UNIVERSITY OF NORTH TEXAS

Department of Geography

GEOG 4220/5220
Applied Retail Geography
Dr. Murray Rice

Study Guide: Midterm #1
We talked about more in class than what is outlined below, but these are some basics you need to understand for the midterm.

Week 1: Retail Location – Motivation and Fundamentals
· Business geography defined

· The connection between business success and competent analysis and use of available information
Week 2: Geography, Distribution Systems, and the Location of Demand
· Discussion of four key components of the economy
1. quaternary sector
2. tertiary sector
3. secondary sector
4. primary sector
· Key point: the US economy is currently evolving to emphasize quaternary and tertiary activities, including retail
· Importance of good location decision-making for both firms and the places where they locate (know why poor location decisions hurt both businesses and the places where they locate)
· Location, marketing, and advertising

· The “Seven Ps” of marketing

1. People
2. Product
3. Price
4. Place

5. Physical Distribution

6. Promotion

7. Packaging
· Geography is important in “Ps” 1, 4, and 5

· Retail sales depend on market characteristics: retail sales = f(market)

· A few key market characteristics for retailers

· Location

· Income

· Demographics

· Lifestyle

· Five fundamental kinds of market area limits
1. institutional
2. natural

3. settlement density

4. spatial decay

5. competition
Module 3: The Corporate Context for Retail Development
· Definition of quaternary activities: processing knowledge and information, including making decisions using knowledge and information
· The focal point of “Corporate America”: the headquarters/head office
· Exxon Mobil in Irving (Global headquarters)

· Shell Oil in Houston (US headquarters)

· Prudential Financial in Dallas (regional headquarters)

· The headquarters as one part of the larger corporation

· Think of examples of businesses whose headquarters are located in the D-FW metroplex

· Difference between an “ultimate parent” and a “subsidiary”

· Two types of subsidiary companies

· International (control goes to a parent outside the country)

· National (control goes to a parent inside the same country)

· The corporate headquarters and a complex “external environment”

· The external competitive environment: factors the firm cannot control

· Markets

· Suppliers

· Government regulators

· Although such elements are beyond the firm’s direct control, business do try to exert some influence (advertising, lobbying)

· One good example of companies influencing other companies is the concept of “interlocking corporate directorates”: companies sharing board members, creating a link between the firms

· Another influence example: Wal-Mart, environmental impacts, and public perceptions

· High level of competition today means that change is an ongoing part of the retail sector (examples cited in class of various retail changes)

· Geography is an important element of retail competition and change

Module 4: The Value of Location

· Understand the concept that some firms require accessible locations, while others don’t (think of the cases “inside the mall”, “across the city”)

· Which firms need central, accessible locations?

· Which firms don’t care, and will succeed in out-of-the-way places?
