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Before we begin today’s “distribution 
and demand” discussion, here are a few 

things to think about as you work on 
your semester project…

Project: Initial Environmental Scan Report

Report Due Date: at the 
beginning of our class time on 

Wednesday, October 16

On that day we will also receive general 
project advice and have an opportunity for 
Q&A with Intalytics, our project sponsor

Project: Initial Environmental Scan Report

To complete this initial report well, note the guidance I
have already given you in your syllabus (see page 5)

I am looking for three key elements: (1) what’s
the problem to be solved, (2) what’s your overall logic
(plan) to complete the work, and (3) what specific
data and analytical resources are available to solve it

Extract 

from 

syllabus

Project: Initial Environmental Scan Report

This is very similar (but not a total duplicate) when
compared with the first three out of five “final report”
section requirements in your GIS labs

So you’ve already done something similar to the initial
report in your GIS labs: think about how you can build on
this lab experience to scale up to your project.

No mention of 

“data” in lab 

document. Why 

might that be?

Extract 

from GIS 

Lab

document

Project: Initial Environmental Scan Report

As you write this initial 
report, remember the 
project resources I have 
already given you for 
direction and inspiration

By the way, I would include 
the class slide sets and 
your class notes with 
those project resources
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Project: Initial Environmental Scan Report

Lastly: remember to review 
the evaluation rubric for this 
initial report (see the 
“assessment materials” link 
on our course website)

There are five points of 
evaluation mentioned there: 
write your report to do well 
in each dimension

1

2

3

4

5

This Week’s Retail Business 

Case Study: Braum’s

Braum’s Locations: In and Near Denton County

Q: What factors do 
you think drive the 
location of Braum’s 
stores on this map?

Braum’s Locations: Entire Network

Salina, KS

Dumas, TX

Hillsboro, TX

Springfield, MO

Q: What factors do 
you think drive the 
location of Braum’s 
stores on this map?

At the “whole network” level, the location of markets
and the geography of distribution are crucial for Braum’s

Week 6

Geography, Distribution Systems, 

and the Location of Demand

Location and Development

 This class is about the development that 

is possible when businesses make good 

decisions about their locations

– Geographers have created a variety of 

theories to help us know and understand the 

best locations for the various kinds of 

business activities that exist across the 

entire economy
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Location and Development

Sector 

Name

Type of 

People

Employment Location 

Theory

Quaternary Analysts, 

Managers

27% and 

growing

Quaternary 

Location Theory

Location and Development

Sector 

Name

Type of 

People

Employment Location 

Theory

Quaternary Analysts, 

Managers

27% and 

growing

Quaternary 

Location Theory

Tertiary Servers 52% and 

growing

Central Place 

Theory

Location and Development

Sector 

Name

Type of 

People

Employment Location 

Theory

Quaternary Analysts, 

Managers

27% and 

growing

Quaternary 

Location Theory

Tertiary Servers 52% and 

growing

Central Place 

Theory

Secondary Producers 20% and 

declining

Industrial 

Location Theory

Location and Development

Sector 

Name

Type of 

People

Employment Location 

Theory

Quaternary Analysts, 

Managers

27% and 

growing

Quaternary 

Location Theory

Tertiary Servers 52% and 

growing

Central Place 

Theory

Secondary Producers 20% and 

declining

Industrial 

Location Theory

Primary Extractors 1% and 

declining

Primary Location 

Theory

Transportation/Communication is the 
“glue” that holds this all together

Note: This chart is not directly comparable with the preceding table,

but both indicate the same basic trends

Location and Development

 Primary, secondary, tertiary, and quaternary 

business activities all have different locational 

requirements

– Example: a good location for a factory might not 

be a good location for a store (Q: why?)

– Sustainable economic development depends on 

each economic activity finding the best location for 

its operation

• Which city?

• Which location within a given city?
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Location and Development

 Poor locations hurt both the business and the 

place where it is located (Q: how?)

– The Business: higher costs, lower sales

– The Place: chronic economic problems (layoffs, 

unemployment) caused by weak employers

 This class is all about understanding location 

principles so businesses can make the best 

location decisions possible

Location and Marketing

 The location analysis of business activity 

is the study of knowledge within a much 

broader area called “marketing”

 Marketing: the process of taking products 

and services from their sources and 

distributing to their end users

– Marketing is much more than “advertising”, 

which many people think of as the same 

thing

Location and Marketing

 Our D-FW metroplex has many great 

examples of all components of the 

marketing system in action

– Key element in the marketing equation that 

many people ignore because it is behind the 

scenes: logistics

Denton 

Airport

Key Logistical Infrastructure Clusters 

Across D-FW

Alliance

D-FW 

Airport

Lancaster 

Logistical Hub

Location and Marketing

 We have a great local example of this 

function: Target’s Denton Distribution Center

Location and Marketing

 We have a great local example of this 

function: Target’s Denton Distribution Center

– A 9-story refrigerated warehouse where food is 

received, labeled, stocked, pulled and shipped by 

a fully automated distribution system

– One of four food distribution centers for Target 

nationwide

– Denton’s distribution center distributes food items 

to 235 stores across Texas, Arkansas, Kansas, 

Louisiana, Mississippi, and Tennessee
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 We have a great local example of this 

function: Target’s Denton Distribution Center

Target’s 

Distribution 

Center

Location and Marketing

Q: Why do you 

think Target 

chose Denton 

as their 

distribution 

center 

location?

Location and Marketing

 The distribution infrastructure of firms like 

Target are part of a global distribution system

– Important to see how this system is changing over 

time

– What companies like Target are doing today is not 

like what they did 30 or 40 years ago

Source: JLL (2013) E-commerce boom triggers transformation in retail logistics Source: JLL (2013) E-commerce boom triggers transformation in retail logistics

Source: JLL (2013) E-commerce boom triggers transformation in retail logistics Source: JLL (2013) E-commerce boom triggers transformation in retail logistics
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Source: JLL (2013) E-commerce boom triggers transformation in retail logistics Courtesy of Brett Lucas

Q: What era of 

logistical thinking are 

we seeing here?

Source: RBC Capital Markets (2019) Speed of Delivery Wars - Analyzing Amazon’s expansion of same/next-

day delivery and its impact on Retail

Amazon Same-Day/Next Day Coverage

in 2014 (Covered Zones in Red)

Q: What needs to be in Amazon’s logistical network to make this 

service possible?

Q: Why do you think Amazon 

chose these zones to start 

their same-day service?

This is an example of the full power 

of the 2000s era e-commerce model 

in action

Source: RBC Capital Markets (2019) Speed of Delivery Wars - Analyzing Amazon’s expansion of same/next-

day delivery and its impact on Retail

Amazon Same-Day/Next Day Coverage

in 2016 (in Black) and in 2018 (in Dark Red)

Q: Where is 

Amazon going 

with this?

Location and Marketing

 JCPenney and Amazon represent two 

different stages in a fundamental transition in 

how shopping works
– Traditional Retailer: roots before E-Commerce (pre-1995)

– Modern Retailer: Omni-Channel era (2000s and on)

Key concept in understanding this transition: the 

“consumer journey”:

How does a consumer get from:

“I think I need something” to

“I’m going to purchase that specific thing 

from this specific retailer”

Advertising, 

Perception 

of Need

Store Visit(s), 

Comparisons, 

Interactions

Store-based 

Purchase 

Decision and 

Transaction

Store-based 

Pickup

After Andrew Murray and Tony Hernandez (2016) The Canadian 

Omni-Channel Retail Landscape, CSCA.

Pre E-Commerce: A Highly Linear

Consumer Journey
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Pre E-Commerce: A Highly Linear

Consumer Journey

The relatively simple 

structure of the pre-

eCommerce consumer 

journey lent itself well to 

straightforward geographic 

analysis focused on store 

locations and market areas

Stores were the central 

element in consumer 

information gathering 

and purchase activity: 

access to stores was 

crucial

Does this make sense?

E-Commerce Era: A Cyclical (and Complex)

Consumer Journey

Consider

Evaluate

BuyEnjoy
Advocate

Bond

Start 

Journey

The Loyalty 

Loop

After David Edelman and Marc Singer, 2015, Competing on 

Customer Journeys, HBR.

New 

Journey

Another 

Journey

E-Commerce Era Opportunities

Key observation: even in an E-Commerce world, all 

of this happens somewhere, and that somewhere 

matters

Location and Marketing

 The “Seven Ps” of the marketing literature

– 1. People

– 2. Product

– 3. Price

– 4. Place

– 5. Physical Distribution

– 6. Promotion

– 7. Packaging

 The location analysis of business touches on 

all seven items (except perhaps #7): 

geography is crucial to effective marketing

Location and Marketing

 Goal of location analysis in geography: 

develop efficient links between places of 

production and places of consumption 

– Production: often highly concentrated

– Consumption: often highly dispersed

 Great example: the automobile industry
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North American Automotive Market

Source

Source

Each dot 

is a 

populated 

place

Location and Retail

 Why analyze retail location in particular?

– 1. It employs many people, and this number 

is growing

– 2. It is the primary place for daily 

expenditures for all of society

– 3. It is one of the most important sources of 

tax revenues for all levels of government 

(business taxes, sales taxes, payroll taxes)

Business Location and Sales Tax Revenue:

Local Governments Care

KXII TV News, Sherman TX, March 6, 2019

Local governments 

want to recruit 

businesses to locate 

within their city 

boundaries to generate 

sales tax revenue 

growth

Sherman is looking to bring more retail and 

restaurants to the city, so they're starting a 

sales tax incentive program to make it even 

more enticing...

For example, Schulman's Movie Bowl 

Grille will get 50 percent of the sales tax 

revenue over seven years.

"After the [initial period], the city will be 

receiving all the sales tax dollars it 

generates," Teamann said.

Business Location and Sales Tax Revenue:

Local Governments Care

Community Impact Newspaper, Sugar Land TX, August 5, 2019

Local governments 

want to recruit 

businesses to locate 

within their city 

boundaries to generate 

sales tax revenue 

growth

After little sales tax revenue growth in 

2017, Missouri City rebounded in 2018 and 

saw a 14.4% increase in allocations—its 

highest increase in 10 years, according to 

Texas comptroller data.

Cities rely on sales tax revenue received 

when residents shop at places that collect 

sales tax. A portion of that tax funds annual 

city budgets, which pays for operations and 

services to residents, Missouri City City

Manager Anthony Snipes said.

The Dallas Morning News, September 14, 2009

Business Location and Sales Tax Revenue:

Local Governments Care

In Plano they’ve been thinking about this for over a decade

Business Location and Sales Tax Revenue:

Local Governments Care

Plano, TX

Surrounded by major shopping 

opportunities
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Business Location and Sales Tax Revenue:

Local Governments Care

Plano, TX

The two major malls in Plano are 

both old and declining

Collin Creek 

Now Closed, 

Redeveloping

Business Location and Sales Tax Revenue:

Local Governments Care

Highland 

Village, TX

Shops at Highland Village, plus 

Walmart and big box development

The Geography of Demand

Who is Doing the Buying?

The Geography of Demand

 Focus now: a quick survey of a geographic 

perspective on retail markets

 Your reading for this section begins with a 

statement of a “functional relationship”:

Retail sales = f(market)

 Q: what does this mean to you?

– Retail sales achieved by a business depends on

the market in a given place

– Extended a little, retail spending in a place

depends on the characteristics of the market in 

that place

The Geography of Demand

 Q: what do you suppose some important 

characteristics of markets (places) would 

be for retailers?

– Some characteristics might be important to 

all (or most) retailers

– Some characteristics might be important 

only to certain kinds of retailers

The Geography of Demand

 A few key market characteristics for 

retailers

– Location: the one we will discuss many 

times in this course

– Income: important because high-income 

households consume more and different 

products than their low-income 

counterparts
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The Geography of Demand

 A few key market characteristics for 

retailers

– Demographics: other measurable 

characteristics of the market, usually 

defined as the age-sex composition

– Lifestyle: a broad category including the 

various distinctions between market types 

– relates to attitude, preference, belief

The Geography of Demand

 A good example of this is the Chicago 

hospital case study from one of your 

readings for this week

– Where are the hospitals in Chicago, and

– How does this spatial distribution relate to 

the location of demand for medical 

services?

The Geography of Demand

Hospitals in Chicago

Many hospitals

Few hospitals

Can you guess 

where rich people 

and poor people 

live?

Are the people on 

the south side 

simply healthier?

The Geography of Demand

Dallas County Health 

Providers

Dallas County Family 

Incomes

The Geography of Demand

Dallas-Fort Worth Stand-Alone 

Emergency Rooms

One view of the D-FW market…
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The Geography of Demand

 Your reading makes the important point 

that retailers usually care about market 

characteristics in combination, not alone

– Non-spatial market characteristics (e.g. 

specific groups like “DINKs” or “Yuppies”) 

connect to a spatial distribution (location, 

concentration)

– Separate non-spatial factors often overlap in 

geographic space: SUV purchases, income, 

and lifestyle

The Geography of Demand

 Space is often the central factor in a 

retailer’s analysis of their markets

 Logical extension: how we define 

spatial markets is central to retail 

planning

– How can we define the market area of a 

store? What sets the limits on which 

communities a specific retailer can draw 

from at a particular location?

The Geography of Demand

 There are five fundamental kinds of 

market area limits (the “fundamental five”)

– 1. institutional: a border, a government limit

– 2. natural: a coastline, an impassable river

– 3. settlement density: where people live

– 4. spatial decay: travel costs (time/money)

– 5. competition: alternative supply (from outside 

and from inside – own-store overlap)

The Geography of Demand

Institutional boundary

Natural 

boundary

Competition 

effect

Distance 

decay 

effect

Business

Competitor

The Geography of Demand

 Q: where have you seen one or more of 

these “fundamental five” in action?

– 1. institutional limit

– 2. natural limit

– 3. settlement pattern

– 4. spatial decay

– 5. competition effect

The Geography of Demand

 Key factor to note with the “fundamental 

five” is how they are changing over time

– Society is evolving

– Our cities are changing

 Q: can you think of examples of how one or 

more of the factors might be changing?
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The Geography of Demand

Specifying the 

impact of the 

distance effect

The Geography of Demand

Fundamental 

assumption: 

people buy 

more when 

price is low, 

less when 

price goes up

Specifying the 

impact of the 

distance effect

The Geography of Demand

Another 

assumption: 

transport 

costs rise with 

increasing 

distance 

traveled

Specifying the 

impact of the 

distance effect

The Geography of Demand

This means 

that the price 

of buying

rises as the 

purchaser 

must travel 

further to the 

store

Specifying the 

impact of the 

distance effect

The Geography of Demand

Logical 

outcome: 

people buy

less from far 

stores, more 

from stores 

that are close 

by

Specifying the 

impact of the 

distance effect

The Geography of Demand
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The Geography of Demand

“Spatial 

demand 

cones”

Store location

The Geography of Demand

“Spatial 

demand 

cones”

Store location

The Geography of Demand

 Q: how well does this derivation of the 

spatial demand curve/cone actually 

work in the real world?

– Where do these ideas work well?

– Can you think of cases where this might 

not work so well at all?

The Geography of Demand

The effect of 

competition

The Geography of Demand

The effect of 

competition

The Geography of Demand

The effect of 

competition
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The Geography of Demand

The effect of 

competition

Why do we see a 

trade area overlap?

The Geography of Demand

The effect of 

competition

Why is the overlap 

drawn this way?

The Geography of Demand

 Q: under what conditions might the 

overlap be

– Big? (i.e. much territory in common 

between the market areas of two 

competing stores)

– Small? (i.e. little territory shared)

The Geography of Demand

 One of the classic “parables” of 

economic geography relates to this 

very situation: two stores, how do they 

divide up the market

– Hotelling’s “Ice Cream Vendors on a 

Beach”

– Q: have any of you heard the story?

The Geography of Demand

 Bottom line: what appears to be most 

efficient isn’t always what ends up 

being the best choice

– Successful retail location choices sometimes 

are a result of combining an understanding of 

geography and consumer behavior

“Hotelling in Real Life”
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“Hotelling in Real Life”


