The Scope of Marketing Geography

The specific American connotation of marketing geog-
raphy—the importance of planning control in Britain
—the theoretical bases to marketing geography—the
main themes

Traditional and Theoretical Frameworks of Study
Traditional studies of centres and trade areas—central
place theory-—general interaction theory—further
theoretical avenues

Growth and Developments in the Distributive Trades
Major components of the distributive trades—the
main channels of distribution—trends in the aggregate
structure of retailing—the process of organisational
change

National and Regional Systems of Centres
Hierarchies of settlements classified by centrality—
hierarchies of the main shopping centres of towns—
methodological issues involved—correlates of centre
size and different types of towns—summary

Business Land Uses Inside the City
Classifications of business configurations—the inter-
nal characteristics of shopping centres—problems
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of central area delimitation—the spatial structure of
the central area—summary

Changes in the Urban Business Pattern

Changes in the North American city—concentration
versus decentralisation in Britain—the emphasis on
central area redevelopment—the extent of decentral-
isation in Britain—summary

Consumer Behaviour and Space Preferences in Shopping
Studies of aggregate patterns of movement—the struc-
ture of urban shopping trips—variations and changes
in consumer behaviour—perception studies and the
cognitive-behavioural approach—summary

Forecasting and Allocation Techniques
The main types of techniques—problems in the appli-
cation of interaction models—summary

Store Location and Store Assessment Research
The process of selecting a new location—forecasting
and evaluating retail performance—summary

Conclusion
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