasis. Constance Sorrentino of OECD wrote in 1976: "in Qiew of:the
different needs of the countries and the differences:in their faéilitieé
-for producing statistics, it has never been seriously proposed that all
countriés should adopt the same system of measuring'unempioyment" (55).
Nevertheless, Sorrentino's paper itself goes a long way towards

clearing the ground for exactly that proposal aé regards Western Europe.

The requirement is obviously not specific to marketing.

" In a regional analysis of this critical variable large regional

groupings are a pre-requisite.

4.11 CONCEPT: INDUSTRIALISATION

The "Prosperity" modei.alone is insufficient toiexplain the‘ecopomy of
a éountry, as affecting distribution. Such factors of the économy as
railway provisioﬁ, electrification, manufécturing capacity, road
transport prbvision and computerisation aré insufficiently subsuhea;in
tﬁe concept "pfosberity".;4Additional indicaﬁéré werémthought to be

© required that could represeﬁt.fhe "level of industriélisétion".

To most obéervers of comﬁarative marketing it is‘held as axiomatié

" that the level of industrialisation of a country has an effect on the }

i
!

dévelopment of its marketing institutions; and this Qill not be argued;
here. ‘Itiis prbposed ﬁhat a rural and non—industriélised economy is
the less likely té foster a developed sys?em of distribution as thét is
understood in Chapter 3. As regards our spgcifié indicators of
retailing advance, indicators of the progressive developments 6f

self-service, the debt owed to many asbects of the basic industrial-
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isation of the economy has been suggested: directly relevant is obviously
the packaging industry, and the related paper and board, tinplate;‘
plastics, glass, cellulose film and aluminium‘industries; increasingly

important are the computer hardware and computer software industries.

The concept is broad and measurement is~correépondingly difficult.

(1) Measurement by ehergy and steel consumption. A "proxy" measure

calculable at national (and with some difficulty at regional) level is
industrialisation indicator (1): "Energy consumption (kilograms of coal

equivalent - or other) per capita". This, howevgr, is quite obviously

- affected by level of car-ownership and by the amoﬁnt.of space heating
that climatic conditions demand, aﬁd is accordingly a fallible indicator
of "industrialisation". It is possible to construct a more precise
indicator, industrialisation indicator (2): "industrial energy consump-
tion (kilograms of coal equivalent - or other) per capita". At least
for EEC countries fhis indicator is possible down to regional ievgl.

-It has been argued, however, that certain countries, such as Denmark
and Sweden, impbrt large améunts of crude and‘semi—finished steel énd
are, therefore, in_actuality importing large amounts of energy which
;ré not inélﬁdéd-intﬁésedata ;njénergy cbnsumption.‘:Atsecoﬁdary.
indicator of "industrialisation" can thereforé logically Bé considered:/
industriaiisation indicator (3), "Apparent steel consumption (kilogramss
ber capita". The data for this indicator are readily available at

national level, but cannot currently be disaggregated by sub-national

region.
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The "energy" and Jsteel" indicators are argued as being complementary,
and we have found that, if both sets of data are indexed and thea
cbmbined in a joint index,.the resultant indicatorvso produced, i.e.,
an energy/steel index (which is our industrialisation indicator,(a),
appears more indicative of our concept of "industrialisation" than

either dimension considered separately.

A statistic more accessible at regional iével is: industrialisatidn
indicator (5), "Industrial electricity consumption (kilowatts per hour)

per capita". This can be argﬁed as being valid.

(2) Measurement. by relevant employment. 'Measuremeht of degreé of
"industrialisation" in terms of perceﬁtagé émployment in‘indusﬁfQ.i;“
obviously also possible, and both nationallly and regionally industrial-"
isation indicator (6): "Percentage of labour Force'e;bloyed in industry"
‘can be compiled without great difficulty.. On the argument th§£ ih

later stageéyofiindusfriaiisafionythe émphaéis ;hifts'tb services -

- employment, industrialisation indicator (7): "Percentage of labour force

" employed in Services" should logically also be compiled.\

(3) Meaéuremeﬁt by prodgétivity; A thirdAabpfoéch gé.to éssuhéifﬁaé,
logiqally greater "industrialisation" résults in higher productivity.
At national and regional level the following indicator can be ,,"~ , f
constfucted:v industrialiéation indicator (8), "Groés_value addgd per
occupied pers;n".\ In the parficular context of ouf research, this
indicator emerges as méﬁe predictive than "Grass value.added per capita”

or similar "prosberityﬁ model indicators.
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Any attempt to expand the concept of 1ndustrlallsat10n and 1ndustr1al
sophistication to include also the concept of "marketing sophlstlcatlon
is fraught with problems of conceptual valldltyland deflnltlon, and thg_
problems of comparative measurement are probably insurﬁountable. The
difficulties of making international comparisons of advertising
expenditures, for example, are notorious (56).’ Wé’havg experimented
with an indicator "Advertising expenditure (dollars) per capita 1970"
(i.e., an indicator dated before the period of generél floating éxchange
"rates) but have not found it satisfactory. 1F0r one reason, an adjacent

year would have produced a different ranking.

Emphasis. Precise specification of the concépt ﬁindustrialisationﬂ-énd
how it should be measured is difficult. In this accbrdingly problematié
area representation oF‘thié factor will, it is suggested, need multipie
indicators, whatever the hypothesis and whatever the dependent marketing

~variable.

At the crﬁcial regibnal level, the ' employment"Aand "product1§1ty"
indicators noted.above can be compiled for most European countrles.
The "energy" indicators are constructable for many countries for .
selected years but with some difficulty in calculation aéiregardsqthe

. - . . N
conversion to a common base of the different units of energy.

At national level all the-above ihaicators can be constructed using

available data.
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4.12 CONCEPT: RETAIL INTEGRATION

ngothésis. The hypothesis is thét the growth of‘systematised retaiiing
is related to the growth of the large retail organisation; but without

specification of the direction of cause and effect.

Meésurement

We adopted the following indicators: retaii indicators (l) and (2):
"integrated retail trade as a percentage (1) of total retail trade;
(2) éf total retail food trade" (one has,however, the not negligible

problem of the cbmparability of the term "food trade")

In addition we used in our analysis retail integration indicators (3)
and (4): "Non-associated independent retailers' share‘(3) of total

retail trade; (4) of total retail food trade".

- These last indicators (withlthe relationshipﬂwith retail development

hypothesised- as negative) are the'more sensitiQe and preferable, téking

g into account as they do the strength in certain European countries of

- the voluntary chains and retailer buying groups; We constructed these

indicators at national level only.

~

Proposed requirement. The need is for yearly, comparable, national and

regional statistics.
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4,13 THE HYPOTHESIS OF A NATURAL TRADING PROGRESSION FROM SUPERMARKET
~ IO _HYPERMARKET

This final hypothesis has relévance to the hypermarketing variables only.
It is proposed that the level of hypermarket development is directly
related to existing and prior levels of supermarket and self-service

development.

. It is arqued fhat there is a natural tendancy for self—service operations
to expand to supermarket size énd fbr supermarket opérations to expana to
hypermarket size, if the concentration is on low prlce. With gross
margins progre331rely cut, progressively more customers are needed to
maintain gross proflt = a larger catchment area is needed =‘the need for
a lérge store in an off centre location where émple‘car parking is
poséibie, to catér for rdstomers travelling over distance and where laad

costs are lower. The logic leads also to the sale of foods and non food

merchandise, in order: C LT

—

1. to provide maximum incentive for the customer tovfrévél over distance; '
. 2. to capitaliée on the high customer flow once this has been.éreated;
3. to benefit from the higher gross profit margins on. non:food, especially

on non-comparison semi-durables.

The ultimate of this progression is a free standing superstore, the

"hypermarket".

When thus predicting hypermarket provision by this measure, the super-

market variablesrbecome the independent variables.
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4.14 GENERAL CONCLUSION: FUTURE RESEARCH REQUIREMENT

Available. indicators sefving marketing are inadequate. There is an
urgent need for the recognition of a Marketing Indicators Working Party.
Optimally, such a working party would sub-divide into working parties

per marketing sector - and optimally each sub-committee would:

1) consider what marketing variables are currently most indicative of
marketing development in that sector; propose optimal indicators of
those marketing aspects; propose "proxy" indicators if optimal

indicators are currently not constructable;‘

2) consider environmental, etc., factors hypothesised as affectihg
these specific marketing aspects; propose "ideal" indicators that,
if available, would quantify these factors; publish these if they

were able to be compiled;

e
—

3) ,coliéte;'or‘encourage the éollétion of, éxisfiné'gut scéfteredAAatat’
fo'éonétruct new indicators ﬁot previously combiléd But now réqgired;
publish; press for national and sub-national data t& be thus
Strucfuréd and published by sfatisticél of%iées in“the Fﬁture;-
additionally folthe strucfuriﬁg of the basic data by statiétical

" offices in other formats;

4) work in the long term to create specific marketing indicators,
national and sub-national (sub-national, by agreed optimally

homogeneous region) that are internationally'coﬁparative.
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Then the interaction of marketing and the marketing environment could be

studied with more relevance.

Details of the formation of a marketing indicators working party

orientated towards the production of statistics relevant to retail

distribution are given in Appendix 3.
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CHAPTER 5

DATA COLLECTION AND INDICATOR CONSTRUCTION

The major task in this pcoject has been that of data collection and the
consequent construction of, in many cases; pceviously unattempted |
comparative indicators. This is particularly so at sub-national
cegional level, both in respect of the dependent (distribution)
variables and the indpendent (Socioeconomic etc.) variables. The
difficulties have been considerable. As regards the distribution
indicators, however, I believe we now possess the’best data existant of
supermarket and hypermarket provision calculated on a sub-national
regional-basis and comparative across Europe: (1 believe we possess thev
only such data collection.) These statistics are calculated as at lst-
January, 1973. They lay, however, the foundation for a comparative
yearly serles. Similarly as regards the socioeconomic and demographic
’1ndlcators constructed at reglonal level: these have 1ntr1n81c value and '

~‘:have not before been comparatlvely produced at this’ level

The Distribution Indicators

-‘bistcibutionlindicators were constructed by the following>means:

At national level by using the national totals for 1 January, 1974

respectlvely compiled by the Internatlonal A53001at10n OF Department

. Stores (IADS), Paris (unpubllshed) and by the Internatlonal Self-Service
Association (ISSO), Cologne, and by reconciling these respectlve totals
and amending such totals as necessary in thezlight’of our regional
analysis. Distribution indicators thus constructed are listed in

Appendix 1.
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At regional level supermarket and hypermarket indicators were construeted”

in respect of each country by the Follow1ng means and using the follow1ng
"supermarket " definitions. (The note on Germany refers also to the
national analysis.) The ‘total range of distribution indicators attemeted
is given in the summary of -regional indicators in Appendix 2. for~clarity

the information below is presented in note form.

AUSTRIA

Basic supermerket data was obteined through the officee of Dr.Efich ketzler,
Osterreichisches Institut Fur Verpackungswesen-(U.I;V.), Vienna;

Hypermarket data from A.C. Nielsen Company Ges. M.B.H. (Vienna) and

8.1.V. (Vienna).

Supermarket definition: Self-service. 400m2 minimum/(no maximum) size. -

Proportion of turnover of groceries (including perishebles) more than 70%.

indieatofs.constructed' Inhabitants per supefherket'ofhsize (l)'AOU - 2500m2 - .

(2) 1000 —‘2§DDm2. Inhabltants per self—serv1ce unit of size (l) 400m2

~and over (2) lOOOm2 and over. Inhabltants per hypermarket
e BELGIUM ‘ , )
~ All data obtalned through the Comlte Belge De La Dlstrlbutlop (Brussels)

and lere Service Actualities (Parls)

~ Supermarket definition:

Self-service. 400m2 minimum. Full food range including '"fresh meat".
Alternative calculations have also been made without the "fresh meat"

requirement.
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Indicators constructed. All indicators + alternatives for all 24

supermarket indicators minus the "fresh meat" criterion.  The latter
series is not used in the main analysis, since the first mentioned

series is the more internationally comparable.

DENMARK

Raw matérial for supermarket and hypermarket data were obtained fromr

Per Press (Copenhagen) and Dansk Butikregister 1/S (Vedbaek).

Sgpérmarket definition. Self-service with full range of provisions
including fresh meat. From this category we have dedﬁcted those units

of under 400m2 selling space.

 Indicators constructed: All indicators.

FRANCE ‘
" All data obtained from the Institut Francais Du Libre Service (IFLS),

" Paris.

Supermarket definition: Self—service,lselling fullAfangq of food
including butchery. " Minimum sales érea 400m2;

;

' ’ ' : ‘ i
Indicators constructed: All Indicators except the series that excludes

B supermarkets in variety and department stores (Indicators‘l-lZ).

GERMANY _
Supermarket ‘data were obtained through the Institut Fur Selbstbedienung

(I.5.B.), Cologne. The national data for superﬁarkets in variety and
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department stores were amended in the light of confllctlng data from‘

I A.D.S. (Paris) after correspondence with both bodies and adJustment

by both partles of thelr orlglnal Flgures, the resultant 1973 natlonal
figure was then apportloned reglonally by Lander accordlng to 1977
percentage possession (ISB percentages). Hypermarket data were obtalned
from Informationsientrum Nieue’HandelsFormen (I.N.H.) Bad Worlshofen,
but by Nlelsen reglon only. These agglomeratlons of Lander were

considered to subsume populatlons too large to be 1ncluded in the analy31s.

Supermarket definition: Self-service. 400m2 minimum sales area.

Predominantly a food store.

Indlcators constructed Inhabltants per supermarket LLOOm2 and over

- (both inclusive and exclus1ve oF supermarkets in varlety and department

stores).

IhELAND “,:;lfQ‘gif,jA‘f R :.ﬁ- 11":iil'g£:ﬁ.fAf f,xlvﬁ

- Supermarket and hypermarket data.t Two sp801al TUNS of l97l Census of '
Dlstrlbutlon data were made by the Central Statlstlcs Ufflce Dublln to SR
produce supermarket data dlssected by selllng area classes (square foot

and metrlc bases) per county. ‘In the process of updatlng these Flgures

ter

to 1973 these were found to be unexplalned dlscrepanc1es w1th 1nformat10n A
supplled dlrect by reta1l companles. Flnal statlstlcs were comp1led

based entlrely on the dlrect responses of retall \“'J.rms.”1._3:*"\w

Ex -

Supermarket definition: Self-service. 4000 sq. ft. mlnlmum selllng area.
‘ 2

It was con31dered 1t ‘would not lmprove comparablllty to employ a 400m

(=4306 sq.ft.) mln;mum crlterlon, since statements ofvslze made by‘retall"‘
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companies are approximate. No "assortment" specification was included
in the criterion, but, since limited-range discounters are uncommon in
Ireland (as also in U.K.), the resultant statistics are considered

' approximately comparative with those of other nations. -

Indicators constructed: All indicators.

ITALY ' . - g
All data obtained through the Instituto Nazionale Della Distribuzione
(I.N.D.I.S.), Rome, and Ministero Dell'lndustria Del Commercio E Dell

Artigianato, Rome.

Supermarket definition: As France.

Indicators conétructed; All indicators.

NE THERLANDS A

Data obtained by commissioned computer run made-By Eug. J.M..Irautwein,

’ Arnheim.>

2

Supermarket definition: Self-service. - Full food range. The QUﬁmZ'; 2500m

criterion was applied specifically for this analysis. i; o

s,

2 2

Indicators constructed: Inhabitants per (1) supermarket 400m~ - 2500m

. (2) Self-service unit 400m2 and over. (Both inclusive of supermarkets

in variety and department stores.) Inhabitants per hypermérket.
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NORWAY

Data obtained through Norges Markedsdata As, Oslo.

Supermarket definition: Self-service. 400m2 minimum (this-analysis-

only). Turnover in excess of 3 million crowns.

Indicators constructed: As Netherlands.

SWEDEN

Supermarket data obtained via Supermarket, I.C.A. - Forléget AB, Vasteras
énd_égtiksregister A/B, Eriksbergagatan. 1973 listings so obtained were’
based on a minimum turnover criterion (4 million Swedish crowns) not a
floor-space critefion, which was only introduced in 1975. We have
inciudéd in‘our iﬁdicafor, fhefefﬁre; those stores'inciuded in the 1973
listings which also appear as satisfying the 400m2 criterion in the

1975 listing. -The assumption of this is that no stores of 400m2 and

e

‘over wefe—clgééd-betWeen 1973 and 1975. ThewsupermérketAindicéfors aé@ ’
’,uﬁderstétedvto the extent that this is not cgfrect.'QHypermérket~data

were obtained ffom A.C. Nielsen Company AB, Skarholmen. \

Supermarket‘definition: Self-service. Complete,gfocery assortment.

N

400m? minimum sales area (this analysis only). LTS

indicators constructed: As Netherlands + hypermérket éelling area per

1000 inhabitants.
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SWITZERLAND
. The establishment of supermarket numbers based on a 400m2 minimum
criterion by canton in Switzerland has not proved possible»initne time
available - despite assistance'received from the Forschungsinstitut Fur
Absatz Und Handel, A.C. Nielsen SA, Advico AG, Litton Business Systems
and retail firms and cooperatives in Switzeriand. The basis has been
laid,-hOWever, for a future analysis. Hypermarket data by canton were
obtained via Advico Advertising Agency, Zurich, supplemented by inform-
ation from the Federation of Migros Cooperatives, Zurich, in respect of

their particular stores.

Indicators Constructed: Inhabitants per hypermarket. Hypermarket selling.

area per 1000 inhabitants.

- GREAT BRITAIN

Supermarket indicators were constructed by means of a commissioned Tun
'~0f the 1971 Census of Distribution data to produce numbers by Standard |
:Reglons of self—serv1ce grocery stores of 4000 sq. ft Oor more selllng
space - also the sales areas, by region, of such stores. These listings
'were updated to 1anuary.l973 by the addition of new openings up to 1973
- as complled by A.C. Nlelsen Company, Oxford and also as notlfled by

- retail multiple flrms. The indicators are accurate to the extent that
closures of’units over 4000 sq. ft. during 1972 are matched by any
unrecorded openings. Our list is considered to be usablyAcorrect.

. Hypermarket data were obtained from The Unit for Retail Planning and

* Information (URPI), Reading, and the C.W.S., Manchester.
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Supermarket definition: As Ireland.

Indicators constructed: Inhabitants per (1) supermarket 4000 - 25,000 sq.ft.

(2) self-service unit 4000 sq.ft. and over.

M2 seliing area per 1000 inhabitants (categories as above). The above
calculations are exclusive of supermarkets in.variety and depaftment stores.
Since, however, the increase in supermarket numbers by addiﬁg those in
variety and department"étores in only 2 per'cént’nationally, the same

figures also serve as usable "inclusive" indicators.
* Inhabitants per hypermarket. Hypermarket sales area per 1000 inhabitants.

NORTHERN IRELAND

Supermarket and hypermarket indicators were compiled by direct contact

with individual retail firms.

Supermarket definition: As Ireland and G.B. ‘

Indicators constructed: As G.B.; but indicators including supermarkets

in variety and department stores are specifically and separétely calculated.

~

The Socioeconomic/Demographic Indicators

At ﬁational level these have been compiled from the publicétions of, and

direct response from, recognised authorities in each dimension (UN, -
OECD, the Statistical Office of the European Communities, Internatioﬁal

Road Federation etc.).
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At regional level, although comparative material has been produced by

the Statistical Office of the European Communities (SDEC) in respect of
the sub-national regions of the major EEC coﬁntries, this had had td be
supplemented by search within the nation; and very extensive correspdnd-
ence with the various statistical departments of the non-EEC countries
énd of the less—resea;ched EEC countries has been necessary in order to
produce the requisife new data in the previously noféd socioceconomic/
demographic dimensions and to make these comparative. Tﬁe result is a

prototype series of marketing indicators at the explorative regional'leyel.'

National indicators thus constructed are given in thé indicator list of
Appendix 1. ' Additionally to theindicators on this list, two further
’ national indicators have been calculated but not correlated: these are

_the Car/Road Indicators 2 and 3 as discussed in Chapter 4.
Regional indicators constructed for this project (all constructed at

‘both minor region and major region level) are given in the indicator list

~ of Appendix 2. -
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CHAPTER 6

DATA ANALYSIS: CORRELATION AND REGRESSION

6.1 At national level fhe analysis is based on data for fourteen
countries - Aﬁstrié; Belgium; Denmark, Finland, France, Germany, Ireland,
Italy, Netherlands, Norway; Spain, Sweden, Switzerland and United
Kingdom. At regional level, the analyéis is based\on the major

-regions of these countries with Finland and Spain excluded.

In the regional analysis, comparative indiéatqrs wepe'first cdnsfructed
for the sub-national minor regions of these twelve countries (= 187
obéervations per completed variable). The data for these minor o
regions were then aggregated to correspond to the hypothesised
z#?“hoﬁogeneoﬁsf major #egions, This resulfedrin.éBVQbsefvations pérkiw

' »éompleted variable. In many cases, howevef,.there_aré:gaps iﬁ(the

data. _In the case of some variables there are considerable gaps.

~ The steps in the analysis of the data were:

1) Rank-ordering of all variables according to the fankiqg of each

| dependent variable. This Qaé useful‘ia the intérpretagion of ‘
subsequéﬁt analysis. | h

2) Correlation of all variables.

3) Régression of key variables in the reqional analysis.

4) AID analysis of main regional variables.
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Prior to examining the resulte of these analyses, there is one main
) objection to any such analytical approach.using socio—eoonomic etc.d
data as independent variables that needs to be evaluated. The.
objection applies to the hypermarket analysis only. :-It is that
hypermarket development is controlled by Government'regulation and

therefore cannot be related to socio-economic factors.

6.2 THE HYPERMARKET : THE FACTOR OF PLANNING APPROVAL

Much has been said and written to the effect that the main determinant
of hypermarket development in Eurooe is the ease or'othetwise'of |
obtaining planning approval. .In -the course~of this study a great

deal of material has beep collected on the different planning |
'regulations affecting hypermarket development in respective European
countries. It is possible to quantlfy very roughly the overall

:1mpact of these regulatlons, as was done for this study by Dr Jeffel‘ys*1
and two*otherelnternatlonal authorities who w1sh‘to be’ anonymous.
jefferya quantification of this- factor is shown in_fabie 6.1. The

* anonymous responses are remarkably similar.

No attempt however, was, on reflection, made to welght the model in
any way accordlng to these or other quantifications. It is argued
that the loglc of so doing is circular. Norton and Stahel of

Larry Smith Consulting have listed 81m11ar1t1es in condltlons in

- Europe and the U.S.A. that affect out of town development and asked‘

why out of town development has been so slow in Western Europe, and

* Difector General of the International Association of Department
~Stores (IADS) Paris, and Chairman of the Distributive Trades
- Economic Development Committee Common Market Working Party.
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Table 6.1 Effect of Government (National or Local) .

Infiuence on the Ease of Opening Hypermarkets

Grading : O = Complete Banning of all such outlets

to
10 = No control mhatsoever
Country Before 1973 B After 1973
Austria - 5 g
Belgium ] : 9 \.‘, : )n i‘l
Denmark | .6 5
Finlamd | 6 3
France ;_ ‘ -9 _ 4w~3’ T i3 |
Germany - o _— \ ' -5
Ireland 8 »4 T4
Italy ‘ 3 o
Netherlands T 5 4
:NoeyeyA ) “, _ - ) ‘4 4'. -
tSpain L | :_" 8 "A‘_--‘:.;;\gB
-Sweden I - e -6I 1'.'”: - T"-i."l; ‘ i
. Switzeriend | . D 5 . "‘> ‘,‘f":' 3
United Kingdom =~ | 3 e 5

Estimate by J B Jefferys, International Association of Department
_Stores, Paris. ’ :

they say that probably the most 1mportant retardlng element has been
"The strict control exercised by Government Authorltles at all levels '

of the development process” (1). Many other commentators, for ‘example

~Tanburn (2),go further and treat the factor of planning control as, in
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effeet, an unquantified independent variable. But this lS only arguablev ,

on a basis that Governmental and Local Authority planning deClSlonS
are arbitrary and irrational acts! Assuming this is not the case,
then socio-economic and demographic factors affect the planning

decision and the planning decision affects the distribution decision.

SOCIOECONOMIC PUBLIC ~ FORM
DEMOGRAPHIC, |_~ | PLANNING ERY . of

etc. FACTORS DECISION DISTRIBUTION
INDEPENDENT "~ INTERVENING -. DEPENDENT

VARIABLES VARIABLE .. - ~.” VARIABLE

If the planning adthority is completely disinterested and supremely
efficient and omniscient, then it can be argued that the essence of
‘its action is simply the interpretation of the retailing forms * -

~ that conflicting socio- economic, demographic etc. factors on balance
-demand. In this case, if one could quantify all the original
indepenrdent variables, one could study their ‘action on the dependent |
variable and ignore the intermediate "prismatic" effect of the public

 planning decision.

Howeyer, planning authorities are not completely disinterested (vide Le f
Loi Royer);vnor obviously are‘they supremely efficient.and.omniscient;
Their etfect is to distort or delay or possibly accelerate the natural
action that various independent ‘socio- economic variables have on the

*'dependent variable (distribution), if conditions were those of absolute
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lack of "friction" or "interference" in the system. - - _ .

Conflicting socio-economic forces create a need for central planning.
The central planning body thus created attempts to 1nterpret thesej'-
same socioc-economic factors. It remains an instrument of the public

concern that created it - at least in the long run and if only out of

political expediency.

This part of the study assumes a premise that: voters vote, and
consumers vote Qith their feet, and in the long run they get what
they want - in other words, that the primary Socio—economic variables
are relatable directly to the dependent variables. This is a.
simplification but a useful one.

!

6.3 ANALYSIS BY CORRELATION

The results of the correlation analysis of national data are given in

‘Appehdix I;‘thOSe of the regional data in Appendix 2.>

The correlation coefficients shown there cannot in many cases be» )
Acoﬁpared directly; since the number of paired observations(vary
'accordlng to the variables correlated. (The.number of case;-per
varlable varies, and the data- gaps in one 1nd1cator may -or may not
correspond with the data—gaps in the correlated partner) For thla

reason significancelevels are given against each correlation

coefficient.
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At the national level, non-linear correlations were obtained. The
- cases where these transformations improve the statistical fit are

noted in the commentary.

' The)self-service analysis, the hypermarket analysis and the supermarket
analysis are dealt with separately. The conclusions are further discussed

in chapters 8 and 9.

6.3.1 The Analysis of Self-Service Provision

KA eubsidiary part of‘the research was to examine influenoes on self-
_service developnent as\such.'lThls was studied at’national level onlv.
" The year for analysls waS‘l962; chosen for the reaeons outlined in l
sectlon 4,.5.1, that after this date this indicator becones insensitive.
Operative influences are suggested in the correlation matrix of Appendix
R Detalled reference to thlS matrix is not made in thlS context i
T’Obv1ously only those env1ronmental varlables dated c1rca 1960 should be
lltaken_lnto account. The hlghest correlatlon of the relevant 1ndlcator
"~ . (1S562) is‘with NATOT62 ("percentage of total retail trade held by‘
:non a88001ated retallers 1962")\ The relatlonshlp is p081t1ve' The r
value is 0 69122, 31gn1flcant at the .01 level: The more that
retalllng is organlsed whether through legal or through voluntary . j'

338001at10n, the more is thlS conducive to the development of self—

service. L B B Conae e

Significant relationships are also found to exist with, in partioular
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indicator GNPPC61 ("GNP)per capita 1961") and the related ihdicator~
DI&0 ("Disposable income per capita 1960") and alsd the'indicators
ENERGY 61 ("Energy consumptlon per capita 1961") and F WE61 ("Female
wage and salary earners as a percentage of all wage and salary

earners 1961").

It can be argued, therefore, that self-service as such develops most
1rapidly in industrialised ceuntries with a hidh 1e§el of.individual
prosperity where the incidence of female employnent is high - provided
that in these countries there exists a significant level of legal_\

or voluntary integration of the retail system.

6.3.2 The Hypermarket Analysis

(1) Alternative bases for hypermarket measurement

L»It ean.be seen in the eorrelatlon matrices dF.Append;ces 1 and 2 that.-
the alternatlve methods of measurlng hypermarket development the flrst
based on numbers of hypermarkets regardless of size and the second ’
- based on total hypermarket selling space, are'statistically very
different At the national level, the correlatlon (1n Appendlx l)
between "Inhabltants per hypermarket 1974" (IHY74) and "Hypermarkets
selling space per 1000 inhabitants 1974" (SHY74) is only barely A
significant-(r = 0.47922). At the level of the majdr'shb—national‘

. region. The parailel correlation‘(in Appendix 2) between iHY and.SHY :
is 31gn1flcant at the .001 31gn1f1cance level but accounts for only

" 30 per cent of the variance in respective data (r = 0.55598) It matters
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therefore, whether we are concerned in "predicting" relative numbers

-of hypermarkets or whether we take account also of their relative

average size. Progressively as the spread of hypermarketing advances

the size measurement will be the more significant.

. (2). The Concentration of Population Model

(a) Measurement by population density

The varlously attempted measurements of popdlatlon density are not »
eignificantly correlated with the indicators of hypermarket development,
either at national or regional level. As argued ia sectionid.g‘however,
meaaurehent of this factor is unsatisfactory to date and needs speeific
research. In addition what is being described here is the global |
relationship only. The relevant findings of the AID analy31s that is

more- sen81t1ve in thlS respect are given in Chapter 7

(b) Measurement by degree of urbanisation.

The.proxy indicators to measure the reality of the urban/rural split,
_the 1nd1cators of "Percentage oF labour Force employed in agrlculture,

‘\

forestry and flshlng" (AGRIC 68 AGRIC 270 and AGRICA %73) are in general f

— .
e T

significantly negatlvely related in the reglonal analysis with hyper—
market incidence. The 1968 measurement is the best predlctor The -
' respective correlation coefficients are as follows, the level of

significance being indicated in brackets:
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AGRIC
AGRIC

AGRIC

It can be seen

contemporary date is applied.

[\ 14

[\ 14

0

[ J4

68

70

73

(n
(n
(n

45)

Y

‘SHY

Inhabitants per Hypermarket selling '
. “hypermarket - area per 1000 inhabitants

68)

52)

f:L:1973f3.
" 0.63(.001)

0.47(.001)

0.27(.001)

1973 - |
i-0.56 (.001) o o
c.=0.22 (- )

o014 (- )

that the r values progre381vely diminish as a more

In the case of the more sen81t1ve

hypermarket indicator, that based on sales area (SHY), they cease in -

the more concurrent years to be significant.

‘Hypermarket establishment

‘ dec181ons are made several years in advance of opening. Environmental

variables dated some years prior to the hypermarket variables w1ll tend

to be the better predictors.

respect of other environmental variables.

This phenomenon is to be noted_also in

The proposed preferable indicator "Percentage of wage earners and

: salaried employees employed in agriculture etc" (WAGRIC 70 and WAGRIC 73) -

' which av01ds the "unpaid Family workers" problem but Wthh was able to

be constructed at natlonal level only, is very highly correlated 1ndeed

° with the hypermarket varlables, accounting for 88 per cent of the variance

in IHY 74; but one emphasises that this is based on only fourteen

observations.

At the more sensitive regional level, houever, the

\

indicator. "Percentage of heads of households employed in agriculture etc

.'

"(AGRICHUH) also eliminates the unpaid family worker.' This also is highly

. correlated with the hypermarket varlables_w1th‘r values of 0.69 and 0.60

A'significant at the .001 and .01 significancellevels respectively. These

therefore are the predictive variables to be developed for future 7

. analysis.
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The alternative measureﬁent of this factor by "éercentagé of gfossh‘
. domestic product derived from agriculture etc" is not sdlpredictive.;:

In those instances where this indicator, “in both thé na£ional and
regional anélyses, is related signifiéantly to hypermarket devélobment,“

the r values and levels of significance are considerably lower.

Surprisingly there is in general no significant relationship Qi£h large
local concentrations of population, whether measured in towns or ».
agglomerations - and there is no high relationship with degree of urban
habitation even taking the smallest urban‘unif«és base. THe exéeption
is in thé correlation of ﬁPercenEage of inhabifants living iﬁ Qrban
aggiomerations of at least 100,000_inhabitants"'with "ihhabitants per
hypefmdrket"'in the fegiénal analysis. The r value is low aﬁd is
significant only at fhe 0.1 leVei.' But the'iﬁdication‘here is thét.‘
the higher the urban concentration at the 100,000 inhabitant level the
- 1§§§”this is conducive to hypermarket growth.frThe AID analysis in S

" Chapter 7 investigatésjthis.more sensitively.

3: (3) Theicar;owneréhip and road congestion model

‘(a) Car ownership: It is generally taken as axiomatic.and is part of

. the "hypermarket" criterion that the hypermarket‘catefslfor’a tar—'3g“2;-
_ owning_public.\ And at nationai level the car-ownership and,hypermarket
'i‘indicators are in each case significantly corfelated -_npt, however,',“~ 

‘at very high levels of correlation or significance.

) Atnfegional level, the phenomenon that we have already noted in‘the case
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of agricultural employment for a prior indicator te be the best -
_predictor is'evideht here also. Thus (figuree in brackets denote

slgnificance,levels):
THY : SHY.

Inhabitants per Hypermarket selllng
hypermarket area per 1000 inhabitants

11973 1973
CARS 66  (n = 63) 0.52(.001) © 0.32(.05)
CARS 70 (n= 68)  0.31(.02) | 0.32(.02)
CARS 73 (n = 68) 0.17( - ) ©0.22( - )

The concurrent indicators are; in fact, not even significantly related.
(Taking,‘however, the 1966 indicator as the predictive vafiable, car- ‘
ownership is still not shown as the dominant influenee on hypermarket
development that it is popularly supposed to be: indicators of other

"environmental factors have higher coefficients.

(b) Road congestion Both natlonally and reglonally the generally

,used 1ndlcator of road congestlon, the number of "motor vehlcles per'~
Vkllometre of road "is not 51gn1flcantly related to. hypermarket develop—
“ment - nor is the measurement "kllometres of road per 1000 1nhab1tants

- in the regional analysis.

The variable that is significantly related is "kilomettea oF road per
square kilometre of total terrltory" in the reglonal analy81s This
has been measured for all roads (ROSQKMPL) and for maJor roads only
- (RDSQKMMI) . The relatlonshlps are as follows (flgures in brackets

denote significance levels):
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IHY SHY

Inhabitants per_l Hypermarket selling

hypermarket area per 1000 inhabitants
1973 . 1973
RDSQKMMI (n = 61) . —U 31¢(. 02) o 0.47(.001)
RDSQKMPL (n = 66) -0.47(.001) ©0.14( - )

Where the size of the store is not taken into eceount the degree of
provision of roeds as such is significantly relafed to hypermarket
development.’ Taking into account, However, relative hypermarket size
(as in SHY) then the provision of major roads; as distinct from
minor roads, is the important factor; Thls was our\hypolhesis.

The "all roads" indicator is not significantly releted to SHY.

dThe viability of the large4ﬁypermarket dependsaon'the prdvision of
major roads - not so, necessarily, the Smaller hypermaiket, the

"superstore.

(4) The prosperity model

PR
In the national analy31s all the "prosperlty" 1ndlcators unadgusted
for purch881ng power are 81gn1f1cantly related to the hypermarket o

. variables - that is to say, to IHY 74, SHY. 71 and SHY 74,

‘.At reglonal level the relatlonshlps of the hypermarket varlables with

the "prosperlty" variables GVAHAB ("Gross Value added dollar equ1valents,
per inhabitant 1970") CONSEXP ("Prlvate consumptlon expendlture,- 7
(“dollaf equivalents, per capita 1970ﬁ) and bISPINC ("Grqss disposable
~income of households, dollar equivalents, pervcaplta 1970") are

shown below (figures in braekets denote significanee levels). The

indicator PCFOOD ("Percentage of private,conSumption‘spent on food,
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"income.

dpink and tobacco 1973") is included also as—a "prosperity"

indicatbr, on an asshhption thaf”the\higher thé iﬁdividdal'sx,

income the smaller>will be the proportion of incoaenépent on food, this
in extension of Engel's economic laQ.-Ait has a’ﬁofe particular |
relevance, however, in the éontext of thié thesis, iﬁ that the smaller
the proportion of income spent on food the less, if was argﬁéd, will
the purchasing of food bé‘an important "ceremony" to the busy house-
wife; and tﬁe more she will accept ihperébnél methods of food o
distribution. It was argued therefore as iﬁdicéting something m6£e

precisely applicable.than simply differences in levels of disposable

MY sHY

" Inhabitants per Hyéermarket selliﬁg
hypermarket area per 100 inhabitants
o ‘ 1973 . .. . 1973 ,
PCFOOD  (n=21) -.55(0.1) - .98(.001)
GVAHAB  (n = €8) . -=.36(.0D) _:y .37(.01 )

‘NT‘EONSEXP‘ (n=4e) ’j'\: ~.50(.001) - . ".59(.001) :
CDISING (n=é8) . —.29(.05) . ezo1) -
CGVACPPP. (n = 52) fﬂifﬁ L -.49(.001) ?~;éé(6;i y

.CQNStPPP: (n = 46) . _-':' -;50(;001) ';W:AZ(.Ol})
DINCCPPP (n = 52) CL.290.05)) 1.36(.02 )

~
{
¢
!

IanlPs —————

The highest related indicator is PCFOOD. In its relation with SHY it~

has, in fact, a correlation coefficient of 0.98. But the direction of.

“influence is positive, and not negative as was hypothesised. It is
- emphasised that this astonishingly high ‘and unexpected relationship is

‘based on only 21 observations: Nevertheless it is significant at the
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.001 level. One can suggest that the "drink and tobacco" element has
‘weighted the findings. This is an indicator to be properly developed

for further investigation.

of the less tentative indicators, the indicator of private consumption
expenditure (CONSEXP) is the best predictor, but again this is based
-on a lesser’number of observations, in this case 46 Where we have the
full range of observations, dlsposable income (DISPINC) is the best

predictor of the preferred variable SHY

~-The only properly justifiable indicators of "prosperity" are those
adjusted for purchasing power. In the regional analysis these_are the
“counterpart indicators. GVACPPP CDNSCPPP and DINCCPPP Similar
1ndicators are constructed in the national analySJS. From the matrix
above it can be seen that at regionalilevel the prediction of hyper-
market development by these indicators isysonewhat petter in the(case
“(of IHY and worse in the case of SHY than w1th the unadJusted 1nd1cators.
:‘7In general the adJusted 1ndicators have fewer observations, being 1n e
frespect of EEC reglons only. Additlonally, in the regional analy31s
*wtn "prosperlty" statistics of all of the regions of a partlcular'
country are weighted by the same purcha31ng power adgustmept ratio,
’, since we‘have CPPP‘deflator indices at national level only. Even so
. the CPPP - adjusted indicators are all correlated significantly’nitn

the hypermarket variables.
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(5) The "Female Emancipation" model

(a) The working wife. At the national‘level, the eighteen ditferent
indicators attempted are shown in Appendix 1. They\are those whoee |
codes begin with'the letters FE (=females) or MA (= married women) plus
the XFAM70 indicator (= "females in civilian employment as % of all
persons in civilian employment - excludlng unpaid family workers 1970").
There is no significant correlation of any of these. indicators with the
two hypermarket "indicators based on selling space. VAs regards the
hypermarket variable IHY74, the two highest correlated indicatorsdare
among the methodologically preferable ones; They are XFAM7O andr
FE%WE6L1 (= "female wage and salary earners as % of all wage and salary
earners 1961"). The,latter indicator, calculated as at 1970 but not
shown in:the matrix, is-also highly predictive. “Both"theae types of -
indicators are designed to exclude the problematic unpaid family workers
Clin the»agriculturat'sector. The "married WOmen" indicators are«not.

.significant We noted in chapter 4, however, that these 1nd1cators -

L were Suspect as to accuracy The national data of the 1969 sample

‘surveys of housew1ves worklng full-time and those worklng full-time

or part—tlmei(WIFEFT69 and WIFEALL) are significantly related to IHY74.

“,

-~

At the regionai level, the methodologically preferabie indicator ia agarh
the highest correlated (with both the "Inhabitants per hypermarketh'and
the "Selling space" indicators);of those indicators tor which we have a
full range of 68 observations. This is FECV1564. ("Females in civilian

employment as percentage of all females aged 15464, 1973")
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Alternative approaches to measuring this factor regionailx by
~ calculating females employed in (a) industry (b) services (c) indostry h_'
and services - as percentage of all persons employed‘in these sectors
(indicators FEMSIND, FEMSERV, FEINDSER) - show "serv1ces employment"

as belng most 31gnlflcant.

(b) Juvenile dependency. In the national analysis, the Birth Rate
indicators are in general significantly related to the selling space
" indicators of hypermarket development (SHY71 and SHY74). In the

regional analysis, however, the levels of correlation are low.

»>Measuring, in the national analysis only, juvenile dependency by -
 direct 'Juvenile dependency' indicators (JDEP60 and JDEP70) no

' s1gn1flcant correlatlons are obtalned

An alternatlve method of measurlng dependency,- however, 1s to measure

--*"the average number of persons per household (HHULDS 1n the reglonal e

‘ analy31s) Here the relatlonshlps w1th hypermarket development are -

81gn1f1cant.

(c) Female education. An attempt was.made to measure this difficuit

factor at natlonal level only. EDUC1869 ("% females educated up to at
least. age 18 - 1969 sample") .is not significantly correlated with any of
e;;the three hypermarket varlables. EDUCEEC (five..observations only) is

included simply to have the observations included in the data deck.




(d) Convenience - durable ownership Refrigerator ownership

nationally (FRIG73 and FRIG69) is not significant when related to the
r hypermarket variables. Regionally a significant correlation is obtained

with SHY.
Home Deep Freezer ownership is an\signifieant.

) Nationallz two indicators were constructed of percentage vacuum cleaner
\‘ownership (VAC73 and VAC69), onvan hypothesis that ownership of this
appliance to some extent measured" emancipation from househeld drudgery"
The first of these is correlated at the .001 31gn1flcance level wtﬁ#
IHY74, and a reclprocal transformatlon of the base data increases- the

r value to 0.947 in this case. However, we are umable to construct

‘these indicators on a regional level for further analysis.

‘Too much“weight should not be giVen to the'preeise correlation
ﬂcoefflclent based as 1t 1s on only 14 cases. The function of
4”:correlat10n at the natlonal level is to provide 1ndlcat10ns and ”'i

4suggest10ns.

(6) . The Labour Model

thmeasure the hypothesised "push" factor of escalating labour costs
‘prdgressivelyfprdnelling the retailer towards eelfesef;iee:operation
and the progfessively less labourQintensive methods nf supermarket\

_and hypermarket operation, the sole indicators we are able to consttuct

'are those of unemployment. At the national’ level (but not shown in
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Appendix 1) the relationship with hypermarket development is not-v:
significant. At the obviously more sensitive regional level, and-
taking a long time-span for-the measure of average annual unemployment
(1965-1973) since yearly oercentages fluctuate in many cases ‘
dramatically, the correlation with the hypermarket variables is
significant at .001 and .Ol levels, thus suoporting the hypothesis,

In correlation with IHY the r value (n = 52) is 0 75708 and is hlgher

than that of any other predictive variable.

(7) The industrialisation model

The general concept is that a given level of industrialisation and
" industrial sophistication is necessary for hypermarket development,

in fact for any form.of systematised dlstribution.

(a) Measurement by energy and steel consumption At the national

:level we measured thlS by "Energy consumptlon per caplta 1971 and .
’ 51973, although thls is obv1ously affected by level of car ownershlp

- and is accord1ngly a fallible 1nd1cator of "1ndustr1allsat10n". We

7.

lghave accordlngly constructed an addltlonal 1ndlcator "Apparent steel

hconsumptlon per capita" (average annual flgures For the perlod 1971—
'~l973). In general these are significantly correlated with “the hyper— ;
market varlables. We have 1ndexed both the "energy" and "steel"
‘data and comblned the resultant flgures in a 301nt energy/steel 1ndex '

thlch becomes a new 1nd1cator ESINDEX. ThlS too is s1gn1f1cantly

related to hypermarket provision.
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In the regional analysis we attempted to refine these indicators and
constructed::"lndustrial energy consumption per capita" and "Industrialj o
electricity consumption per capita" (INDENERG and INDELECT). These are

significantly related to hypermarket provision.

(b) Measurement by employment ' At the regional lerei we caloulated
"percentage employed in industry"ifor 1970 and 1973'; and, on the argument
that in later stages of industrialisation the emphasis shifts to service
employment,valso "percentage employed in services" 1970 and 1973."Though
sone of the correlations of these four indicators with the dependent

‘variables are significant, the r values are not high.

(c) Measurement byAproductivity‘> A third possibie approach is to(
‘assume that greater "industrialisation" results in higher productivity.
At pational level the indicators VAWORK 70 and VAWORK 73.("Value added
11perﬂworker,*dollars" 1§7O and-1973) are significantly related to the‘
"three hypermarket 1nd1cators Tne same indicators‘adiosted for, tlf-
_"l;:_purchasmg power, VAWCPP 70 and VAHCPP 73, are not.- It :i_s_“’argoed'vtnatw )

.the latter is the true representatlon

"' At the more sen81t1ve reglonal level however, both GVAUCCUP ("Gross R

value added dollar equivalents, per occupled person 1970") and the -

_31mllar 1nd1cator adJusted for purcha31ng power, GVAWCPPP are 31gn1F1cantly o

;LArelated at- hlgh levels of 31gn1f1cance to the dependent variables as

~ follows (figures in brackets denote significance levels):
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IHY SHY

Inhabitanfs per Hypermarket selling
hypermarket area per 1000 inhabitants

. R 1973 1973
GVAOCCUP - (n = 49) -.56(.001) .  .66(. 001)
GVAWCPPP (n = 49) - -.53(.001) .54(.001)

The variance explained is higher than with the "GVA per capita" or

similar calculations in the "prosperity"” model.

(8) The retail integration model

This wae able to be examined at nationai level only. There is support
for an hypothesis that hypermarket growth is llnked to levels of
“organlsed" retailing. As was predlcted the Factor of "838001at10n"‘
whether in a legal entity or by voluntary co-operation, is shown as
beino somewhat more significant than the extent of control of
distributron by "legal entities" considered alone.

e

(9) The retail infrastructure model B

It has been suggested that the hypermarket develops by a process of’
" natural tradihg progression from a base of existing supermarket

“provision.

There is strong support for this hypothe81s. At national level
) (Appendlx l), "Inhabltants per hypermarket 1974" (IHY74) is
correlated almost perfectly with the two indicators of supermarket

development exclusive of hypermarkets (ISM74X and ISM74V) with
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correlation coefficients of 0.949 and 0.976. . At regional‘ievel the
- selling space indicator of hypermarket development (SHY) is hiéhlyk.'

correlated with the selling space indicators of supermarket development.

Thus: . . Correlation coefficients
Supermarket provision Hypermarket provision (SHY)
© SSM425X (400 - 2500m2) 0.66635
SSM825X (800 - 2500m ) - 0.87195
SSML025X(1000 - 2500m°) 0.89182 -

- so that, for example, 80% of the variance in hypermarket development
thus measured is accountedlfor by’the level‘of deve;opment of the
-large supermarket (of from 1000 to 2500 m? selling space) - and it
accords with the hypothe81s that the correlation coefficients
increase progressively as the minimum selling- space’ cut of f point 1n

the supermarket criterion is increased.

It .can be argued,therefpre, that prpbably the mest potent factor in;"
hypermarket aeve;ppmeht is the pressure‘forychahge exerted.by ex‘ist‘:'rnp;.~
_self—service and supermarket eperators and their publie; Since there ’
is llttle governmental 1nterference in supermarket development, 1n ‘
-general therefore, countrles and reglons have thelr rlghtful place
‘1n the hypermarketlng worldrln relatlon to the decisive factor of |
existing supermarket provision. Variations in the supposea strictness
‘of plannlng control for hypermarkets have not affected thls

81gn1f1cantly
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6.3.3 The Supermarket Analysis

(1) Alternative bases for measurement

An examination of the regional correlation co-efficients in

Appendix 2 shows the great difference that changlng the ba81s of

measurement from numbers of stores to total selllng space of such
stores makes to the analy51s. The effect of grading supermarkets 1nto

- size categories is also demonstrated.

(2) The concentration ofgpopulation model

‘(a)) Measurement by population density None of our three attempted

:measures of populatioh density is correlated signiticantly‘with super-
market»provisioh measured in terms of numbers of supermarkets - i.e.
» thevvarious‘"ihhabitants per'supermarket" and "ihhabitants per self;
-;service unit” measores There is in- general however, 81gn1flcant oo '
‘Ecorrelatlon, in the reglonal analy31s of these measures when the -
‘supermarket varlable is exposed in terms of selllng area, theoretlcally
aﬁthe preferable measurement OF the three populatlon den81ty varlables,
"Populatlon den31ty of agrlcultural land" is sllghtly the best :
predictor. = This accords with the argument of chapter 4. It is

J-methodologlcally the preferable_predlctor.

i(b) Measurement by degree of'urbanisation. ~In general the comments

made in respect of the hypermarket varlable regardlng these indicators

—‘apply also to almost all the supermarket varlables. The proxy -
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indicators " percentage employed in agrlculture" are predlctlve, w1th
the 1968 indicator having most explanatory value. At the nat1onal
level, "percentage wage and salary earners employed in agriculture"
(WAGRIC) ls again very highly correlated, and its regional level
substitute "percentage heads of households employed in agriculturef
(AGRICHOH) is also significant across the range of indicators.

"Percentage GDP derived from agriculture" is a useful alternative.

As mith the hypermarket, large concentrations of population, howeveri
measured, are not shown as significant. ‘Asnregards the smaller urban
units, where we have a sufficient number of regional supermarket
observations to justify correlation (i.e. with the ISM425V and the ISMAUPV
»,lndicators) the percentage of variance explained increases as the size §
of urban unit gets smaller. On this evidence large concentrations |
of population are-not essential to supermarket development.

.

“.(3) The-car ownership and road congestion'model '

:Z(a) Car ownership : At national level the "cars" lndicators are

' 'significantly related to the supermarket variables. . In the regional .

" analysis, only car- ownershlp 1966 is 81gn1flcantly correlated with all

s\

the supermarket varlables, and thls is in general the best predlcator.
Where however, we have the most substantlal number of supermarket
'observat1ons (1ndlcators ISM&ZSV and ISM&UPV) all the "car"

" indicators are correlated with those variables at the .OQl significance

level;




(b) Road congestion. At national level, the usually accepted

indicator of road congestion "Motor vehicles per kilometre of road"(
is not significant. The two similar regional indicators are signific-
ant in some instances but not in correlation with the main supermarket
variables ISM425V and ISM4UPV. This applies also to the four regional
indicators of road brovision. In this respect, however, the
correlation tabulations of the hypothesised sigﬁificant indicafors
among these are of interest. RDSGKMMI ("Kilometres of road, minus
local roads, per square kilometre of land 1973") and RDSQKMPL
("Kilometres of road, all roads,lper square kilometre of land 1973")
are not, except in one instance, significantly correlated"with any
- of the supermarket variables expressed in numbers of supermarkets

(the variables beginning ISM). When, however, average size and the

size categories are taken into account, the picture is as follows

(figures in brackets denote significance levels):

Sales area provision in supermarkets (excluding
~ those in variety and department stores) of ,
- 400- , | 800-, | 1000-, | 400m” 800m 2 1000m%
2500m 2500m 2500m & over & over & over
RDSQKMMI | .02(-) .5 (.05) | .54(.02) | .33(.01) | .59(.01) |.6 (.01)
RDSQKMPL | .67(.001) ] .69(.001) | .73(.001)] .66(.001) | .71(.001) | .7 (.01)
Sales area provision in supermarkets (including !
those in variety and department stores) of
400- , |800-, f1o00-, | 4oom’ 800m> 1000m>
2500m 2500m 2500m & over & over & over
RDSGKMMI .21(-) 2 (=) .18(-) 46(.01) .51(.01) .52(.01)
RDSUKMPL .46(.01) .64(.001) | .61(.001)} .43(.01) .71(.001) | .7 (.01)
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Road provision is significantly important where the'lérger supermarkets
are conééfned‘ _ since there is in general a high degree of correlation. -
with the supermarket indicators expressed in terms of selling space,
but not with the supermarkets indicators simply denoting the numbers
of supermarkets. The degree of correlation increases progréssively

as a higher sales area criterion is applied in almost every case:

the larger the supermarket the more is adequate road provision
important. The indicator of "major road" provision, ROSQKMMI, that

we have hypothesised as influentially significant speEifically in
hypermarket development, becomes progressivély more significant up -
the size categories when hypermarket selling space ;is téken into
account in addition to supermarket space (the indicators containing
the letters UP), and, as we have seen, in extension of this it emerges
as the dominant partner of the two indicators in the specific "hyper;
market" analysis. Road provision is progressively an important factor
as the average size of store increases: it .is not an importqnt factor

—

‘for -the-smaller supermarkets.

(4) The prosperity model

At both national and regional level the "prosperity" indégators (of GNP,
GDP, GVA, Disposable Income, Consumption Expenditure) are In almost
every instance significantly related to the whole range of supermarket .
variables, and in the case of the ISM425V and ISM&UPY variables,

mostly at the‘.OOI significance‘level. The correéponding indicatorsl
adjusted for purchasing power are also significantly related, aﬁd in

respect of the two main regional sdbermarket variables again mostly
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at the .001 significance level.

As regards the sensitive "selling space" indicatofs in the regional

. analysis, '"Disposable income" and "consumption expenditure" are
significantly related at the .001 level to all six indicators of the
varying supermarket size categories that take into account supermarkets
in variety and department stores. The level of significance is in

! general less in respect of the "space provision" indicators that solely
denote free-standing supermarkets. This can be taken as indicatiné

the importaﬁce of variety and department store supermarketing in the

more prosperous countries.

(5) The "Female Emancipation" model

(1) The working wife Comments made above in respect of the hypermarket

are also applicable in general to the supermarket. Nationally XFAM70 is
the best predictor, FE156570 the next best. In the regional analysis
the latter inaicator is the best "workwife" predictor ' generally of
supermarket development. FEMSERV is also usefully predictive - However,

with twenty one observations only.

(2) Juvenile dependency Directly calculated dependency (national
level only) is not significant. The Birth Rate indicators are

generally predictive - and, both nationally and regionally, the

earlier-dated indicators (1960 indicators in the national analysis,
1966 in the regional) are in almost every case the preferable/

predictors. These indicate probable average number of young children
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‘(under age 14 and under age 7 respectively) and are oﬁ_this evidence
a better guide than current birth rate. The indicator "Average
number of persons per household" (HHOLDS in the regional analysis) is
generally significant, the significance levels being progressively

higher accordingly as the supermarket variables have more observations.

(3) - Female education EDUC1869 is significant with all but one of the

national supermarket indicators. -

(4) Convenience - durable ownership Refrigeratof ownership 1978 and
HDF ownership 1974 are significantly related to allAtEe national super-
market indicators. In the regional analysis, ﬁon—cdinciding gaps iﬁ the
data mean that for most indicators we have no obserygtions to correlate.
'VThe potential importance of the refrigerator indicétor, however, is’
suggested in those instances where correlatién is possible. It is.not
significant in its relationship to general éupérmarket provision. _
Considering only the large supermarkets, howgver, (those of at least
800m2 and lDOOm2 respectively) it is found that the felétionship with
refrigerator ownership here is very high - with coefficients of 0.92,

0.90, 0.94 and 0.93 when correlated with ISM825V, ISM1025V, iSMBUPV,

and ISM10UPV respectively. Admittedly the number of observations in

C——

each of these matrix cells is only 9 (the eight regions of France and
" Northern Ireland) - but it does suggest a logical connection and
indicates the possible direction of further research if more extensive

data can be obtained.

- 212 -




At national level, vacuum cleaner ownership is generally predicfive.

6. The labour model

Although in the national analysis the correlation of unemployment with
the supermarket vari;bles is not significant, in the more sensitive
regional analysis this factor assumes great importance showing in
general high levels of correlation. Taking the case of our most
substantial supermarket variables, the single factor of level of
unemployment explains 74% of the variance in ISM425V (r = 0.86033)

and 73% of ‘the variance in ISM4UPV (r = 0.85705). This is based on

52 observations.

7. The Industrialisation model

(1) Measurement by energy and steel consumption Nationally, the three

types of indicators (energy, steel and the energy/steel index) are all
correlated significantly with the supermarket indicators. Reciprécal
transformation increases the extent of explanatioﬁ provided by the
"enerqgy" variables: the r value of the correlation of ENERGY71 with
ISM74X, for example, is increased by réciprocal transformagfon from the

0.808 shown in Appendix 1 to 0.951. These figdres need to be treated f

with caution: they are based on only 14 observations.
Our more precise indicators at regional level - those of industrial

energy and industrial electricity consumption - are significantly

related to most supermarket variables, not however at this high level
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obviously not, since N in these cases = 47 and 51 respectively.

(2) Measurement by employment The regional level indicators of

percentage employment in industry and in services are related to the
supermarket variables as noted in Appendix 2. " In the case of the
supermarket variable containing most observations, ISM4UPV, the

relationship is in each case significant at the .001 significance® level.

(3) Measurement by productivity "GVA per occupied person" 1is

significant with all supermarket variables.

8. The retail integration model

Comments made in respect of the hypermarket apply to the supermarket

indicators also.

6.4 REGRESSION ANALYSIS OF REGIONAL DATA

The regional data were subjected to forward Sfepwise multiple regression.
Variables from each hypothesised dimension were selected for consideration
given that each contained a requisite number of observatioaé. The
number of usable observations in the regression analysis was reduced

in order to permit the inclusion of "unemployﬁent" as a variable. This
also permitted the inclusion of CARS66 - an indicatof preferred toy

CARS70 or CARS73. The constituents of the resultant formulae are given

in Table 6.2. These have been computed only for those dependent variables
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TABLE 6.2 REGIONAL ANALYSIS: REGRESSION " VARIABLES SIGNIFICANT @ 95% LEVEL

TR T ( ) = STANDARD ERROR OF B
Variables explained overleaf.

DEPENDENT REGRESSION COEFFICIENTS (B) FOR INDEPENDENT VARIABLES
- VARIABLE N  CONSTANT POPAGRIC AGRIC %70 CARS 66 DISPINC FECV 1564 UNEMPLOY % VARIATION
: L EXPLAINED
IHY 43 917.12 y : -1.93 ~90.05 1124.8 60.62
4 : (0.69) (42.92) (200.7)
SHY 38 32.12 T -3.83 0.07 , -31.19 28.54
‘ , _(4.07) (0.04) (13.99)
1SM425X 25 9364 -0.74 56.24 -18.32 412.7 80.36
(0.7) (29.73) (6.93) (100.2)
ISM&25V 43 =233 ' - 247.9 74.02
(22.94)
ISM&UPX 34 4326 T 69.35 ~14.70 R , i 350.2 74.21
: _(23.2) (5.72) _ (90.2)
ISM&4OPV 52 -240 ‘ o 232.0 73.45
o , _ : _(19.7)
SSM425X 25 =534 9.72 -3.64 0.25 = 3.62 -8.2 89.14
- (0.05) (1.5) (0.02) (0.89) _(3.6) ,
5SM425V 33 632 0.54 0.36 -21.5 69.07
(0.12) (0.05) (8.62)
SSM4UPX 25 154 0.26 ' ’ 0.16 ‘ 44.29
(0.07) » " (0.07) X
SSM4UPV 33 -5.11 * 0.23 . -33.6 54,14
: ~__(0.06) (16.32)
ISM825V 28 6432 92.5 - =19.6 N , 41.34
, : ‘ (30:4) (7.7) - ‘ -
ISMBUPV 28 92.5 . -19.9 42.16
: ' (30.4) (71.7) ' ‘
SSM825V 3 -136  7.23 0.15 ' 62.12
~ - (0.07) (0.03)
SSM8UPY 23 76.2 0.16 -43.7 51.39
: (0.07) (18.9)
. ISM1025V 23 -1171 v . 887.7 56.51
_ 7 \ a , (168.4)
ISM10UPY 23 -1209 ‘ i . 88l.8 56.6
- ‘ : (168.5)
SSM1025V 23 -44.2 0.17 , : 0.37 3,7 -13.2 81.74
\ , (0.04) (0.07) . (1.6) (5.92)
SSM10UPV 23 . 87.3 | ‘ 0.14 - ‘ -41.1 47.36
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TABLE 6.2 continued: Explanation of variable codes

IHY - Inhabitants per hypermarket.
 SHY - Hypermarket selling area per 1000 inhabitants

15M425X -~ Inhabitants per supermarket of 400 - 2500m2 exclusive
of supermarkets in variety and department stores.

ISM425Y - (ISMB25V, ISM1025V) Inhabitants per szpermarket of
of 400-2500mZ (800-2500m2, 10,00-2500m2) inclusive
of supermarkets in variety and department stores

ISM4UPX - Inhabitants per self-service unit ZLDOm2 and 6veér, excluding

- supermarkets in variety and department stores.

ISMAUPV - (ISMBUPV, ISMIOUPV) - Inhabitants per self-service unit
400mZ (800mZ, 10,00m%)and over, ggglggggg_supermarkets in
variety and department stores.

SSM425X - selllng area per 1000 inhabitants 1n supermarkets of 400-
2,500m¢, excluding supermarkets in variety and department
stores. ' ‘ -

SSM425v - (SSMB25V, SSM1025V) - selling area per 1000 1nhab1tants
in supermarkets of 400 - 2,500mZ (800 - 2,500mZ,

10,00 - 2,500m2) including supermarkets in varlety and-
department stores.

SSM4UPX - Selling area per 1000 inhabitants in self-service units
of 400m2 and over, excluding supermarkets in variety
and department stores. -

SSM4UPV-- - (SSMBUPV, SSMlDUPV) - selllng area per 1000 inhabitants in
self-service units of 400m2 (800m2, 10,00m2) and over,

. including supermarkets in variety and department stores.

POPAGRIC - Inhabitants per km2 agricultural land. |

AGRIC % 70 % labour force employed in agriculture. - SR

CARS 66 - .Cars per 1000 inhabitants, 1966.

DISPINC - Disposable income (dollars) per inhabitant.

FECV1564 - Females in civilian employment as % of all females aged
15-64.

UNEMPLOY - Unemployed as % total labour force.
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for which the minimum number of observations exceeded twenty.

6.4.1 Hypermarket analysis

It can be seen from Table 6.2 that we can predict by regression the
relative numbers of hyperﬁarkets (IHY) with a;greatideal‘more accuracy
than we can predict the relative total hypermarket selling space (SHY).
71.5 per cent of the variation in SHY remains unexplained, as éompared
with only 40 per cent in IHY. Partly for this reason alternatiVe

methods of analysing SHY were sought. (See AID analysis, under).

Surprisingly, since it is contrary to most hypermarket hypotheses, the

"CARS" indicator is not by regression analysis shown as significant.

Hypermarkets as such preferentially develop, according to this analysis,
in regioné characterised by high disposable income and a significant

level of "working" females, where retail labour is short, as denoted

by labour"sﬁortage in general, as signalised by low unemployment rates.

- The larger hypermarkets, but not necessarily the small, characteristically
develop in non-agricultural regions, as measured by "percentage of labour
force employed in agriculture etc 1970" (AGRIC % 70). This is predictive
‘of SHY that takes into account store sizes, while not predictive here

/ X o

of hypermarkets expressed in terms of numbers only.t - ' /

The analysis in Table 6.2 is based on socio-economic and demographic
variables only. We have suggested, however, that probably the main
determinant of hypermarket provision is the degree of existing and

prior supermarket provision. Accordingly additional regression runs
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were made incorporating ISMQUPV (Inhabitants per self-service unit of
400m2 and over, including supermarkets in variety and department éto;es.
1.1.1973") as an additional independent varigble. This_particular
indicator was chosen since it contains the largest number of
observations. Although this indicator includes hypermarket units, it is
based on numbers of units and not selling space and the pfoportion of -
hypermarket units in any region is very small compared to the total
number of all units over 40Qm2 and does not'appreciab19 affect this
indicator as being a measure of supermarket development: £Hé correléfion

of ISM4UPV with ISM425V (which is exclusive of hypermarkets) is 0.99992.
By incorporating ISM4UPV, the variance explained in IHY is increased
from 60.62 per cent to 62.68 per cent. It is not significant, however,

as helping to explain SHY in this analysis.

6.4.2 Supermarket (plus self-service unit) analysis

—

Significant variables and degree of explanation of vériation are noted
in Table 6.2. There is in general a high level of prédicfion of the
suéermarket proper - the supermarket exclusive of units over ZSOOmZ,..Iﬁ
~ these cases, in general the pefcentage explanation of va;iation is
greater where the dependent variable is expressed in terms g? selliné« ,

space (SSM425X, SSM425V, SSM825V, SSM1025V). Methodologically also

these are the preferable dependent indicators.
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The dominatingly significant variable is UNEMPLOY ("Unemploymeht as
percentage ofltotal labour force. Annual average i§65—l§73"). It-is
significant in all but four of the sixteen regression equations

predicting supermarket development. In the case of the combination of
dependent and independent variables for which we hévé the most observations,
the ISM425V and ISM4UPV regressions, it is the sole significant

(negative) predictor and by itself explains 74 per cent and 73 pericent
respectively of the variation. .Welhave hypothesiséd the "push" féctors o
of the’shortage‘of,labour and ﬁost of labour as‘important facfors
propelling the retail opérator to self—service\and‘thence:to larger
self-service operation. The emérged importance of tﬁe proxy

measurement of this factor supports this as a prime determinant. -

The level of disposable income (DISPINC) is a significént component in
all the eight regressions on the supermarket dependent variables that
measure the precise 'supermarket selling space per 100 inhabitants",

- the dependent variables beginning SSM. 'These are inhérently the

sensitive regressions.

Studying Table‘6.2, however; it can be seen that the‘aBility of thé
regression routine to predictAis not good in the case of the predictionA

of the self-service unit expressed in terms of selling space and inclusive

of hypermarkets (SSM4UPX, SSM4UPV, SSMBUPV, SSM1OUPV). Here the

proportion of total selling space held by hypermarkets is substantial.

- 218 -



~

Taking the extreme cases, the regression formula pfedicting SSM10UPY
(which is inclusive of hypermarkets) is explanatory“of only 47% of
variation, as compared with the 83% explanation of the variation in
SSM1025V (which is exclusive of hypermarkets); and similarly the
explanation of SSM4UPX is only 45% as compared with the 92%
explanation of SSM425X. ‘The relative inability, whicﬁuhégﬁbeen noted
~above, of linear regression to predict hypermarket éelling space is
reflected to this extgnt in the "supermarket" analysis-also. An

alternative method of predicting this factor was employed. This is

examined in chapter 7.
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. CHAPTER 7

'AID ANALYSIS

7.1 Correlation and regression can throw light only on the statistioal
generalisations that‘can be made taking into account the whole span of
the dependent data. An examination of the raw data, however, suggests
that one combination of socioceconomic factors may be an important
’determlnant 1nAsome reglons while a different comblnatlon of factors may
be 1mportant in others. As the final stage of the analy81s therefore,

"~ the regional data were subJected to Automatic Interactlon Detector (AID)
analy81s Thls method of analysis has the ablllty to show what factors
or combinations of factors which-do not necessarily affect all reglons

nevertheless affect a certain number of those reglons.

‘Fortthe AID programme the independent data'are grouped. The programme
then considerS»the means oF each of these combinations'of predictor'
variables, and d1v1des the sample through a serles ofblnary SplltS 1nto
.mutually exclu31ve subgroups, so that theT@ans of the groups thus Formed
account For more of the total sum of squares than the means of any other

'comblnatlon of‘predlctor yarlables,

In order ‘to increase the number of input variables above the number For j
Wthh we had the full total of 68 observatlons (and in partlcular, in

order to 1nclude "unemployment" as input) estlmates were made oF m1331ng

regional data in the Follow1ng indicators:

UNEMPLOY (% unemployment) previously 52 observations -

MVSROADM (motor’ vehicles per km‘major road)oreviosly 66 observations
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'RDSQKMM (major roads per kmz) previously 66 obseryatlons.‘"
RDSPOPM (major roads per 1000 population)Vpreyiously_dé observations

CARS 66 (car ownership 1966) previously 63vobservatlons

PN

The estimates were made by taking the relevant national figures tor each
country for the years in question and weighting the regions within each
nation around this national mean in the light of unquantified information
as to the proportionate incidence inter-regionally of, for»example,
unemployment orAmotor vehicles per km road. 4The resultant estimates are

considered usably accurate.

Before considering the results of the analy81s, it is necessary to
evaluate the distinctive use to which AID is put in this partlcular
.research, and to relate this to its context of the'controvers1al aspects

inherent in the use of AIDtas such.

7.2 AID ANALYSIS USING AGGREGATE DATA .

7.2.1 1t'is not belleved that AID analys1s has prev1ously been used to
deal w1th this type of aggregate data. Prev1ous use has almost entlrely '
‘,been concentrated on the group behav1our of 1nd1v1duals.' In the

marketlng fleld AID has been used to 1nvestlgate, for example, brand

{
purcha81ng behaviour (1), the duratlon of the purchase decision process '

(2), ‘time spent reading popular Sunday papers (3), consumer expendltures
on durable goods (4), patronage of a national grocery chaln (5). A |
lpartlal exceptlon is the Gallup Poll model for retall site locatlon, in

which the data input is aggregate in respect of specific catchment areas

only (6,7,8). The Gallup Poll use of AID is different to its use in
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this research. This is réferred to below. In a wider context, Sonquist
lists, in a "partial bibliography of research reports and citations
referring to AID or MCA", a total of 37 applications (9). None of these

uses aggregate data.
There are problems in the use and interpretation of AID as such. These
. problems are different in degree and the expectations are different in

this present research using international aggregate data.

7.2.2 The Question of Sample Size

There is a considerable difference between what is expected of the AID
analysis and its interpretation in this present study and the expectations
"and interpretation where a sample of individuals constitutes the cases.
Ihputting data that are a sample of a vastly larger population, it

is essential that the sample size be adequate to be able to sustain

successive-splitsj of these-data - so that the progressively dimihisﬁ;hg

éahpie siéeé”afe still large enougH to be meaningful aé representing'fhe.
.;tot;l bbpula££oﬁ; ’SonQUist, Baker aﬁd.Mdrgéa (lU)«Qafﬁ £Hat a_tﬁouéaﬁd -
ééses or'more are neceséégy,’"otherwise the power ofvfhe‘search process-—
éé must bé‘iéstfiéfed drastiéaily or fheée‘pfécesséé ~Qi1i{;éf;y'bﬁéy."

into a never-never land of idiosyncratic results". Doyle (11) argues

.thét, if the search technique is to be validated, that number should be °

doubled;

The aggregate data used in this present research, however, are not a -
sample in this sense. They are obviously a sample to the extent that

they are .not in respect of every region of Western Europe. Spain, .-
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Portugal, Finland and Luxenbourg are not studied at regional levet in‘
this research. O0Of the countries studied, The Netherlands, Austria,

_ Germany and Switzerland are excluded from tne first AID hypermarket
analysis; Netherlands, Austria and Germany from the second; Switzerland
from the supermarket analysis. However, it is not claimed that‘the AID
analyses represent the position throughout Europe. It is claimed that
tney represent the situation as at 1973 in the countries whose regions
are thus analysed. The universe in the first AID "hypefmartet" analysis
is the totality of the 47 regions of Italy, Denmark, ireiand, Belgium,
France, Norway, Sweden and the U.K. In the second AID "hypermafket"
analysis,’tne:universe,is these regions pice)the five regions of B
Switzerland. In the "suberdarketﬂ analysis‘tne universe is the regions

" of all the twelve countries studied except Switzerland.

The identity of each region at each stage of a particular AID analysis

.. can be ascertained. It is useful and 1mportant to do this. The 1dent1ty D

”of any one 1nd1v1dual in a sample of 1nd1v1duals representatlve of a

:large populatlon is-of no 1mportance at all. And we know no more, and

“care no more, about him than what is contalned in the data.

A fdll analysis will tate into account the poesicle etfects ofnany

- marginal splits (these are ccnsidered below) and the degree\of decisive—,'
ness of the splits. - Ifithis is done, and, at the end of each analy51a,\
we are Stlll able to dlscern a coherent pattern in the data, then we / |

are justified in saying that "These are the relationships between thlS

particular distribution development and the environmental factors as

these existed in 1973 in the regions of these particular eight oc nine
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or eleven (as the case may be) countries of Europe, to the extent of

their being hypothesised and within the limits of measurement .

This ie valuable information in itself. It is not essential to generalise
the findings to the regions of Europe not included in the AID analysis.

In dealing with a sample of responses from individual persons the same
quite obviously ls not true. They are meaningless unless they reflect

the responses of a vastly wider universe. Gordon Simmons Reseafch Ltd.
(53; for example, used AID analysis on behalf of a national supermarket
chain in the attempt to predict the porportion of a customer's grocery
budget that would be'spent at the stores of that chain, in respect of
different categories ef customers. Of the 13 predictot variables, ten
wete‘of "stqre‘image". The total of custdmere of that retail chain ie
ceunted in millions. An analysis based on the Gordoa:Simmons' sample ..

of 1023 shoppers is valueless unless the behavlourtofithese 1023 people
can validly represent the behaviour of that universe.

The parallel case uélhé aggregatetdata would ae thls._An 1ndepeadent‘f
'shopkeeper on an 1solated 1sland of 80 inhabitants has therefore a .
maximum of 80 customers- who'shop at his store. He mlght questlon these
customers to try to find out what dlstlngu1shes those who patronlse hlm g
very seldom from.thoee who give him all their custom. If he Flnds that '
the ten or-evea five customers who use his shep the least all have the f
same characterlstlcs, that is important 1nFormat10n to hlm in its own
:,rlght It is 1rrelevant for him to geneqallse these f1nd1ngs to "shop '

customers” in genefal. He has no other potential customers. The

analogy with the type of aggregate data research in this project is to

this extent exact.
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If he is only ablé to question 60 of the BOrinhabitants, his reseagch
findings, if valid, apply unarguably to 60 of his 80 pgtential customers.
If he had been able to question the remaining twenty cuétomers, or even
ten of these, this obviously might have weighted his conclusions in one 4A
direction or another (with such a universe it almost certainly would);

but it would not be a great leap into the hypothetical if he took the .

customer profiles revealed by his research to be probably typical of his

T =
customers.

Tﬁe total number of‘regioné used as inputs to the geﬁeral regional
analysisj£;68; If "marketing regions" had been constructed for those
Aéountries ﬁot in fact included in the regional ;esearch programme, thése
could have been expected to have provided, on the basis_ﬁf their
populations, an adaitional eleven regions (qutugal, }3 Spaiﬁ, 5;
Finland, 3; Luxembourg could not have been iﬁcluded,‘since hypérharkefs
and supermarkets are banned there by law). The total universe of
’Wegtern Européaﬁ "marketing>regiohs" ié_theréfo%e approximately 79:1;Ih93 f,;:
AiD analyseé-usé as'ééses respectively_&j, 52'énd563f6% fhééeyrégiAﬁé;A o
:At the lowest level of data input, the nunber of éasés réﬁresenﬁé Qver>:?’>
hélf £He ma#imum Western Eﬁrobean universe; at the-sesg it‘cbnsfitufes
-over three quértefs. It is a matter of regret, in”pértiéulér,’tﬁétgs. -
tﬁe Germén fegions, if the data Qere to be properly comparéd with those’ 
|

3

_of other regiops, were nét able fo be inclqded in the hypermarket
'résearch. The inblusion.of the eleven German_régioqs miéht have wéightéd,
ér even,presumably altered; the findings. NeVertheless,“fo the exfeﬁt
that the research‘fiﬁdings are valid, they are appiicable to the‘régibns
of most .countries of Western Europe. And, in drawing conclusions from
this research; this project does génerélise these findings and takes

them as probably‘typicél of the situation generally'in Europe.
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Obviously where the sub-group number of regions becomes very small
(three, for example, in the most extreme instance), any generalisation,
even in the conditions noted, becomes very dangerous indeed. It stlll

remains valid, however, to state that in these regions, which are named,

the following oonditions existed. This observation is of interest.
Doyle (11), in criticism of heald and Gallup Poll, says that "few
statlstlclans would be prepared to generallse on samples of three or four!".
In international aggregate data analysis, if the universe 1s_taken as
being the coontries included in the particular analysls; there is\no
guestion of a sample and there need be no questlon OF generallsatlon.
And, if the universe is taken as being Western Europe oné can say.
"This supports-(or does not support, or modifies) the hypothesis. 'It.
follows the loglc of the preceeding SplltS. It may, oF course, only
apply to these three reglons" - although, as regards the proviso, 1t
needs to be said that, in this research, a sub-group of ten cases

‘represents one eighth of the maximum Western European universe.

SN

A small number of total casés presents, of course, a. statlstlcal problem
The AID programme~1s based on our examlnatlon ofthelneans of p0331ble
Asub—groups,_:The larger the.number of cases the more'rellable is theimean;
: Sonquist Baker and Moroan (10) note that the least sqoares criterion
belng used 1s very sen31t1ve to extreme cases, and that "cases in sub—

- groups can appear extreme even. if they don't in the full sample".? ThlS
”:1S obv1ous1y trUe. Nevertheless, if a sub—group of , to take the most
extreme example, slx‘cases contains one very extreme\oase the sub-group
will split one and tive, ot three and three. And, in fact Sonqu1st and
hlSVCO researchers take the former type of Spllt as a warnlng that a

sub-group contalns one or two extreme cases. The AID analys1s trees
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in this research contain few examples of this type of extreme and

unbalanced splitting.

The inclusion in the analysis of five or six of the carrently missing
regions might, of course, affect the terminal relatibnships considerably,
even though the effect on the preliminary splits might be slight; If

we are generalising to all the regions of Western Europe, any generalis-
ations derived solely from some. of the terminal boxes of the tree need to
be offered very tentatively indeed, and identified by region. That basic

principle is obviously correct.

7.2.3 The Question of Intercorrelated Predictors and Predlctors of
Amost qual Importance

Many of the predlctors of the AID analyses are 1ntercorrelated Some .

are de51gned1y so. "Gross value added per 1nhab1tant" is obviously very

. highly correlated indeed with '"gross disposable income of households

*  per inhabitant".. Both, however, are used in, thlS research as marglnally

Ldifferentlindibators of 1nd1V1dual prosperlty.“ The reason that both are
1ncluded is 31mply to ascertaln which of the two mlght be marglnally

"preferable in any subsequent analyses. The three "cars" 1nd1cators and
the two "female employment” indicators are in this category. The

indicators within these sets are treated in the main as synonymous when

~
W

it comes to interpreting the data. e - {

Between indicators expressing different concepts, however, the qbestion h
ig different. Some of these are.intercorrelatedr -The AID programme
might split on one that is perhaps only marginally more explanatory. In

this case, the correlates of this predictor are subsequently less likely
to be chosen. Therefore, as Doyle and Fenwick have emphasised, "exclus-
ion does not necessarily imply insignificance". (3)
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A correlation matrix for the predictor varaibles is given in Table 7.1.
Where there is no overall intercorrelation, however, thls is not to
say that 1ntercorrelat10n may not occur between predlctors in a spllt

sub-group.

Additonally, there may be no intercorrelation, bbt nevertheless.two or
more predictors may be similar in importance as judged by the Between.
Sums of Squares/Total Sums of Squares (BSS/TSS) ratio. If, in reapect
of a particular split, the difference in Between Sums of Squares between
competing predictors is marginal, the the choice of a predictor label to
eXplaln that spllt 1s marginal - and, particularly if the predlctors
concerned are not hlghly correlated we have no assurance that the tree
subsequent to the split isstable; "¢learly another set of data might
have produced diFFerent_results", (10). 1If, in particular, the first

split in the programme is made on the basis of a marginal difference

1n BSS as between two predlctors then "had the programme split by the
- second varlable the subsequent tree dlagram mlght have 'been totallyﬂ ‘

K dlfferent" (l) What is not, or rarely, empha81sed s that a posslble

'

alternatlve tree that is radlcally dlfferent in respect of the cases’

that are ass;gned to the dlfferent sub;groups, as opposed to the

— dlagnostlc labels a331gned to the boxes, is more llkely to occur when »

"\

two predictors that are almost equal in their power to discriminate

are not themselves intercorrelated.’
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Table 7.1 Correlation matrix of the predictor variébles in tHe AID analyses

Variable description  Variable
Code ISMaUvVP POPAGRIC POPDENS
Supermarket provision ISM4UPV 1.000
Population density POPAGRIC -0.075 1.000
agricultural land S
Population density POPDENS -0.089 0.950 1.000
% in agriculture AGRIC 70 -0.641 -0.188 -0.323
% in towns .
250,000 inhabitants TOWNS 250 -0.102 0.510 0.534
% in towns LT :
1000 inhabitants TOWNS 100 -0.095 0.510 0.560
Cér—owﬁership 1973 "CARS 73 - -0.463 -0.071 -0.079
Car-ownership 1970 CARS 70 -0.517 -0.056 -0.063
Car—ownership 1966 CARS 66 ~-0.566 . -0.038 - -0.019
Motor vehicles per km MVSROADM -0.106 -0.977 0.971
major road T
. Major roads per km2 RDSQKMM™ ~ -0.002° - -.-0.042 - 0;000{~‘
Major roads per 1000 B . ’ ) oL . T
“population . - RDSPOPM . - -0.077 - -0.139 - -0.302
* Gross value added p.c.> GVAHAB . 20.533 ©0.132 0.151. -
. Disposable income p.c. DISPINC -0.441 - 0.095 10.083
% unemployment UNEMPLOY - - -0.857 -0.127 -0.160 -
_ Females aged 15- 64 FECV1564 . -0.526 .0.129 - T 0.131
working : - ‘ o &
Females % laﬁour force FELF -0.474 0.212 >0.l95
Birthrate 1973 BIRTHS 73 . -D.361 -0.260 -0.293
Household size HHOLDS -0.489 ~0.377 -0.406
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. CARS CARS CARS
AGRIC 70 TOWNS 250 TOWNS 100 73 70 66
" AGRIC 70 °1.000 o
TOWNS 250  -0.312  1.000
TOWNS 100  -0.392 0.902 1.000 | o
CARS 73 -0.317  0.071 0.062 ° 1.000
CARS 70 ~-0.395 0.114 0.095 0.464 1.000
CARS 66  -.057 0.150 0.151 0.823  -0.417  1.000
MVSROADM ~ -0.299 - 0.574 0.587  -0.094  -0.133  -0.192
RDSQKMM 0.062 -0.157  -0.173%  -0.094 - -0.133  -0.192
RDSPOPM 0.342  -0.318  -0.426 ~ 0.174  0.206  0.150
GVAHAB  -0.548  0.291 0.264  0.561  0.662  0.715
DISPINC -0.417 0.197 0.161 : 0.477 0.556 - 0.581
_ UNEMPLOY 0.650  -0.113 - -0.110  -0.604° - 0.626  -0.617
FECVIS64  -0.502  0.254 0.209 0.489  0.630 - 0.79%
FELF -~ -0.441°  0.296 - 0.251 - 0.405 - 0.528 -  0.668
BIRTHS 73 ~ 0.400 -0.089 ~ -0.161 ' -0.537  -0.504 ~ -0.418
CHHOLDS - 0577 --0.401  -0.398 - -0.590 - -0.644  -0.685
| V MVSROADM RDSQKMM  PDSPOPM  GVAHAB  DISPINC  UNEMPLOY -
_LI. MVSROADM - 1:000 . .. .i . el
~RDSQKMM . <0.154 ~ 1.000 - >
_RDSPOPM- -0.258 . 0.029 . 1.000 | |
GVAHAB . . °0.123  -0.085 - 0.162 . -1.000 1%, . .
DISPINC 0.063 - 0.039  0.241 0.907 -1.000
UNEMPLOY. - -.-0.157 _ -0.142 - -0.076 ~.-0.628 -.-0.471. ..1.000
FECV1564  0.190  -0.378 0.036 0.710 - 0.539 -0.578
CFELF  0.262 . -0.481 0.038 . .0.657 ~ 0.459  -0.535
" BIRTHS 73 -0.338  0.127 0.161  :-0.440  -0.317  0.513 /
" HMOLDS  -0.452  0.242 . .0.052  -0.732 . -0.580 © ° 0.625
FECVIS64  FELF  BIRTHS 73 HHOLDS
FECV1564 1.000
FELF - - 0.911  °1.000
BIRTHS 73  -0.338 . -0.372 1.000 o
'HHOLDS | _0.638  -0.649 0.706 -1.000 -
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of a total of 233 minor regions in the countries studied. On cxamination,

Nevertheless, the programme print out of all BSé/TSS ratios enables us

to identify at each split the precise extent to which a selected predlctor
is more discriminating than its nearest competitors. -This is essential
information if one wishes to make any judgment as to the probable
stability of the tree, or interpret the tree. The relevant figures are
given below in respect of each analysis. The problem of marginal
difference ln'BSS is discussed in much of the literature, but it ls not
believed that any previous published description of any AID analysis has
detailed these differences by quoting the BSS/TSS ratios'of possible
candidate predictors at each split (or even at the critical initial
splits). One would suggest, however, that, without this, it is impossible

to interpret meaningfully any AID analysis.

7.2.4 The Questlon of Measurement Errors

As the number oF cases per sub -group is progre331vely decreased by the

programme, so the liability to dlstortlon caused by measurement errors

'-rbecomes more'pronounced Sonqu1st (9) and Doyle and Fenw1ck (3) emphas—~
‘1se thelfactor of measurement error d1stortlon.~ The pr1nc1ple focus of ;~'
. the reglonal research has been on comparablllty and valld and accurate
Tmeasurement As one consequence, a considerably larger number of possible

"' :cases has been sacrificed. All data were orlglnally complled ;n respect

i
i
:

however, it was found that in many of these minor regions hypermarket
locations, for example, were peripheral relatlng these to env1ronmental
data that excluded .the env1ronmental data oF the borderlng reglon or

regions would be to distort the relationships. In consequence the minor

regions were aggregated into "marketlng regions" - reduc1ng measurement

Eerrors to a minimum at the expense of data quantlty. It is argued that
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it is the insistance on the predominant importance of accurate measurement

in this trade-off that has produced coherent research results.

7.2.5 The Question of the Limitation of Dichotomising the Data

, The programme'relies on dichotomous splits; but a three or four-way-split
might have reduced the unexplained variance more than a two-way split.
"This problem is partially resolved in that the program can split the

same variable at the’next iteration" (l). 'This is what happens in certain
of the‘analyses of this researeh, producing in these‘instances ln eFfect
'trichotomous splits. Nevertheless, the initial choice of.variable was‘on
the basis of a two-way split. Had a three-way split been‘possible to the
programmes at this first stage; anbalternative variablevmight have been
'seleeted ln preference; This we cannot know. ' -

©7.2.6 The Question of Objectives

What can be exprected of an AID analysis has. generated controversy

"i.Ba81cally the process 1s "descrlptlve", though that term has no prec1se

“’i;meanlng. The orlglnal GallUp POll researchers, "0t1n9 that AID "te”dsl

to be rather more descrlptlve than analytlcal" (6), nevertheless drew
very nrec1se and quantlfled conclus1ons From their. AID model for retall

- site lpcationie\as did Healdehen representing these data (7,8)." ;:d
RegardlessAef‘the suspect direction of influence in theAGallup model(lZ)
the main objection to it that has been raised is that it is used asvthe ;
hasis For'the Specification'oflprecise statlstical relationshibs. flhe
",Gallup researchers started w1th no pre01se hypotheses (although the—act
of 1nclud1ng an indicator. 1mpl1es an hypothesis). Varlables chosen for -
inclusiocn in the AID programme were the six most slgnlflcant as produced

by the regression of 53 factors. Doyle has challenged the statistical
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validity of this method of selection and aleo the erbcedure sequence.

He is‘categorical that the use of AID is in suggesting the ferm of the'
relationships as a preliminary to regression enalysis.(ll) - and he notes
:elsewhere that there are virtually no published AID applications in which
AID is in fact so used (3). If not used as a preiiminary to regression
then alternatively, Duyle and Fenwick suggest, AID is used correctly if

treated as "a simple descriptive device" (3). -

"Descriptive" and "analytical", however, ‘are relative terms.. It is not
arguable that AID is not more descriptive than it ishanalyticalvin the
-‘tormal‘sense:.unrepresented variables may‘be significant; net efteetslere
}ﬂnotvobtained; selits may‘be/made on the basis ot maréinel difference in
dieeriminetion as between predictors. Nevertheless,‘if‘these faetore
.are teken inte account (ahd, in the case of thevlast faetor, the eeéree

. of difference published), then the AID process has a very considerable

-. and very valid power: to support,; clarify or medify an hYPcheSiS;," )

/{Staelln statesAthat the AID reeearcher worklng w1th.a’samele has
>:f"1nduct1vely searched for new hypotheses" (2) Where_the cases"‘A
_constltute the unlverse he has done more. than thls.i AID analy81s‘can
‘itell the truth Certalnly where the sample is also the unlversevlt
'fgggg tell the truth as in that 1nstance It can never tell‘the whole
truth. There are alternatlve relatlonshlps that remain unexplored
ThlS does not detract from the more exact descrlptlon prov1ded by AID

,oftthose relatlonshlps it has the ability to 1nvestlgate.

This is exemplified below. This is-what is expected of it in this

research.
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7.3 THE AID ANALYSES

'7.3.1 AID Analysis : The Hypermarket —vAnalysis 1

The dependent variable chosen for analysis is SHY ("Hypermarket selling
area per 1000 inhabitants 1973"). This was preferred as the unit of
analysis for two reasons; (1) It is methodologically preferable to IHY,
(2) It was predicted with much less accuracy.than IHYtby the regression
procedure. On the argumeht that correlation has indicated the level of .
existing supermarket provision as being a major predictor of hypermarket
provision, the supermarket indicator ISM4UPV was included in the firgt

hypermarket AID Tun as an 1ndependent variable. The results of this LT

AID analysis are shown in Flgure 7. l

It can be seen that the primary and crucial Spllt is in Fact made on
,the basis of ex1st1ng supermarket provision: those regions that possess
few supermarkets (less than one for every 25, UOD 1nhab1tants - subgroup
' fC) have an average total hypermarket Selllng space of 2 8m2 per lUUD ";r'f{.ifs
rhhabltants, those reglons that have more than one supermarket per " “ o

. 25 000 1nhab1tants (subgroup B) have an average total hypermarket o
1hselllng space of 21 3m2 per 1000 inhabitants. Thls spllt is of partlcular

~ interest in that it divides the sample into ‘equal halves - and this splrt."

alone explains 41% of the total variation in hvpermarket provision.

Sub—oroup C (low supermarket provision/low hypermarket provision) in turn
sub-divides oh.the'same‘criterioh, this time at a yet lower level‘of
supermarket provisioo, in conjunction with an alternative criterioo that
is equally discriminating - that of the female activity ratio for females

of working age 1973. Where existing supermarket provision is very low
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Figure 7.1 AID analysis by major EUropean-REGIONubF influences on HYPERMARKET deveiopment 1973

Kms major road :
per km 2 <0.5

15

<15,000 inhabitants
per supermarket

>10,000 inhabitants
per supermarket
Cars per 1000 (1966
< 200

16.3

13.8 -

per supermarket ‘ Kms méjof road g‘“
-per km 2 >0.5)'}f“

- 24

21.3

~ 337
"1

>40, 000 1nhab1tants
per supermarket |
Females aged 15-64."
worklng < 35%

0.5 |F

>25,000 inhabitants
per supermarket

2.8
; per supermarket

Females aged 15- 64
worklng >35% ’?,hf‘

23

5.9 .

10

‘Where X is average hypermarket selllng
space (mZs) per 1000 inhabitants in’ subgroup

les number of regions in subgroup R ) v_nfgﬂ

.

25,000-40,000 inhabitants

Gl
.

22.1

>15,000 inhabitants -
per supermarket

J

4.4

<15,000 inhabitants

per supermarket

~ Persons per :
.household< 2.9

52.4

per supermarket

>2.9 .

28.4  |L

Total variance explained =

515,000 inhabitants

Persons per household

89.86%

3 M

<10,000 inhabitants

per supermarket
Cars per 1000 (1966
>200

25.5

>50 persons per km
MVS. per km road > 5
KMS major road per

1000 population< 1.

7.6

<50 persons per km2
MVS. per km road<:
Kms major road pe
1000 population
>1.




~

(less thantxmasupermarket for every 40 000 inhabitants) in these reglons
- the percentage of w0rk1ng females is also low, and hypermarkets are, 1n
consequence it may be argued of these two factors, virtually non- |
existant (an average of O.sz per 1000 inhabitants).  In regions where
supermarkets are more developed and the female activity ratio thus
measured is over 35 percent, the similar.average is 5.9m2 of hypermarket
selling spaoe per 1000 inhabitants. The split is again into almost equal

halves, again decisive.

Group B (above average supermarket provision and in generai abaove average
hypermarket provision) can be further subdiwided into those regions with -
a maJor road network less dense than the European average (Group D) and
>those with a road network den81ty above’ the average (Group E) - 0. 5 kms
road per km2 of terrltory belng approx1mately the European average.
Hypermarkets are more prevalent in the latter reglons, in the ratio

ofzstol o

”:,Where the maJor road network is dense (Group E) and also where 1t is. not
(Group D), reglons in’ both these secondary~sub groups can be further
‘.dlst1ngu1shed yet agaln on the b331s of the supermarket 1nfrastructure
.but now at a hlgher level of prov1slon the split in both 1nstances is
at 15,000 1nhab1tants per supermarket. The split of sub-grBup D is’
again categorical. Conditions are more condueive td:hypermarket
developmentlby a ratio otAtive to one where supermarketvprowision is high
in such circumstances. Group H (many supermarkets) consists of the three
regions of Denmark plus the five regions of-Sweden. Gf the two countries

- Sweden has the higher ievel of hypermarket provision. The splitting of

this:group in Group M (the three Danish regions) .and Group N (the five
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Swedish regions) indicates that the reason for this difference is a yet
further difference in existing supermarket levels combined with a

difference in car-ownership levels.,

Where, at the tertiary level of the analysis,‘supermarket provision is
not high (Group J), the combined factors of road provision, road usege
and population densityvare crucial. Where the popolation is small |
compared to the provision of major roads (indicative of a'spareely
ypopulated countrv and lack of road congestion - the oppoeite in effect
of the conditions described in Box E), then in 1973 hypermarkets d1d not
develop at all. The regions thus isolated are three of the four

. Norwegian regions.

Conoentrating on the optimal path, however, we have already noted that,
"Group E is further suh—categorised by the programme on the basis of the

extent of supermarket‘prov181on The reglons 1nvolved however, spllt

;':‘1dent1cally on the baSlS oF one of the 1ndlcators of Juvenlle dependency B

- N P

-';i— the number of persons per household ,The sequence of oondltlons most ;A
-*ffavourable‘to hypermarket development terminates thoe:invcell'k; the
final‘decisive fectors beingfe high "level of supermarket provlsion end
the'small-size of the average household unit, erguable'therefore the
4faotor of‘the “emancipated" houeewife‘consumer with temer family tiéé{'
The two major reglons thus highlighted are Belgian reoions - The

Nalloon reglon and Brabant.

In summary, without an infrastructure of supermarket development,
hypermarkets will not develop on any appreciable scale. Where this

infrastructure exists, then the emergence of hypermarketing on a ‘
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considerable scale is higher where the density of major road networks is
hlgh “Where this is so and the number of. chlldren in the average family
~is small and supermarkets are highly developed, condltlons are most'A
conducive of all to hypermarket growth, In regions of low road density,
however, considerable hypermarket development is possible where the

- supermarket infrastructure is very highly developed and car owhership

is high. ' B o \

The predominant and pervasive importance to hypermarket development of

the ex1st1ng supermarket infrastructure is dealt with further in Chapter 8.

~ Ther terminal location of regions is as follows,_(Subgroup reference

letters refer to subgroups in Figure 7.1):

Subgroug F. The eleven Italian regions, Ireland
excluding the Eastern Plannlng Region,
North Trade Reglon (Norway)

~j'-;-'ﬁS‘ub‘greuér(;'.::Centre—Est (France) all the Unlted

cSmTu w7 "West Midlands-and Northern Ireland.
. Subgroup K. The_walloon ﬁegion,"Brabant (Belgium).
" Subgroup L. “The Flemish Region (Belgium), Bassin
. - Parisien, Nord, Est, Uuest Sud-0uest,
Meditarranee (France) :
Sabgroug M. The three Danish Regions.‘ - ;&QA;
Subgroup N. The five Swedish Regions. '
" ~fSubgrou9 P. Reglon Parisienne (France), West Mldlanda;-”ﬂ
o ‘ Northern Ireland (UK), the Eastern Plannlng

Region of Ireland.

Sabgroug Q; East Trade Region, Central Trade Region; )
West Trade Region (Norway). . _ ‘ .
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The ignored importance of examining the BSS/TSS ratios of possible
candidate predictors at each split has been emphasisedAin section 7;2f3
above. This information in respect of this anaiysié.is given in Table 7.2.

It is seen that there are no examples of highly margihal splitting;

s T T
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Table 7.2. AID Analy51s : The Hypermarket I.
BSS/TSS Ratios of Candidate Predictors at Each Spllt. -
. BSS/1SS ratios of candidate predictors
Sub-group
being : . . ‘
. Predictor/s selected Predictor/s 2 Predictor/s 3
split
A 0.41286 » 0.33477 0.27816
" Inhabitants per SM Roads per km . Disposable Income
B 0.42728 0.26963 )
Roads per km Towns of 100,000
D 0.68617 0.67003 0.63753
’ Inhabitants per SM Cars 1970 GVA per inhabitant
: : Cars 1973 Females working
.. Household size .
E 0.70119 0.63952 ‘
Inhabitants per SM Disposable Income . :
C 0.33562 0.32961 0.28894
o Inhabitants per SM . Females in labour Unemployment
oo - Females working . - .~ . . force ERIEENCO IR
: SRS | olsazeo R 0.36078 S
o Inhabitants per SM Populatlon d5n31ty
-Cars 1966 . a Roads per km
Cars 1970 R .. .
S3 '0.40043 " 0.38811 - T
‘ Population density Roads per km :
Roads per  population % in agriculture N
*MVS per km road ‘ :
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. ;;development 1s low, except 1n those reglons of very low unemployment rate

- ;ffrom 1965 to 1973 - below l 5 (Group D) Uver the two regions 1n thls-il‘;

7.3.2 AID Analysis : the Hypermarket - Alternative Analysis

In an alternative approach to the analysis of hypermarket development

the factor of supermarket prov131on can be regarded as an 1nterven1ng

~variable. If supermarket development is 1n:turn a product of soc1oeconomio
forces, it can be argued that one should try to relate these socioeconomic
influences directly to hypermarket development ignoring the intervening

factor of supermarket development. Accordingly an alternative AIG anal—

ysis was made of influences on SHY, this time not including the factor of
supermarket provision as independent variable;‘ The results of this

analysis are shown in Figure 7.2. The number of observations is increased

‘td 52, since Switzerland; for which we haue no regional supermarket data, -

‘can now be included.

. As seen in Figure 7.2, the first and decisive split is,hy the factor of
individual "prosperity" as measured by "Disposable income per capita 1970".

‘Where thls was low below $l750 (Group B) the level of hypermarket B L

Group hypermarket development was approx1mately the European average.d

" For the 31 regions With,a"higher'leVel of "prosperity“A(Group C)ilthel\whl-yi B

subsequent splits are of the greatest interest. Hypermarket development

is less likely to occur where there is an above average degree of urban

:~‘concentration (Group G) - though this deterrent effect is less where

high urbanisation is combined with very high historic car OWnershlp

(Group L).
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cFiQure 7.2 . AID analysis by méior EuropeaﬁVﬁéGfON of influences on Hypermérket development 1973
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Where, above this given level of "prosperity", concentration of

. populatlon into towns of 100,000 inhabitants and over is below average
(Group F) but where overall populatlon den81ty is not low (Group S),_
then these are the conditions most favouring bhypermarket growth -
particularly'so if this‘is allied to the "female emancipation" factor

of a low birth rate (Group P). Boxes P and Q suggest there‘may also be
a maximum density for the ambient populatlon itself, as affecting the
rate of hypermarket growth. Theﬂsplit between Group P and Group,Q only
marginally avoids incorporating all the three "high-hypermarket" regions
of Belgium into Group P, since the Walloon region is only marginally

excluded by the criteria break-points.

-Where ‘large urban concentrations’ are ‘uncommon and where overall
populatlon denslty is partlcularly low (Group H), hypermarkets can stlll

develop on a substantial scale if car- ownershlp is part1cularly high

(Group N) If however, glven these c1rcumstances, car ownershlp 13

J;;not h1gh _and populatlon den81ty and female employment are low, and“

ljlndIVldual prosperlty is not ”Otably hlgh “then hYpermarket development e
:» was. unllkely to occur. at all (Group R) in 1973 ) The three reglons .‘4’J‘f¥l_;;

:}W1thout hypermarkets 1n Group R are Central Norway, North Norway and the '

'J_iGraubunden/Tlclno region of Switzerland. Where, glven the precedlng

,‘ affectlng hypermarket development by a high’ Female employment rate and

factors, car-ownership is not high, this is off—set however as
hlgh 1nd1v1dual prosperlty (Group S)
Terminal location of regions is as follows (subgroup‘reference letters

refer to subgroups in Figure 7.2):
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Subgroup D.
Subgroup E.

SubgrduE K.

Ouest (France), South East (UK)

’Nordest, Centro, Sicilia, Sardegna,

Abruzzi-Molise, Campania, Sud (Italy),
the two regions of Ireland, ten of the
U.K. Standard Regions (not S.E.).

Lombardia, Nord-Ouest, Lazio, Emilia--
Romagna (Italy), Greater Copenhagen
(Denmark), East Trade Region, West

.. Trade Region (Norway).

SubgrbUE .
. Subgroup N.

.Subgrbug P.

~ Subgroup Q.-

Subgroup R.

‘Subgroup S.

.Est (France)

Region Parisienne, Mediterranee (France),
West Sweden, South East Sweden, Greater
Stockholm (Sweden).

East of the Great Belt (Denmark), Bassin
Parisien, Sud-Ouest, Centre-Est (France)
North Sweden, mid- Sweden.~

Brabant, the Flemish region (Bélgium),
Bern/Basle (Switzerland). :

‘Walloon region (Belgium), Nord (France),
-Zurich/buzern, St. Gallen (Switzerland).

‘Central Tfade-Region, Northern Trade Region
. (Norway), Graubunden/Ticino (Switzerland).

West of the Great Belt, (Denmark),
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Table 7.3 AID Analysis : The Hypermarket 2. T L
BSS/TSS Ratios of Candidate Predictors at Each Split. = _ .

o BSS/TSS ratios of candidate predictors
Sub-group
being Predictor/s selected Predictor/s 2 Predictor/s 3
split
A 0. 20851 0.19472 ~70.16791
Disposable Income Towns 100,000 . Roads per km
c 0.13712 : 0.12860 °, - 0.11036
" Towns of 100,000 . Roads per km Cars 70 -
F :. 0.30925 0.22348 © . % 0.21289
Population density % in Agriculture - . MUS per km road
S o.2sl2l o UL 0.19104 2
- - . |- Births 1973 - - - Household size = - 3
G '0.79027 - - 0.63086 © 7 0.50095
— Cars 1966 Females working Disposable Income

: o ';\V::_Cars;:lg']o R
< Cars 1973 " -

L 0.51147 .
~~Females working

B o] .0.31362 ¢ . 0.28957 7 . 0.22237 - .
= “1. "Unemployment - . " Roads per 1,000 -: - Female % labour
o ‘- population  ~. force - .
- M 1 0.94151 . . 0.41845 : A
- Female % labour .  Cars 1970 T T
force T Cars 1973 - B

GVA per inhabitant Unemployment . ..
Population density . e
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The BSS/TSS ratios of possible candidate predictors are given in Tahle
7.3, It’can_be seen that only -in the case-of the sub-division of Groupp
"H can the programme split be considered marginal. Ang examination of the
regions involved shows that a split by the rejected criterion would have
made little difference to the subsequent analysis in this instanee._

7.3.3 AID Analysis : The Supermarket

The supermarket data were subjected to AID analysis (l) as an exercise
-complete in itself (2) to help explain the-supermarket variable when
this is included as an independent variable in the Hypermarket analysis.
The dependent variable chosen for analysis is ISMAUVP.("Inhabitants per
~:'self' serv1ce un1t of 400m2 and over, 1nclud1ng supermarkets 1n varlety
‘and department stores, 1.1.1973"), since here we have the largest ;;
number of observations. Although this 1ndlcator 1ncludes hypermarket

units, it is effectively, as we have seen an indicator of supermarket

“oprovision. . . -

.T;‘;The results of the analy31s are shown in Flgure 3. It can-be seen that
ﬁthe declslve spllt is one based on average 1nd1v1dual prosperlty as - |
h‘measured by the 1ndlcator "Gross Value Added per 1nhab1tant 1970"‘
.tThlS Spllt separates from the remalnlng reglons the six regions where )
_the GVA per_lnhabltant expressed in dollar equ1valents wastiess than .
‘$1500. The six‘regions S0 segmented are the Italian tommunity Regions '
oF SlCllla, Sardenga, Abru221 Mollse, Campanla and Sud w1th in addltlon
Ireland excludlng the Eastern Plannlng Reglon. Uver all the 63 maJor
freglons analysed, the average number of 1nhab1tants per supermarket

was 43,500 in 1973. Dlstlngu1sh1ng regions into "prosperlty" groups

as above produces a dramatlc differentiation. - The average for Subgroup B
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Figure 7. 3 Aid analy31s by maJpr European REGION of 1nfluence on Supermarket development 1973
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" (low "prosperity") is 221,800 inhabitants per supermarket. The average

. for Subgroup C (high "prosperity") is 24,7@0 inhabitants per supermarket.s‘”j“

The six regionsl(Group B) of the first split; those with‘low‘"prosperity"
and very low supermarket development, are further distinguished by the
analysis on the basis of the density of their road networks. Those with
- low road dens1ty 1n terms of major road provision (Group D) have a
greater degree of supermarket development than where the road network is
more developed tGroup E). It is difficult to 1nterpretthls and the small

numbers of regions involved make 1t perhaps not meanlngful

"_The maJorlty of reglons (57 reglons) have a "GVA per 1nhan1tant" ratlng
—Of over $1500 “These can then themselves be spllt 1nto those reglons
V’where the average annual unemployment percentage 1965-1973 was under 2.4%

and those in which it was above this figure. Where unemployment is low

»L>(Group F) the average number oF 1nhab1tants per supermarket 1s 18 800

f'flsed shortage of labour and the resultant 1ncrea81ng cost of labour as
"1mportant "push" factors propelllng the retailer to self—serv1ce and
“.;supermarket development “The preferentlal spllt on "unemployment":ﬁ-.'~
’-supports thlS hypothesis. S ;”.’ : Af:f:_“ﬁ :_fj’"
Where unemployment is relatlvely hlgh by 1965 1973 standards the effect B

on supermarket development is less in areas of low agrlcultural employment

- (Group H) than in areas of hlgh agrlcultural employment (Group J).
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In summary, there is a minimum "prosperlty" cut-off below which
-supermarkets will not develop on any appre01abl¢ scale. In 1973 thls’f
minimum was $1500 of gross value added-per inhabitant (1970). Above this
ﬁinimum cut-off point the decisive factor is level of unemployment.

Where unemployment is high, however,Atheretrograde'effect on supermarket
development is less in urban-oriented than in agrlculturally oriented

areas.

The terminal location of regions is as follows (subgroup reference letters

to subgroups in Figure 3):

" Subgroup D. . Sicilia, Sardegnal(Italy); Ireland
‘ . excluding Eastern Elanning Region.

"' . Subgroup E. Abruzrzi=Molise, Campania, Sud (Italy).

Subgroup F. Greater Copenhagen East of the Great
Belt, West of the Great Belt (Denmark),

- , Flemish Region, Brabant (Belgium), the
Peimson 0T w0 .- B Zeat of France, the ‘9 Lander -of Germany,‘ww
T :1East Irade Reglon -West Trade. Reglon, IR TR
“Central Trade Reglon (Norway),. Mid- Sweden,
_”ngﬁwest Nederland,” Zuidwest- Nederland IR N

... Zuid-Nederland, Oost-Nederland, East Austrla, v
o ' o . West Austria, Yorkshlre and Humber31de, i
s e Tl su s T 77 Fast Midlands, East Anglla, S. E., S. W., (U K )

Subgroup H. Lombardla Nord Ouest Lazio (Italy) Fastern
T s Planning Reglon of Ireland Walloon Region :
P (Belgium), North Sweden, North Northwest,
Wales, Scotland, Northern Ireland (U K. )
Noord-Nederland S ST ™~

- Subgroug J. Nord- Est, Centro Emllla—Romagna (Italy)
- North Trade Reglon (Norway)

The BSS/TSS ratios of candidate predictors are given in Table 7.4,

There are no examples of marginal splitting.
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Table 7.4 AID Analysis : The Supermarket . ’
' BSS/TSS Ratios of Candidate Predictors at Each Split

BSS/TSS ratios of candidate predictors
Sub-group )
Zgigg Predictor/s selected Predictor/s 2 - Predictor/s 3
A 0.67616  0.63929 - 0.61451
GVA per inhabitant Unemployment ~ - Cars 1970
B 0.52349 » 0.39231 0.37649
Roads per km " Population per - Population density
agricultural land Towns of 250,000
: Unemployment
C 0.32962 0.28562 - 0.23258 - .
Unemployment ‘ -‘GVA per inhabitant Females werking
G - 0.56626 ; . 0.41579
- % in Agriculture Females working .

SR Py Es e R

A more -detailed evaluation of:thé major: firdings of ‘the AID and

- correlation analyses is contained in Chapter 8.
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CHAPTER 8

FINDINGS THAT CONTRADICT GENERALLY ACCEPTED HYPOTHESES .

aw

8.1 Many of the research findings in this project support,‘retinej or
- amplify currently generally accepted hypotheses. Particular points in
this respect are discussed or listed in Chapter 9. Two important factors
however, emerge as dominant in this research, as crucial in determining‘
hypermarket incidence - the»causative factor.of'the existing level of
supermarket incidence, and the factor of optlmum population concentration.
[: ' In both these cases the findings of this research contradict widely-4 |

" accepted theories... These therefore -are discussed in this chapter.

- 8.2 THE DECISIVE FACTOR IN' HYPERMARKET DEVELOPMENT OF THE INFLUENCE OF
EXISTING SUPERMARKET PROVISION

’The hypothe31s ofghypermarket”eVelopment as the loglcal exten81on 0

supermarket development Tsectlon4‘17)lsflrmly supported by the”correlatlonl’
‘analy81s (sect10n3 2(9)) It ‘is- also supported de01slvely in the flrst . v
- AID analy31s (Flgure 7 1). ' The total of 47 reglons 1s d1v1ded in the T
flrst spllt 1nto two numerlcally equal halves.v The reglons with low
» supermarket prov131on have: extremely Yow hypermarket pr0v181on.~ Those »

-~

reglons w1th a substantial supermarket 1nfrastructure are those in whlchf

hypermarkets have developed on a very con31derable scale - not in every
1nstance, but quite p031t1vely in general across these reglons ) The
L subsequent tree splits four times on the ba31s of ex1st1ng supermarket

' provision as the preferential variable. This therefore is consistently

‘the prime decisive influence.
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This Finding is contrary to much conjectural writing,.particularly in the
:U K. The contrary hypothe51s which when proposed has not prev1ously
been dlsputed, is this: hypermarkets are most llkely to develop in those
areas where the existing retail structure for food is uncompetitive and
prices are high; these conditions obtain where supermarkets -are DQE

strongly developed.

We have seen<from the Thorpe Studies in Caerphilly and Yorkshire that the
conclu51ons that can be drawn from the brlef glimpses into the relation-
Shlp between hypermarket location and previous ambient retall structure

'prov1ded by catchment area studies are spec1F1c to the partlcular

locations chosen For’study andlcontradictory. The catchment area studles h

of Thorpe and McGoldrlck produced contradictory ev1dence on this questlon .

,;{1(Chapter<2,"section 2.4;6):Hypermarkets developed'in_$outh:Walesifrom a 11..5’

base of existing supermarket provision; in Yorkshire they developed in
- retall env1ronment characterlsed by small shops.‘ Such observatlons .

empha31se the fact that the 1nc1dental statlstlcs 1n respect of

@. £

'partlcular locatlons prov1ded by mlcro studles are a Frall base From
7T1?whlch to generallse., Subsequently, however, Thorpe; us1ng aggregate :
?ﬁdata correlated superstore -provision by county in Brltaln in l977

‘as measured by sales area w1th supermarket prov181on by county in

A 1961 (l), in order to conflrm the follow1ng hypothes1s ;-‘*

Superstore and hypermarket innovation accords with McNair's
"Wheel of Retailing" theory: innovators gain entry to the

- market on the basis of an offered price advantage. ' This is
- the prime attraction of hypermarkets. "Theoretically such

new outlets could be expected to develop where they would

.experience maximum comparative advantage. This would be in
areas where prices were highest and where the least modern
shopping facilities existed. . In British terms such areas

can be considered to be those where supermarket development

proceeded least rapidly".
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- The relationship of superstore provision in 1977 with supermarket
provision in 1961? as graphed by Thorpe, is shown in Figure 8.1. Thorpe

comments that his hypothesis is thus supported:

"Excluding three exceptional areas: Monmouth, Northamptonshire
and Hertfordshire - all lying at least two standard deviations
from the regression equation for the remaining 24 counties -
statistically 34% of the variation between counties in the amount
of superstore floorspace in 1977 per head of population can be
shown to be related to the number of supermarkets per million
people trading in each county in 1961. The slope of the equation
corresponds to the hypothesis with superstore floorspace being
inversely related to the number of supermarkets. The exceptional
areas all include either new towns or major town expansion schemes.
Hampshire is the next most exceptional county.  In 1961 it was
characterised by a large number of supermarkets following the
post-war reconstruction of Southampton and Portsmouth. In 1977
it had been colonised by Carrefour, Woolco, Asda and an Internat—
_‘1onal Stores superstore " : e .

’ ’Or_'é ‘would-malﬁ<“e three comments Oﬁ'this ACOﬂC.lL.J‘SS"LOn:,,,‘,j'.{‘;';i.-':iji - M R
(1) to relate superstore provision in 1977 with supermarket provision

:;_16 years before 1s to employ too long a tlme _span_ in a study of -

P :‘I:"

fcause and effect

However,j

_JCensus:of Dlstrlbutlon~data are avallable'For that,year:‘

LN;%}”;'at the end of 1970 there were only 24 superstores in Great Brltaln,f

and supermarket data derlved from the 1971 Census of Dlstrlbutlon

h‘would have been—usable for Thorpe s purposes and perhaps have k
provided a  more relevant base For ‘the supermarket varlable.'f}
Howeyer, the choice between the two dates is arguable. Nelther-
is opt1mal~ . | | o F

(2) many countles other than the."exceptlonal" countles noted have
new tOWns or major town expanslon schemes; -
(3) Thorpe does list other 1nfluent1a1 factors in BrltlSh superstore

location: the fact that the 1nnovators, in partlcular Asda,

R
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Figure 8.1 Correlation of Superstore Sales Area 1977 with Supermarket .
Provision 1961, by County in Great Britain: Thorpe's Analysis- -

'y = 0.089% + 1.739

r2 = 0.342 (n 24)

q.ft.

per ten thousand people)

“wi977 Superstore Sales Area (000 s

0 5. . 10 R

‘Number of Multiple and Independent Supermarkets
o per million People 1961 ‘

N

~
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,,t_Blrmlngham, a dlrect and 1nd1rect 1nvestment produc1ng

‘;Q;iStreet v1ab111ty 1s a strong supermarket presence., Superstores 1n iw';;

happened to be based in the north; and the fact that "planning
perm1831ons have been easier to obtain in some areas rather than

others"

This last is arguably the crucial factor in explainingvthe patterniof
Thorpe's data. The mainlreason given by planning suthorities as grounds
;for the refusal'of superstore planning applications isvthe effect the .
'proposal is likely to have on existing shopping centres (2). Therefore,'
approval for any neu retail development is less likely to be given ”_
where existing retail outlets are considered already to meet the
customers"needs. In particular, as regards superstore applications,.

_ thls means where ngh Street supermarkets are - already establlshed and

‘:successful and are malntalnlng the vitality of the ngh Street .- and,
4~:b9t_un1mportantly, paylng,ngh Street rates. Forelocal authorltlesv have i

.large sums of money invested in the High Streets (in the case of .

capltal debt

Tltﬂwas sald of~£300 mllllon in 1970 (3)) They are reluctant to

"' “r

;the value of such 1nvestment eroded —iand a maJor'determlnant oF ngh' N
HBrltaln are not located by management dec181on at places that max1mlse
T-fthelr tradlng advantages, as Thorpe s hypothe31s malntalns.- They are ‘

' zlocated, at least in effect, by the plannlng authortles. It is common o
S

!

’knowledge that superstore operators submlt ‘many 81multaneous superstore '
appllcatlons in various parts of the country in the hope of gettlng at
least one approved ThlS at least malntalned durlng most of the l970's.
An attempt was made in this research, in the light of this, to classify
‘U.K. regions according to the number of superstore applicatlons

submitted - approved or rejected. It was thought this would indicate
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those areas that were seen by participant retail managements to he the
most suitable for hypermarket operation - in other w0rds,»the areas‘_
where hypermarkets and superstores would actuallyvdeuelop’in the total
absence of any planning constraint. Even this approach was abandoned.
It was considered invalid oy Asda executives. These pointed out that
there were very many areas in the country in uhichlthey would most
'certainly like to operate, in respect oflmhich they did\not even suomit
applications - exploratory discussions with the planning authorities
“having convinced them it would be a simple waste of time and money to

do so.

Thorpe's hypothesis, even if valid,Acannot be substantiated if confined
'_ to—one area of rigorous plannlnd control.—zand theld k:, togethervwith ‘
Italy, had the tlghtest plannlng control 1n Europe up to 1973 (as o
i—emphaslsed in Table 6.1). If valid, however, Thorpe s hypothe51s should

be able to be supported by an analy81s of the relatlonshlp between

:}“ihypermarket and supermarket development 1n much of the rest oF Western'““

.gEurope, 1n partlcular 1n Belglum, France, Germany and“Spaln where
‘f’up to 1973, plannlng control was v1rtually non—ex1stant (Table’6 l)
1The comparatlve strlctness of plannlng control is a Functlon of

':enV1ronmental“Factors- and the data on hypermarket'and supermarket“

‘ relatlonshlps only become valld 1f generallseo across Europe as a -

‘
/
!

whole. Thorpe s hypothesls is not substantlated generally in Europe -

‘ not by the hlgh p031t1ve correlatlon of concurrent supermarket and
-lhypermarket 1ndlcators noted in thls prOJect nor by the AID analy51s;
On the contrary, the opp031te hypothesis is supported _l that hyper-
markets develop as a logical trading progression in regions that have

a strong base of supermarketing.
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The hypothesis that areas where supermarkets are weak are the areas
most susceptlble to hypermarket development is not a new one and pre- -
dates Thorpe, though Thorpe may be the first to attempt to valldate“:
it using aggregate data. It has long been implicit in British
“"marketing mythology". It derives originally from the attempted
explanation of why hypermarketing should have originated in France (in
general terms, if not in-precise fact: the first European hypermarket
was the Super Bazar of the Grand Bazar d'Anvers opened in Bussels in
1962), and then developed rapidly there; "In the early 1970's there
was considerable'speculation that the different retail’structure in
Britain might prevent the successful exportation of the concept:to
thls country The b851s of the argument is (or rather was: it has now
been abandoned) Brltlsh grocery trade is domlnated by an efF1c1ent . S
system of supermarkets which keep prices'low.“Hypermarkets thereforeivA
. uouid not be able to oFFer‘a substantial price advantage. It was argued

that the 81tuat10n was and 1s entlrely dlfferent to the 51tuatlon 1n 7

e France, 81nce France had no supermarket 1nFrastructure. In 1971 f:r

nstance, durlng the enqu1rywat Eastlelgh 1nto Carrefour s appllcatlon

to bu1ld the Flrst U K hypermarket much of the debate was concerned ;aa;i?i;

w1th whether or not the French hypermarkets had, in fact produced any w

really sustalned general prlce reductlon. The F1nanc1al Tlmes commented:

- "But, glven the very dlfferent retall structure in Brltaln, thls is not
the'issue. The issue is whether the hypermarkets can do better than

ex1st1ng supermarket competltlon" (4)

The'anonymous quotation that 'retailing in France moved from the corner

shop direct to the hypermarket, then started filling in the supermarket

gaps "has become a U.K. marketing cllche Smith maintains'it' "France
- would appear to have missed a whole evolutlonary stage in retalllng,

namely the multiples and the supermarkets".(5)
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The proposal of under provision oF supermarkets in France in the mid-

o 1960's and the consequent progression dlrect to hypermarketlng 1sg

,V_France possessed 1n addltlon not 1n lleu, proportlonately more

.1>5hypermarket‘

supported by Smith by ‘the statistic that there were only 754 supermarketsi
in France in 1966. At the end of 1966, however, Brltaln, with a
population larger than France, possessed 753 supermarkets (6). It may

or may not be that supermarkets in Brltaln were more efflclent and
effective in prlce reduction than the supermarkets in France. Whether
they were or not they were not more thlck on the ground and the
 proposal of a logical progression from supermarketing to hypermarketing .
stimulated byvtrading economics and customer acclimatisation; isvnot: |
‘contradicted by a comparison of the U.K. and France; In addition; it
needs to be sald that by 1974 supermarkets were §t&l}_more numerous A

Vproportlonate to populatlon in France than in Brltaln - by which time

hypermarkets than Britain by a factor of four and more hypermarket

g~se111ng space by a FactOL of SlX.: And, 1gnor1ng thls vast addltlonal RERETIERRE

»as such 1n France was stlll marglnally larger than that of the U K}

) Asupermarket = w1th 3 05 square metres of selllng space pr0v181on per

\_100 1nhab1tants compared w1th the U K flgure of 2. 95 square metres

“Yet I do not thlnk 1t has ever been suggested that Brltaln "mlssed a ‘.f

frwhole evolutlonary stage in retalllng

" Van Musschenbroek maintained in 1972 in'The’Financrai~Timesr

"In a country like France the hypermarket represents a =~

sudden awakening in the field of distribution after decades

of almost total inactivity ... (and, even as late as 1972)

total self-service stores still represent less than 40 per

cent of the total food-grocery bu31ness in France, agalnst o
70 per cent in the U.K." (7) : : a
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Unfortunately Van Musschenbroek is quoting a "percentage of food sales"
_ figure for France and a "percentage of grocery sales" f1gure for the
U.K. In March 1972 self—serv1ce store sales as percent of all food
sales in Great Britain were&B;xn'cent(S)sélf—service Shares dftotal
grocery trade were quoted by Nielsen in 1974 to be respectively: France

83.6 per cent; Great Britain 75.4 per cent (9).

It is true that Britain did possess in the mid-1960's more of the

smaller self-service food shops (those below”400m2) than did France§

.though less proportionate to population than Switzerland, Sweden, Norway,

Netherlands, Germany, Finland, Denmark and Austria. ~The overall'picture,

in certain of these countries as at the end of 1967 is glven in Table 8. l& -
: ;Total prov131on For Great Brltaln is sllghtly understated, 31nce the i‘l |

statistic in the\'_'l}DO_m2 +!" category is the prevlous year's figure.

Ignor1ng the 31ze of store, at the end of 1967 Br1ta1n had, proportlonate o

' tto populatlon, more self serv1ce Food shops as such than France by a

_VK,

'7Qi(wh1ch 1s a quarter oF the slze requ1red to quallfy as a "supermarket"'

as deflned generally in Europe), prov181on in Great Brltaln agaln exceeds

prov1510n in France by the same ratio of 1.3 to 1. The dlfference 1s .
:\marglnal - certalnly marglnal when compared to the SlX to one dlfference
- between Sweden and Great Brltaln in the prov131on of such units. Where :

“ 1t is p0551ble to dissect at an upper size level (at 400 square metres
land aver) prov181on in France is h1gher than in Brltaln. It is there-
fore loglcal to suppose that if comparatlve statistics were available

of self-service units of over 200 square metres (whlch approx1mates to

the minimum requlrement of 2000 square Feet that Formed the base of
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. IS e ———————— ]
§ .
§ . o L w : :
% Table 8.1 Self-Service Food Store Provision by Size Categories: Europe. 31.12.1967
' . T e g o2 | 2 L
Inhabitanty = . - '99m~ - - 100, -2 399m"™ - 400 m™ + . Total 100 m™ + gnhabltants
Per e ' e ‘ : er
5.5. Food o SRR o (=100%) ” 5.. Food
. Store o Can ° Rinhid Store
‘ .. of. S R - of. of 100 m? +
Nos. " total Nos." |:"total : Nos. - total Nos. total
Austria 1,463 3147 | 73.2 | 1,116 | 25:9 ¢ 39 - 0.9 | 4,302 1,153 26.8 6,323
‘Belgium 5,615 720 |- 38.0 950 210 - | 11.0 1,880 1,160 62.0 8,190
France 3,885 (10,701 68.9 | 3,947 gos ‘1 5.7 | 15,503 4,842 31.1 10,343
' G.B. 2,957 9,472 | -59.2- | 5,776 |¥36.1 - 752101 4.7 16,000 6,528 40.8 8,425
Italy 264,113 109 14,7 | 358 |l 276 | 36,9 741 632 85.3 | 85,348
'Netherlands | 1,804 4,851 | 66.0. |2,241 ;|3 248 3.4 | 7,320 2,489 34.0 5,087
" Sweden 925 3,107 | -35.9 4,915 761 8.4 +8,823 5,656 65.1 1,391
. . ' . /-’ ‘: e .

(1) Figure for previoyé year.

SOURCE: . Calculated on data from International’Sel
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the British definition of "supermarket" at that time) provision in

Britain would have been greater than in France by a ratio of less than

1.3 to 1. The British definition of 2000 square feet was peculiar to

that country. Elsewhere in Europe it was not considered.that ecohomios

of scale could exist or a full assortmeht be prouided at that size.

. The lasting consequences in respect of the British coneeption of the
relatiue status of British supermarketing of the difﬁereht and.

idiosyncratic definition of "supermarket" that has historically been -

applied in Britain are considered below. Whichever definition is-TN

.applied, however, at and beEore the birth of the hypermarket in;Europe,

supermarket development in Frahce was comparable to supermarket -

- development in Brltain.' | S | |

i“The hyth,;for:o;th'it is,ﬂthatmErahoe infthé'hla-i9éolénh;6 hatéubgflv

market 1nFrastructure and that in Brltaln supermarkets were more

developed than elsewhere 1n Europe derlves perhaps 1n part from the :{:{;?0

“is 1nst1nct1ve 1n'Br1taln In Brltaln the two are, 1n‘effect largely

:Ei:synonymous In the rest of Europe they are not B France, for example,;w'f

_ has~only:one truly national multlple grocery group,,Cas;no.-:Uﬂ~«n#u;~

ol

B Ahliméditéhéfpartféf the reasOh,Ahowever,»lshstatlstlEal:?QEor oostépm
Ayears,'the.use—of the traditional,UlK. deflnition based‘on a "ZQOE»"
:f'square feet mlhlhum"‘requirementsmore thah’douhles the huhherloFTU;k..’Vr'
"Supermarkets" as compared with a calculation based_on_thetlnternatlonal E
Selt Service Organisation‘(ISSO) definition. that demands“a "400 square
metre mlhimum"; The latter is the deflnltlon applled in most of Europe,

- including Frahce. In 1974, for example, us1ng the Brltlsh deflnltlon, A
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- .there were 5840 supermarkets in Great Britain. Using the I1.5.S.0.
‘deflnltlon there were 2469 (ll) The ratio of the difference would .
A—be con31derably greater in respect of earller years. Though the ' ll

differences in definition are now officially abolished, it was as -late
as 1974 that the Instltute of Grocery Distribution oFf1c1ally adopted
the hlgher "4000 square feet minimum" criterion base. As a result
generalised comment in Br1ta1n has always tended to over-estimate the
number of U.K. supermarkets. Addltlonally, in France the varlety chain
stores opened supermarket departments that corresponded to the I 5.S5.0.
criterion with great rapidity as soon as the supermarket concept showed
Nltself to be v1able. Any. statistics listing "Free—standlng supermarkets",
Such as those produced by NEDO (12), need where these refer to France,
~currently to be 1ncreased by around 20 per cent and the flgures for the i,:

'A;:mld -sixties by over 35 per cent, 1f they are to reflect the reallty of . ;;;i

-prov151on. In consequence of these factors,‘and certalnly in the .

~,le960'3’ even w1th1n the trade, 1t was w1dely and wrongly assumed that _

‘”““f%Brltalﬂ led not only France but also all of Europe 1n supermarket‘ﬁ

;,{prov181on.~ﬁThls assumptlon was wrong whatever the crlterlon.

”'_?13 no statement to the contrary that can be supported by valld

7 statlstlcs

ZziéiNevertheless, the contrary and qu1te erroneous hypothe81s has been and 5t?if>%;

still is repeated by almost every u.K. commentator. The belief that

"‘:throughout the 31xt1es Br1ta1n had supermarket supremacy and leadershlp
'1n Europe is hlstorlc in Brltaln and is now 1ngra1ned ’ John Salnsbury,
-Chairman of J, Sainsbury Ltd., and possibly therefore not impartlal on

the question, is explicit:
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"There can be little doubt that (outside America) Britain
led the way during the early 1960's. The move from counter . - -
service to self-service; from small supermarkets to larger .
and larger supermarkets .... -All this took place while in- :.
Europe there remained an unchanged multi-layer traditional
grocery structure,with little or nothing to reflect changing
consumer needs", and then came the advent of the hypermarket - .
and "quite suddenly Europe has become a retailing Mecca for -
Britons wishing to catch up on what is new in distribution
methods". (13)

Mathias carries the proposal of British retailing leadership to an
extreme - in a newspaper column appropriately entitled (presumably

-not by Professor Mathias) "Rule Britannia - Even in the EEC":‘ﬁ

- ".... the older French department stores and the new out- of- -

- town_ hypermarkets apart, every other trend in improving - . .. . -

- the efficiency of the distribution system has been led in Vﬂ'f'
Europe from Britain in’'the speed of innovation and the extent
of its diffusion : the multiples, self-service, supermarkets,

warehouses and discount stores. The line of innovation
has run from North America to Britain to continental Europe".(14)

T

'vfthough in thelr partlcular case w1th no great success, but the fact

ﬁr‘that Brltaln had been overtaken by many countrles by the l960's 1n the

_ reFerence to Tables 8 l and 8 2., and the fact pre dates

~"‘mail order trades, even the more recent basic cash and carry. ‘i.“ ;é-ngyr

~;:"extent of dlffuslon" of self—serv1ce and supermarkets can be seen by AR

'-f:the tables. Comparatlve supermarket prov131on in the 1960's is shown fo =

“»1n Table 8 2 As regards supermarketlng, 1f 1t 1s p0581b1e to trace a
: 81ngle "llne of 1nnovat10n s the ev1dence of the pr1n01pal contlnental
_sspermarket innovators. ssggests this ran via Bernard TrUJlllO of the_'

" _"MMM Club" of Dayton, Ohio, direct to continental Edrope. i .- -
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This assumption of British supermarket supremacy’has extended the
application of the hypothesis that in international~terms thelareas
of high hypermarket development are the areas of previous low
supermarketrdevelopment beyond a simple British-French comparison.
It is offered as the pr1n01pal explanatlon of the differential rates

of hypermarket development throughout all Europe.

"What has happened - in France, Belgium.and Germany is that
‘the hypermarket and regional shopping centre development
‘is in front of the U.K. situation, these countries to some
extent having missed out the 'supermarket' rationalisation
. stage": Lowe, 1974 (15).

"On any basis, the most developed contries in Europe (as
‘ regards hypermarkets)are France and West Germany.  Their
. .growth was largely the result of the sluggish acceptance ﬁ-';i e
of supermarkets in these countrles" Donovan 1973 (16) o e

- ERIRES B - RN B T Y - - U Crme - R - . P Ak e e

 The faotual‘basis‘of the.hypothesis, explicit or impiicit in these

i :statements, 1s 1ncorreot The comparatlve levels of supermarket

o ;,.. . «;» T -

;development in Europe 1n the early and mld‘l960's (1n the case o

"”:-Urganlsatlon crlterlon) are glven in Table 8 2

B . T . P P TP [ e T L Y R N B T T R

'7The;fol}owing_ooncusiohs‘areaunavoidable on,this:evrdehce;
' (1) ‘Brltaln in the l960's d1d not lead supermarket

‘i,Jﬁgff?;C_mxdevelopment on the contrary she was lagglng behlnd

'_'W . “a ':'\?,‘“ .

’ “most of the rest of Europe.

KZ) An hypothe31s that hypermarkets develop in the absence
' i'of a v1ab1e supermarket 1nfrastructure cannot be

: supported using national data... - -
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- | Belgium
Netherlands
AFraneelif5‘

Austrla i.};‘”“

Table 8.2 Comparative Levels of Supermarket Development -in Europe
1962 and 1965 -
Comparatlve Levels of Hypermarket Development in Europe‘: :
1974 ,
Supermarket Provision . Hypermarkets
1962 1965 1974
.SMS [Inhabit-| Rank] SMS Inhabitw Rank } Rank | Hyper
ants per| | : ants per] .. ‘ Space
SM SM o | m2 per 100
(000's) (000's) inhabitants
Sweden 298 7 1 | 3| o3 o
Switzerland |~ 59 | .95 | 1 - 18 s | 2 5 L ;2.0
Germany 350 | 162 2 1000 | 59 |3 2 4.5

Tows |20 3| | e | & | S B
4 | 268 4 {159 | 77 5 7 0.7
121 | 388" |5 |47 | 106 |-
{00 | 6 fass | a0 7 -
[ |

1375 8 14 371

130|400

'Italy
Spain - ,Béh) 1028 | 7 76 ) 458 110 9 0.1

(l) The flgures for Sweden as publlshed 1n Sweden up to 1975

.‘are derlved accordlng to the Swedlsh deflnltlon oF a supermarket a.self7~'frw‘

service store with annual sales of at least 3 m11110n SK . When 3 '

mllllon Sk . are converted to sterllng and related to selllng space by

'applylng the then current U.K. ratio of £1.50 average turnover per week
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per square foot selling space, the resultant size is considerably less
than 400 mz. ‘I.S.S.0.~size dissection daté‘and I.A.D.S, stermarketf

data enable us to-estimate the differences for specific years - thus:

Swedish Supermarketé:

A , B
. Swedish definition 400 m” + B as % of A
1973 1807 1000 - 55%
1971 . 1417 .. 788 . 56%
1969 1063 8ug 8 %
1968 917 A .. e0%

T

-The ratio is hiéher in the late 1960's than in the 1970's datés (befﬁabs
;1?9@_to:inflétion;affecting theﬂmonetéry‘base"in:the,Sngish_pritefipp):
In 1965 there were 447 stores that met the Swedish criterion. On the

‘ug.ev1dence above, 1t 1s assumed that at least 6 % of these were over jrjg L

ryg»400 mz. The~app11catlon of thls percentage produces_a flgure 0Fu290f

(2) Estimated from the data‘For>nearby'yearé; F,'“

"' SOURCE: '1.5.5.0. Cologne; I.A.D.S., Paris; National Studies. "~ " . . . & . 0™
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::‘iiinvalidated by the Fact that market opportunities as perceived by the L

"Qiﬁisuperstore operators Were not the prlme determinants of superstore

(3) There is support, however, for the contrary hypothesis - -
.that in general and in European conditions hypermarkets
have developed as the logical progression of super-

marketing method.

Three of the four countries ranked'highest in terms'of supermarket
development before and at the time of the advent of the hypermarketv

are also three of the four countries ranked highest in terms of' '
subsequent hypermarket development. Three of the four countries ranked -
lowest on the basis of previous supermarket provision are also three

of the four countries ranked lowest when measured hy subsequent

‘hypermarket‘proVision,._,‘ S I

“In this context, reference can‘be=made back to‘Thorpe's analysis (of .. =~ """
1961 supermarket provision in the counties of Britain as related to

fvfsubsequent superstore prov131on) It was said that hlS analy31s 1s s

iislocation. The effective dec181on makers were the plannlng authorities,}.:ui'”*
V»and plannlhg approval for a superstore was not ea31ly glven where ;; ra..f:nx;
ex1st1ng retail fac111t1es were con31dered adequate or strong This
f:};made the negative relationship *hat Thorpe found 1n hlS data almost
»;Jinev1table. n ‘ o

" We can reFer agaln to Table 8.2. The three-countries in Which up'to

' :1973, planning control was virtually non—ex1stant were Belgium, France
“and Germany (as empha81sed in Table 6.1). The environment that

Thorpe's hypothesis assumes to exist (but which did not exist‘in the
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“5,i'argued, a more 31gn1flcant 1mpact on retall locatlon.*

”-»1}1Natlonal observatlons are’ generally 1nsens1t1ve as unlts of analy31s.

~ country he studied) existed therefore in these three countries during
thls perlod In 1965 Germany and Belglum had hlgh and almost 1dentlca1
levels of supermarket development - an average level approx1mately 1. 7
times that of France. In 1974 Germany and Belgium had almost identical
levels of hypermarket development and these were the‘highest in Europe;
: They were approximately 1.6 times the level in France, The rate of
hypermarket,development as betueen these three countries is almost
exactly proportionate to their prev1ous levels of supermarket develop—
ment. Where the free market forces that are assumed in Thorpe S
hypothesis exlst, his hypothesis is supported precisely : hypermarkets
will*develop»proportionate'to the prior level of supermarket development.lp,, -
U'Uslnginatlonalldata, thisurelationship'cannot‘he‘soipreclselylsupported
,Juln respect of other countrles where env1ronmental factors (other, that _-‘.;
’1s to say, than the env1ronmental factors taken into account in the “

prof1t—max1mlslng analys1s of the hypermarket operator) had, 1t can be

- »_v

Varlatlons 1n

A”hfthese env1ronmental factors affected the:degree of strlctness o

plannlng control 1n most countrles.ﬂi
’:w1th1n these countrles affected the extent to Wthh the avallable -

-2"controls were enforced in the varlous reglons of these countrles._ S

J .. "

’They cannot record th1s type of varlatlon. The reglonal analy31s

"«tfldeveloped 1n thls research can.: ThlS supports, and supports most

strongly, the hypothe31s of thlS sectlon-both in the hlgh levels of i

, correlatlon ‘and categorlcally in the AID analy31s.
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This research evidence, it can of course‘be_argued,:isvnot conelusive :
mthevhypermarket indicators and the supermarket indicators are concurrent;
If the hypothesis is one of a logical progressionlfrom'the supermarket
to the hypermarket, then logically for methodological validitw‘the' -
supermarket variables should be dated to preoede the hypermarket
variables. JItAwas neither practicable nor desirable for.this_to be done,
however. In the first place,'the construction of such supermarket
indicators is hardly within the bounds onossibilit;. ‘The construction
‘at regional level, for almost all the regions of Western Europe,.of 19%3
indicators of supermarket provision, such that these were accurate and
comparable, was a maJor undertaking. To construct a 31m11ar set of

) 1nd1cators dated back to the mld-slxtles would be 1mp0331ble 1t 1sA”;;
thought - Nor, however, and more 1mp0rtantly, would this be de81rable.

~ .The argument is as Follows: L ’.;r‘L.:,-na‘ei;ﬂf.“:gj}féiw ;hu:

At natlonal level the rate of progre881on of supermarketlng for those .

A“ .

countrles 1noluded 1n the analy81s for Wthh comparable mld 31xt1es data

are obtalnable 1s glven 1n Table 8 3. In most of theseicountrles there

R ?,was a 4 5 to fivefold 1ncrease.1n supermarkets between 1965 and.l974 Super;wmt_i

‘ markets in Denmark, as measured by the Danlsh deflnltlon of "supermarket" T
‘also 1ncreased, 1t mlght be noted by a factor of Flve.; The dev1ant

country is: Austrla.. It mlght be sa1d therefore, that wIth the

it
<
l

‘;'f exceptlon of Austrla, the 1974 date is nearly as useFul as a m1d—31xt1es
~date in 1ndlcat1ng relatlve mid- 81xt1es supermarket prov131on ThlS‘
would be to 1gnore, hOWever, the fundamental reason for adoptlng a
reglonal b331s for the analy31s. In Italy taken as a whole, For '

o example, supermarkets increased by a factor of flve but thls rate of>‘

increase varled widely between Italian regions. The purpose of u51ng
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TABLE 8.3  Supermarkets in Europe: 1965 and 1974

1965 ' ' 1974 Times
A B increase
Supermarkets | Inhabitants | Supermarkets | Inhabitants | in S.M.
, per per , provision
Nos. Supermarket | Nos. _ | Supermarket A/B :
: ' (000's) ‘ (000's)

Austria 25 |7 29 280 | 27 . |10.7 |~
Belgium 151 63 801 12 5.2 -
CFrance | 470 1046 | - 2520 | oso
' péfmény'f,'jjf:\looo )9 (‘ 4590 © |13 o) 4lS e
cB. | am 106 2400 R
taly ol e | sm L | agss el s ] sl

Netherlands| 159 77 900 15 | 5.0
| sweden | a0

] e

e | s ow

l‘f'(ljxaé measupéd by the Daqish‘definition of "Supé:market". s e

" "SOURCE: Calculated from 1.5.5.0. I.A.D.S. and country data.
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regional datajis to produce a more sensitive and valid analysis than’

_national data are able to provide.

Table 8.3 is not included in order to justify a concurrent "supermarket"
indicator onythe grounds of comparable rates of supermarket growth. It
has been noted that the Austrian case disrupts the general pattern of
thls tale. lBetween 1965 and. 1974 there was a tenfold increase in
supermarkets in Austria. This was twice the rate of increase(in other
countries. A 1970's indicator cannot therefore represent relative
mid-sixties supermarket strength in the case of Austria. It can also
be noted, by reference to Table 8.2, that in the mid- 31xt1es Austrla
r}yiwas badly prov1ded with supermarkets and yet in l973 had a substantlal ;,-;fd

“hypermarket development. It mlght seem therefore that the Austrlan

‘*]mcase not only condemns the use of a l970's supermarket 1ndlcator but

also refutes this particular and important hypothesis of this the31s.-

= Neither, however, is the case. --

3iﬁ}the dlfflcultles of us1ng a ”supermarket”ﬁlndlcator dated 81multaneously?'ﬁ

ifor all reglons and countrles at some prlor pre hypermarket year_‘i}"'
grthought optlmal for the deductlon of cause and effect.k Austrla 5
:!f;developed supermarkets late s the flrst flve were opened 1h Austrla
'dnln 1962, In 1965 there were an estlmated 25 Between 1965 and l97l
‘__however, there was a six- fold 1ncrease in supermarkets, and by 1971 ; ~f‘i;;
- 150 supermarkets had been opened The number oF 1nhab1tants per | |
supermarket was then 48,000. This is in advance of the supermarket
density in the countries that first developed hypermarkets at the

time that hypermarkets began inthose countries'(in mhich respect, this o
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vl’j and are established that in these Circumstances the logic of trading ;fu%w

Austrian supermarket density in 1971 can be compared with the
supermarket denSities of Germany, Belgium and France in 1965 noted in
Tables 8.2 and 8.3). it Was ‘in that year, 1971 that the First
hypermarket opened in Austria. Austria developed supermarkets late, and
in consequence, it mayAbe argued, the hypermarketideveloped there
proportionately later still. In the case of Austria a mid-sixties date

for the supermarket indicator would not have been optimal.

- The optimal "supermarket" indicator to‘support’this particular

hypothesis would be an indicator set in the case of each region one

year prior to any significant hypermarket divelopment in that region.

Even if one ignores the difficulties of defining "Significant" in this .

context the Taw data do not in most cases ex1st For such an indicator

In a regional analySis, "supermarket" indicators that are concurrent

with the hypermarket indicators are the most relevant indicators that

V the analyst is in practice able to construct \ Thesehare the indicators

K used in this research

The total eVidence at national level supports the hypotheSis that S

hypermarkets develop in those areas where supermarkets already eXist

» L economics then propels the supermarketer towards the larger unit and

‘a Wider stock assortment - that is to say, towards the hypermarket
K, The eVidence of the more senSitive regional level analyses stronglyu
supports the national evidence. It confirms that in. l973 high (or =
1om) hypermarket provision co-existed With conditions of high (orvlow)
supermarket provision generally throughout the sub;national regions of
~Europe. .The opp031te conditions WOuld have been the case if thecontrary T
hypotheSis that has to date been accepted in Britain were»correct

‘ t cor t. ,
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t{_pronounced by a rat10 of more than two to one, 1n those reglons char .t—TR“

' J,most condu01ve to hypermarket development are those 1n Wthh town 81zes
{are not large but in whlch nevertheless, the total populatlon of the
'”¥§reglon is falrly dense (over 100 persons per square kllometre) In other

~words, urban mass as such is a deterrent The areas most Favourable to

~

8.3 THE FACTOR OF CONCENTRATION OF POPULATION

8.3.1 As shown in the AID analysis in Figure 7.2, a high level of
individual prosperity and disposable income‘is a pre-requisite of
hypermarket development. Concentratlng on those 31 regions where
hypermarkets and superstores had developed on a substantial scale in
1973, the subsequent AID splits show that the crucial d1st1ngu1sh1ng}
factors thereafter are factors of populatlon concentration. Traclng the

"optimum hypermarket path." through Box F to Box J, it can be seen

(comparing Boxes F and G) that those regions in which many of the

populatlon tended to be concentrated in large towns were not reglons in

‘:fwhlch hypermarkets rapldly developed In fact hypermarket development_fm L
" in such reglons was below the European average, even when this average

J”;gls calculated 1nclud1ng the:low-income reglons hav1ng m1n1mal hypermarket

development. On the contrary, hypermarket development has been more

- ur‘

e ~

’ .

LS

r';hypermarket development are those whlch contaln small twons surrounded

by an evenly spread but in total substantial ambient populatlon.

‘This is the qu1te clear indication of the AID analy31s. It is Contrary to--

manyprev1ous assumptlons and worklng hypotheses.' It has not before been -
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quantified and shown to apply, at least as a generalisation, right

across a European analysis.

There have, however, been many oblique indications that this findlng
would logically result when the data were subjected to this type‘of

analysis.

Two discuesione.I had in Paris in 1975 are relevant. 1In thelfirst?
‘“MriEtienne Thil, Eublic Relations Director and now Marketing Director
‘of Carrefour, in answervto the question of what minimum town size
Carrefour required for operation, gave the quite unexpected answer of
v~_ . "a4o, 000 1nhab1tants".' Thls was- related later that day to the-%~g:§ BT
‘Vlce Chalrman of the 1nternat10nal retalllng development consultants, |
;,:;Larry Smlth Consult1ng, who was’ incredulous. He_tactfully sUggeeted,:.ujf

~ that Thll was a public relations director and that that was a public

3relat10ns statement The analy81s now suggests, however, that Thll' N

;flgure oF 40 ODO mlght have been, 1n fact, an operatlonal one, prov1ded

?lalways, accordlng to the analy81s, that there ex1sted a suff1c1en4,
%QQE;ﬁfden81ty of populatlon 1n the surroundlng country81de.“ leen these
condltlons it is even p0581ble that a Flgure of ao 000 for the town ‘
*:_;;151ze mlght not be at all substantlally below the optlmal
“':The flrst 1nnovat0ry Carrefour hypermarket was, in Fact located .

thl{l :'j'_ adJacent not to a large town but a small one. Thll hlmself had madel R

" a conference comment on this in 1973 :

"Everyone predicted the imminent bankruptcy of Carrefour
when it opened its first hypermarket in 1963. They said
. . Carrefour was mad to bu1ld such a huge store in such a -
l -7 small town".. (17) . : : ‘
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And it has been noted elsewhere that specifically in France:

" "Several relatively small towns, for example, Caen,
Quimper, Besancon etc., have attached out-of-town
hypermarkets to serve not only the town but also
the surrounding countryside. For, given an increasing
high level of personal mobility and good accessibility,
Vpeople in rural areas can also shop at the hypermarket" (5)

The lmpllcatlon of thlS latter quotatlon, however, is that this is an
exceptlonal circumstance, theSItlrm;dec131on perhaps a marglnal.one.

The implication of the AID analy31s is that in general in Europe at

~least up to 1973 these or broadly similar conditions uere more ‘L ‘ -
~conducive to hypermarket development than was the a38001at10n of a
.lhypermarket with a nearby hlghly concentrated urban populatlonéllnot

‘ ‘marginally so but»by_a ratlo of more than two to one.

. i R u I . I T IR S O T N W

- There are several possibly parallel hypotheses as to why this should =

,,,,,,,

;3 27 Hypothe31s l
- small towns

Thegprlor lack d%’bfgéhiééd'ieféilihg’infjl

The Flrst hypothe81s is that of the prlor lack of organlsed retalllng

in small towns as causatlve._ Thls hypothe31s argues that a main il :-
“E‘causatlve varlable affectlng the rate oF hypermarket development lél,‘,:“;:j‘év
l; Europe is the prlor level of penetratlon of the retall trade (1n'¢¥;j
zpartlcular, the retall grocery trade) by multlple flrms. ThlS fiﬁi@f“?';}”fg%
argument assumes (1) that multlple retall operatlons are 1ntr1n31cally B
competitive and cost—effectlve : they can achleve organlsatlonal

'veconomles of scale and more 1mportantly buylng power in the market

w1thout necessarlly runnlng operatlng unlts that each 1nd1v1dually
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- -achieve economies of scale; in consequence the price advantages that:
multiple stores already offer their customers do not encourage the \
establishment of hypermarkets that depend on a price advantagelforlﬂl.
their patronage.(2) It is additionally argued that existing multlple
retail Flrms have vast amounts of capltal sunk in their ex1st1ng

* High Street and suburban premlses.' This will tend to restrain this
movement to out-of-town or fringe locations. Woolworth's, For’instance,
.at one stage stated they would restrict openings of out-of-town Woolco

" Stores: "Weldo not intend to compete against ourselvest And, in fact
J.B. Jefferys, Secretary General of the Parls—based International
Association of Department Stores categorically told a British Institute ,

'»;QQ:OF Management meetlng in. London in 1972 that the reason hypermarkets "
AWere not being developed in Br1ta1nvas they were on the contlnent had
'V‘g'nothlng to do with the character of the customer, the plannlng mechanlsm
or geography - the real reason was the h1gh degree of concentratlon

that exlsts 1n Brltlsh retalllng,\hlgher than anywhere else 1n Europe o

,a_And the Brltlsh retall establlshment he sa1d "was planted falrly

‘t’fffuand squarely in the centre of towns 1n the ngh Street And the‘retall N

=7

:ﬂﬂ ﬁﬂ"?;lgsestabllshment says 'What we have we hold'" (18) In the case of the

L _.a'[giithetherlands, in thlS context, one authorlty who w1shes to remain jl"

‘tj:‘;iﬂllanonymous suggested, 1n-personal dlscu581on in 1977 that the reason
:“ifor ‘the slow development of hypermarkets in that country is that

”:shopplng centre development is largely controlled there by the OBW -

i~ .- . PR IR,
s . : - RN EER T - £

’flfgroup

. The argument then is that hypermarkets will be slow to develop within '
- an’already highly organised retail structure. < If this is so, then ‘

there are some observers who maintain that a highlylorganised retail -
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structure for its part will only develop in:regions that are highly
“urbanised, and will not develop in a country characterised by small

towns.

‘Divorced from the hypermarketing context,‘the basic argument is lono—‘

" standing. It was quantified in respect of Great Britain by Hall,. Knapp
and Winsten in 1961 (19) who, analysing the 1950 Census of Distribution,
showed that multiple shop sales varied systematicallybwith total size
of town the larger the town 31ze, the larger the sales share oF the
multlple'reta;ler organisations. However, 1t needs to be noted that
Dawson (l979)i(2d) showed that_thls relatlonshlp, if rt‘ex1sted 1n'
[gﬁi§$o, no longer existed at'the"end\of the:i§60;s —fthatxis to'éé}]*at7
:the time’of the growth of the hypermarket. His similar analysis ot
*data:of _»t_he»':»l9i7l Census of Distribution, of a samplé of 127 towns of . - g

over 20,000 inhabitants, showed that no systematic association between’

'-;,town 31ze and multlple sales ex1sted by that date 1n Brltaln.

However,

‘5?1fnot have ex1sted, and could not stlll ex1st, 1n the reglons oF countrles.j

ﬂ‘i B - Lz

4‘:‘.;rless strongly penetrated by the multlples., It has been argued that

ﬂithls is so, and can account For dlfferentlal hypermarket development.-
1:?The comparlsons made to support thlS are 1nvar1able comparlsons between_

“Jikthe u. K. and France - as by Cameron in 1977 : '?:}if*%?<<f'; ST

o "It is probably the lack oF practlcal locatlons Wthh has L
"~ held back the growth of out-of-town centres in the U.K.,
but it has only held it back - what has positively stopped _
. the growth is undoubtedly the pattern of retailing in Britain
from the rest of Europe and the United States.

Retalllng in France, for example, has been 1nfluenced by the -

fact that there are only 35 towns with over 100,000 population,
compared with 60.in the.U.K., while only five French cities -
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have a population exeeding 300,000, against 12 in this
country. This contrast has meant that there has been :
little opportunity for widespread growth of traditional -~ °
multiple retailers in France. It is still common to .-
find small communities served by very local traders,

since the catchment population is too small to provide

a viable market for multiple organisations.

In a recent survey of retailing in Europe, Healey and

Baker point out that the restricted number of large

centres in France makes it difficult to achieve true

economies of scale, and the dispersed nature of the ]
principal towns operates against an economic distribution - Co
~and supervision system" (21).

Smith had made a similar comparison four years prevously (5).

"The argument, therefore, takes the form:

,5‘Small _j, © -} lack of strong. |- 'Qi?Hypermarhetn,“‘;
" towns T |—P multiple . -~ P opportunities
representation :

- AN i

, the U K. and France. If however, the conclu31on is valld then,

RN

loglcally it should also be proportlonately appllcable between the other;fw-::

European countrles, as Cameron suggests it 1s, and also between reglons.

At reglonal level,'ln general data on percentage penetratlon by the r'}"7 fi‘f;

: retall trade were not obtalnable At the level oF the natlon, however,

‘3::§.a scattergram oF the observatlons of "Integrated retall trade as’ per“
tcent of total retall trade 1971" plotted against "Percentage of
inhabitants llVlng in urban agglomerations of 100,000 inhabitants or .
more i970ﬁ-is shown in figure 8;2. The relationship‘is clearly

oositive. This sub-hypothesis is, therefore, -to this extent supported
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an Agglomeration

\'Intégﬁated.Retail,Trédé éé}ﬁéiéfed to Urb
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at least 500,000 inhabitants. These percentages are the highest in
Europe. Up to 1973, the restrictions on hybermarket development in

the U.K. were (fogether with Italy) the most severe in Europe. It is
perhaps natural to assume cause and effect - that so great is the
concentration of population into these large agglomerations that environ-
mental problems of traffic congestion, access and green belt maintenance
become acute: therefore a strict planning control’procedure is imposed.
It is obviously p0881ble to generalise this as a hypothe31s affectlng

variously the dlfferent regions of Europe.

However, in thus considering national-level data, other '"urban
agglomeration" figures need alsb‘to be noted. Af fhe "lOO,DDDinhabitaht"v
level the next highest ranked country is Germany (55 per cent of -
inhabitants lived in agglomerations of at least this size in 1970)
followed by France and the Netherlands (45 per cent of 1nhab1tants) Yet
of these there existed virtually no hypermarket planning restrictions in

—

Germany or France up to 1973.

The more sensitive analysis is, of course,hthe regional analysis. For
those who insist that planning control should be treated, as this
hypothesis treats it, as in effect an independent variableg it should be
emphasised that in the AID analysis theAU;K. regions have ;gt weighted '
the "town size" findings at all. None of the U.K. fegions is included
in thebase data on which the split on "town size'" is made - all eleveﬁ -
U.K. regions having been eliminated (on the basis of low disposable

income) in the first split from this branch of the tree, as have seven

of the eleven regions of Italy, the other country where planning approval
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was equally difficult to obtain. The cénclusions as regards optimal
town size are thus derived from regional observations in respect of
countries with varying degrees of, in most cases, very much lighter
planning restriction. This particular hypothesis, tﬁerefore, is

unconvincing as an explanation of this pattern in the analysis data.

 8.3.4 Hypothesis 3 : The factor of movement restriction

The third hypothesis is that adjacent extensive urban mass is a .

deterrent to hypermarket development in that it restricts traffic flows.

A reQaluétion of the relationship between the trading area of a
shopping centre and its neighbouring urban agglomeration has been a
feature of recent years. Desplanques, for example, analyses the
catchment area of Freﬁch regional shopping centres - which he conéiders
according to their theoretically accepted sub-division into immediate
(or pedestrian) zone, and primary, secondary and tertiary zones, with
respective radii measured in time - distance* from the centre. . -

He observes:

"Unfortunately this entirely theoretical definition which
irresistably conjures up the picture of an archery target

is far from representing the reality .... The shape and

compass of the different zones depend above all on the

importance of the commercial centre, but depend also on : ;
the traffic routes.... , on the density of population, on P
the existence or otherwise of natural obstacles .... and,
above all, on the competition (the presence or absence of
other shopping centres or important shops which in themselves
constitute a barrier to attraction}.’
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In this way, for example, the primary zone of Parly II shopping
centre is limited to the south-west by Versailles and, taken
together with the immediate zone, consequently assumes the shape
not of a circle but a kidney" (22).

The reference is to a major out-of-town shopping centre. The hypermarket,
like the shopping centre, attracts over distance. Therefore it is '
customary to measuré a hypermarket catchment area in' terms of travelling
time. In the U.K., both the Department of the Environment researchers

at the Eastleigh Carrefour and the Donaldson researchers at the Caerphilly
Carrefour (23);ssume a 20minute driving time diétance as effective in .
nominally defining the "catchment area". These studies found, however,
tha£ at Eastleigh one in five customers aﬁd ét Caerphilly‘one third of
customers lived outside this area. '"Catchment area" definitioné of the
hypermarket operators themselves have been more inclusive - 25 minutes
driving time in the case of the Eastleigh Carrefour as cited by the
operating compény in 1974 (24), and 30-35 minutes driving time in the

case of the average Asda store as cited by Asda in 1971 (25) (though

Asda stores-were subsequently redefined iﬁ 1974 by their managing

director as '"neighbourhood stores” with a realistic catchment area of
seven miles radius (26), such later definitidas have a tendency to be
political statements intended for the ears of planning authorities,
therefore minimal. An Asda trade survey has shown that 21kper cent of

Asda customers travel more than ten miles (27)). l (, ;

By general agreement the decisive factor in patronage is travel time.
The shapes of hypermarket catchment areas, invariably expressed in time -
distance, are.obviously determined by differential road congestion.

They are also affected by the location and strength of competitive
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shopping. Only on a flat featureless plain with an evenly spreadv
population and no competitive attraction can the shape be circulér.‘

A kidney or triangular shape is the typical overall shape of the catchment
area of a hypermarket sited outside or on the fringé of extensive urban

agglomeration. Within such a catchment area ...

"the general pattern is for market penetration rates to be
higher in areas of low population density but to diminish

as population density increases. In this the hypermarket
reflects conventional features of marketing and distribution
systems. The lower the density of population, the greater
the propensity to movement and thus the greater likelihood
of capturing trade" (28).

One of the few firm conclusions one can draw-From thé RORY Caerphilly
Study (29) is that "penetration" in the densely pobulated Cardiff zones
was very low compared With "penetration" in other zones of the catchment
area of equal distance from the hypermarket. Nevertheless, for a
hypermarket dependent on one densely populated city area, the sum of
"penetration (low) x bqpulation (high)" cbuid inltheory pfovide it with

a very substantial market. This fype of location could therefore be
preferentially attractive to the hypermarket opefator;/ This was the
‘.original hypothesis of this thesis gnd a view almost universally accepted.
The findings of this reséarch correct this, to the extent ét least thaf

these are not‘the circumstances in which hypermarkets have in practice

i
!

, been developed in general in Europe.

Traffic routes and, perhaps as importantly, habits of travel for leisure
and shopping converge on the city centre: and the derivations of Reilly's
law of retail gravitation seem obviously to apply. "HoweVer measured, in

B - L8
time-distance or psychologically, the "deterrence" factor of sideways
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travel across congested traffic routes is considerable - and the
counter-attraction of competing city centre and suburban shopping
increases, the more one departs from the radial linking hypermarket
to city centre. One Would,'therefore, expect that that part of a
hypermarket's catchment area that projects ihto the neighbouring
urban concentration to be a triangular segment with apex pointing

to the city centre. Empirical studies of indentified catchment areas

at least suggest that this is so.

It has been found, in the case of the out-of-town shopping—centre

that in France ... . .
Moddly enough, customers seldom travel out of town into a
centre, but mainly stop off at a centre on their way towards
a city from the provincial hinterland. . Therefore, if a _
centre is simply sited on the outskirts of a big city it will
not succeed unless it is within easy reach of a large out-of-

town population as well. Its catchment area is shaped basically
like a comet - 10 per cent in front and 90 per cent behind" (30).

The two splits in the AID analysis with which we are primarily concerned
can be seen as being quite simply‘the expression of fhis-statistically

when applied to the hypefmarket.

8.3.5 Optimum size of urban agglomeration

As regards the optimum size of urban agglomeration;’it iéldifficult to ,
be precise as to the maximum size above which.hypermarket development
was deterred.v<The difficﬁlty arises because of thé necesaéry uses of
categories of size. In the regional analysis, in common wifh general{
statisticai practice, £his research has used the following settlement

categories:
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(i) less than 10,000 inhabitants
(2) 1less than 20,000 inhabitants
(3) 1less than 30,000 inhabitants
(4) 1less than 40,000 inhabitants
(5) 1less than 50,000 inhabitants
(6) 1less than 100,000 inhabitants

(7) 1less than 250,000 inhabitants

In addition, using an "urban agglomeration" definition, as opposed to a
"town" definition, indicators based on "100,000 inhabitants" and

"250,000 inhabitants" were constructed.

In relating these to the hypermarket seliing space variable (SHY), the
correlation analysis éhowed no significant relationships. (Of the '
"town" indicators, however, the correlations wifh the "100,000 inhabitant"
and the "250,000 inhabitant" categories were both negative; the
correlations with all the lower town-size categories were positive).;
.When the town-size variables ana the vériabies of .urban agglomeration

are related to the "inhabitants per hypermarket” vafiable, the only
significant correlation that is obtained is with thé,"lU0,000 inhabitant
urban aggloméfation" indiéator - positivély significant at the 0.1\'
significance level; that is to say, negatively related to\hypermarket

{
'
growth. 4

On the combined evidence of the correlation and AID analyses, therefore,
we might summarise (1) that in the main up to 1973 hypermarkets were
not associated with town sizes of under 50,000 inhabitants (2) equally,

they were not associated with town sizes of over 250,000 inhabitants
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(3) they were associated, however, and associated very positively in
the AID analysis, with town sizes of 100,000 inhabitants and less
(4) therefore, on this evidence, hypermarkets were mostly associated

with town sizes of between 50,000 and 100,000 inhabitants.

However, we have no indicator of, for example, "Percentage of population
living in towns of 150,000 inhabitants". To that extent the ceiling of
"lOD,OOO inhabitants" is a product of the accepted statistical categor-
isation of towns. We can say, however, that this ceiling will be nearer
“100,000 inhabitants than 250,000 inhabitants. The consequent working

hypothesis is the hypothesis in (4) above.

8.3.6 The German Case

A llmitation»of this research conclusion is that, owing to the distinc-
tive categorisation of the large-scale self-service units in Germany,

it was not possible, at least in the time available for data search, to
produce hypermarket statisties for the German reglons that were comparable
-EGW1th those of the other European regions.i In absolute (though not 1n~'

‘ eomparative) terms, Germany has the largest number of hypermarkets in
Eurooe. It is 1nstruct1ve therefore, in default of German reglonal data,

“to test the above conclu31on agalnst the evidence of German natlonal data.

-,
A

The hypothesls receives prec1se support from Germany. The
»Bundesforschungsanstalt Fur Landeskunde Und Raumordnung (31) Juxtapose

the two sets of figures shown in Tables 8.4 and 8.5.
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TABLE 8.4 Population distribution by settlement size in West

Germany (1965-1976) %

Settlement size 1965 1968 .. 1971 1976
over 500,000 19.7 19.0 18.4 17.7
250,000/500, 000 7.2 6.9 - 6.8 6.7
100,000/250,000 11.0 11.0 10.9 - 10.7
less than 100,000 62.1 63.1 63.9 64.9
Table 8.5 Distribution of retail turnover by settlement size in
West Germany (1965-1976) %
Settlement size 1965 1968 1971 1976
over 500,000  26.7 24.8 25.7 25.0
250,000/500,000 8.2 - 7.3 - 8.0 - 9.1
100,000/250,000 13.2 12.2 13.4 14.2
51.9 55.7 51.7

less than 100,000

53.0
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In Germany between 1965 and 1976 the percentage of population living
in settlements of over 100,000 inhabitants progressively fell in all
dissection categories. In contrast, the percentage of population

living in towns of less than 100,000 inhabitants progressively rose.

Despite this pronounced trend, if we consider the percentage of total
German retail trade conducted actually yithig_towns in these different
size categories; we ohserve an exactly oppasite trend since 1968; . The
percentage of retail trade retained in the large towns has been steadily
increasing, despite the percentage fall in population. In contrast the
proportion of fetail turnover in smaller settlementsAof less than’l
_ lOO?UOO people has been steadily declining since 1968,.desplte the
Vprogressive lncrease in the proportion of population living in those
taWns. On this decline since 1968 of the share of retail trade held by
. towns of under 100,000 inhabitants, Shaw comments that "the date of
.\this decline .is particularly significant since it marks the main period
of growth oF hypermarkets and superstores 1n the Federal Republlc" (32)
"iIn Germany on thls ev1dence ‘the main 1mpact of hypermarkets and super— -
<>stores has been on towns of under- 100 OOU 1nhab1tants. Thls natlonal—
level ev1denee supports the flndlngs in this research pr801sely |

This evidence stands despite possible qualificatipns to the-drawing of )
this conc1u51on from these data.‘ Cresswall For example, has malntalned
~ﬂas a general the81s that, since more convenience goods shopplng is done
at the town centre in a town of-up to about 100,000 inhabitants than is
done in towns of, say, 250,000 inhabitants, the impact of a hypermarket

on central area trading will inevitable be Qreater in the smaller town(33).

 The German statistics, however, do not relate specifically tocentral area
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‘ trading but to the total of retail trade within the town. The
observation therefore is not exolanatory, or only Qery partially
>exp1anatory,‘of the pattern of the data in Table 8.5. bresswell'a
hypothesis, hoyever, is of interest regarding Germany. He_logicaliy
maintains that the effect of a hypermarket on city centre trade would
be comparatively small."But—it seems that in Germany this effect was

not even minimal.

Although it cannot be validly deduced from the statistics of Table 8.5,
since-these are expressed in percentages; there is evidence, in fact,
that, even during the period in Germany of greatest hypermarket growth,
retall trade increased absolutely in the large 01t1es desplte a

_ decllnlng c1ty population - and increased also in the central areas of
© these cities.- -The experience of the Kaufhof Group of chain department
stores, one of the two nost oowerful'store groups in Germany, can be
taken as indicative. Between 1970 and 1974 the total sales of the

. Kaufhof Group increased considerably. During this time, the proportion

.

: %50f its’ sales made in 01t1es w1th a populatlon of- more than 500 000 rose e e

from 30 per cent in 1970 to 35 per cent in 1974 - and the proportlon of -

1ts sales made in the central areas of cities went up from 23.1 per cent -

~in 1972 to 25.5 per cent in 1973 (34). Taking Kaufhof asltypical”of

the city centre trader, as for example does The Financial -Times in this

i
/

context, at least after the initial impact of the hypermarket, the
z large'towns regained ortmore than regained their percentage share of
trade. The towns that lost retail share were the towns of under

100,000 inhabitants.
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Certainly in Germany the first hypermarkets were all located near the

largest towns. As early as 1970, hewever, Self-service and Supermarket .

was reporting that hypermarketing in Germany was, even‘hy the end of
1969, into its "second phase". A feature of this "second phase"” was
that hypermarkets were being located near "the smaller, yet still

heavily populated towns" (35).

From a national perspective the German case supports the conclusions of

the regional analysis. These conclusions are:

(1) A very high‘urben density is a deterrent to hypermarket“
. development. - - o
(2) By 1973 the areas of extensive hypermarket development
~ in Europe Qere areas characterised by tOWne of from' -
50,000 to 100,000 inhabitants (though the upper ceiling
may be higher: possibly 150,000 1nhab1tants), prov1ded

: that in these areas there was a 31gn1flcant level of

pepulatton 11v1ng out31de these towns. o
(3) One flnal observatlon is offered Very tentatt;ely 1hdeed; o
Thete is p0331bly_an optimum population den31ty ofrthei‘
ambient‘population also - possibly between 150 and 200
persons per seuare kilometre. Above this level“\the :
‘AID analysis suggests, by the Spllt of Box J -the lack-
of freedom of movement may again become restrlctlve.
This last observation, however, is based on the evidence

of only seven regions.
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8.3.7 Addendum : Population size necessary to support a hypermarket -

The question of the population size that is necessary to support.a
hypermarket has been a subject of some discussion in the l970's as a
generallsed topic. This has been mainly in the context of conJecture
as to the total number of hypermarkets that would represent national

"saturation point".

In 1973 Marcel Fournier, the founder of Carrefour, announced that a
-hypermarket is possible and viable for 100,000 inhabitants. From this-
he concluded that France, with 50 million inhabitants in 1973, could

support 500 hypermarkets (36). At a count in Brltaln in 1978, 1t was

' "jestlmated that -in North West England there was one superstore for ‘

every 200,000 1nhab1tants (37) - a figure quoted subsequently in 1980
'bytTesco Stores as ammunition supporting its planning application in
the London Neasden area. ("The provinces are five years ahead of

g London") (38). Would it be logical then to assume that, even if its

Q{;kpopulatlon were perfectly evenly dlstrlbuted and not bunched 1nto tOWns, ;{t‘f

“ ’:North West England would Stlll have been half way to absolute
Ji"saturatlon" in 19787 - _

‘As Rousseau (36) has pointed out, the definition of hypermarket has a . .

-,

‘.:'bottom size limit (2500 mz) but no top limit.- Consequently "saturationf

l'

‘A;p01nt" estimates based on hypermarket numbers are meanlngless unless an
)antlclpated average size 'is included in the calculation. . Rousseau _
quotes Defforey, also of Carrefour, as naintaining that a 20,000 m2
hypermarket unit needs a 200,000 population to support it. Rousseau

 surmises that, on this basis, a market of 100,000 inhabitants might

justify a 10,000 m2 hypermarket - this is to say: 0.1 m2 of hypermarket
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space for every inhabitant. He recognises such a ratio is not, in
practice, possible. In the Haute-Garonne, the department in France A
with the highest hypermarket provision, this ratio is, however, 6.08 mzt
per inhabitant: Therefore he takes this latter ratio as the practicable
maximum, and suggests that a maximum figure for the "saturation point"
could be calculated allowing for variation locally’in population and

‘ consequent variation in hypermarket size, "from units of 2500 m2 for
small zones of about 50,000 inhabitants to units of over 20,000 m2

for the zones with important and_dense populations". If one accepts the
.validity of-this calculating down the hypermarket size scale from
Defforey's operational observation regarding the largest units, one‘is - =
also, in eFFect, saylng that a minimum oF 12 5 catchment area 1nhab1tants»

>Lls needed for each square metre of selllng space prov1ded, if a =

_hypermarket is to be viable.

At the bottom end of the scale this method of extrapolation is obviously

challengeable:.that a 2 5004m2 hypermarket cannbe supported by ai

—

SR ;31 250 populatlon Further 1nvestlgat1ng Rousseau s crlterlon of what

practlcable (the level of profltable prov131on in Haute Garonne)
“however, we see that it is-midway down the size scale from 20 000 m2
that this ratio iS'being achieVed in January 1973 Haute-Garronne s
‘ populatlon of 729,600 supported Flve hypermarkets with a total selling
Space of 62,087 m (39). Assumlng no dlsproportlonate 1nward mlgratlon
:!of shoppers from nelghbourlng departments, these hypermarkets of f#ﬁ
f12 417 m2 average size, therefore were V1ab1e and presumably prof1tab1e>
when supported by only 11.75 persons per square metre of selllng space._

The French department ranked next highest by this criterion was Loiret,

“in which three hypermarkets of under 11,000 m2 average size had a
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"total population/sales space" ratio of a little under 14, It éeems,
- therefore, that the population/sales space ratio of 12.5 is applicable
as a measure of minimum population requirements at least down to

hypermarket sizes of 10,000 mz. In 1973 the average size of a hyper- -

market in France was under 6,000 m2: in th?ory, therefore, the average
French hypermarket could have been viable serving a population of
75,000 inhabitants, if the ratio were generally apblicable at all size
lévels. In this case this would be the average miniﬁum requiremént for
'Aoperatipn. However, most hypermarkets in France aré substantially ‘

below the average size where "average size" is calculated from total

- national selling space. The average size, thus calculateqiﬁﬁ’éll

1:hypérmarkets'ih;Europe.wéé<5,852 m® at the end of l?73£(40)*.;hlg?is;}“:igﬁﬁr: :

: not illogical to assume that‘the "average hypermarket" in Europe iﬁ

: :1973 needed a supportive population of 75,000 people. -

. . T - 296 - ;
*Though this figure varied considerably nationally - from over 12,000 m2
for the few units that existed in Denmark (4 units) and Spain (2 units)
down to the 3,571 m2 average size in the U.K. Nevertheless in three

countries (Germany, France and Austria), accounting for 75 per cent of

all hypermarkets in Europe, the average hypermarket size w 1
identical and slightly below 6,000 02 > " as almost
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o "cruc1al env1ronmental varlable affectlng hypermarket development‘

CHAPTER 9

CONCLUSIONS AND REVISED HYPGTHESES

9.1 lhis chapter outlines the major conclusions of this research and
proposes revised hypotheses where this is applicable. The oonclusione
specific to particular indicators are contained in Chapters 6, 7 and 8,
and are not in most cases reported here in detail. lhis is not‘to deny

the importance of these more particularised findings. - -

9.2 THE FACTOR OF CAR-OWNERSHIP

Car—ownership’is important to hypermarket development, but not as -
' important as is popularly supposed:‘this is the research conclusion

in this research area.

"__Car ownershlp has generally been hypotholsed ‘as the domlnant and o

f«“'

—and out of town retall development in general The most publlclsed L
hypermarket catchment area reports have almost 1nvar1ably 51gnallsed
the domlnant 1mportance of car- ownershlp as de01d1ng patronage. It'

was therefore orlglnally thought that 'in the hypermarket analy81s the

"car ownershlp" varlable mlght "swamp" all other varlables and f{;:LGA'A‘

" render the analy31s 1nsen31t1ve to other factors. Thls is not the case.

Car ownership emerges in particular as subordinate to income factors,
but in conditions of ever increasing car-ownership, only to some

extent. The correlations in the regional analysis in our research
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of the "prosperity'" variables with the "car-ownership" variables

are as follows:

Cars 1966 Cars 1970 Cars 1973

Gross value added per inhabitant .71 .66 .56

Consumption expenditure C .66 .63 .57
Disposable income - : .58~"“ .56 .48

The levels of correlation are not as high as might perhaps be sﬁpposed.
Nevertheless, there is a significant degree of intercorrelation. The
levels of correlation with the dependent hypermarket varlables are as

‘follows (flgures 1n brackets denote 81gn1F1cance levels)

Y SHY

(lehabitants (Hypeeearket eelllng
per hypermarket) - area per 1000 inhabitants)
L ACARS 6 - (N=63).  -.52(.001) - o 32(.05)

T caRs 70 (Ne6B) ;j;_-.uzz( 02)\ Y .32(. 'gz“)‘ - ]
R A_ACARS 73" (N=68) =17 =) B o2l - ) ~

M:Gross Value Added:f(N;ggltﬂj,h .36(0 l) ‘ ﬂ‘iiiii;&%}‘37( Ol) \

" Consumption = .- (N:46.)» - -.50(.001) | o _'“.,59(.001) o

‘-Expenditupe S R LA e e

_ Dlsposable’lncome .(N:gé) -:29(.05) . o - .;42(:dl)

‘ TvCértaithiferufhefmore sehsitiveydependeef’;eflaele:‘ghe’;eellinékjj o
epace"anriable §ﬂi, the "prespeeily" indieafofs ere-ﬁole peedlctlQe
than thev"cars" indicators. “1In the regresslon analysis (section
6.4) the net effecé of this is that the "cars" indicator is not

.represented'as significant in the regqression equation. Without the

inclusion of a "prosperity" variable it might have emerged as a
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‘“7755f0r 1nclus1on 1n the regreSSLOn routlne predlctlng hypermarket

significant factor. In the AID analysis in Figure 7.2 the crucial‘}:{'
initial first split is made on the criterion of disposable income. -
Car ownership remains important and is the basis of two subsequent
spllts. But the evidence is that it is an 1mportant 1nfluence h
subordiante to the yet more important influence of the level of

income of the consumer.

The conclusion is that the relationship between car-ownership and
hypermafket patronage is not as close as is frequently, although

not universally, supposed,.and’as widely quoted figures might suggest.

'9.3 THE FACTOR OF INDIVIDUAL PROSPERITY -

“'The level of consumer disposable income is a decisive factor in ~
hypermarket development.

g fThe Factor of 1nd1v1dual prosperlty was the flrst factor selected iﬁg"

::aé;OQISlon; In the AID analy31s that excludes a supermarket 1ntut |
‘jftgefe_7.2) it is the prlmelestlngu1sh1ngdfactor‘segregatlng'
4levels ot hypermerket detelopment. It sebsumes the facter of
-cef—oweerehip, eut providee an explenatidﬁ of variance greeter o

~“than that'of car-ownership. = =

The level ot individual_prospefity, as measured b y "gross value:f»-'
added per inhabitant' is also in the regional AID analysis seen to
be the crucial ‘distinguishing factor in predicting supermarket

developmeﬁt (Figure 7.3).
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9.4 THE FACTOR OF EXISTING SUPERMARKET PROVISION

The natural thrust of trading economicscmmbiheowith increasing.
customer acclimatisation propels the supermarket operator
progressively to expand his scale of operations. The ultimate

of this. progression is the hypermarket. The discussion is the
discussion of Chapter 8. Hypermarkets develop in oeneral
proportionaterto the prior level of the supermarket>infrastructore.
fhis very positive'cohclusion is contrary to most UK hypothesesr
One notes parenthetically that the AID analysis that:includes
supermarket prov131on as an 1ndependent varlable explalns 90 per*
; cent of the variance in hypermarket development whlle the levelV'.

of explanatlon omlttlng this varlable is 71 per cent.

9.5 THE FACTOR OF SHORTAGE OF LABOUR

‘ An a85001ated factor 1n the tradlng economlcs that promote the

succe831ve developments of self—serv1ce is the fact that the

T‘ relatlte shortage and cost of laboorkw1ll“oorrespohd1hgly propel T
,;the“retall;operator progresslvely tOWards selfeserv1ce operatloh.:;;
- In the regressioh analyses. the factor "qnemploymentt'is dominaht:'-'

-~ in explainihg (negatively) both supermarkettahd.hyper@arket\

-fk;developmentt In the "sopermarket" AiDrahalysis (Fiéore 7;3) : fgrgo:) SR

“unemployment" is the’prime Qiscriminator'subsequent to the ’_?ih, L “ll

initial split on relative prosperity - In the AID "hypermarket" Lf

analy31s (Flgure 7.2) "unemployment” dlscrlmlnates between |

regions of average hypermarket provision and those of low provision.
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The hypothesis of environmental shortage of labour and the consequent
high cost of labour as factors in .the tradi ng economics promotlng
supermarket and hypermarket development is thus very strongly

supported.

9.6 THE FACTOR OF MAJOR ROAD PROVISION

On an ascending scale of store sizetcategories from the smaller
supermarkets to the larger supermarkets, to the smailer hypermarkets, .
to the larger hypermarkets - so progressively does the provision

of a major road. network in the region become increasingly importantm

-to the‘retail(operation.. The evidence is the correlation analyses
contained in sections 6.3.2 (3) and 6.3.3 (3). In the AID analysis
-(Figore 7.1) the—extent of major road provision is the critical |
distinguishing factor for those regions with high hypermarket

provision, after the influence of the ex1st1ng supermarket infra- -

;‘istructure has so segregated those reglons.»’: ’::f:!',\ »»ﬁ o l,‘frf;t:

©."'9.7 THE FACTOR OF CONCENTRATION OF POPULATION

Suoermarkets aod:hypermarkets develop significantly oore in urbanised
‘as opposed to rural communities.n Sopermarket develooment Eé, however,
iiodependent of relative town size. Large urban mass as sueh is~a -
deterrentttothypermarket oevelopoent. . The optimum demographic".-”
environment-tor oypermarket developmeot is one of_ao adjacent

town of under 100,000 inhabitants (the suggested optimum is 50,000

to 100,000 inhabitants), but with a sufficiently dense ambient popolation.

In the main this important discussion is the discussion of Chapter 8.
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9.8 THE FACTOR OF "FEMALE EMANCIPATION" .

Qf the indicators of "female emancipation",'the preferred indicatees
are in general significantly correlated with supermarket and .
hypermarket provision (sections 6.3.2 (5) and 6.3.3 (5)). The
»indicator included in the regional regression and Alg analyses to
represent the factor of female employment, FECV1564 ("Females in.
'eivilian employment as per cent ef all females eged 15-é4. 1973")‘is
. significant in the regression on "Inhabitantefper hypermarket" 151, 
~ and significant at the secondary stage of the AID analysis of SHY
lin Figure 7.1. This is offered ﬁere,'howevee, only ‘as the best
:'ieuch inaicator that ean be currentiy construeted. The importaﬁt
female pufchase;s of routine purchases are, ho@evep, those who
- “are married.. Work is‘needed to EOnstruct at reﬁienal level the
indicators of activity rates of married women proposed in Chapter 4

_.as optimal.

'fi”jﬁ;ffhere 1s an 1ndlcatlon, but 1ndlcat10n only, 1n the reglonal analySJs i;’-’“
.“3f'that refrlgerator ownershlp may be hlghly predlctlve of supermarket

_ develqpment. The very low number of observatlons avallable prevents,

"however, a valid investigation owahat is a commonly accepted but_4

always unquantified hypothesis. "

9.9 THE FACTOR OF INDUSTRIALISATION. = .- -

The indicators of the innovative "industrialisation" model similarly .-
need refinement, but are significantly correleted with hypermarket ‘

development however measured. The ‘indicator 'gross value added,
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dollar equivalents, per occupied person, 1970" (GVAOCCUP) is the -
environmental predictor most highly correlated with SHY, relative j..
hypermarket selling space - though with only 49 obse-vations.

The lack of a full range of observations prevented its inclusion

in the AID analyses. It nay or may not have emerged as influential

when subjected to this routine.

9.10 THE FACTOR OF RETAIL INTEGRATION

There is a 81gn1f1cant relatlonshlp betWeen levels of supermarket
and hypermarket development and the degree of 1ntegrat10n or
- association in the amblent retall trade. Thls conclu31on is derived

from the national analys1s only In thls, retall organlsatlon by

" legal 1ntegratlon and non~legal aFflllatlon is more predlctlve than

retail organisation purely considered in terms of formal integration.

-~

jep{We hypothe81sed no dlrectlon of cause and effect. In hypermarket ;L:f

N 3Land superstore 1nnovat10n the promlnent 1nnovators 1n France and i} k
h the UK were Carrefour and ASDA : These were unafflllated 1ndependents

.._at the time of their adoption of the.concept. .. o‘; S e eeaa

" Owing to the, in general, scarcity of data at the sensitive‘regional

SRR ?1evel this 1mportant questlon was not able in thls research to be‘
fexamlned 1n depth we obtalned regional 1ndlcators 1n the case of N
_ France only. Sensitive and more SOphlSthated indicators at the

regional level are an important requirement for a full comparative

distribution analysis.
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9.11 THE VIABILITY OF THE DIRECT USE OF SOCIOECONOMIC DATA

"

It is possible to explain hypermarket development in terms of socio-
economic and demographic influences on an assumption that government
intervention is in general based on a rational interpretation of

those’influences.

9.12 THE VALIDITY OF AID ANALYSIS USING AGGREGATE DATA

It has been demonstrateo that coherent»conclusions tﬁet are valid can
_ be drawn from-an Aid anaiysis Using considerably less thao theﬁldOOA
~ cases proposed by Sonquist ano.his oo—researohers esrthe requisite-A
inpot using sample‘data. When this is in respect of aggregate data
- ; Usihgrnamedventities (in this.case, Europeao>regions) that cao be ;
identified at each step and which constitute the universe, then valid -

1,.conclusions can be drawn in respect of those particu]ar nntities -rfn

533-:%f553'aanaly31s "excluslon does not 1mply 1n31gn1flcance" but, 1f the

:statlstlcal clalms of candldate predlotors at each step are llsted

can be observed. Uniquely, thlS progect examlnes the rival merits

- -

" .-of predictors; and finds virtually no examples of extreme merginal

“::_splitting.

9.13 THE METHODOLOGY OF QUANTIFIED COMPARATIVE RESEARCH

In general literature the main conclusions as to, in particular,-

hypermarket development are based on micro-studies, on surveys of

- 307 -

“Qiffithls research, in’ respect of the reglons of Western Europe In AID 7%:»r~

*' B “) the extent to whlch exclu31on does or does not 1mply 1n31gn1flcance -



the patronage and environment of particular stores. These are not
numerous. Their findings are often contradictory. Quantified
comparative studies are also’Few. in the main, such stddies start hith
no hypothesis and are concerned with clustering or factor-analysing
what data are available. The precision or specific relevance of the
‘data is not, in this case, an immediate concern. There is no
‘hypothesis to be confirmed or refuted as a result of the analysis.
Ehrenberg has described such studies as "Fishing_trips": one simply

sees what clusters the analysis produces.

This project proposes a methodological framework against which the
findings of individual catchment area studies can be compared and
within which theyvcan be positioned. No such methodological

framework or properly quantified'analysis currently:exists.'

S~

9.14 THE PREDOMINANT NEED FOR VIABLE ‘MARKETING INDICATCRS

iIn thls research the sen81t1ve analy51s is the analy31s at reglonal
level; and the maln research thrust has been towards the constructlon
of sen81t1§e and comparatlve reglonal -level marketlng indicators. '
At natlonal level ‘the readlly avallable 1ndlcators are grossly
1nsen31t1ve and complled for purposes other than marketlng purposes. - ‘

'In this research more reflned 1nd1cators have been proposed and ~:1'-
prototypes constructed. At reglonal level, with the exceptlon of
najor EEC coontries in certain instances, readily—available
comparative indicators do not exist. This project has been to a

large extent concerned with laying the foundation for a relevant

series of regional-level marketing indicators.
- 308 -
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As a consequence of this research, the first steps have been taken,
as noted in Appendlx 3, towards the formation of a European )
Marketing Indicators Working Party that will work,towards the

production of regional level indicators specific to the requirements

of marketing.
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. APPENDIX 1. National Analvsis. Varieble Codes and
Variable Descrivntions.

1) ISH74X. Inhabitants per'free—staodinn supernmarket

A517a4 2
400 - 2500m~. 1.1.1974.
2) IS174V. Inhabitants per supermarket (1nclud1ng sunornarkets

in Variety and Department Stores) 400 - 2500m . 1.1.1974.

3) Inhabitants per hypermarket. 1.1.1974.

4)  ISH4UT74V. Inhabitants per self-service unit 400m? and over
including superrarkets in Variety and Department Stores)
1.1.1974.  1ADS/1SSO totals.

3

5). - ISHNENW Inhabitants per self-service unit 400m2 and over
T ilncludlng SMS in V and D Stores) 1.1.1974. Amended totals.

6) IS3562. Inhabitants per self-service food store 1962.

7) SSKT4X. . Selling space (I2 per 100 inhabitants) in free-

standing supermarkets 400 - 2500m2 1.1.1974.

8) SHY71. Selling space (12s per-100 inhabitants) in Hyper-
markets. 1971. i

9) ~ SHY74.  Selling space (M2S ver 1oo ‘inhabitants) in
iypermarkets. 1974.

10) SSMH74 . Selling space (dzb pexr 1000 1nhab1tants) in self-

service units 400 m? and over (excluding suoermarxets in Varlety
. and Department Stores) 1.1.1974. - o
11) . ~ Inhabitdnts pér self-service food store - 1970.
12)  PAGRICSQ. Inhabitants per km® agricultural area 1960.
1 3) “PAGRICTO. n n‘ ] " " 1070
143 - PDERS60. . - - " . W % of tobal territory 1960.-
1 5 PDENSZO. - " n " 0 " i n 1 970

16)  AGRICS:61. ¢ labour force employed in agriculture, forestry

and fishing 1961.

17)  AGRICY70. - © % labour " . Moo oo
© 0 U 7 and flshlng 1070...}~; S e e
3) TAGRIC73. - 7 ¢ labour | M UL R
“. ‘and fishing 19730 TR T SRR 7 -
G):~MAGRIC 70.7- % of Wwagé earners and salarled employees emoloyed”
=727 agriculture etc. 1970, W - e sl e T T
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AGRGDP6Q. 9 GDP derlved from Agrlculture, forestry and
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23). AGG10060. " % population living in urban agglomerations of -~ = :
‘ - 100,000 inhabitants or more 1960. S o /
T 24) AQQEQQQQ.‘7»‘ % population living ™ "ot o Mo oMo T
-7 500,000 inhabitants or moré 1960. - - ..o T Ta Lo T T
25) © LAR25062. : ‘'S0 population living in urban catchment areas of - °
) - 250,000 inhabitants or more 1960. LARRY SHITH CONSULTING.
26), AGG10070. % population living in urban agglomerations of
‘ 100,000 inhabitants or more 1970. ‘

27) . AGG50070. % population living in urban agglomerafions of
500,000 inhabitants or more 1970. .
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GDPCPPT0. noon " (adjusted for CPP) 1970.
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GDPCPPT3. woom - w (gdjusted for CPP) 1973
DI6O. Gross Disposable Income of households (dollar
equlvalents) 1960. - :

DIT70. . Gross n n " _ n | . n
equivalents) 1970. S : . S
DICPPP70. Gross o " - " (adjusted for
CPP) 1970. ' . -
DI73. ) n coon o » % (dollars) 1973..
DICPPPT3. n " " " o (adjusted for
CPP)-1973. ‘ ‘ ’

DI72. oL ey " " v (dollars) 1972.
COLiS69. Prlvate consumntlon expenditure per capita’
(dollars) 1969.

" CONCPP69. " cu " n .o

(adjusted for CPP) 1969.

- VAWORK70. - Value added per worker (dollars) 1970.

VAWCPPTO. " " " (adjusted for CPP) 1970, o

. TVAWORK73. .ox M. M oentmoem (dollars) 1973.0

VAUCPPT3. " " m T m o (adjusted for CPP) 1973.
MNHILC69. - hedlan net household income (£5) 1969.

- MINCCPPP. ... - "L 0w "o " " (adjusted “for CFP) 1909

FOOD70 & of prlvate consumption spent on food, drink and
tobacco 1G70.
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ADPC70. - .. Advertising expendlture (dollars) per capita 1é70.r1 Af,";lt ‘
FEQLE6Q. . - Female labour force as p of total labour force TR
N 3 ’ i = 1960. - . NI av - ‘:,:‘_‘:n D
FE#CIV6Y. - Females in 01V111an employment as p of total

civilian employment 1961. S

FEWEFEG] . Females in labour force as % of female populatlon -

’1 961 . . .

FEGUES] . Fenmale vage and salary earners as % of all Wage

and salary earners 1961.
'k‘uamzo : Female labour force as p total labour force 1970.

F DLFzz . " " ] 1t ll 11 n - n 1973 . -

FESCIV73.  Females in civilian employment as ﬂ total 01v111an
. employment. 1973. : ) .
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70)  FE156470. Females in labour force as % of all females
- a ed 15""640 1 70. N :
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. aged 15-64.- 1973, R S
72) FEA EUPZO' Females " n n n non " ) .n
aged 15 and over.1970.
73) FE15UPZ§. Females " n " B T ] " n
aged 15 and over.1973. .
74)  FEWSFETO. Females " v moom o wom 4otal female
population 1970. )
75) EW&:FEZ} Females " n noow "N ] n
} population 1973, :
76) XFAMTO. Females in civilian employment (excludlng unpaid | »
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77) g&dﬂAZO. Harried women in labour force as % of all married
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78) MA MAZE . o n o on on ] LR L B
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79) MARCIVTO. Married women in civilian eumployment as % of all
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82)  JDEPT0. Populatibn noomow e e e Lo "
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100) - HAFOOD71. "Pon—assoc1ated" retall food trade as % of to*al
; retail food trade, 1971. ' : : o
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APPENDIX 1 (CONTINUED) 2 °

'

DISTRIBUTION ANALYSIS NATIONAL T@TALS

1) = SIGNIFICANT AT THE .001 SIGNIFICANCE LEVEL
2} = . " LI N . LN ] , L]
,Correlation coefficients: 3; . " LA .g; . "
. 4) = . """ .. ,.05 1, L - » "
o 5; a " LI .115<; ) ' "
N ISM74x 1SH74V 1IHY?74 tsn4u74v51 ISHNEU74 15542
15H74X 4 1,00000 - 0.96247(1) 0.94860 (1) 0.96289 1) 0. 96242 (1) 0.68592 (2
1SH74V 14 0,96247(1) 1.00000 0.9761361? 1 0.99984 (1) © 0,99964 32) 0.54854(2
IKY74 14 0.94860(1) 0.97613(1) 1.00000 0,978085 (1) 0.9789% 0.77641(2
ISMAU74V 14 0.96289 (1) 0.99984 (1) 0.97885(1) " 1.00000 ‘o.999az§1§ 0.67112(2
ISHNEW74 14 0,96242(1) 0.99964(1) 0.97899(1) o0.99982(1) 1.00000 0.67213(2
15862 . 14  0.48592(2) 0.66854(2) 0.77641(2) 0.67112(2) "0.47213(2) 1.00000
$5M74X 14 -0.71846(2) ~0.68025(2) ~0.62721 (3) -0.47487 (2 r0.67308§2; ~0.57619 (4)
SHY?1 . 14 ~0,39974 . -0.37094 ~0,35589 -0.37416 - ~0.36774 -0.28911
SHY74 = 14 -o.49099i5; —0.47x21i5; -0.47922(5).-0.47647 (5) -0,47120(5) -0.38479
SSMH74. 14 -0.66844(2) -0.43482(3) -0.606461 {4) -0,63406 (3) -0.63040 3; -0.53453 (4
1SS70 - 12 0.45942 0.42573 0.56252(5)' 0.42823 , 0,42810 o.95393§ ;
PAGRI&O. 13 -0.38850 -0,32350 -0.28217 ~0.32127 .-, -0.31006 -0.15361
PAGRIC70. 13 -0.45957  ° -0.39814 -0,34893 -0,39535 % . -0,38478 -0.19385
PDENSS0. 14 =-0.242247. -0.15683 -0,11192 -0,15492" % ~0,14408 0.04951
PDENS70. 14 =-0.24286 -0.15734 ~0,11204 ~0,15528 7 -0,14648 0.04448
AGRICXAL. 14 0.74036(2) 0.43136(3) 0.59168(4) 0.462684 (3)° 0.62572(3) ©.476811(5)
. AGRICX70= 14 0.73801 (2)'. 0.65577(3) 0.58719{4) 0.64923 0.64750(3) 0.42987
AGRICA73 . 14 0.70631 (2] 0.64528(3) 0.57778(4) 0.63809 0.63682(3) 0.45163
WAGRIC70 = 0.95440 L 0.91737 (1) 0.92511({1}: 0.91825 0.91707 {1) 0.74300 (2
WAGRIC73. g4 0.93751(4) 0.91166(1) 0.93892 (1) 0.91354 '0.91236 (1) 0.79804 ;
AGRGDP&0_ 13  0.67390 (3)  0.58365(4) 0.52017 (5) 0.58018 1 0,58193 () 0.31821
AGRGDP70_ 13 0.5444505) 0,45921 """ 0.,40197 ' 0,45458 " ; 0,45821 0.32423
AGG10060_ 33 =-0.25733 -0.15338 ©  -0.20915 . -0.15585 ° —0,15637 -0.25032
AGGS0060_ 1) -0.29493 -0.21199 .. -0.,26646 -0,21499 ¢’ -0,21437 -0.,27474
LAR25062 _ 14 =-0.30185 -0.18015." -0.23644 ' ~0,18412." -0,1B&03 -0.22501
AGG10070 _ 45 -0.25720 -0.14721 -0,19275 ~0,14888 - ~0,14873 -0,23532
AGGS0070 _ 3, -0.30337 - -0,23085 . -0.246972 ' -0,23291 - =-0,23237 ~0.26412
GNPPC41. _ 4) -0.7B851 (4) -0.76593 (o) -0,71354 -0.76082 () -0,76337 () ~0.58849
GNPPC70_~ 3, -0.73808 (3 -o.72308$2 -0,64461 -0.71664 (2} '=0.71889 }5) ~0.52647
GDPPC70= 45 =0.72363 {5} ~0,71360 {5} -0.42960 (3} -0.70668 (2) =0,70921 (3§ ~0.51577
GDPCPP70_ g -0.66609 (5] ~0.69263 {58 -0,52720 ~0.67978 (59 ~0,48878 (5) ~0.54372
GDPPC73 4 -0.72454 2 ~0.70449 2 -0, 64239(3 -0, 69922 2):~0.7011% 2 ‘0047151( )
BDPCPP?3 -0.,63388 5 ~0,67209 5 -0.501893 ~0.654634 5 ‘=0,566490 5 -0,%52003
D160~ 18 -0.76354 2} -0.75912 )51 ~0,70416 () -0.75382 (3] ~0.75642 {5} -0.57550
D170~ 14 -0,72449 ~0,71573 151 -0.62812 =0470866 (29 ~0.71060 {3) -0,50102
pICPPP70~ 8 .-0.78173 £8) <0.80434 -0.65614 12 —0.79200 -0,79995 -0.47563
DI73 - 12 -0.68581 {3) -0.7260% §3] ~0.49678 (3) 2071187 13 0. 71534 §3] ~0 50831
DICPPP73 _ 8 -0.,64415(5) -0,68391 (5} -0,51105 -0.66681 £5) ~0.67416 $3) “0.53092
D172 - 14 -0,75093 2& =-0.72381 (2) -0,64989 3 -0.71768 2)'-0,71934 3 -0.54491
. CONS69 = 13 -0,74862(2) -0,70334 2) -0.6525¢9 -0.49950(2) -0,7037¢ 2 -0.51101(23
CONCPP&9 = 8 -0,59311 -0.61428 -0.48106 -0, 60278 ~0,61454 -0,46407
VAWORK70~ 14 -0.74801 (2) ~0.72800 (2) -0.63345 (3) ~0.72159 (2) -0,72228 (2) ~0.44670
VAWCPP70- 8 -0.52576 ~0,55117 -0,39284 -0,53833 . ~0,54918 -0.38771
VAWORK73 - 14 -0.74119 (2) ~0,75131 (2) -0.46573 (2) -0.74652 (2) ~0.74614 (2) -0.43479
VAWCPP73- 8 -0,47368 -0,49621 -0,34350 -0.48671 « ~0.49575 ~0,31504
MNHINC&9 - 1% -0,77758 (2) -0.73255 (2) ~0.67166 (2) -0.72609 (2) -0.72997 (2) -0.60314 (4)
MINCCPPP - 8 =~0.43620 ~0.64339 {5) -0,51862 -0.62748 ; —o.az&ae&S; -0,60611
FOODX70 - 14 0.41887 ' 0,40432 - 0.37826 0,39663  : 0,39679 0.55883 (4)
CARS60 - 14 -0,68630 (2) -0.42201 (3) -0.59345 (4) ~0.62083 (3) -0.42340 (3) -0.45074
CARS70 = 14 -0,76106 (2} ~0,72293 (2) -0.62734 {3) -0,71815 (2)--0.71972 (2) -0.33624
CAR873- 34 =-0.71521 (2) ~0,68304 (2) -0.57618 (4) -0.67878 (2) ~0.48137 (2) -0.23457
HHCA - 14 -0,77434(2) -0,6772% (2) -0.62159 (3) -0,67370 {2} ~0.67828 (2) -0.44152
MVSRD61 - 13 -0,31128 -0.24135 -0,146547 -0.23547 .1 .~0,23554 " 0,07836
MVSRD?0 = 14 =-0,00057 @ 0,07000 0,17971 0.07782. . 0,07895 0.31368
MUSRD73- 14 0.17720 -* 0,24504 0.35041 1 0.25232 ) 0,25330 0.44810
ENERGY61 = 14 -0,69019 (2) -0.61072 (4) -0.60502 {4) ~0.60829 (4) -0.50400 (4) -0.53301 (4
ENERGY71 - 14 -0.80790 (1) -0,79503 (1) ~0,73852 (2) -0,78875 (1) -0.78586 (1) -0.60903 (4
ENERGY73 . 14 -0.77937 (2} ~0,78211 (1) -0,74713 (2) -0.77697 (2) ~0,77329 {2) -0.45197
STEEL613~ 14 -0,59043 (4) -0.56386 (4) -0.46896 (5) -0,55859-(4) -0.56190 (&) -0.29606
STEEL713- 14 -0.51442(5) -0,49012 (5) -0.39708 ~0.48423 (5) ~0.48822 (5) -0.31034
ESINDEX - 14 -0.72296(2) -0.70972 2;-0.63933 3) -0.70368 (2) ~0.70412 (2) -0, 54191 h
ADPC70- 1k =~0.63674(3) -0.61323 (3) -0.54956 (4) -0.60542 (4) -0.60768 (4) ~0.605

i

Yoot

SSM74X

\

SHY?71
~0.71846 ( 2 0.39974
-0.68025 ? )-0.37094
~0.,62721(3) -0,35589
-0.67487(2) -0.374146
-0.67309(2) -0.36774
~0,57619 (4) -0.28911

1.,00000 0.45940(3)
0.465940(3) 1.00000
0,68797(2) o. 961642 ;
0.93648(1) 0.86024
-0.50120(5) -0,26010
0,41653 0.43088
0.47893(5) 0.43400
0,27234 0.37331
0.27028 0.35645
-0.73489 (2) -0.43751
~0.77289 (2) -0.46033(5
~0.78113(1) -0.46605 (5
~g ;2;;9,2 ,-0.45;6£ 5
- 7({2Y.50.47972
0167463 (3} L0.53150 ;
-0.67009 -0,52445

. 0.02535 77 0.12397 ’
-0,01214-5 .0 ! 0,12986
o 14144 0.20843

0.06273 0.146242
0.05468 0.21054
0.80481 (1) 0.45231; }
0, 93731§1 0.49676%5;
85760 (1) 0.51334
o 72650 {4,) 0.51401 5
0.82891 (1) 0,52512(5)
0.66651 (59 . 0,33620
) smmi e
0,77273 z 0.47619 \¥
0.83534 (1) 0.58404 (4)
0.48044 0,28899
0,87459 ? 0.52479 (5)
0.,78109 0,41309
0.64090 § 0,31696
0.82904 ; 0.51617 (5)
0.464600 0.31843
0.79252 (1) 0.54709 (&)
0.66968(5) 0,46047
0,81404 (1) 0.36875
0,52152 0.19080
-0.71543 (2) -0.44329
0.70892(2}) 0.46845(5
0.,75554(2) 0.50883(5
0.70557 (2) 0.51935 (5
0.67845(2) 0.26501
0.194689 0,02384
0.14648 0.16576
0.00764 0,09883
0,65207 (3) 0.50195(5
0.83523 (1) 0.52764 (5
0.,80748 (1) 0.52720(5
0.76150 (2) 0,65545(%3
0.77689 (2) 0.66982(2
0.88643(1) 0.47284(2
0.60285(4) 0,20844

SHY?74

-0.49099
-0,47121
-0447922
-0.,47647
-0.47120
~0.38679
0.68797
1 0.96164
1.00000
0.89788
~0.32947
0.35549
0,36652
0.32026
0.30433
-0.44618
-0,45504
-0.44020
-0.54747
-0.58430

w=0.49547

~0.48033
0.,06978
0.06088
0.,19791
0.09183

| 0.11816
*,0.50934

«0.43570
0.535

0. 50596
Q.58097
0,36922
0.51467
0.53787
0.48582
0.55788
0,33189
0.56927
0.,51065
0437910
0.52595
0.33261
0.58085
0.47302
0.39725
0.11559
~0.,46293
0.51045
0.52416
0.52708
0432200

. =0,02840

0.,02250
-0.05562
0.46854
0.49807
0.50484
0.60821
0,62128
0.63460
0.22601

04

5

3

&

(1)

VA &= =\

218

@
&
(5)
33
(s)
(4)

5
5
5
5

5
5
5
4
3
3

SSHH74

-0.66844
-0.63482
-0.560661%
-0.63406
-0,63060
~0,53453
0.93448
0.86024
0.89788
1.00000
-0.44006
0.40891
0,45172
0.30338
0.29284
-0,65702
-0.68410
~0.,69228
~0.69880
~0.71906
-0.644660
~0.,463684
0.,04364
0.,01824
0.18204
0.07527
0.08485
0.73977
0.770564
0.78246
0.66568
0.78405
0.56242
0.75140
0,78936
0.67797
0.78167
0.54893

0.8073¢9
&)

AL DN oW b B LI LA

NV =D

0.72423
0-45596
0.75566 (2)
0.51833
0.75725(2)
0.61220
0.68316(2)
0.32583

-0,65948
0.68222
0.71020
0.68029
0.5707%
0.10870
0.08947
-0,03179
0.41989
0,74112
0.72357
0.75745
0.77582
0.84138
0.47764
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=0,57271(4)

=0,64213(3)

=0, 62287

(1) = significant ot the .001 signjftcanCP ]9vol (2) = .01 lavel; (3) = .02 levely (4) = .05 level; (5) = .1 level ;
N. ISHTuY 1sM7aV - ,1HY7u - :!wuumv ISMNFWTY I188A2 ¢ SSMTUX SHYT1 SHY74 SSMHT4A
- 1SM74X 14 1.00000° 0,96247 - 0,94860 - 0.96289;" “h,962up " 0.6R592 -0,7184k «0,39974 «0,49099 «0, 60844
ISMTUY " 0,96247 . 1,00000 -7 - 0,9761% ; . 0,99984 - .0,99964 0,hh8S1 -0 ,68025 =0,37094 -0,47121 “U h3U82 o
IHY70 . . 0,94R860 L0,97613 ¢ © . 1,00000 - 0,978RS 1l 0,97899 0,77n64% “0,62721 «0,35589 -0,47922 N, 606h1
ISMAUTAY W 0,96289 0.999R4 1 0,97885 . {,0n000-. " 0,999R2 0.67112 =0 ,6TUAT “0,37416 . =0,87607  =0,63406 .
ISMMEWTH  » 0,96242 0,99964- ;7 + 0,9TAR99 [ 0,999R? 1,00000 0,6721% -0,67308 -0,36774 ~0,47120 0 ,h3060 \
15562 " 0,68592 . 0.66854°7 " 0,77641 '  D,67112 5 0,67213 1,00000 “0,57619  «0,28911 «0,38679 -0,53453 -
- §SMTUX "o oa0,71846 . =0,6R025 | '=0,62721 . =0,6T74R7 w0,6T7308 “0,57519 1,00000 . 0,65940 0,68797 . N,93648
SHYT1 " «0,3997¢  «0,37094 .0 =0,355R9 -, «0,37416 “0.36774 . «0,28911° 0,6%940 1.00000 - 0,96164 0,86004 y
- SHY74 " =0,49099 ~0,47121 Sw0L,4T922 ' w0, 47647 5 =0,47120  =0,3R679 0,A8797 0,96164  1,00000 . 0,89788 - -
SSMHTY " =0,66884 . =0,63482 [ =0,606h61 -, «0,63u006 ~0,63060 T w0,53483 D,93648 - D, A6024 - -7 0,RA978AK - 1.,00000 - =
15870 12 n,45962 0,42573 - 0,56252 - 0,42823 0,u2810 0,95393 =~0,50120 «0,26010 -  =0,32947 =0, 45006 .y
FEXLF60 14 =0,42460 -0, sssuu(z) =0,581A0(4) «0,54003 (4) =0,5U811(4) =0,d40048 - 0,1Ba8s 0.32129 INTIEY 0,32839 -
FEXICVHL 11 0,05145 - «=0,32701  =0,30660 “0,33069 - =0,3U0R9A3 »0,34321 0,07823 - 0514575 - - 0,19705 0,13704 -~ .-
FEWXFEGL 12  0,37045% ° ~«0,50876(5) =0,50459(S) =0,51021 (5) =0,51907(5) =0,3328% 0,27042 0,22830- " - -0,32062 - 0,37576 - -2
FEXWEL] 42 =0,60136{(4) =0.70312(3) =0.73%644 (2) =0,70606 (3) =0,T71396(2) =0,57097(5) 0,28452 0,09085 .. - 0,19824 . . 0,2726% - -
© FEXLFT0 14 =~0,43303 «0.55830(4) =0,57197 (4) =0,55883 (4) =0,56690(4) =0,50352(5) - 0,42215- - 0,27467- -~ 0,38757 - 0,u44979 - -~
FEXLFT3 " -0.28865 C w0, U036 7 - =0,41439 =0,40277,  =0,41014 ° =0,43295 0,34137 0,22273 - 0,31030 0,37236 2
FEZCIVI3 o «0,31201 -0,42883 ~0,44275 -0, 42802 1 =0,43501 “0,85957(5) 0,%4686 0,21R828 -~ 0,32177- -7 - 0,34128 = )‘
FE156470 n  «0,46536(5) «0,57545(4) «0,58940(4) «0,574d41.(4) =0.58125(4) -«0,57201(4) 0,846739(5) 0,23643 . 0,34761 .- . 0 45957(5)—2— i
FE1S6473 n  «0,3R397 “0,87576(5) =0,4A520(5) =0,47318 (5) =0,47982(5) w0,53793(4) 0, a3016~—-—~o 19156 =0 asx?7-~—»o AILT9 oo’y
FEISUPTO v =0,41348  «0,56271(4) «0,55169(4) »0,54081 (4) =0,54740(4) «0,53927(4) 0,42307 - 0,18213: .- 0,28693- . JAa0279 S
FEISUPT3 n  «0,32930 =0, 40247 «0,48707 . ' =0,43910 «0,44530  «0,50669(5) o.sqzan 0,14203° "~ 0,23136 “0,3bu29 ,
 FEWXFETO o ' =0,82004 ©0.,50475 ' «0,53913 m0,54211 | 1w0,S0893 . «0,51221 T 0,47002- - --0,22898°- .77 0,32619  0,45061 oy
FEWKXFETS o w0,34006 . «0,45565 "  «0,44942 ~0,45181 [ . =0,45832(5) =0,09064(5) O0,43026 " 0.18567 T 0426732 0,40u28 - °-
XFAHMTO 91 =0.,65334(4) <0,76641(2) «0,71989 (3) =0,76235 (2) ~0,76762(2) =0, S3011(5). 0367166 (4) 0,37850 =" 0,47820 === "0,63674(4) *~ ;
T MAXMATO 42 0,17866 ~0,43994 - =0,33519 - =0,43174 «0,48506  =0,471Sh T0,25790 T 0,NTR3IA Y 0,08977 " 0,22030 ° 3 :
“MAYMATS 9 0,41590 "w0,21780 " «0,18592 ‘w0,21768 ;. =0,2053% «0,03321 0,05569 -~  -0,02260 -~ = 0310903 ---o.13179 = X
MARCIVTO 14 =0.35156 : =0,44207 . =0.39178 0 «0,43705 % . «0,44323 -0,31201¢ 'o uboxv(s) 0,283729 T 0:32265 0,44827 ;
MARCIVTY 413 =0,36097 . «0,456B9 , =0,41137 te0 45232 =0,49827 «0,33360 - - 0,46779 0 - 0,31314-:" - 0,37107 - o.u7oa5(5) oy
JDEP&O 14 0,16562 0,07475% 0,01536 0,07178 - "0,07773 .. «0,01716 -o 39458 ' ° «0,42140  *#0,40457 -0,44944 : :
- JUEPTO " 0.266484 0,32665 0,21824 0.31843 " 0,32517 0,09193% “0,%0364 (4) »0;36972 -~ «0,37120 —— «0,51834(5) - - ¢
BIRTHS60 n .36182(4) 0.58297(4) 0,49092(5) 0,57697 (4) 0.582080(4) 0,28907" -0.12851(2) =0,43142 - «0,47062(5) %0,68072(2) - 5 !
- BIRTHSAY ~ » 0.47553(5) 0,51319(5)" 0,42022 - ©": 0.%0676 (5) 0.511"755)' 0,25648 - @w0,71S79(2) =0,;47132(5) -=0;4B079(5) =0,67720(2) - . :
BIRTHSTY o . 0,44588 0,51058(5) 0,45087 0,50617 (5) 0,51077(5) 0,34398 -o 57182 (4) %0,4990%5) =0, 50523(5) -0.58892(4)' i
T WIFEFT69 w  »0,32855 ° - «0,47343(5) =0,50696 (5) =0,47653 (5) «0,4R364(5) =0,43599 - 0,39333° - 0;26634 ~-:—0341922 -~ 0,44625 -~ = )2
WIFEALL: w  «0,51049(5) «0,5R599(4) =0,59391 (4) =0,5A%5N2 (4) =0,59377(4) =0, sasqb(a) 0.54317(4)° 0,24R90 - 0,34604 7 0,%0374(5) :
EDUCIBES n  ~0,43076 »0,47561(5) =0,4%7R9 - ~0,46930°(5)=0,47292(5) =0,52068(5) 0,64392(3)  0,20557 .- 0,29t14--:  0,54221(4) ;
EQUCEEC + g «0,59803 “=0,591642 =0,67757 «0,b0668 -0,61148 «0,59155 ' "N, 3RT66 o.uausq‘:‘*‘o.sebab “0,53024 ) )
~ FRIGT3 14 =0 UB3U6(5)  «0,54597(4) =0.41795 ... «0,54065 (4) =0,54727(4) =0,08982 0,5%913(4) 0,40R9% = 0,38195 - 1,50683(5)
FRIGKY w ' =0,808054 =0,4072S =0,31973 - =0,40097.. «0,4109] ~0,24049 0,491R8 (5) 0,2109% - —~ 0,22419 0,411R2 :
- HOFTH n =0,51935(5). «0,52745(5) =0,46678(5) =0,31933 (5) =0,52429(5) «0,53622(4) 0,66969(2) - 0,26584 - 0,26123:~  0,54104(4) 1y
HDF69 n  =0,37527 «0,33034  ° ~0,27008 -, =0,32239. ., «0,327%8 038068 0,57218 (4) 0,16605 0,14529 - 0,4296%
VACT73 n o =0,86B10(1) =0,81912(1) =0.R12R9 (1) =0,81509 (1) =0,A{715(1) .=0,79920(1) . 0,78R0A (1) 0,35722" 0,41208 0,673599(2)
VACH9 w =0,R0906(1) =0,76234,(2) =0,73978(2) =0,7563R (2) ~0.,75969(2) =0,74825(2) 0,73059(2) 0,26079 0,29335 0,58177(4) )
INTEGO2 . o «=0,48937(5) -o.:qaaf(4) «0,60369 (4) =0,58936 (4) =0,59210(4) =0,55953(4) 0,36930 0,0RRAD 0,11583 n,27584 -
NATOTG? " 0.5RUTI(4) 0,68B20(2) 0,A9841(2) 0,6R623 (2) 0,69122(2) 0,68502(2) «0,4R0RAK (5) =0,29707 =0,30009 -0,43324 |
INTEGTT 99 =0,59650(5) =0,55393(5) =0,59218(5) =0,55406 (5) =0,56813(5) =0,62983(4) 0,35125 0,10359 0,12810 - 0,274%2 )
NATOTT!  q1 0,69295(3) . 0,68033(4) 0,6445R(4) 0.67829 (1) 0.69355(3) 0.717A1(3) =0,u4n34n -0, 31548 “0,26030 “0,40568 {
NAFOODTL 14 0,698R1(3) . 0,6R923(4) 0,67299(4) 0.69016 (3) 0,70201(3) 0,74449(2) -o IR0A3 -0,32245 =042R067 «0,37055% |
INTEGT3 © 44  =0+63558(3). =0.6RIS8(2) =0,69757 (2) =0.6R690 (2) =0,6R924(2) «0.62834(3) 0,507R2(5) 0,22R24 0,26688 0.43384 o
NAYQT73 14 0,65809(3)  0,74040(2). 0,74556 (2) 0.73QROQ(2) 0,74350(2) 0,70923(2) =0,53221 (5) «0,343h3 w0,35042 . =0, ae768(5) b
SALESEMP 13 «0,42377  =0,57330(4) =0,36379  ° =0,55d97:(4)=0,56637(4) =n,41900 0,59496 (4) "n, 19971 0207482 0,47522 !
SALESM? 13  =0,55402(4) ~0,53950(5) ~0,3A902 . =0,52604 (5)=0,54475(5) =0,42827 n. 602584 (3) 0,1652A 0,20111 0,50049 (S)A; o
SALESPC 13 ~0,41216 (4)-0,63323(3) ~0,45261 0.74641 (2) 0.30738 0,34145 0. 630?7(4) -




APPENDIX 2. REGIONAL ANALYSIS

VARIABLE CODES AND VARIABLE DESCRIPTICKS.

1)  ISH425X. - Inhabitents per superuarket 400 — 2500m>
<excluding suvernarkets in Variety and Department Stores) 1.1.1973.
2) IS11825X., Inhabitants per supermarket 800 ~ 2500m2 .
<excluding supermarkets in V and D Stores) 1.1.1973.
3)  ISI1025X. Inhabitants per supermarket 1000 — 2500m?@
excluding supermarkets in V' and D Stores) 1.1.1973
4) ISHAUPX. Inhabitants per self-service unit 40Cm2 and over
Zexcluding supermarkets in V and D Stores) 1.1.1972
5) ISHBUPX. Inhabitants per self-service unit 380Cm
- (excluding supermarkets in V and D Stores) 1.1.1973.
6) ISHAQUPX. - Inhabitants per self-service unit 1000m and over ‘
excluding supermarkets in V and D Stores) 1.1.1973.
7)  SSli425X%. Selling space per 1000 inhabitants in supermarkets
\ - 400 - 2500m2 (excluding SKS in V and D Stores) 1.1.1973.
8) SSH8254. Selling space per 1000 inhabitants in SMS 800 -
2500m2 (excluding SHS in V and D'Stores) 1.1.1973. -
9) SSH1025XK. Selling space per 1000 inhabitants in SMS 1000 - |
2500m2 (excluding SHS in V and D Stores) 1.1.1973. :
10) SSMAUPX. Selling space per 1000 inhabitants in self-service
units 400m? and over (excluding SIS in V and D;Stores)‘1.1.1973;
11) SSEBUPKX. - -Selling space per 1000 inhabitants in self-service’
_units 80Cm? and over (excluding SES in V ang D Stores) 1.1.1973.
12). SSi10UPX. Selling space per 1000 inhabitants in self-service
- units 1000m2 and over (excluding SiS in V and. D Stores) 1.1.1973. . =~ = =
13) IHY. Inhabitants per hyvermarket. 1.1.1273.
14) SHY . Hypernarket selling area per 1000 inhabjitants. 1.1.1C73.
15)  ISii425V. Inhebitants per supermarket 400 - 2500m2 (including )
- . supermarkets in V-and D Stores) 1.1.1973. O o
'16) - ISM325V.. ~ Inhabitants per -supermarket 800 f,ZSOOmg,(includihg_ s
. .°SES in V and D Stores) 1.1.1973. .7 . T T e T

and over

©47) - IsH1025V. T Imabitants pér"supermarkéﬁ‘1600.;'?560ﬁ2iﬁf7ﬁ” ,

<~ :(including SES in'V and D Stores) 1.1.1973. - = -5 0 e Lol
\18) ISHAUPV. ~~Inhabitants per self-service unit 400m2 and-over
E‘Allzincluding SkS-in V:and D Stores). 1.1.1573. SR St 51;1;ufﬂ
19) ISMBUPV. - Inhabitants per self-service unit 800m® and over
(including SES in V and D Stores) 1.1.1973. .
' 20) .ISHAQUPV. - Inhabitants per self-service unit 1000m? and over -
(including SHS in'V and D Stpres) 1.1.1973. _ B o
21) -Ssl4z25V. - Selling space per 1000 inhabitants in supermarkets - - -
Y. 71800 - 2500m2 (including SHS in V and D Stores) 1.1.1973. -~ . <. -
22) SSLg25V. Selling space per 1000 inhabitants in supermarkets =~ .
©T 7 .800-- 2500mf (including SiS in' V and D Stores) 1.1.1973. B
2%) - 8SH1025V. - Selling space-per 1000 inhabitants in supermarkets .
"7 1000 - 2500m? {including SES in V and D Stores) 1.1.1973. g
24) -SSE4UPV, " Selling space per 1000 inhabitants in self-service
units 400m2 and over (including SiiS in V and D Stores) 1.1.1973.
25) - SSH8UPV., Selling space per 1000 inhabitants in self-service
units 800me and over ?including SHS in V and D Stores) 1.1.1973. .
26) SSM1QUPV, Selling space- per 1000 inhabitants in self-service
" units 1000m? and over (including SES in V and D Stores) 1.1.1973.




27)  POPAGRIC. Inhabitants per km2 agricultural land 1970.

28) - POPDENS. Inhabitants per km? total territory 1970.

29) NOTREE. Inhabitants ver xm? total territory minus forested
areas 1970. )

30) ACRICI68. % labour force employed in agriculture, forestry
and fishing 1968

31)  AGRICY70Q. p labour force employed 1n agriculture etec. 1970

32) AGR ICC:JD z E . /:7 n " " 1 973
33) IND7O. o " " " " industry 1970
34) IND . %, i n " n " 1 973
35) SERV7Q." o " " " " services 1970
36) SERVZ} . .’75 n n ] " ] 1 973

37) AGRICGDP. ﬁ GDP derived from agriculture etc 1970

38) AGRICHOH. ¢> heads of households employed in agriculture etc.
197071971. ‘ :

39) TOWiiS250 % poopulation living in towns of 250,000 inhabitants
or more 1970-1973.

40) TOWKS100. % population living in towns of 100,000 inhabitants
or more 1970-1973.

41) TOWNSH0. %o population living in towns of 50,000 inhabitants
or more 1G70-1973. '

42) TOWNS40. % population living in towns of 40,000 inhabitants
or more 1970-1973.

43) TOUNS3Q. < population living in ftowns of 30,000 inhabitants
or nore 1970-1973,

44) TOWHS20. < porulation living in towns of 20,000 inhabitents
or more 1970-1973.

45)  BO¥US10. % vopulation living in towns of 10,000 inhabitants
or more 1970-1973.

46) AGGLE250. % porulations living in "urban agglomerations" of
250,000 inhabitants or more 1970—1073

47) AGGLI100. % povulation living in "urban agglomerations" of
100,000 inhabitants or more 1970-1973.

48) CARSGE. Cars ver 1000 population 1966.

49) CARQZO " " " " 1970.

50) CARSTS. " " " " 1973.

51) RFVSRO4D. lotor vehicles per km road.(minus minor roads) 1973.

52) IVSROADP. " " moom v (5313 roads) 1973.

5%) RDSQKI Kn roads (minus local roads) per km? of land 1973.

- 54) EDSQKMPL. Km roads (all roads) per km2 land 1973.
55) RDPOPMIN. Ko roads (minus local roads) per 1000 population 1973.
56 RDPCPPLU.. Km roads (all roads) per 10C0 population 1973.

57)  PCFOO. % private consumption spent on food, drink and
tobacco. 1973. "

58) GVAHAB, GROSS VALUE ADDED (dollar equivalents) per inhabitant
1970.

59) GVACCCUP. GROSS VALUE ADDED (dollar equivalents) per occupied
person 1970,

60) COLSEXP. Private consumption expenditure (dollar equlvalerts)
per capita 1670.
61) DISPINC. Gross Disposable Income of households (dollar

equivalents) per capita 1970.

1i



62)
%
65)
66)
67)
68)
69)
70)
1)
72)
73)

74)
75)

76 )

1)
78)
79)

80)

82)
83)
84)

UleMPLOY. Unemployed as % total labour force. ~ Annual
Average. 1965-1973.

TRIDGE. % households owning a refrigerator 1973.
HDF. " " " " home deep freezer 1973.

INDENERG. Industrial energy consumption per capita

ZL. cals. per 1000) 1970. :
INDLLECT. Industrial electricity consumption (kwh) per

capita 1970. . :

FELI'1564. Female labour force as ¢ of all females aged

15-64, 1973. .- .

FELF15UP. Pemale labour force as % of all females aged

15 and over 1973.

FECV1564. Females in civilian employment as $6 of all females
aged 15-64. 1973.

FECV15UP. Fepales in civilian employment as % of all females
aged 15 and over 1973, ‘ ) ’

FECV14UP. Females in civilian employment as % of all females
aged 14 and over 1968. .

FBﬁLF. Females in labour force as % of total labour force.
1973.

BIRTHS66.  Live births per 1000 population 1966.

BIRTHST3. " " " " - 1973, .

HHOLDS . Average number of persons per household 1970/1971.
GVACPPP. Gross Value Added (adjusted for purch331ng pover)

per inhabitant 1970.

GDPCFPP. Gross Domestic Product (adjusted for purchas1ng power)
per inhabitant 1970.

GVAWCPPP. Gross Value Added (adjusted for purcha31ng power) per
‘occupied person 1970.

CONSCPPP. Private consumption expenditure (adjusted for purcha51ng
power) per capita 1970.

DINCCPPP. Gross Disposable Income of households (adjusted for

) purchasing power) per capita 1970.
‘81) -

GFK ~~ ""Pyrchasing power" (GFK definition) per capita 1970. -
FEMSIND. Female workers in industry as % of all workers in

-industry 1973.

FEMSERV., Female workers in services as 7 of all workers in
services 1973.

FEINDSEK, Female workers in industry and services as % of all
workers in industry and services 1973.

iii



APPENDIX 2 (CONTINUED) 2

Correlation coefficients!?

1SH425X 30
ISHEDSX 20
ISM1025X 20
ISHAUPX 39
1SHRUPX 20
1SH10UPX 20
SSM425X 30
SSNH25X 20
SSM1025 20
SSM4UPX 30
SSMHURX 20
SSHI0UPX 20
THY 59
SHY 52
ISMa25V  S4
ISHROSY 28

I8M1025V
15M4UPYV
ISMBUPY
1SMI0UFY
GEMADEY
SSMADS, v
5SH1025
SSH4UPV
SSHBLFY
SSN10UPY
POPAGRIC
POFDFNS
NOTREF
AGRICX4B
ABRICL/0
AGKTCX7}
TR /0
INITZY
SFRV7O
BERV7Y
AGRICGDP
AGRICKOH
TOWNS 250
TOWNS100
TOWNSS0
TOWNS 40
TOWNS30
TOWNS20
TOWNS10
AGBIM250
AGGL K100
CARSHE
CARS70
CARS73
NUSROAD
MVRSOATIP
RDSOKMMI
RDSQKMPL
RIPOPMIN
RUPOFFLU
PLCFOO
GVAHAB
BUAOCCUP
TONSEXP
DISPINC
UNEHRPLOY
FRIDGE
HDF

52
21
10

INDENERG 42
INDELECT S
FELF1564 68
FELF15UP 68
FECV1544 68
FECVISUP 68
FECV14UP 41
FEXLF 68
BIRTHS44 58
BIRTHS73 €8
HHOLDS 68

15M425X 1SHB25X
1.00000 0.76636(1)
0476436 i}g 1.,00000
0.689504 0.918561(1)
0.99999 (1) 0,76431(1)
0.7687% (1) 0.999a9(1)
0.89649 (1) 0.81824(1)
=0.49302 (1)-0.44109(4)
~0.47590 (4)-0.38168(5)
-0.42377 (5)~0.33058
~0.,44393 (2)-0.35403
-0.37042 (5)-0,28529
~0.34562 -0,26216
0.56u7 (1) 0.38200(8)
-0,23422 -0,22952
0.98175 (1) 0.48855(1)
0.455%44 (2) 0.89734(1)
0.89667 (1) 0.81857(1)
0.98103 (1) 0.68044 (1)
0.45682 (2) 0.89765(1)
0.A?730 (1) 0.81835(1)
~0.47998 (2)~0.40044 (S)
-0.44703 (2)-0.3%970
~0.44157 (2)-0.33014
~0.41262 (3)-0.35H90
-0.41511 (3)-0,31543
-0,39640 (4)~0.29642
-0.19298 ~0.024913
-0417R41 ~0.24219
-0.025998 -0.319851
0.78414 (1) 0.723144 (2)
0,20672 (1) 0,4730H (2)
0.81692 (1) 0.69338 (2)
~0.43722 ($)0.37540
~0,49315 (3)-0,42623
-0.4%.444 (5)-0 4,201 (S)
-0,404/% (5)-0.294300
0.44713 {4) 0.3447%
0.77509 (2) 0.645%9 (2)
-0.14937 ~0, 25574
-0,15636 -0,23540
N.C N.C.
N.Co N.C,
N.Ce N.C,
N,Co No.C,
N.Co N.Co
-0.24046 ~0,37915
-0.19479 ~0,38417
=0.66077 (1)-0.57633 {3)

~0.58500 (1) ~0.51871(3)
-0.48734(2) -0.43491(5)
~0.41478(4) -0,3904%$S)

=0.16081

=0,37491

0.313t6(5) 0.13809
-0.42839 (4) -0.26460

0.50144(2)

-0.,18702
0.01516

0,664652)
0.,03412
Vs N.C.

-0.595796 (1) -0.453944)

~0.56053 (
-0.68948 (
-0.39%08 (
0.,79684 (
0.16048
N.Ce
-0,42286(5)
-0,4801%9 (4)
~0,54139(2)
-0.52941 (2)
~0.57906 (1)
-0.57262(1)
~0,24341
~0,48987(2)
0.50486(3)
0.30797(5)
0.46678(2)

2) -0,5603X4)
1) -0.506145)
4) -0,4389¥5)
1) 0.47713)

N.C.

NoCo
-0.32908
~0,41172
~0.28142
-0,27789
~0,31841
-0.31697
-0.01588
-0.17100
0,15433
0.02648
v, 31500

It

BISTRIBUTION ANALYSIS

(1) = Significant at the ,001 significance level
(3) = at the .02 level

(4) « at the .0S level

N.C. = KOT CCRRELATED.

IN EUROPE REGIONAL ANALYSIS

(2) = at the .01 level
(5) = at the .1 level

N = NO. OF CASES

ISHaLPX

1SM1025X 1SMBUPX 1SM10UPX SEMEDTX SEMBSY SSH1025x SSHAHPY
0.89504 (1) 0.99999 (1) 0.76825(1) 0.89449(1) -0,.99387 (1) -0.47590rg) ~-0.47377(5) ~0.44393(2)
0.81861 (1) 0.746631 }} o.vvvu9§a; 0.81A74 1; -o.441ovf§;—o.sa|sgss -0.33058 ~0.35403
1.00000 o.u9507 0,H194% 0,99977¢01) -0.534A8R -0,45947K4) -0.40841(5) -0,42341(S)
0.89507 (1) 1.,00000 0,76821(1)  0.89655(1) -0.59514 (1) =0, 4/80%4) "~0,42414(5) -0.,44605(2)
0.81963 (1) 0,76821 (1) 1,00000 0. 11957 (1) 0, 42087 (4) - 0,37925(5) -0.32917 ~0.351/4(5)
0.99977 (1) 0.8945% (1) 0.81957(2)  1,00000 ~0.55590 (3) —0.45183(8) -0,40316(5) -0.43211 (5}
~0.53648 (3) -0.59514 (1) -0.4408/(4) -0.535%0(3) 1,00000 0.8761%1)  0.83094(1) 0.90305(1)
~0.,45587 (4) -0,47009 (4)-0,37973(5) -0.45183(4) 0,87617 (1) 1,00000 0.98700(1) 0,93849 (1)
~0,40661 (5) -0.42414 (5)-0.39917 ~0,40316(5) 0,83094 (1) 0.98700(1) 1.00000 0,92702 (1)
-0.43331 (5) ~0.4440% (2)-0,3537¢ -0,43211(S) 0,90325 (1) 0,93869(1) o©.92702(1) 1.,00000
-0.34747 -0.37244 (5) -0.7H444 -0.34528 0,90018 (1) 0,93941(1) 0.94864(1). 0.94558(1)
-0,32341 -0,34807 -0.261%7 ~0.32154 0,77560 (1) 0.92195(1)  0.94047(1) 0.95600 (1}
0.47306 (4) 0.54B0% (1) 0.38/91(5) 0.4r147 (4) -0, 89264 (1) -0.68525(1) -0.86R49(2) -0.a4052 (1}
-0,2835% -0.23670 -0.22921 ~0.28229 0.66635 (1) 0.87195(1)  o0,89182(1) o,92185(1)
0.84949 (1) 0.98147 (1) 0.69091{1) 0.87161 (1) ~0,47302 (1)-0.54201(3) -0.,anB08(4} -0,51413(2)
0.6%247 (2) 0,4%567 (2) o.uv718(1)  0.430%4 (2) -0,34470 (8. 0,29903 -0,26057 -0, 27004
0.9996% (1) 0.89549 (1) 0,01982(1) 0,999m (1) —0,53499 (2) ~0.44832(8) _0.39a54(5) —o. 42920 {3)
0.98932 (1) 0.98147 (1) 0.49082{1) 0.n7147 (1) 0 67426 (1) -0.54512(3) -0.45042¢4) —g.51408 2}
0.65326 (2) 0.4570% (2) 0.897546(1) 0,65334 (2) -0,34513 (4) -0.29940 ~0.26042 ~0,27621
0.99951 (1) 0.A9733 (1) 0.81975(1) 0,99985 (1) -0,53336 (2) -0.44590(8) -0,39667(5) -0,42747 (I}
-0.4890% (2) -0,40172 (2)-0.40036(S) -0.40899 (4) 0,93051 (1) o 81737(1)  0,74959(1) o0.86n30 (1)
-0.43233 {5) -0.448%6 (2)-0.35R29 -0.43128 (5) 0.91229 (1) 0.65040(1) o0.81105(1) o.86680 (1)
-0,40372 (5) -0.44308 (3)-0,32957 -0.40324 (S) o.8v101 (1) o 81919(1) 0.7a998(1) o.a5028 (1)
-0,4397% ($) -0.414%4 (2)-0.3%870 -0.43915 (5) 0.89587 (1) 0.91549(1) 0.89370(1) o0.97228 (1)
~0.38402 (5) -0,41727 (3)-0.31499 -0,38274 (5) 0.88527 {1) 0.93150(1) 0,92248(1) o0.97701 (1)
-0,36425 ~0.39859 (4)-0,295vR -0.34327 0.86823 (1) 0.91870(1) 0.91697(1) o0.97412 (1)
~0.15713% ~0,0R425 |, -0,24527 ~0.15193 0.44900 (2) 0,50008(2) 0,55005(3) o0,39740 (4)
-0,0979% -0,12028 -0.23748 -0, 09143 0.40004 (8) 0.5n147(2) o0.55235(3) 0.33597 (5)
~-0,15447 S0, 14097 -u,81817 0,184 0.44297 ¢ 0.57152(5) 0.54099(5) 0.41594
0.71531 €2) 0,n0007 (1) 0.77251(2) 0.71490 (2} -0,79735'(1) ~0,79824(1) -0.74794(2) -0.72356 (2)
0.44193 (2) 0.70637 (1) 0.61814(2) 0.65439 (2) =0.49611 (1)-0.72441(1) -0.54049 (2) —0.54549 (2)
0.,74292 (2) 0.80776 (1) 0.49495(2) 0,74481 (2) -0,76495 .(1)-0.72273(2) -0.67754 {2) -0,54882 (2)
~0.38866 -0.50721 (3)-0.3714% ~0.38340 0.38292°, . 10,3587% 0,29349 0,32347
~0.45237 (5)-0.47520 (2)-0.42706 -0,45429 (5) 0,29390 " 0.18673 0.12298 0.15946
-0.50868 (4)-0,42448 (8)-0,44851 (g) -0,50040 (q) 0.63697 (32) 0.67553(2) 0.66730 (2) 0.%6832é (y)
0. 31kAY S0,86297 (4)0,09193 -0.41861 0.55716 (2) 0.%83505(4) 0.60520 (3) 0.45453 (4)
(1,354 0,4nvan (2) 0.44418 0. 15040 -0,57983 (2)-0.53901 (4) ~0.%1755 (4) ~0.443505 (4)
006065 (2) 0,77440 (2) 0.686497(2) 0.47060 {2)-0,77459 (2)-0.74270(2) -0,718%2 (2) ~0.70283 (2)
012997 -0 tRTAY - b ’ EXUNS LA r g S0 0AAY Y -0.,177'8 -0,2229%8 ~-0.,2203%
~0,14103 -0.16/81 0,2 30%9 “~0. 1841 ~0, 1847 ) 1V0S ~0.21410 “OI7I1S
N.C. ~0,49031 (3) - N,C, N.C. N,C. N.C, N.C. N.C.
N.C. -0.75158 (2)  N.C. N.C. N.C. N.C. N.Ce N.C,
N.Ce  -0.7H491 (2) N.C, N.C. N.C, N.C, N.C, N.C,
N.C.  -0.81944 (2) N.C. N.C, N.C, N.C N.C. N.C,
N.C, N.C, N.C. +Co N.C, N.Co N.C, N.C,
~0,39021 ~0,74391 “0.37014 =0,374460 0,19A51 0.,22227 0,17453 o0.019n7
-0,40719 -0,20111 ~0, 38004 ~0,39937 0.16304 00,3444 0,3041% 0,08794
=0,67837 (2)-0.67092(1) -0,57933 {3) ~0,474604 (2) 0.5464677(2) 0.55883(4) 0.529K1 (4) 0.36567(S)
~0,42349(2) -0.59815{(1) ~0.51433(3) -0,61778 (2) O.4t641 (3) 0.4242%5(S) 0,37203 (S) 0,317H4 (§)
~0,54674(3) -0.50815(2) ~0,42957 (5) ~0.53851 (3) 0.24%14 024330 0.20883% 015301
~0.39079(S8) -0.153%6 ~0.39007 {5) - 0.39174 (5) 0.,40900(3) 0.3I9530(5) 0.32110 G.t7347
-0,24634 -0.,09931. - ~0.,37254 (5) -0,24317 0,02609 0430531 0.14554 ~0,01344
0.25152 0.27847 0.13993 0.25470 0.01990 0.50324 (4) 0.54484 {3) 0.33130(S)
-0.75209 -0.28474 -0,26913 -0.75714 0.66929(1) 0.69221 (1) 0.72427 (1) 0.66492(1)
0,41768(5) 0.45948(2) 0,66486 (2) 0.41832 (5)-0.35247(4) -0.30918 -0.26252 -0.14170
~0,16579 -0.06940 0.0304% -0.17103 0,34853(4) 0.26597 0.40492 (5) 0.37411(S)
N.Co  ~0.,08174 N.C. N.C. ~-0,23207 N.C. N.C, 0'11337
-0,54511(3) -0.56151 (1) -0,45119 (4) -0,54164 (3) 0,77294(1) 0.41024(2) 0©.52756 (3) 0.59057(1)
-0.62747(2) -0,52373(1) ~0,54382 (4) ~0,472038 (2) 0,69473(1) 0,77616(1) o,73038 (1) oO. 71u$°(1)
~0,64215(3) —-0.,56263(1) —0.50115(5) ~0,63433 (3) 0.,42723(2) 0,52154(5) 0.42374 0.57760(2)
-0,52637(3) ~0,43249(2) -0,43589 (5) -0.52260 (3) 0,69411(1) 0.66124(2) 0.57885 (2) 0.59301(1)
0.73951(1) 0.79140(1) 0,47818 (5) 0,74055 (1)-0,67354(1) -0.631685(3) -0.59609 {3) ~1.4P191(3)
N.C. 0,27224 N.C, N.C. 0,06v40 N.C. N.C. -0, 08751
N.C, N.C. N.C. N.C. N.C NoCe N.C. N.C.
~0,42242 -0.3:003(%) ~0,33077 ~0.42448 0.48454(3)  0,43829(3) 0.62533(3) o0.441u7(4)
~0,54231(4) -0.399358(4) ~0.41274 ~0,54400 (4) 0,45321(4) 0.43935 0.,39537 0.42164(4)
~0,38167(5) -0.54328(1) -0,28248 -0,38441 (5) 0.70797(1) 0.40408(S) 0,32574 0.40350(3)
=0.34960 -0,53069(1) -0,27906 ~0.,37231 (S) 0.70092(1) 0.38322(5) 0.30330 0.39088(4)
~0.43369(5) -0,581467(1) -0.32046 -0.43691 (5) 0,69853(1) 0.48512(4) 0,41532(S) 0.40932(3)
~0.42375(5) -0,57612(1) -0.31871 -0.,42692 (5) 0,69419(1) 0,45880(4) 0.38641 (S) 0.39878(4)
~0.11695 ~0,35241(5) -0.01481 ~0,11852 0,35203 0.,35944 0.34507 0.28909
~0,28602 -0.50353(2) -0.17080 ~0,28659 0,69253(1)  0.,44477 0,37630 0.43073(3)
0.51648 0,48804(2) 0.15551 0.51781 -0.40850(4) -0.47464 -0,46398 -0.42270{4)
0.23735 0.37187(4) 0,02205 0,23039 ~0.35155(4) -0,29036 -0.268117 -0.31740(5)
0.41114(5)  0,48061(2) 0,31084

. ees

0.40581 (8)-0.56218(1) -0,49357(4) -0.41606 (S) -0.44920(2)




18M425X%
1sH825X
ISM1025X
1SM4UPX
ISMBUFX
ISH10UPX
S5M425%X
S5MB25X
$SH1025X
SSHAUPX
SSMBUPX
SSH10UPX
IHY
EHY
ISH425V
1SMB2%5V
ISM1025V
ISMAURY
Isnaupy
ISM10UPY
S5M425V
SSHE25V
SSM1025V
SSMaUPY
SSMaUPY
SSM10UPV
POPAGRIC
POPDENS
NOTREE
AGRICX48
AGRICX?0
AGRICX73
IND70
IND73
SERV70
SERV?73
AGRICGDP
AGRICHOH
TOWNS250
TOWNS100
TOWNS50
TOWNS40
TOWNS30
TOWNS20
TOWNS10
AGGLM250
AGGLM100
CARS66
CARS70
CARS73
NVSROAD
HVURSOADP
RDSOKMMI
RDSOKHMPL
ROPOPMIN
RDPOPPLU
PCFOO
GVAHAB
GvagCcCuP
CONSEXP
DISPINC
UNEMPLOY
FRIDGE
HDF
INDENERG

. INDELECT

FELF15464
FELF15UP
FECV1564
FECVLISUP
FECV14UP
FEXLF

BIRTHS64
BIRTHS73
HHOL DS
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N. SSM10UPX

30
20
20
39
20
20
30
20
20
30
20
20
59
52
54
28
28
63
28
28
38
28
28
38
28
28
68
68
S0
45
68
52
52
47
52
47
51
24
68
68
32
32
32
32
18
42
42
63
68
68
66
61
66
61
66
61
21
68
49
46
68
s2
21
10
47
51
68
68
€8
68
41
68
$8
68
68

SEMBUPX

~0.37042(S) -0.,34562
=0.,28529 -0,26216
~0.34747 ~0,32341
-0,37284(5) -0,34807
-0.284464 -~0.26157
-0.34528 -0,32154
0.800184(1)
0.93041(1)
0.94864 (1)
0.96558 (1)
1.00000
0,99835 (1)

09219

1.00000

-0,66519€2) -0,4530X
«1)

0,90738 (1) 0,9924

0.77560(1)

1)

0,9404X1)
0.95600(1)
0.9983%1)

2)

~0,43310 (5) ~0,40475%5)

-0.22515 -0,20728
~0,34109 ~0,31705
~0,43581 (5) ~0,40951(5)
-0.22494 -0,20719
-0,3391%9 -0,31535

0.74036 (1) 0.71584A 1)
0.77717 (1) 0,75484(1)

0.76004 (1)

0,74154 1)

0.91804 (1) 0.90460(1)
0.95793 (1) 0,949221)
0.96101 (1) 0.955372(1)
0.,46207 (4) 0,43771(5)

0.,45070 (4)

0,4285X5)

0.,43035(5) 0.408585)
=0.,71222 (2) -0.49064(2)
-0.59375(2) -0.5616X2)
~0.63327 (2) ~0,61368(2)

0,30394 0.27939
0.11487 0.09092
0.58239 (3) 0.5724%3)
0,56601 {4) 0.5707%4)

-0.47382 (5) ~0,4546%5)

-0.68764 (2) ~0.660871(2)

-0.,29602 -0,31589

-0,30772 -0,32039

N.C, N.C.
N.C. N.Ce
N.C. N.C.
N.C. N.Co
N.C. N.C.

0,0087% -0.01332
0.14807 0.12801
0,49464 (5) 0,4813XS)
0,34168 0.31933
0,16234 0.13951
0.19509 0,16005
0.09166 -0,04940

0.,359745(2) 0,597942)

0.70742(1) 0.6696%
~0.12855 =-0,10190
0.45250 (2) 0.53350(

2)
2)

5)
2)

5)

.C. N.C
0.45204 (4) .41a21
0.73879 (2) 7750
0.417%0 o 3«774
0.51369 (3) 0,476344)

-0.%53468 (4) ~0,51471(

N.C. N.C.
N.C. N.C.

0,73838(2) 0,738242)
0.48641 (5) 0,47522(5)

0.26107 0,22784
0,23446 0,20051
0,33817 0.30621
0,30447 0.27144
0.27932 0.26928
0.32490 (5) 0.29775
-0.44706 ~0.44202
-0.30353 ~0,29474

=0:43639 (§) -0.40857(5)

v
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IHY

10.56587(1)
0.38200(S)
0.47304(4)
0,56809(1)
0.38791(5)
0.48162(4)

~0.69264(1)

~0.68505(1)

~-0. 66&69(2)

-0.44052(1)

-0.646519(2)

~0.6%302(2)
1.00000

-0.55598(1)
0.57021(1)
0.34R40
0.52790(2)
0.57563(1)
0.35182(4)
0.53121(2)

-0.57048(1)

~0.59362(1)

~0.568346(1)
-0.63120(1)
-0.71401(1)
-0.708%1(1)
-0.15228
~0,20275
~-0.22944
0.62970(1)
0.46827(1)
0.26978(1)
-0.40107(3)
~0.79517(5)
~0.,20159
-0.36474(4)
0.32813(4)
0,68475(1)
~0,02134
0,00687
~0,30011
-0.35708
-0,42127
-0.35642
-0.40634
-0,17322
0,25458(5)
<0.,51894(1)
-0.314746(3)
-0,17242
~0.,15609
~0.06236
-0.31149(3)
~0,47417(1)
-0.02388
~0.00647
~0,55471(5)
~0,36480(2)
-0.55626(1)
~0.50025(1)
~0.28669(4)
0.75703(1)
0.,01153
~0,13489
~0.,41112(2)
-0.39876(2)
~0.38617(2)
~0,38451(2)
~0.537640(1)
~0,52929(1)
-0.51818(2)
-0,346986(2)

0.18508

0.17027

SHY

~0.23422 -

-0.27982

-0.,08355
-0,23670
-0.22921
-0,2A229
0.66635(1)
0.147195(1)
0.1y {1)
0.9 1n5(1)
0.98738(1)
0,99249 (1)
-0.59590 (1)
1.00000
-0.35491(2)
~0.23611
~0.35508(4)
~0,35901(2)
~0.,23603
~0.35396(4)
0.66230{1)
0.68197 (1)
0.,67256 (1)
o.n9052(1)
0.93169 (1)
0.94319(1)
0.10210
0,04466
0.14330
-0,55581 (1)
-0.,22442
-0.14252
0.35848(4)
~0.,03984
0,1%5977
0.,263t4
-0.25889
-0.59878(2)
~0,14527
-0,16634
0.14691
0.18983
0,24290
0.21413
0,28801
-0,01894
0.01950
0.32362(4)
0.32017(3)
0.22209
-0.17476
-0.,03429
0.46741(1)
0.13688
0.14387
0.14800
0.97506 (1)
0,37256 (2)
0465563 (1)
0.58789 (1)
0.421%1 (2)

-0,44192(2)

0.55811(3)
0,26339
0,28362(5)
0,30972(5)
0.23994 (5)
0.29847 (4)
0.,32736 (3)
0,32057(3)
0.41375(3)
0.24439(5)
~0.27030 (5)
-0,21200

15H425Y 1SMB25V
0.98125(1) 0.45544
0.68855 (1) 0,n9734
0.06949 (1) 0,45217
0,98147 (1) 0,45547
0.6909t (1) o0.49718
0.87161 (1) 0,65236
~0.6730211) -n,34470
-0,54281 (3) ~0,09983
~0,48908 (4) - 0,26057
L0,51413 (2) -0, 27004
~0,43310 (5) -0, 0051
-0.40675(5) ~0,20708
0,57021 (1) 0,34840
-0, 55491 (2) -0, 23611
1.00000 0,47408
0.424:0 (3)  1,00000
0.8813% (1) 0,468613
0.99992 (1) 0,40an>
,0.42622(3) 0,99998
"0.118222 (1) 0,66603
-0.57754 (1) -0.33537
~0.5%284 (2) -0,30453

-0.52678 (2) ~0.27904

-0.,52243 (1) -0,31960
-0.54051 (2) -0.29144
-0.52383 (2) ~0.27699

~0,16152 ~0,14419
~=0.06353 -0,13530
-0.,04150 ~0,1%698

0.7640% (1) 0,53243
10464120 (1) 0.44499
0.74462 (1) 0.48463
-0,47424 (2) ~0.27454

=0, 39391 (4) -0.26971

~0.43354 (2) ~0.32532
-0.39301 (4) -0,23993
0.44014 (2) 00,2778

0,76979 (1) 0.48768
-0,07744 ~0.17600
-0,06168 ~0,16705
-0,52411 N.C.
-0.62522 :-g-
=0, 70960 «Ce
~0,70566 N.C.
-0,79174 N.C.
-0,08524 ~0.18451
-0.07767 -0.24588

~0.56955 (1) -0,41788
-0,51340 (1) ~0.38849
~0,45760 (1) -0.,3501

- =~0,157352 =0.20325%
-0.,02831 -0.,17317
-0,01733 0,00893
-0.20749 ~0.22195
-0,12236 0.07598
~0,233%90 -0.,059%1

-0,.54701 (3) ~0,77607
-0,57157 (1) -0.35586
~0,55140 (1) ~0.41900
~0.,59123 (2) --0,33881
-0.44177 (1) ~0,3391%
0.86033 (1) 0.36190
~0.,12141 ~0,92000

T 0,76218 (2) 0.35230

-0.,30611 (5) -0.16041
-0,39957 (2) -0.,28752
~0.51920 (1) -0.24464
-0.50798 (1) -0.24113
-0,52378 (1) -0,26770
-0,51718 (1) -0.26641
-0,42329 (4) -0.16160
~0,46704 (1) -0.,16279
0,45932 {2) ~0.02775

0.34406 (2) -0.08538

0.37609(2) -0.31046(4) 0,48807 (1) 0.26499

REGIONAL ANALYSIS

15M1025V

(2) 0.89647(1)
(1) o.81857(1)
(2) 0.99945(1)
(2) 0.8v469(1)
(1) o.81982(1)
(2) o.999v8(1)
(4) -0,53499(2)

ISHAUFY ISHBUFY
0.9A103(1)
0.60844 (1)
0.a6v32(1)
0. 9Hv47(1)
0.49082(1)
0.67147 (1)

ISM10UPYV

0.45682 (2) 0.8973(1)
0.8974% (1) 0.81835(3)
0.65326 (2) 0,99951(1)
0,4570% (2) 0.89733(1)
0.89756 (1) 0.81975(1)
0.6%334 (2) 0.99985(1)

~0,67426 (1) -0.34513 (4) -0,53336(2)

~0.4487%+{4) -0,54510(3) -0,29940 -0.44590(4)
~0.39854{5) -0,49062(4) ~0.4042 -0.,39667(5)
—0,47970(3) -0.51628(2) -0.0/821 -0.42742(3)
~0. 24109 ~0,44501 (5) ~0.27496 ~0.31919
~0.3170% -0, 40951 (5) ~0.00719 -0,11%35
€4) 5279002)  0.5750%(1) 0,350 (4) 0,53101(2)
~0,39%01(4) -0, 35901 (2) -0, 25403 -0.%5398(4)
(3) o.opt39(1) 0.99992(1) 0.a%422 (3) o.man22(1)
0.6661801)  0,424u2(3) 0,v9990 (1) 0, ak603(1)
(1) 1.00000 0.88116€(1) 0.44729 (1) 0.99993(2)
(3) o.n0114(1)  1.00000 0,424670 (3) nnﬁmﬂi)
(1) 0.66779(1) 0.42670(3)  1.00000 VL 8675(1)
(1) 0.99993(1) . 0.84202 (1) 0.467"5 (1) | 00000
(5)-~0,50804(2). ;o +57803 (1) ~0,33531 {5) -0,50551(2)
(5) ~0.44585(3) ~0.55324 (2) ~0.30334 (5)-0,44227(2)
©20,41759(3) ~0.52621(2) -0.2779% -0.41407(3)
(5)-0.4a284(2):-0,52497 (1) ~0.31977 (5) -0.48074(2)
-0.43228(3) ~0,54320 (2) - 0.29128 -0.42985(3)
~0.41565(4) - 0.57671 (2) -0.27497 -0,41338(4)
-0,10144 ~0,07491 -0,14019 -0,09842
~0,05077 -0, 0840 -0.13%14 -0.04751
-0.07387 ~0,09455 ~0.1%613 ~0.07301

(2) 0.64720(1)
(4) 0.59455(1)
(4) 0,h4194(1)
-0,37923(5)
-0,35723
-0,42437(4)
-0,33490
0.36951(5)
(4) 0.64567(3)
~0,09274
-0.,07609
N.C.
N.C.
N.Co
N.Ce
N.C.
-0.18816
~-0,23917
(4)-0,63851(1)
(4)~0.62av4(1)
(5)-0.%6440(1)
~0.23081
~0.09178
0,03146
-0.34082
-0,04883
~0.26559
(3)-0.77320(3)
(4)-0.%4047(2)
(5)-0.58337(2)
-0,55409(2)

0.75644 (1) 0.53295 (1) 0,66736(1)
0.64137 (1) 0.44606 (3) 0.59317(1)
0.73992(1) 0.48746 (4) 0.646232(1)

~0,43457 (2) -0,27430 -0.37771(5)
~0,39139 (2) -0.26993 -0,35833
-0.38940 (2) -0.32408 ~0.42106(4)
~0.36022(3) -0,23960 ~0.33420
0.47115(1) 0.27476 0.36312(5)
0,76924 (1) 0.48845 (4) 0.64625(2)
-0.10216 -0,17578 =-0.0928S5
-0.09461 ~0,16566 -0.07482
~0.55261 N.C. N.C.
~0.63178 : N.C. N.C.
-0.69443 N.Ce N.Co
-0.68373 N.Co NeCo
-0.79086 N.C. N.C.
~-0,08226 ~0.18649 -0.,18236
~0.07760 -0.,24947 -0,23802

~0,56620 (1) ~0.41909 (4) -0.63813(1)

-0.51667 (1) ~0.,38842
-0,44345 (1) -0,32415

-0.10577 ~0.20240
-0.07792 ~0.17093%
-0.00177 0.00844
-0.17062 -0.22446
~0.07682 0.07352
-0.15774 ~0,04317

(4) ~0.62296(1)
(5) -0.56180(1)
~0.22981
-0.09000

0.03087
-0.36275
~0.07133
-0.26832

~0.48016 (1) -0.80824 (2) -0.82540(2)

-0.53257 (1) -0,35508

(4)-0.53748(2)

-0.56657 (1) -0.41864 (4) -0.58048(2)

~0.,58143 (1) -0.,33875

-0.55173(2)

(5)~0.51357(2) -0,440%59 (1) -0, 33715 (5) -0.50962(2)

(5) 0.75105(1)
(1)-0.89837(2)
0,21554
-0.24234
-0.44287(4)
-0,44367(3)
-0,42838(3)
-0,48220(2)
~0,47154(2)}

-0.32813

~0,37473(5)
0,48824(4)
0.20269
0.44481(3)

0,85705 (1) 0.36345
=0,214%0 -0.93752
0.73607(2) ©.28681
~0.27102(5) -0.16054
-0,35453(2) ~0.28842
~0,51441 (1) ~0,24593
-0,50121 (1) -0,24271
~0.52574 (1) ~0,246957
~0.51768 (1) -0.261:14
~0.,40028 (2) -0.16420
-0.47432 (1) -0.16404
0.45534 (1) -0.02679
0.36128 (2) -0.08478
0.48905(1) 0.26533

(S) 0.7%230(1)
(1} -0.93059(1)
0.10259
-0.04213
-0,44371(4)
-0,44330(3)
~0,42788(3)
-0.,48258(2)
-0,47178(2)
~0.33063
-0.37399(5)
0,48911(4)
0,19903
0.44116(3)
.



APPENDIX 2 (CONTINUED) 4 : DISTRIBUTION ANALYSIS IN EUROPE: REGICNALANALYSIS,.

N SEMA25Y SSHE2SY SSM1025V SSHAUFY | GEMBUPY SSM10UFY  : POPAGRIC POPDE NOTRFT AGRICYAR
15M425X 30 ~0,47990 (2) -0.4470X2) ~0.44157(2) -0.41262(3) -0.41511 (3) -0.37440 (4)40.19298 ~n., 17841 —0, 05900 H.7RA14
i 1SMB25X 20 -0.40044 (5) ~0.35920 -0.33014 -0,15890 ~0,31563 ~0, 2944 ! L0,24917 ~0.24019 ~0.$18%1 0,72334
ISM1025X 20 ~0,4090%5 (4) -0.4323X5) -0.,40372(5) ~0,43975(5) -0.38402 (5) - 0,36405 ~0,15713 -NL97CS ~0, 145447 N.71533 -
ISHAUPX 39  ~0.4R122(2) -0.468582) -0.44308(2) ~0.41454(2) -0,41727 (3) -0.39859 (4)~0.08404 ~0.12028 -0,14097 0,H10007
ISMBUPX 20 -0.40036 (5) ~0.35829 -0.32957 -0. 35870 -0.31499 -0,09599 ~0,24522 -0.203%74R 0, TIP1Y 0 7745
ISHIOUPX 20  -0.48899 (4) -0.43176{5) -0.40324(%) -0,43913(5) -0.38074 (5) ~0.R6377 ~0,1%194 ~0,09143 0, 15304 0.71590
SSMA2SX 30 0.93051 (1) 0.9122%1) 0.89101(1) 0.89587(1) 0.88527 (1) 0.0487% (1) 0.44900 0.40064 0, 43090 -0,7973S
SSMB25X 20 0.81737 (1) 0.85048(1) 0.91919(1) 0.91549(1) o 91H70 (1) o,%A008 0.5R147 ) S7150 RUTYA Y ALY
SSM1025X 20 0.76959 (1) 0.81105(1) 0.789928(1) 0.893170(1) 0.91497 (1) 0.55008 QL5508 0n.54099 -0.74794
SSM4UPX 30 0.86830 (1) 0.86680(1) 0.RS020(1) 0,97°28 (1) 0.97412 (1) 0.79760 0. 338597 0.81494 BRI RLA . ) -
SSMBUPX 20 0. 74016(1) 0,777¢/1)  0.76004(1) .0.91804(1) 0.94101 (1) ©,44207 045070 0.43035 “Q, 21007 :
SSM10UPX 20 0.71587 (1) 0.75484(1)  0.74157(1) 0.90460 (1) 0.95537 (1) 0.43771 0.40852 0.40854 ~0.69064
IHY gg -0, ‘.70438; —0.5936';’((2; —0.5(,u35:i; -0. 6'51”0§'1; -0,71401 glg -0, 70851 (1)-0,15708 =0,20275 ~0.22944 0.62970
SHY 0. 66"'!0 0,6019A 1 0.472%56 0.89050 (1) 0.93169 (1 (1) o.107210 0,04464 0.14330 “OL S8
1SHA25V 54 -0.57754 (1) -0.55284(1) -0.50%78(2) ~0,52743 (1) ~0.5%4051 (2) (2)-0.16152 ~0.06353% -0.,031%0 0,7640%
ISMB25V 28 -0,33537(5) -0,3045K5) -0.27%906 -o.nw,o(s) ~0,29144 ~0. 07699 -0.14419 0413530 -0, 15694 0.91243
TSM1025V 28  -0.50804 (2) -0.4458%3) -0.41759(3) -0.,48204(2) ~0.43228 (3) -0,41545 (3)-0,10144 -0.0%077 ~0,073B7 1 0,66770
ISMAUPY 63  -0.57R03 (1) -0,55324(2) -0.52621(2) -0.52497(1) -0.54320 (2) ~0,52671 (2)-0.07491 ~0.00860 ~0,09455 0.75444
ISMBUPV 28 -0,33511 (5) ~0.30334(5) ~0.,2779% -0.31977(5) -0,29178 S 0,27497 -0.14219 -0.13314 ~0,15613 0.53295 ‘
lggiggsv gg -2.28551 (2) -0.34227§3§ —0.4140723; -0,48074 (2) -0,42985 (3) ~0,41338 (3)-0,09842 -0,047%1  ° -0.07301 0./6736
. 5 +00000 0.97341(1 0.96330(1) 0.93062(1) 0.87640 (1) 0.8%5756 (1) 0.351464 0.27077 0.28827 ~0.74747
. Eg:;ag?‘gv gg g.gzgu {:; 1.00000( ) 0,99338(1) .9”6[19(1; 0.90103 (1) o,un332 (1) 0.4:;593 D 0.39419 0.30300 -2.7?924
8 2 . 38 0,99338(1 1.00000 0.91605 (1) 0.09203 (1) o.60023 (1) 0.38551 ° ~ 0.351927 0,27556 - 0,68571
SSMAUFY 38 0.93062:(1) 0.92688(1) 0.,91405(1) 1.00000 0.98663 (1) 0.9804% (1) o.?e(;ar o.::é:sw 0.23931 »0.59;79
GSMBUPY 28 0.87640 (1) 0.90103(1) 0.89223(1) 0.98663(1) 1.00000 0,99803 (1) 0.33317 0.10027 0.23771 -0.,66526
SESHXOUPV 28 0.85756 (1) 0.8833X1) 0.88023(1) 0.90045(1) 0.99803 (1) 1.00000- * 0.29017 0,27180 0.20620 -0.64262
ngggs;c gg g.g%;g(u g.;gﬁ%gg 0.335518; 0,28067(S) 0.33317 ﬁs; 0,29817 (5) 1.00000 0 92992 0.9634¢ -0.74434
. . 0.35107 0.20397 0.%0.227 (5) 0,27100 0,9499 1.00000 0.99946 ~N,3409
NOTREE 50 0.28827 0,32380 0.275%6 0.,23931 0.2%771 0.20620 0,9634¢ 099846 1.00000 —0:34893
AGRICX4B 45  -0.74247 (1) -0.72274(1) -0.460571(1) -0.60179 (1) ~0,44526 (1) ~0.44242 (2)-0,72443¢ ~0.340v4 ~0434990 1.00000
< . AGRICZ70 g8  ~0.46169 (2) -0.60077(1) -0,54962(2) -0.38202(3) -0.5%/08 (2) -0.52571 (2)-0,18810 . -0,320%0 ~0.36424 0,99745
[ ?2258173 gg -8'32:,;;(3) —g.ﬁabs:s(z) =0.,460274(2) -0.3B112(5) -0,%6820 (2) -0,53664 (2)-0,02763 ~0.,06597 ~0,3402 0.,984%50
: $32 .28414 026305 0.33504. © 0.32014 0.31709 0.04440 -0,% B4
‘{Nn73 47 0.07436 0,05895 0.03448 0,07008 0,05 460 0 04515 0.,00987 8,8‘}833 g:égggg -g:%;{;;g
. . :Eﬁ:;g 5?, g.gs‘iﬁi :z; 8.50629(2) 0.57950(2) 0.49596(3) 0.48%10 (4) 0.44404 (4) 0.20°10S 0n,27710 0.28023 —0.54661
SERYZ: 4 2 61208(2) 0.60133(2) 0.,40308(3) 0.54765 (2) 0.53155 (2) 0.19691 0.79499 0,37456 0,514
AGRICGDP §1  -0.47418 (2) -0.52770(3) -0.50268(3) ~0.36149 (3) ~0.48449 (4)—:.‘4'/\01‘1 (4)-0.18949 ~0.,31680 ~0.39474 39}':;2
$35;E§9H 24 -0.74573 (1) -0.71494(1) -0.68124(1) -0.68794 (1) —0,46670%5 (1) -0.44679 (2)-0.57773 -0,51632 ~0.54566 0.97923 .
0 g8 <-0.18176 ~0.,26038 ~0.31109(5) ~0.26493 0.31301 (5) ~0.337%0 (5) 0.,%1044 0,54742 0,57381 -0,27583
13::2;80 68  -0.30200(S5) ~0.34259(5) ~0.40158(4) -0,38812(3) -0.40111 (4)-0,43032 (3) 60,5092 0.5601% 0.59542 ~0.3%189
TouNsS0 ;; :g :g :g :g :g :.c. 0.54484 0.584680 0. 41455 =0.77010
.C. «C. - «Co .C. +C. 0,53377 0.53240 0.62084 -0.14P448
TOUNS30 32 N.C. N.C N.C. N.C © N ON.E N.C 0.,50391 0.56253
. . N.C. oC, .C. . . 0.605449 -0.B4368
;gunszo 32 N.C. - N.C. N.C. N.C. N.C. N.C. 0,47271 0.53851 0.59734 —0:37043
WNS10 18 N.C. N.C. N.C, N.C. N.C. N.C. 0.54606 0,24920 0.62139 -0.97548
2ggt:2so 42 0.04980 0,06594 ~0.01085% =0.04305 - -0,04794 -0.09301 0.71519 0.60774 0.49538 -0.62454
) 100 42 0.01533 0.07947 =0,00360 ~0.00562 , 0,07401 0.03394 0. 68808 0.40638 0,68591 -0.65150
EARS“ 63 0.50047 (2) 0,53570(3) 0.50556(3) 0.39751{4) o0.52480 (3) 0.51281 (3)-0.03753 ~0,01879 -0,01374 -0.57133
> c::g;g 68 0,39800 (3) 0.:3366(3) 0.40697(4) 0.38797(3) 0,4%349 (2} 0.44100 (3)-0.05614 ~0,062247 ~(1,07002 ~0.4R053
caRs? 68 0.26546 0.28509 0.2%794 0.24946 0.28154 0,26768 ~0.07134 -0,0794% ~0.09850 -0.40474
MW\"SU:gP ﬁ g.;i;;: g.gA:gz(S) g.:;g’:u ~0.03538 0,12497 0.07976 0.97741 _  0.972127 0.97873 -0.U07834
MURS -0. -0,05 -0.13998 -0.14870 ~0.19913 -0,25492 0.99834 0.954640 0,97109 ~0.,27305
:ggg:::{ 66 8'312}‘8 0.19954 0,18099 0.46406(2) 0.50786 (2) 0.52217 (2)-0,09208 0.05041 ~0.03895 ~0.09900
Rnsopnm gé o'oiggz {2) g-g;:;fx,m g.g;g%(i) 0.43123(2) 0.,70505 (1) 0.69070 (2)-0.15785 0.06317 -0.00679 ~0.14593 -
<0408 -0, ~0.075 0,21371 0,13496 0.15544 -0,13853 ~0.3%0197 ~0.33060 0.19310
‘Fzg;ggPLU 61 0.37451 (4) 0«34540(5) 0.38627(5) 0.51286 (2) 0.53052 (2) 0.56370 (2)-0.21010 -0,38509 —0-378‘;8 0,27205
pero0 21 o.7:=;z15(1) 0.58474(5) 0.61787(S) 0.93751(1) 0.88416 (2) 0.90606 (1)~ 0.73317 ~0.30363 ~0,16755 0.51911
Guanag 68 0.75228 (1) 0.71664(1) 0.68063(1) 0,44421 (1) 0,.58863 (1) 0.55/02 (1) 0.13184 0.15081 0.15052 -0.,73187
CUP 49 0.70419 (1) 0.67950(1) 0.65743(1) 0.70331 (1) 0.48015 (1) 0.66807 (1) O, \fwaa 0.27399 0,27579 ~0.A6628
ccx)gg?xp 46 0.75342 (1) 0.78442(1) 0,75627(1) .0,71572 (1) 0,71p40 (1) 0.49351 (1) 0.3875 0.,45400 0.46545 ~0.79446
SNEHPSSY 68 °'7E9?,°“) 0.80027(1) 0.76167{(1) 0,69027 (1) 0.61946 (1) 0.58188 (1) 0. ow.oa 0,08284 0.09535 -0,65902
unenPL 52 -8'25522 (1) -3.59945(2) ~0,57372(2) ~0.54997 (2) -0,60993 (2)-0.59828 (2)-0.,12673 -0.16022 ~0., 15791 0.74958
i 3; oraales (a) _0.23290(5) 0.61386(5) 0.57381 (3) 0,75613 (3) 0.72923 (4} 0.04034 < 0,02634 -0.19291 0.,083145
MO ERG 0.33 +40434 -0,30733 ~0.09503 ~0.,06473 0.03411 ~0.,34754 ~0.38049 -0, 1¥1Y2 . 0.%540%9
INDENERG 47 o._‘eszz (s) 0.254}‘1(5) 0435152(5) 0.30412(5) 0.39938 (5) 0.40023 (5)-0.12051 ~0.10950 ~0,09071 -0.34476
FELFISeA 51 0-21341 g-zgéﬂ 0.226?2 0432874 (5) 0.39424 (5) 0.39456 (5)-0.19296 ~0.19393 ~-0,20743 -0.30834
FELF1sUP 00 o611 (1) 0.63465(1) 0.62136(1) 0,45249(2) 0.50220 (2) 0.48172 (2) 0.11080 0.09024 0.09114 -0.45058
FECV1S64 68 o's'rs?”" 0,62383(1) 0.61061(1) 0.43852(2) 0.47478 (2) 0.45295 (2) 0,04440 0.03051 0,03394 ~0,44884
FECU1S0P 68 o. 5348 (1) 0.60906(1) 0.59222(1) 0.43343(2) 0.53771 (2) 0.52074 (2) 0.17843 0,13068 0.14397 ~0.49198
68 +55411 (1) 0.40173(1) 0,98488(1) 0.42183(2) 0.50987 (2) 0.49116 {2) 0.04641 0.07%14 0.08 - 2
FECV14UP 41 0,43272 (5) 0.34470 0.,33507 sona “0aa Toners o 3ren
FEXLF ¢s 0160109 ( ol 21500 «335 . 0-405:75 (5) 0.36439 0.346037 0.08933 0.08412 0.05672 ~0.3249% .
BIRTHSSS oo R4 (1)_0-“3%(1) 0-59462(2) 0,4950%9 (2) 0.54823 (2) 0.53185 (2) 0.21144 0.19544 0,0085 ~0,429R83%
) R BIRTHS7S og _0-2859_‘ 3)_0-3 (5) -0.39942(5) ~0.39061 (4) ~0.40483 (5)-0.39715 (5)%0.36507 -0.35982 ~0.39012 0.35322
I . 2 +35057(4) -0.34634(4) ~0.23127 -0.29953 (5)-0.29093 0.25961 ~0,29347 - y
. HHOLDS  gg -0.51599 (1) -0.61851(1) ~-0.5735 ; 9953 ( 0.33537 | 0,4921%
. +57358 (1) ~0.44948 (2) ~0.55905 (2)-0.53066 (2)40,37732 -0,40639 ~0,43709 0.66086

. - . . . . i \
. i
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APPENDIX 2 (continued) 5 - DISTRIBUTION ANALYSIS IN EUROPE:

Correlation coefficients:

GVACPPP 52
GDPCPPP 52
GVAWCFPPP49
CONSCPPP46
DIRCCPPP52
GFK 68
FEMSIND 21
FEMSERV 21
FEINDSER21

GVACPPP 52
GDPCPPP 52
GVAWCPPP49
CONSCPPP46
DINCCPPPS2
68
FEMSIND 21
FEMSERV 21
FEINDSER21

GVACPPP 52
GDPCPPP 52

" GVAWCPPP49
CONSCPPP46.

DINCCPPP52
GFK 68
FEMSIND 21
FEMSERV 21
FEINDSER21

ISM425X

.62367(1) -0.
61060(1) -0.
64572(1)~=0.
72112(1) -0.
-0.
2) -0.
3) 0.
3) =0.
2) -0.

-0

-0.
~0.
-0.
-0.
-0.
~0.
-0.
-0.

SSM8UPX

.42238(5)
.41708(5)
.62508(2)
.50814(5)
.48732(2)
.49991(4)
.24804

.53210(4)
.41359 0.,

oReloNoNoRoRoEoXe)

SSM425V

.69071(1)
.70188(1)
.65223(1)
.70170(1)

0
0
0
0
0.
0.
0.
0
0

)
)
.59225(3)
.53464(4)

ol oloNoNeoRoNONO]

72594 (1
710741
37398

eNoNoRoNeoNoRoNO RO

ISM825X

SSM1OUPX

.38283(5)
.37830(5)
.60616(2)
42758

.44820(4)
.46528(4)
.22686

.52725(4)

40081

~ SsmM825v

.66932(1)
.66106(1)
.61794(2)
.71420(1)
.73308(1)
.69286(1)
.33208

.51970(4)
.47927(5)

ISM1025X

-0.
-0.
.71314(1)
-0.
-0.

-0

-0

-0

59724(2)
60700(2)

68130(2)
54858(3)

.498%7(4)
._O_
.56159(3
-0.

43436(5;
55619(3)

IRy

-0
-0

-0
-0

.49049(1
.48324(1
-0. 1
-0.
-0.
-0.
-0.
.58997(2)
.38981(5)

)

)
53155(1)
49671 (1)
29322(4)
31216(3)
12113

SSM1025V

COFO0O0O00O0O0

.62727(1)
.62001(1)
.58753(2)
.67044(1)
.68838(1)
.65644(1)
.30335

.50536(4)
.45745(5)

ISM4UPX

-0.
-0.
-0.
-0.
-0.
-0.
-0.
-0.
-0.

61458(1
60201 (1
59270(
630021
45108(2

48477(2).

57679(3
60372(3
64957(2

SHY

[eNeoNoRoNoROoRONONG]

.29486(5
.31158(5
.53873(1
.42324(2
.35715(3
.41495(2)
17315

.50703(4
.35508

)
|
)
)
)
)
)
)
)

)
)

)

SSM4UPV

X XeXoXoReXeXeXe

.56426(1
.57863(1
.61664(1
.60406(1
.61618(1
.62764(1
.28418

.56135(3
.45764(

)
)
)
).
)
)
)
)

ISM8UPX .

-0.
-0.
-0.
-0.
-0.
-0.
-0.
-0.
-0.

35533
24947
31327

ISM425V

-0.
=0.
-0.
=0.
-0,
~0.
-0.
-0.
~Q.

54976(%)

SSMBUPV

[oNoNoNoNoNoNOoNO RG]

.53211(2)
.52415(2)
.59280(2)
.61141(2)
.54505(2)
.57812(2)
.24909

.52442(3)
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APPENDIX 3

Up to the time of writing, the following have agreed to participate

in conjunction with ourselves, in a European Marketing Indicators
Working Party. This will be specifically oriented towards the
production by sub-national region of comparative indicators relevantly
affecting retail distribution. Each will work to produce these
indicators in respect of his own particular country, once the bases
and methods of compiling these indicators have been mutually agreed.
Final results will be published.

Professor Angelmar, Institut European d'Administration des Affaires
(INSEAD) France

Professor Juan Farran, Universidad de Navarra, Barcelona, Spain.

Professor Bjarke Fog, Institute of Managerial Economics, The
Copenhagen School of Business Administration, Copenhagen.

Professor Dr A Heirman, Economische Hogeschool, Limburg, Belgium.

Dr Lars Lindqvist, Swedish School of Economics & Business Administration,
Helsinki, Finland.

Professor Aldo Spranzi, D1rector, Centro di Studl Sul Commer01o,
University L Bocconi, Milan.

Professor Bruno Tietz, Director, Handelsinsitut, University of . - -
Saarbrucken, Germany.

Jens Vestergaard Aarhus School of Business Administration & Economlcs,
Aarhus, Denmark ! -

It is hoped to complete this list by the addition of representatives
of the following remaining countries: Sweden, Norway, Netherlands
(although Professor Heirman has indicated his willingness to research
all Benelux countrles), Austrla, Sw1tzerland Ireland Portugal

‘ ".Qlt is thought that ‘the" work to produce thls prototype set of marketlng

: 1ndlcators wlll take two years

Longfterm Oblectlves Once the first set of indicators has been
constructed and published, this will have highlighted the indicators
needed to be produced and establish the methods of constructing them.

It will then be up to the working party to decide whether its work is
finished or whether to continue in existence to produce these indicators
as a yearly or two-yearly series. If, at the end of the programme, the
working party does decide that its role was exploratory and is now
finished, it will endeavour to persuade such bodies as the FEC and ;
OECD to produce these indicators for the future, using the methods {
established by the working party. '




