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ABSTRACT 

The first chapter provides a general overview of fieldwork 

and particularly emphasizes urban fieldwork, It examines the changes 

in the approach towards fieldwork and argues for some awareness of 

the need for students, particularly those in suburbia, to study 

and become more knowledgeable about their own environment. The 

exercises which come later in the monograph can be considered as 

viable ways of doing this. 

In chapter two, the nature and function of commercial strips 

are identified including the relationship of strips to other commercial 

forms in the city. Perhaps the chief necessity of this section 

of the monograph is that it provides the necessary background material 

needed by teachers planning to use commercial strips as source areas 

for field study, 

The third chapter is an attempt to focus attention on the 

importance of the automobile in the activities along the commercial 

ribbon. It is an attempt to zero in on one major control that exists 

i 



on these linear streets. 

Chapter four consists of five fieldwork exercises. Each 

exercise is a particular means of testing a formulated hypothesis 

based on a Commercial Strip. The exercises are unifor.m in construction 

and are all based on Chemin Chambly. Each attempts to look at a way 

in which commercial activities along this particular commercial strip 

have been oriented towards the automobile. 

Chapter five evaluates the exercises prescribed and suggests 

further developments. 
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PREFACE 

During the time that I spent w.riting this monograph, I have 

found myself continually wandering in the fields of education theory 

and geographical theory and that of the practical problems of teaching. 

These aspects are, of course, related and it is hoped that problems 

of teaching are enlightened by a body of theory consciously seen 

as the basis on which solutions to these problems are devised. (Graves) 

Personally, I have found teachers rightly suspicious, however, of 

theory which appears to solve no problems or which offers no help in 

the classroom situation. With this 1n mind, I have spent little 

t1me discussing the place of geography 1n education and the nature 

of geography. I am conscious that what I have done is to provide one 

aspect of .. new geography" and illustra te one approach to teaching 1 t. 

I have, therefore, wherever possible, concentrated on some of the 

practical problems and have given a number of examples whenever 

possible. It is also worth bearing in mind that each exercise was 

given in a particular context and that it is unlikely that they could 
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be given without modification in another context. Indeed, it is 

expected that most teachers would need to make at least minor altera

tions to these exercises dependent on the classes they know. 
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CHAPTER ONE 

FIELDWORK 

In Quebec schools it is often the exception rather than 

the rule to find students involved in fieldwork. This becomes 

even more evident when one examines the course outlines for 

geogra.phy 412, 512 and 522. Although it is suggested that students 

examine situations where possible no effort is made in the time

tabling of these courses for field activities nor is any attempt 

made to examine field research. When fieldwork is carried out i t 

is often based on rural areas since it seems that fieldwork implies 

getting students out into the "country". More often than not, 

fieldwork consists of looking rather than doing. This is often 

brought on by the fact that long distances are involved and there 

is hardly time for anything other than looking 

At this point I think it is worthwhile to spend time in 

brief review of i) the value of fieldwork, ii) the necessity of 

urban fieldworl::, iii) the changes that have occurred in the approaches 

to fieldworl::, iv) problems that exist, and v) some suggestions 

in the organization of "field-activities". It is my hope that this 
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review will better prepare teachers for the suggested field ex~rcises which 



appear la ter in the pa,per. 

i) The Value of Fieldwo:tk: 

In so far as one is trying in geography to wot.k out 

generalizations based on observed phenomena, then clearly much 

which is done in the classroom must of necessity be done at second 

hand.(Graves, p. JO). From climatic statistics to figures of pop

ulation or traffic volume, all these represent basic data accumulat

ed by third parties and subsequently processed for consumption in 

printed fo:rm. Clearly, this in i tself, representa a case for get- · 

ting pupils to acquire information at first band. In so doing 

they learn how to obtain this information, but they learn some of 

its limitations. For example, in seeking information about the 

location of service stations along a commercial ribbon (see exercise 

5) students may become aware of the effect of "self-serve" centres 

on altering the accepted pattern of gas stations being on the side 

to serve people on their way home rather than on their journey to 

work. (Klaus, p.l6). 

Another vital reason for pupils being involved in direct 

observation is that some of the phenomena with which the geographer 

is concerned can only be appreciated when the pupil observes them 

directly. For exampl9, the location and distribution of auto-
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oriented businesses along a commercial ribbon such as service 

centres, drive-in facilities, and quick-lunch facilities. The 

teacher and his students have seen the landscape with different 

eyes: it is important that the teacher recognize that his pupils' 

perception al though different, are as valid as his own. (Ward, 

Fyson p.24). 

As a means of acquiring accurate concepts of certain 

features found along a commercial ribbon little can replace direct 

experience. How much do students gain from a description of the 

form and function of a commercial strip such as Chemin Chambly 

unless they are able to travel the route themselves. A further 

ad van tage of fieldwork is tha t pupils learn to use a map in a re

alistic situation. 

There are many other educational reasons for carrying 

out fieldwork quite apart from introducing pupils to a technique 

used in geography. It may be that the teacher acquires a new 

insight into his/her pupils b,y meeting them in a slightly less 

formal situation than the classroom. It is likely that children 

of average ability have been found to improve in attitude towards 

geography after having undertaken fieldwork. 

ii) The Necessity of Urban Fieldwork: 

There has been a decided lack in the amount of urban 
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fieldwork carried on in our schools, This has likely evolved 

from the fact that tc many students and teachers 'fieldwork' 

means a journey into the rural area to observe the landscape. 

There is nothing wrong wi th rural fieldwork except tha t many of 

us live and work in suburbia and we are omi tting our own "buil t" 

environment for study purposes. There must be an increase in 

urban fieldwork in our schools in order that the actual environ

ment of the school may be used to the full and be better under

stood.(Ward, Fyson p.26). 

Since there seems to be no argument for experiencing 

an environment at first hand i t would seem obvious that students 

should become experienced with their own in order that they be 

better prepared for their future roles as participants and deci

sion-makers in this aame environment. As i t is of course, the 

schools' only contribution to the process of public decision

making occurs every few years when the premises are used as pol-

ling stations. (Ibid. p.23). 

We are aware, for example, that urban geography is con

cerned with the structure, functions and interrelationships of 

towns and ci ties. The structure of a town is i ts physical fom 

expressed in the types and arrangement of i ts buildings. In 

his book Fieldwoxk in Urban Geography Briggs points out that many 
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towns have developed from a small nucleus over a long period of 

time and at present are continuing to expand into the surrounding 

rural areas. He suggests that students involved in urban field

work have a chance to see the successive stages in this development 

b,y examining the nature and form of buildings and street patterns. 

The major function of towns is to serve as places where people 

live, but some parts of towns are devoted to manufacturing industries 

shopping centres, parks and recreation grounds, and other funetions. 

All these different parts of towns are linked together in very 

complex ways, often by journeys which people make from one part 

of the town to another, such as journeys from home to work, or 

from home to the Place Jacques Cartier Shopping Centre on Chemin 

Chambly. No town exists in isolation, Very complex lines exist 

between any town and many other towns and cities. Urban field-

work allows us to investigate these characteristics and interre

lationships.(Briggs). 

iii) Encouraging Changes in the Approaches to Fieldwork: 

My intention in this section is simply to point out what 

I consider to be the major change that has occurred in fieldwork 

and to show its advantages over its predecessor. Everson (1969) 

describes the older philosophy regarding fieldwork as being deeply 

rooted in English geography and sometimes referred to as "field-
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teaching". Its underlying thought may be described in a simple 

flow diagram. 

PREPARATION 

~ 
OBSERVATION 

L 
RECORDING 

l 
INTERPRETATION 

l 
FURTHER INTERPRETATION AND 
WRITING UP 

A Traditional Approach to Fieldwork 

•••••••••••in class 

•••••••••••the major activity 

-All three take place 
in the field 

••••••••••• in class 

A piece of work organized in this way can vary from 

one with slight preparation, that will allow the students sorne 

personal discovery, to one so didactic as to make students respond 

to questions which guide them directly to a view of an area. 

The teacher may have done all his/her work beforehand in preparing 

assignments, work sheets, questionnaires etc., so that he/she will 

take a less dominant role in the day's events, or he may want to 

teach directly in the field by lecturing or initiating discussion 

at certain predetermined places. 

Perhaps sorne comment may now be made on the implications 

of this approach. Basic to it is the idea that somehow the totality 

of an area can be comprehended. When the complexities of the 

patterns of the landscape and the very complex underlying causal 
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factors are considered, 1 t seems a grandiose aim to try to und er-

stand the entire landscape presented to the viewer. (Everson p.lOB). 

The approach can very easily degenerate into an attempt at a com-

plete regional survey. In many of the studies seen there is a 

heavy bias towa.rds the physical features that appear to dominate 

the visible landscape. On the other band, there is no denying that 

at the end of such a trip the student may have experienced a thrill 

or glimpse of something which may lead to increased interest. 

The second and more modern philosophy, is sometimes 

te:rmed "field research" and can be illustrated in the following 

flow diagram. 

CHANCE IDEA FROM OTHER ---4 ~ 
DISCIPLINES ~ 

PROBLEM 

---- OBSERVATION 
Could be field 
observa ti on 

~-- ---------> DA:PO:i:TION 
False RECORDiiG 

l __________ TES TINt 
J, 
True 

GENERALIZE 
FURTHER 

The second approach may be considered to have the stages 

shown in the flow diagram. The observational stage could of course 

be the descriptive approach mentioned earlier. Equally well, the 

piece of work might be initiated from anywhere or classroom dis-

cussion could have unearthed problems which the class might decide 
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they would like to solve, The problems considered important and 

relevant will of course, vary wi th age, background, and geographical 

experience of the students, as will the hypothesis that they will 

want to consideras possible answers to the problem. The initial 

stages of this approach are in the classroom not the field. The 

data collection is considered in two ways, First in the light of 

the problem information should be gathered relevant only to this 

problem and there is no attempt to view the entire area. Secondly, 

the expertise of the students will more or less dictate the refine

ment of the data recording methods. {See Appendix for examples), 

When the results of any applied tests are know, the 

students can, if the hypothesis was false, try again or, if it was 

correct, can test i t further and then use his/her woik for further 

generalisations. 

I should mention here that some teachers, (potential 

trippers) might argue that this type of approachtends to develop 

an eye for a problem rather than the country, In this vein, the 

study of geography is space and not problems. It can be argued 

that this approach engages students in the studying, recording, 

and testing of complex hypothesis which is likely to give them 

little expertise, Many will be quick to point out tha t from this 
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app:roach students will get less enjoyment and less understanding 

than from the former approach • 

.Rather than carry this any further I should simply in

di ca te that I have a strong bias towards the second approach 

due mainly to the student and possibly the local suburban environ

ment. There should, of course, be no conflict over the two ap

proaches, as they have different objectives. The first approach 

centres on usually teaching the landscape (Robertson and Long, 1969) 

while the second is based on the student•s understanding of a con

cept and structure before individual facts are understood, 

Teachers planning fieldwoxk with their students should 

realize that the use of either approach depends to sorne extent on 

the scale of the objective. If one wants a quick overview of a 

commercial ribbon, then a bus trip or a walk is the answer. If 

however, a relationship between land values and their location along 

Chemin Chambly (Ex:ercise #5) then the second approach is the only 

answer. 

iv) The Pro blems tha t Ex:is t: 

For any teacher who attempts to organize fieldwork 

the problems they are likely to enc~Dunter are many. The organizer 

has to find time to organize and prepare for the trip; to justify 
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c 
to himself and, more importa.ntly to others, the loss of actual 

school teaching time, expecially for classes preparing for high 

school leaving examinations; to find suitable and willing staff 

or parents for the work, and to keep costs at a reasonable level. 

Geography teachers do seem to have determination since the amount 

of fieldwork attempted each year is increasing. 

v) Some Suggestions in the Organizationc 

Through experience I have found that i t is necessary to 

provide all of the material that a student needs to complete an 

assignment. There is little or no value from a practical class

room point of view in setting a loosely structured library research 

assignment.(Molyneux and Jones p. 1). The same applies to field

work. Field studies must be carried out w1 th a predetermined 

geographical problem in mind and must be organized in such a manner 

that the attempted search for an answer is direct and precise. 

The intent of the field exercise must always be foremost in the 

student's mind. 

The exercises that I present later in this monograph 

involve a certain amount of theorizing and all involve the testing 

of hypothesis. The distinct order of theorizing and observation 

are indicated by Ambrose (1969), who states that to observe before 
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theorizing leads not only to inefficient observation but also to 

certain uncertain conclusions because no specifie idea has been 

identified and tested. Tb theorize before observing forces the 

observer to think through the processes that may be a.t work, fo

cuses the attention on a mana.geable number of ideas, and limits the 

observations to selected phenomena only. 

Although in this monograph I have suggested a set of 

specifie field exercises, many of which include the testing of 

hYPOtheses, teachers should be aware that there is rea.lly nothing 

wrong wi th students, particularly the young, walking and observing 

in a loosely directed way. The degree of sophistication possible 

will vary with the problem tackled and with the students working 

on it. It is possible that the teacher may wish to use statistical 

techniques, those suggested or more advanced, to confirm or reject 

the hypothesis. There is nothing inherently complicated in much 

of the simple arithmetic involved in computing many statistical 

measures, It is essential, however, that the user should know ' 

what the particular statistical measure is supposed to do. It is 

quite useless to compute a standard deviation or a chi-square 

number and yet be unsure as to what these statistical concepts 

are meant to measure. (Graves, p.J2). 

There is no doubt in my mind that students derive much 
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more benefit when planning and carrying out a small piece of field 

investigation than when the accent is on "lecturing" or "field

teaching". If they are to be introduced to the methods of the 

geographer, then they must be ini tiated into them in the same way 

as students learn of the ways of scientiste by attempting to solve 

problems which have puzzled scientists in the past. (Graves p.J5). 

Chemin Chambly - A Field Study Area: 

In 1665, Fort Chambly was built by Pierre de Sorel and 

Jacques de Chambly as a reinforcement against the Iroguois who 

attacked by the Richelieu river. 'Ihere were no roads as we under

stand them and the St. Lawrence river supplied an easy means of 

transport for the soldiers and their equipment. Shortly after the 

erection of Fort Chambly, the soldiers of the garrison opened a 

road to Laprairie in front of Ville Marie, '!his was the first road 

buil t in Canada, La ter a road was buil t through the seigne ury at 

Longueuil to join this road to the port at Montreal. Chemin Chambly 

is now considered as the route from Chambly down through the city 

of Longueuil to highway #1)2 which parallels the north shore 

of the St. Lawrence river at the Montreal harbour, 'Ibis covers a 

distance of 20.)2 kilometres. Map # d.. shows the portion of 

Chemin Chambly on which I have based my exercises, It is the area 
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between Boulevard Des Ormeaux and Rue Leblanc in the city of 

Longueuil, a distance of 3.04 kilometres. This, in my opinion, is 

the section of Chemin Chambly which best exemplifies a commercial 

ribbon. It has very intensive land use, businesses cater to the 

automobile to a large extent, and it has a diverse mix of retail 

stores, services, and offices. It also represents a small enough 

distance which could easily be covered on foot by students and 

teachers involved in fieldwork. 

FIGURE # 1 
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CHAPTER 'IWO 

THE COMMERCIAL STRIP 

Walking or riding along the Longueuil section of Chemin 

Chambly, one is undoubtedly aware of rather high traffic volume 

and a tremendous number of different or related businesses. You 

see motels, apartment buildings, stores, garages, and large shop-

ping centres. On parts of Chemin Chambly the businesses are quite 

widely spaced and few people are on the sidewalks while other 

areas have concentrations of businesses and the sidewalks and 

stores seem to be overflowing. The traffic consists of cars, 

buses, and commercial vehicles which move at varying rates 

dependent on the number of traffic lights which is of course very 

much the result of the degree of business congestion. 

This makes Chemin Chambly a commercial strip as this 

term has been defined by a number of works. For example Ratcliff 

(1949)suggests that a commercial strip is a linear development 

loca ted on a major roadway, varying in length from one block to 
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several miles, and. containing a diverse mix of retail stores, 

services, and offices. The structure and character of each com

mercial strip is the result of various market factors, such as 

the relation of the strip to the surrounding area, the type of 

traffic utilizing the roadway, and the actual location of the 

strip within the city. 

History and Evolutions: 

The actual process by which commercial strips are formed 

has been summarized by Stone. (1971). The commercial strip is a 

direct product of a random route system. Commercial activities 

have a tendency to build up first around. major intersections and 

then spread along the arteries. As the residential population 

grows on each side of an artery, and as traffic builds up on 1 t, 

the commercial activities build up accordingly, serving both 

the transient and the surrounding residential market. 

A close look at strip developments within the suburban 

residential environment shows that most shopping centres develop 

at the intersection of two or more strips, and that when shopping 

centres are established within a mile or so of each other, commer-
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cial activities will invariably develop on the main interconnecting 

roadway. 

Linear commercial activity, when on intercity roadways, 

out in the open countryside, in the form of "gas-food-lodgings", 

pose few immediate environmental problems. However, when strips 

develop in the suburban environment, certain sociological relation

ships develop also. When a suburban area has its commercial activities 

localized in a shopping centre, it has a focal point for, many of 

the activities of its residents. The shopping centre, when 

developed to the extent of not only harbouring shopping activities, 

but also eating places, movie theatres, and other functions, such 

as a Post Office, becomes, in fact, a community centre, which l 

gives the surrounding residential area a neighbourhood identity. 

When, however, centres grow together into strips, something else 

happens. The strip, instead of focusing a suburban residential 

area into a neighbourhood, divides it in two, forming a barrier 

between the halves. True enough, the strip offers the same activity-

functions to the area, but i t falls short in one important category: 

i t does little toward making neighbourhoods out of otherwise 

anonymous suburban residential areas because of the traffic density 

and regularity. The typical suburbanite finds himself somewhere 
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between commercial strips, only able to identify where he is by the 

name with which the developer tagged his particular housing tract. 

Commercial strips are outstanding socio-economic elements 

of the suburban environment and are actually a function of the 

random route system. 

Why Businesses Choose Commercial Strip Locations: 

Commercial strips are able to satisfy a wide variety of 

individual business needs. Thus the mix of retail stores is diverse, 

and the reasons for choosing such a site are equally varied. 

The locational preferences of businessmen are the result of a conscious 

and unconscious sifting of many relevant factors, the degree of 

importance of each varying with each use. The most significant 

factors influencing businesses to choose commercial strip locations 

include the following: 

A. Visibility and accessibility are most frequently 

mentioned as reasons for selecting a strip location. Frequently 

the businessmen note that the strip location is a form of free 

advertising as was shown in a study in California (Foster & Nelson 

p. 57). 

The study indicates that the advantages of a location 

on a well-travelled boulevard lie not so much in the advertising 
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value of such a location, as in the ease with which the particular 

establishment can be reached, 'Ihe authors go on to explain that 

"ease of access is not solely a function of street orientation and 

width, it is -compounded by such things as travelling time, provisions 

of parking facilities, congestion and personal familiarity with the 

street in question"{Ibid p. 57). 

;FIGURE# 2 
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B. High rents in other locations are frequently mentioned 

by businessmen as being an important locational factor. Rents are 

significantly lower on strip locations as compared to the downtown 

and regional shopping centres, though smaller planned neighbourhood 

or community shopping centre rents are competitive in sorne cases. 

o. The presence of a cluster of similar uses makes 

sorne strip locations appealing for particular businesses. Customers ' 

associate a certain area on a strip with a particular type of 

business because it offers comparison shopping opportunities. This 

assis ts a new business in es ta blishing i tself ( See Ex. # 4 ) • 

- FIGURE # 3 
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D. Equity or reasonableness of rent compared to other 

locations is an important advantage to some businessmen who own 

their own store on the strip. There is some indication that the 

expense and time involved in developing real estate is a factor tending 

to reduce the number of owner-occupied buildings. Some small business

men, however, are able to obtain sufficient capital to construct 

small commercial developments. 

E. Freedom to establish ones • own hours, po licy, and 

activities is very important to such operators as personal income 

tax services, and to many individualists. Examples of this do 

exist on Chemin Chambly in the form of H. & R. Block income tax 

consultants, and radio and T.V. repair shops. There is a. tendency 

for these to be more seasonal businesses and because of the cheaper 

rent on the strip the owners can actually afforo not to be open all 

of the time. 
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FIGURE # 4 

F. For a few, the problem of "No place to go" leaves the 

strip as the only solution. Businesses such as gas bars, garages, 

specialty shops, and large shopping centres which depend on the 

motorized public really have no alternate location if they wish 

business to remain the same. These businesses are examples of those 

that need visibility, accessibility, and traffic patterns in order 

to continue. 

The Fo:rm of Commercial Stripss 

Commercial strips are characterized by their linear form 
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which evolves as a result of the need for visibility and accessibility 

to the major arterial (Boal & Johnston). Shopping and other service 

facilities tend to develop in aggregate linear form for a number of 

reasons. First, a number . of establishments are functionally 

oriented to provide serves to traffic. The types of functions 

are drawn to high-volume roads and are likely to occur in a scat tered 

fashion along them except for possible concentrations where other 

high-volume roads intersect {Boal & Johnston, 1968). 

Secondly, a number of functions are drawn onto the ribbon 

because of its relatively high accessibility to surrounding sections 

of the urban area. In addition urban zoning policies may not permit 

commercial development in off-ribbon locations. 

The overall linear form is generated b,y an apparent 

need to be on the ribbon, by the consequent need to spread out 

along it, and by the fact that for considerable distances along the 

ribbon, accessibility is more or less indeterminate. 

Another aspect of form is the density of the commercial 

strip establishments. While 'businesses on older strips are closely 

spaced, often forming a continuous frontage, newer ribbons tend to 

be looser, with large space-consuming stores and auto-oriented uses 

interspersed with more compact plaza developments and neighbour

hood shopping centres. In general, the compactness of new strip 

development varies with the speed of the traffic along the arterial 
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route. 

The Function of Commercial Strips: 

Al though geogra.phers have studied commercial strlp areas 

and have developed classification systems, few, perhaps with the 

exception of Ber:ry's, lead to a better understanding of how commer

cial strlps function within the commercial structure of the city, 

or the inter-relationships between commercial strip businesses. 

Commercial ribbons are multi-functional. This can be 

observed by examining the types of establishments on any particular 

rlbbon, ranging from (say) motels and gas stations to drug stores 

and super marlcets. The ribbons are also multi-functional in that 

any particular establishment may perfom a number of roles. Finally 

the ribbons are multi-functional in spatial terms in that portions 

of the ribbon may have concentrations of such functions as motels 

while other portions may be dominated by food stores, drug stores, 

and beauty and barber shops (Boal & Johnston, 1968). (See also 

Exercise 2 Photo # 7 ). 

Due to the diversity of commercial strip uses, classifi

cation systems tend to oversimplify highly complex business patterns. 

Nevertheless, there are certain types of commercial businesses that 

tend to recur on strlp areas. The following list is representative of 

these businesses: 
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1. Convenience stores {food, drugs, banking services). 

2. Restaurants. 

}. Auto-serving uses {gas station, car wash, auto banks). 

4. Large space users {furni ture stores, trailer sales, 
car dealers, warehouses). 

5. Businesses requiring low overhead, especially marginal 
businesses (pawn shops, antiques, second band book stores). 

6. Offices (professional, contractive, financial, real estate). 

7. Recreational equipment sales and services (marine 
equipment, cycle shops, ski-doo sales). 

8. Appliance repair shops (vacuum cleaner, T.V., and radio). 

9. Specialty shops (hobb.y, ski, saddlery, music shops). 

10. Recrea tional uses (thea tres, bowling alle ys, pool halls) • 

11. Obsolete uses left over from former times (general

purpose clothing, household goods, and 
jewellry). 

12. Other (florist, hardware ). 

Convenience stores, restaurants, auto serving uses, large 

space users, and offices are found consistently along Chemin Chambly. 

Geographers Boal & Johnston, Howard & Nelson, have 

noted various clustering tendencies on commercial strips. The most 

visible clustering occurs among similar types of businesses that 

locate near each other to provide the customer with comparison 

shopping for a particular specialty good (see Map #5 Appendix). 

Convenience uses such as banks, drug stores, bakeries, and small 

grocery stores also tend to cl us ter together and form "convenience nodes". 
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Clustering does not always involve adjacent sites since the "best" 

location on a commercial strip for a particular business may not 

be available. However, businesses are usually able to find 

suitable locations as long as there is a reasonable supply of 

land available on the strip (Edmonton Report, 19?3). 

"Regional shopping centres and to a growing extent, 
smaller centres as well, "plan .. the type of stores and 
the location of the stores in the shopping centre 
in advance, in order to optimize the business 
opportuni ties of each. "Pre-planning" of commercial 
strips, however, would contradict the basic function 
of a strip as a place where businesses can choose the 
best available location to meet their business needs, 
In addition, sufficient information is not available 
from which clustering patterns that naturally occur on 
commercial strips can be analyzed. The clusters found 
on strips are varied, in part because of different 
locational needs and preferences of individual businesses. 
This is not to say that there is not a need for 
"specialized" shopping centres for certain types of 
goods, such as automotive and home improvement centres. 
These specialized centres, however, are very different 
from commmercial strips." (Eklmonton Report) 

Less obvious clustering occurs among the businesses that 

serve each other, such as the auto parts store near the gas stations, 

the finance companies near the furniture and appliance stores, and 

the restaurants that cater to local customers and employees. In 

short, the business and customer relationships on commercial strips 

are diversified and vary according to alternate location, type 

of traffic, and other factors. 
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Businesses located on commercial strips have a wide 

range of trade areas. Some stores marltet their goods primarily 

to local residents, while other stores cater to customers through

out the city. 'Ihe marltet area for commercial strips is much wider 

than is commonly assumed. Even the convenience stores which serve 

predominantly local markets, benefit from city-wide customers who 

are attracted to the strip from some other pur:pose or who are juS: 

driving by. 

Usually, shopping trips on commercial strips are of short 

duration, although considerable lengths of time may be spent 

shopping for a major item such as an automobile or furniture, 

where different stores along the strip offering the same item may 

be visited. 

Relation of Commercial Strips to Other Commercial Development: 

Commercial uses take a variety of forms in the land use 

of the city. Commercial strips are one form of development; other 

forms include planned shopping centres, the downtown business 

district, and isolated commercial nodes. Although each commercial 

for.m accommodates commercial uses, the types of businesses and the 

types of customer trips vary for each form. Trips to commercial 

strips are often trips for a single item, rather than shopping 

trips for a variety of goods. In addition, some business on commer

cial strips is generated by passing traffic, al though the importance 
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of this factor varies with each business. Regional shopping centres 

and the downtown, on the other hand, provide opportun! ti es for 

multi-purpose shopping trips. Often one or two large department 

stores attract customers; these customers in turn shop at smaller 

stores in the centre. 'Ihe ameni ties offered by these large 

nodal commercial developments encourage extended shopping trips. 

Isolated nodes often consist of a single grocery store, or a small 

convenience shopping centre. These small commercial nodes, like 

commercial strips, are oriented to special-purpose trips and to 

business from passing traffic. The market area served by these 

commercial nodes varies the location in the city and character of 

passing traffic. In fact, neighbourhood shopping centres and 

small convenience nodes often form part of a commercial strip. 

It is difficult to generalize about the competitive 

character of each of these commercial forms with the others. 

Individual businesses may compete with other businesses of the same 

type, regardless of their location in a particular commercial 

development. However, each type of commercial form has developed 

in response to a market demand for goods and services and offers 

different opportunities to the consumer and the businessman. 

For the consumer, different types of commercial 
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centre. However, businesses in planned centres must follow policies 

set by the management, and meet selection criteria, A variety of 

factors make regional shopping centres and commercial strips more or 

less attractive to individual businesses. 

In conclusion, commercial strips must be considered as 

integral parts of the city's commercial structure. Then form and 

function in general terms is distinct from other types of commercial 

development. Although the location of commercial strips in the city 

and the types of businesses on the strips may change over time, it 

is unlikely that the need for a flexible commercial form like com

mercial strips will disappear. Strip development pressures will 

continue to occur in response to demands of businesses to be visible 

and accessible and the demands of consumera for a variety of goods 

and services. 

Alternative Locations for Commercial Strip Uses: 

Only a small number of businesses that choose 

commercial strip locations have alternative locations open to them. 

These primarily include contractors, mail-order firms, and offices, 

as well as some specialty businesses, Uses such as convenience and 

dry goods businesses may appear to have alternative locations but 
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in fact do not if they wish to retain their trade area and basic 

function. Each of these categories is briefly discussed below. 

Some offices, contractors, and mail-order businesses may 

find alternative locations in neighbourbood shopping centres or 

areas near downtown. 'lhere are prlmarily the uses that have located 

on the strip because the strip was the only available space. 

Regional shopping centres are also possible alternative locations, 

expecially centres that have developed special office buildings 

as part of the centre. Rents in regional shopping centres tend to 

be higher than on commercial strips, however, and it is expected 

that these office areas will compete more directly with the downtown 

tenants. 

Certain specialty businesses located on commercial strips 

may find specialized shopping centres attractive. (Hairdressers, 

bookstores, record shops, specialized clothing stores.) 

Most convenience businesses, such as grocery stores, 

banks, drug stores, and dry cleaning depots are found in neighbour

hood and regional shopping centres as well as on commercial strips. 

As a result, it is a common assumption that these types of uses 

have alternative locations. Because the potential customers in 
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these different types of locations vary, it is not accurate to say 

that alternatives are available. If a commercial strip convenience 

use relocates to a regional shopping centre, for example, the owner 

must re-orient his business to a different clientele. Not all stores 

would be able to adjust to such a change. 

Other uses commonly found on strips that appear to have 

alternative locations are general-purpose dry goods stores, such 

as jewellry, clothing, and shoe stores. For a variety of reasons 

these stores do not have alternative locations. Some are a product 

of the early part of the centur,y when commercial strtps served as 

comparison shopping areas. They often have operated at the same site 

for many years and depend upon customers who know where they are 

located. If this type of store were to relocate to a regional 

shopping centre, the old established clientele might be lost. 

Other dry goods stores found on commercial strips offer 

specialized goods and services, catering to a specifie clientele. 

While they may appear to be similar to shops located in regional 

shopping centres, they are very different in function. They rely on 

special-purpose customer trips, rather than upon the traffic gener

ated by large department stores nearby, as is often the case in 

a regional shopping centre. 
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In brief, only a few of the businesses presently located 

on commercial strips have alternative locations. The majority of 

commercial strip businesses are on the strip because it is the best 

business location for them; they usually do not have alternative 

types of locations if they wish their business to remain the same. 

It is necessary to look beyond the actual type of business to such 

things as customer shopping patterns and trade areas to understand 

the character of strips. 

Because few strip uses have alternative locations, it is 

expected that a demand for space on commercial strips will continue. 

The linear form of the strip, resulting from.the needs of businesses 

for visibility and accessibility, as well as from the traffic patterns 

will continue in the future. Strips in the future will be composed 

of neighbourhood shopping centres, plaza developments, and specialized 

centres mixed with large space users and individual buildings. As 

is true today, the character of each strip will vary according to 

the type and volume of traffic on the major roadway, as well as the 

type of land uses surrounding the strip. 

The specifie locations and lengths of commercial strips 

should be planned in advance of demand, taking into account a 



variety of factors. Special considerations include existing city 

plans and programs, land use inter-relationships, citizen views, 

and of course, the economie feasibility of the area for commercial 

uses. A variety of strip commercial locations should be available, 

in order to meet the varying locational needs of businesses. 

32 



CHAPTER THREE 

THE AUTOMOBILE AND THE COMMERCIAL S TRIP 

The automobile is an integral part in both the form 

and the function of the Commercial Strip. One should realize that 

the present day commercial ribbon is very much the result of 

automobile-oriented activities and if the ribbon is to continue 

as a viable part of commercial retailing it must continue to en

courage such activitiesto locate on the ''strip". This chapter is 

an attempt to focus attention on the importance of the automobile 

in tems of; a) Urban Evolution, b)detemining land values, c) road

side Advertising and Identification, d) Automobile-oriented Retailing, 

and e) Auto-oriented retailing on Retail Strips. 

The Impact of the Car on Urban Evolution: 

All over the world - from London to Los Angeles and 

from Cape Tbwn to Copenhagen - the car has become the number one 

problem confronting urban and metropolitan authorities. Wherever 

access is_possible the car has intruded, and wherever people have 

congregated the number of cars has continued to increase,(S.S.Morris). 
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developments offer different ranges of goods and services, different 

locations, and different a.meni ties. If a person needs to have an 

appliance repaired, or if he is purchasing an automobile, he is 

likely to go to a commercial strlp. If a housewife wishes to spend 

the afternoon shopping for a new dress, she will likely go downtown, 

or to a regional shopping centre, where she can have lunch and 

perhaps shop for other goods as well. The office worker coming 

home may pick up a loaf of bread at the corner grocery, rather 

than going to other grocery store locations. A variety of factors 

distinguish each type of commercial form from the other - no single 

variable is sufficient to "define" these areas. 

Different commeroial forms offer different opportunities 

for businesses, as well as consumers. Important variables include 

rent, amenities, location, exposure to passing traffic, potential 

customer markets, and degree of control. Planned regional shopping 

centres reduce problems of customer parking and site maintenance, 

if the business is willing to pay the rent. In addition, the centre 

helps small businesses attract customers, by optimizing the location 

of individual types ofehops in the centre in advance, and by plan

ning for large department stores that attract customers to the 
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The car has oreated a new way of city life. The old compact, 

tightly grouped, intimate town and city have become a symbol of 

a part era; they have been replaced by the teeming metropolis 

covering hundreds of square miles. Within the context of the 

vast concentrations of people and economie power that characterize 

the modern city, the car is no longer a luxury, It hasbecome an 

essential adjunct to modern living. Urban sprawl and suburban 

spread are manifestations of modern socity, and traffic con

gestion and its attendant problems, symptoms of the progress syn-

drone. 

The task of urban planners, therefore, wi th reference 

to the car, is, and will continue to be, constantly to guide and 

encourage development along those paths considered most likely 

to provide the optimum physical, cultural, and spiritual environ

ment for all people. 

The Automobile and Changing Land Values: 

The value of land under retail stores as well as in other 

types of land uses has been determined largely by the medium of 

transportation (Homer Hoyt). Land values for retail stores are 

highest where the greatest number of shoppers are brought to 

a ma:r:ket and where merchants oan make the highest volume of sales 
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per square foot of store area. 

Prior to the automobile revolution and before 1929, 

retail sales and land values rose to Mount Everest levels at the 

converging points of street cars and elevated lines, or at the 

meeting points of subway and railroad terminais (Homer Hoyt). 

In these lOO% districts nearly all the great department stores 

were located and they were flanked by the array of women's and 

men•s specialty clothing stores, shoe stores, variety stores, and 

other small specialty shops. From all points of the metropolitan 

area familles came to this central point to shop for fashion goods, 

which were chiefly articles of apparel. 

The automobile revolution did not register its full 

effect until after World War II, when as a result of almost 

universal car ownership and the movement to the suburbs, the new 

type of shopping centre arose, which provided free automobile 

parlting in front of or around the stores. From 1946-1968 i t was 

estimated that 10,000 of this new type of shopping centre had been 

constructed. They consisted of great regional shopping centres, 

neighborhood convenience centres, and community centres. In addi-

tionto these three types, a new kind has arisen, the large discount 



store, like K-MART, WOOLCO- which, with its own supermarket, or 

affiliated supermarket, is a complete shopping centre in itself. 

·( 

·FIGURE# 5 

What has been the effect of these changes on land values 

in central retail districts and in the new shopping centres? 
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The final, justified land value in any shopping centre 

depends on the terms of the major leases, the cost of construction 

of the centre, the operating expenses, including real estate taxes, 

the interest and amortization rates, and the priee paid for the land 

(Homer Hoyt). 

The value of land in a shopping centre depends in the last 

analysis upon whether the stores attract a sufficient number of 

customers and realize the valume of sales which enables them to 

do a profitable business. 

Roadside Advertising and Identification 

Roadside advertising and identification present an ex

tremely difficult and complex problem in the relationship between 

traffic and land use (Ronald Meadows). At one extreme there is the 

laissez-faire attitude toward these related roadside elements, 

which finally leads to self-defeating conflict,and confusion, 

while at the other extreme their total prohibition tends to create 

visual austerity in certain areas. Furthermore, as all methods 

of advertising form an essential part of commercial enterprise, 

the total elimination of one important aspect, namely, roadside 

advertising, would be generally unacceptable. There is also a 

real need for the roadside identification of both products and 

services by traffic. It appears desirable that ways and means be 
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found to accommodate both roadside advertising and identification 

to ensure that the total road system is preserved for public benefit. 

The service station, as a retail function of a moving 

public, namely, traffic, demonstrates the growing importance as 

well as the increasing difficulty in achieving identification of 

products and services by means of a symbolic image (Ronald Meadows). 

At first cars were expensive, handmade novelties and 

consequently very few in number. The proud owner usually maintained 

and lubricated his own vehicle. Gasoline was sold both from and 

in containers, usually at the general store. 

With the development and improvement in road systems and 

the introduction of pumps which could deliver gasoline in measured 

quanti ti es from underground storage tanks, the curbside pumps 

became the first objects with which to identify various brands 

of the content. As these pumps were of a more or less standard 

design, it became essential that each corporation identify its 

own product by means of a distinctive standardized colour arrange

ment, shape, and brand name on the appropriate pumps. 

With the increased use of the automobile, the curbside 

pump became inadequate and the now characteristic features of 
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service station pump islands with a forecourt area developed. As the 

market was still basically a captive one, positive identification of 

products and services was rarely considered in the initial planning 

and design of the station but was left to the supplying companies 

who advertised extensively over the area. 

The most significant changes in overall design and 

identification of the service station occurred during the change 

from the system of multi-brand to one-brand marketing. The cor

poration, as opposed to the individual owner, was intent on identi

fying i ts own products. Personal exuberance and the current local 

architectual fashion became subordinate to the corporate image. 

As the service station must be directly related to traf

fic for its viability, easy recognition and identification of the 

brand of products and services is imperative. Wi th the increase 

in speed and complexi ty of traffic, this is becoming more difficul t. 

Although great refinement and simplification are being displayed 

in the design of the symbolic image in order to gain speedy 

identification, its effectiveness can be nulli~ied by the close 

juxtaposition of similar deviees on adjacent lots and/or qy being 

submerged by other advertising and merchandising displays within 



and surrounding i ts own area. 

One of the most satisfactory methods at present appears 

to be the transfer of distinctive colour patterns, brand names, 

and sign-writing to the building façade. 

Automobile-Oriented Retailing: 

'!he automobile bega.n to have a major impact on retail 

form during the 1940's. Automobile-oriented retailing is of two 

basic types: uses which serve the automobile directly such as car 

dealerships, gas stations, and auto repair outlets; and stores which 

were built to be accessible to the automobile such as drive-in 

restaurants and the newer supermaikets. These uses are frequently 

interjected into the tradi tional retail strip, particularly in the 

stretches where development is less intensive(City of TOronto 

Planning Dept. 1972). 

In the suburban areas where a large amount of develop

ment has occurred since the 1940's, automobile-oriented retailing 

frequently lines the street to form a new type of commercial strip. 

The degree of interdependence between stores is less than on the 

traditional strip, since the car gives the consumer greater mo

bill ty, and makes physical proximi ty less importan·t to him when 

he makes his shopping choices. The concentration of stores on 
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these strips is caused by their mutual need for access to the 

traffic artery. Development is less intensive than on the tradi-

tional strip. Facilities tend to be surrounded by parking lots, 

and are set back from the road and sidewalk, 

FIGURE # 6 

FIGURE# 7 
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Auto-Oriented Retailing on Retail Strips: 

Despite the widespread use of the automobile as a means 

of personal transportation, the actual activity of shopping remains 

primarily pedestrian - oriented. Shopping centres are adapted to 

this fact, and protect the shopper from the danger and nuisance 

of cars once he has left the parking lot. However, when auto-

oriented retail outlets locate on traditional retail strips, they 

tend to detract from pedestrian shopping activity. 

Since they are generally surrounded by parking lots 

and set back from the street and sidewalk, they break up the strip's 

physical continuity and intensity of land use. Since they require 

that cars cross the sidewalk in order to reach them, they increase 

the dislocative effects and danger to passing pedestrians, 

" FIGURE # 8 
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FIGURE #9 

If very many such activities locate on a retail strip, the degree 

of disruption may be sufficient to dissuade pedestrian shoppers 

from going there, detracting from the viability of the entire 

retail district (Ibid p.?). 



EXERCISE #1: 

CHAPTER FOUR 

Fieldwozk Exercises 

Points - Lines - Areas - A Basic Mapping Activity 

"If i t cannot be mapped 1 t is not Geography." 

Very often geography courses are begun by having students 

do map wozk. Mapping is not only a valuable skill but it also serves 

as a good way of putting the class in perspective. It provides a sem

blance of organization in the class and also provides an opportunity for 

questions and discussion. What better way to introduce students to 

urban field wozk than to have them do a simple mapping exercise. 

This exercise is designed to have students represent things 

on a map by using points, lines, and areas. 

Preparation (in class)a 

A. Students are infozmed that many things can be represented 

on a map by using points, lines, or areas. 

e.g. 1) A point is a small object represented on a map by 

a dot, It is used to represent a location wi thout dimension. An example 
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would be a mailbox. 

11) An area is a space wi th a marked bound.a.ry. I t must 

be large enough on the map so tha t i ts boundaries can be seen. An example 

is a parking lot. 

iii) A line is used when the objects being mapped are arranged 

in a continuous line. An example would be a street or highway. 

B. Students are then asked to provide examples of objects that can 

be mapped by using points, lines, and areas. Some examples that might 

be given are: 

Points Lin es A reas 

Mail boxes 

Taxi Stands {signs) 

Fire hydrants 

City garbage containers 

Bus stop signs 

Bus routes 

Streets 

Hydro lines 

Telephone lines 

Sidewalks 

Parking lots 

Commercial areas 

Retail areas 

Vacant lots 

Industrial areas 

Hydro poles 

Telephone poles 

Advertisements 

Fieldwoxk - The collection of data1 

A fieldwork exercise can then evolve where students are given a 

study area {i.e. Boulevard DesO:meaux to Rue Leblanc) and told to map 

all objects that can be represented by points, lines, and areas. 

Students would be grouped and assigned points, lines, or areas and i t 

would be decided what they would map. 

http:bound.a.ry


Each student would be provided with two outline maps of the 

study area and would be responsible for mapping two similar repre

sentations - two points, two lines, .or two areas. (Do only one per 

student if time is a problem). 

Presentation and Analysis of Data: 

The class can now prepare generalized maps on which they show 

all the objects in the study area that can be represented by points, 

lines, or areas. 

A discussion and examination of the maps should indicate that 

there is a particular arrangement to all these mapped objects. 

They have a distinct linear form., This enables students to see the 

particular arrangement that exists on a commercial strip. Now that 

they are aware of this the next point of discussion is - "Wi th 

such a particular linear arrangement who uses the strip?" (Exercise #2) 

47 



FIELD STUDY AREA .tttAP # 1 . 

MAIL COLLECTION & 

S'fORAGE BOXES 
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EX.ERCJJSE #2: 

"Who Uses the Commercial Strip'• 

There seems to be much confusion as to what are the 

true functions of a commercial strip. The great variety of functions 

on commercial ribbons and the considerable differences in functional 

balance between one such street and another can be attributed to the 

fact that they present desirable locations to a wide range of 

establishments• 

Since the ambiguity over the functional makeup of a 

commercial ribbon is increased by the existence of a variety of defini-

tions used to delimi t such streets perhaps i t is advisable to adopt 

the idea of Ratcliff who says that the nature of the uses comprising 

these commercial ribbons depends upon the extent to which the street 

is a main automobile artery and the degree to which it is the core 

of a residential area. 

The intent of this fieldwozk exercise is to provide a 

suitable and practical means of testing the function and character of 

a commercial ribbon. The following sample, although based on a pre-

viously mentioned portion of Chemin Chambly, should be useful in 

examining the functional makeup of any commercial ri bbon. The ex er-

cise provides a woikable hypothesis, a method of testing the hypothesis, 
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ideas for data collection, description and analysis of the data, and 

some follow-up suggestions. 

Preparation (In Class): 

Use this exercise after the mapping exercise (#1) and 1 t 

logically follows that "Who Uses the Strip" be the next topic of 

discussion. As preparation for discussion and a fieldwork exercise 

students could be given the following sheet to fill out& 
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"ShopPing Areas Available" 

A. The local Neighbourhood ShopPing Area: 'Ibis type of shopping facili ty 

exists in most communities and can range from a corner store to a fair 

size shopping centre •. It serves the immediate needs of the local 

residents and i t is unlikely to draw customers from any other area. 

1) Name some local stores in your community. 

ii) What do they sell? 

iii) Why and when are you or your Jjarents most likely to use them? 

Exp lain. 

iv) How far do you have to travel to get to the local shopping area? 

(Blocks) 

v) How do you travel? (Explain ••• i.e. does your mode of travel depend 

on what you are shopping for?) 

B. The Downtown ShopPing Area; 'Ibis is the downtown area of any 

city and is the main shopping area (st. Catherine Street). This 

area contains the major stores and often top quality goods, It 

often requires travelling a distance and involves a day-long shopping 

trip. 

i )Name some stores in the Montreal downtown area. 
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ii) What do they sell or specialize in? 

iii) How often do you use these stores? 

iv) Why would you use the se rather than the other two? 

v) Do you go by car, bus, or metro? 

c. The Commercial Strip Shopping Area: This is a linear arrangement 

of stores and businesses along a major roadway, It can vary in length 

from one block to several miles. 'lhere are retail stores, services 

and offices. (Ex:ample- '!a.shereau Blvd, in Greenfield Parlt,) 

i)Name some stores found along this strip. 

ii) Wha t do they sell? 

52 

iii) Why does this type of area attract customers? 

iv) Can you name any other commercial strip? 

D. Comparison of Shopping Areas: 

i)Which shopping area draws from the smallest "customer shed"? (Why?) 

ii) Which shopping area draws from the largest "customer shed"? (Why?) 

iii) Which one are you likely to walk to? 

iv) Which one are you likely to take public transport to? (Why?) 

v) Which one are you likely to take a car to? (Why?) 

vi) If you needed to get something done to your car, which one might be 

the best choice? 

vii)What are main advantages and attractions of commercial strip shopping areas? 

viii) Is the commercial strip shopping area more dependent on auto-

oriented customers than the other two? 
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Preparation (In Class) cont'd: 

Discuss the specifie differences that the commercial strip 

has and based on answers to questions and class discussion formulate 

a hypothesis. 

Hypothesis: 

Chemin Chambly functions as a main automobile artery rather 

than the core of a residential area. 

An in-class discussion would decide on what would be con-

sidered directly re la ted to the car and wha t would likely be to serve 

the residents who live in the immediate area. Some possible answers 

from pupils might be: 

Chemin Chambly - A traffic Artery 

Service Stations 

Accessory Shops 

Chemin Chambly - Residential Core 

Drugstores 

Grocery stores 

Auto dealer Dry Cleaners 

Quick Lunches Hardware stores 

Fruit Stands Pool Halls 

Drive-in Banks Taxi Stands 

Fieldwork - The Collection of Data: 

Students should be bussed to the site, Chemin Chambly and 

boulevard Desonneaux and two groups of two students should be dropped 

off at determined locations so that each group can cover its allotted 

, u'"" """· !' nv 
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sector. (Two groups of two students at each location allows both 

sides of Chemin Chambly to be covered at once.) Each pair of students 

must identify the businesses in their designated area which relate 

directly to the automobile or the residential area. Each pair of 

students might be equipped with a simple tabulation sheet such as the 

following: 





DATA COLLECTION SHEET 

Businesses Relating directly to the Automobile 

lA REA SERVICE ACCESSORY CAR QUICK FRUIT DRIVE-IN 'roTA~ 
!COVERED !STATIONS SHOPS DEALERS LUNCHES STANDS BANKS i 

1 

1 
1 

1 
1 

1 

1 

i l 
! 1 
' 1 

1 
! 

1 
1 

1 
l 
i 

j 1 
1 

1 i 

l 
1 
; 

Bus in esses Relatin~ directll to Nearbl Residents 

DRUG GROCERY DRY CLEANERS HARDWARE POOL HALLS TAXI-
STORES STORES STANDS 

' 

1 1 
1 

1 1 

1 

1 

1 
1 

1 
1 

1 

1 

1 

INSTRUCTIONS: When you are in the field collecting the data, remember 

that all you need put on your data collection sheet is a 

tick ( ..f ) marle every time you see a service station, 

a drug store, a hardware store etc. All you are doing is a 

count. 
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Presentation and Analysis of Data: -
When the students have returned to class one of the first 

tasks is for each pair to enter their counts on an enlarged da ta 

collection sheet. (Such a sheet might simply be drawn on the blackboard.) 

Fach pair of students is then responsible for arriving at a total for 

each business and record.ing the total on a fresh copy of the Da ta 

Sheet. (See example) 

DATA COLLECTION SHEET 

Businesses relating directly to the automobile 

iAREA COVERED SERVICE ACCESSORY PAR IQUICK !FRUIT 'DRIVE-IN TOTAL 
$TA TI ONS SHOPS DEALERS jLUNCHES STANDS BANKS 

' ; 

~tao· Boul 19 8 5 117 2 1 52 es meaux tc 
rue Leblanc 
1 

1 Business es Relating directly to Nearby Residents 
1 

r1ŒA COVERED DRUG GROCERY PLEANERS HARDWARE POOL ITAXI 'IûTAL 
3TORES S'IûRES HALLS 'STANDS 

Total 
4 4 3 1 i 1 4 17 

1 

Since Chemin Chambly is relatively straight from Boule~ard 

Des Omeaux to la rue Leblanc students can also prepare linear maps 

of their own area. ('Ibis might be done during the fieldwo:rlt.) On 

these maps they record. the number of occurrences for each type of 



business. This data should then be transferred to a Master map. 

NOTE: Make sure that a set of symbols has been agreed upon. 

Students should be asked to total the number of businesses record.ed 

and to calculate the percentage that are directly auto-related and the 

percentage that are resident-related. The results can be graphically 

shown with a Circle Graph. The data that has been collected can also 

be shown on a Bar .Graph in ord.er to give another visual impression 

of the number pf occurrences. 

Time should now be devoted to "data contemplation•• (Crawford 

p. 10). Students have now tested their hypothesis and perhpas dis-

cussion could now evolve around "Why .. the auto-related businesses 

outnumber the resident-related ones. 

Students may consider whether they had the best possible 

classification of businesses and they might explore the idea of the 

validity of their hypothesis had they simply recorded all the businesses 

that are along the study area. 

Their maps and visual impression of the field study area 

might lead to discussion of the location of certain types of businesses -

reference their concentrations and the particular side of Chemin 

Chambly where the businesses are found. 
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EXERCISE #3 

"What kinds of stores or retail outlets are likely 

to be found on the Commercial Strip?" 

Travelling on foot, by car, or by bus along a commercial 

ribbon one sees examples of almost every type of retail establishment. 

You are likely to see large shopping centres, car lots, fruit stands, 

medical buildings, tool rentals, furniture stores, dr,y cleaners, 

snack bars, funeral parlors, brasseries, and on and on. '!his exercise 

is an attempt to have students realize the kinds of stores that one 

finds on a commercial strip and how to deal with large numbers of 

stores. 

Briefing ( In Glass ): 

Show the students the accompanying set of eight {8) 

slides and on the sheet "Likely Locations for Stores", have them 

name and indicate the location of the store in each slide. On 

completion of this short exercise a discussion should take place as 

to their particular choice of store location. (Sheet to follow) 
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"LIKELY LOOA TI ONS FOR STORES" 

PHOTO DOWNTOWN NEIGHBOURHOOD COMMERCIAL STRIP 
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Fieldwo:rk: 

Chemin Chambly, from Boulevard Des Ormeaux to Leblanc, 

is identified as the study area and studeats are given linear 

maps of the same. 'Ihey are instructed to walk the length of the 

study area and to record all of the businesses, stores, and land 

uses that they see. They should do both sides of the street. 

(If it is difficult to record on the maps while in the field, 

simply have the students list the businesses, land uses, and stores 

on sheets of foolscap indicating their location by simply putting 

in streets when the sheet is full and beginning another.) 

NOTE: See Appendix for total listing of all businesses in field 

study area. 

Analysis and Presentation: 

An attempt to present this seemingly endless line of 

businesses might suggest that there is a need for classification. 

Present the students with two systems of classification; 

1) the system used by Brian Berry in 196), and 2) the city of 

'Ibronto Planning Board System used in 1976. 
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TORONTO PLANNING BOARD SYSTEM - (USED IN 1976). 

RETAIL 'l'lW)E CLASSIFICATION 

1. Bakery product:s stores 

2. Candy. nut stores 

'3. Confectionery stores 

4« Dairy produe:ts stores 

S. Egg and poultry storee 

6. Fruit and veaetable stores 

7. Grocery !!'torea, without fresh rceat 

8. Combinatlon $torea (grocery stores, with fresh meat) 

9* Meat marketa 

10. Fish markets 

11. 

12. Other food stores 

1). Délicatessen stores 

II GENERAL H~RCHANDISE GROUP 

1. Department stores 

2. Mail order offices or bouses of depart:ment atorea 

3. Non-depa-rtment stores 

4. C«:neral merchandtae stores 

5. General store& (toOre than one-third foods) 

o. Variety a torea 

I Il AOTOHOTIVE GROUP 

L Automobile dealers 

2. Automobile dealers, with. wholesa1e ear departments 

3~ Automobile dealers, with farœ implementa 

4, Uaed car dealers 

S. Accenoriea, tire and battery shop11 

6, Second-hand paru and aeceaaory shops 

1. Service atatione 

8, Caraaea 

9. Paint and body ehope 

10. Oth.er specialty revair ahops 

11. Car wash 

12. Automot!ve buainess not elae'Where clasdfièd 

IV APPAREL A!1D ACCESSORIES GROUP 

1. Men • s and boxa' cloth1ng and elotbins and !~.Jrn1sh1t'Hts a torea 

2. Men'• and boye' furniahinJ! stores 

3. Men' a and bors, hat store& 

4. Women' a ready-to-vear etoret 

S. Linaerie and hoaiert ttoree 

6. M111nerv storee 

7. furriera and fur stores 

8. Acce88oriea and other apparel stores 

!L Childt'en ta an4 infant a' wear store• 

10. Fa:aily clothing and furnieh1nl8 atorea 

11~ Me.n'e ehoe stores 

12. Women'a shoe- stores 

13. Children's and infante' shoe stores 

14. Family shoe stores 

15. Custom tailors 

16. Kade-to-me:asure elothiy 

11. Seeond-hand clothin& 

18. Pieçe goods stores 

l9. Mhcellatteoue appat"el and aecessoriee &tons 

v HARDWARE AND HOME FtJRlUSHINGS GROUP 

1. Hardware stores 

2. Hardware and farm implement store& 

J. Paint. gla.aa and wallpaper stores 

4. Furniture and undertaker stores 

S~ Furntture stores 

6. Household appliance stores 

7. 

8~ ~'!:fnitur~.' television, radio and aepltance stores 

9. Television, radio 1 piano and music stores 

10. TV and radio repair shops 

11. Bousehold appltance repair shops 

12. Electrical supply stores 

13. Ch~na., ghseware and kitcheownre stores 

14. Floor coverings
1 

curtains, upholstery and interior decoration stores 

15. Linen stores 

16. Antique shops 

17. Second-band furniture ahops 

18. M!scellaneous home furn!shings stores 

Vl OTHER RETAIL STORES GROUP 

1. Drus stores, without restaurant 

2. Drug etores 1 w ith restaurant 

3. Patent medicine and perfume stores and proprietary stores 

4. Fuel dealers (other than oil) 

5. Fuel oil dealers 

6. lee dealera 

1~ ~ 

8. Luggage and le&thêr aooda stores 

9. Tobacco stores and stands 

10. Newdealera 

11. Book and atationery stores 

12:. Artiste' aupply stores 

13. Camera and photosrapl\1c suppl:Y stores 

14. Ht.usie stores 

15. G1ft, novelty and souvenir shops 

16. Jewe1lery stores 

17 ~ Jewellery repair shops 

18. Sporuns soods stores 

19. Bicycle shops 

20. Boats. outboard motore:, boatin& accesaories 

21. Motorexcle dealers 

22. Pe.t shops 

23. Monument and toœbstone dealers 

24. Re11&1ous soods d~alera 

25. Optidana 

26. Health &J!2liance atores 

27. Govermaent liguor stores 

28. BrelMra' retail str;rrea 

29. Wine stores 

30. Hobbl •!12!• 
31. ~ 

32. lecord bara 

33. Biclc le reE:air shoea 

34. Woel shopa 

35. Miseellaneoy1 I$SU::•• 



Brian Berry Classification (1963): 

The System of Classification is as follows: 

1. Large Shopping Centres: 

Each business in this group is located centrally with 

respect to the maximum num.ber of customers 1 t can serve. Functions 

such as grocery stores, barber shops, variety and clothing stores, 

and department stores locate in these centres. These particular 

functions cluster because customers tend to shop from store to 

store during a given shopping trip. 

2. Businesses that serve Highway Demands: 

This group consists of service stations, restaurants, 

and motels and they serve demands originating on the highways. 

These businesses are seldom related one to the other because most 

trips to them are single-purpose trips. 

3. Businesses that serve Home Demands: 

These establishments are usually associated with 

special single-purpose trips with little customer come-and-go between 

them. Examples are furni ture and appliance stores, automobile 

repair shops, radio-T.V. sales and service establishments, and plum.bing 

shops. 



4. Businesses that are directly related to each other: 

These are businesses that tend to locate very near 

each other because usually the activity of one is closely related 

to that of the other. Some examples are dealerships in new and 

used cars, doctors and pharmacies, dentists and X-ray technicians, 

banks and finance companies. 

Students should now be given outline maps of the 

study area and they should record all the businesses, stores, and ' 

land uses. 

They should then apply each system of classification 

to the study area. 

Encourage discussion about the following points: 

i) Which appears to be the best system? 

ii) Which gives the truest picture of the selected 

study area? 

iii) Is classification a viable way of examining what 

kind of stores are found on the commercial strip? 

Students should then be encouraged to develop a system 

of classifying their collected data. Suggest that they devise a 

system using Venn diagrams. 
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._.,. 
Example: - the universal set of 

all stores or businesses 

on the commercial strip. 

0 - represent particular 

groupings of stores -

use letters A - food, 

- do this type of classification for all of the collected data. 

On completion of their own classification they should be asked to 

discuss such things as 

i) Are there any intersecting sets? 

ii) If so, what stores are in these sets? 

iii) What do the intersecting sets identify about these stores? 

... 



-

EXERCISE # 4 

"Business Clusters" 

The shopping centre is a place where many people spend 

a great deal of time. For some it serves as a place to buy food and 

clothing. For the young it often serves as a socializing place, while 

for others i t is an area where they are content to brouse. Certainly 

if there is such a centre near the homes of your students you can be 

sure that much of their spare time is spent there. 

I suspect that the amount of time spent in the shopping 

centre does not necessarily indicate an increase in awareness of the 

particular arrangement of the stores. Many people are only able to 

name a few of the stores in the centre - those that they make particu

lar use of. In many instances there is probably ha:rdly more than a 

vague awareness of the shops on either side ofthe ones they commonly 

use. It is certain that little or no thought has been given for the 

particular location of stores and shops. This is itself provides 

sufficient reason for an exercise to investigate the arrangement of 

stores in a shopping centre. 

Briefing (In Class): 

Give each student a copy of a room-usage map for their 
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SECOND FLOOR CLASSROOMS- R.V.R.H.S. 68 
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ROOM USAGE BY HOMEROOM 
69 

Subject Room 

\"'-" 

Science 221 

Humanities 110 

His tory 112 

Art 129 

Auto 126 

French 115 

Mathematics 102 

English 224 

English 231 

Humanities 138 

French 211 

French 223 

Mathematics 103 

Commercial 215 

Humanities 137 

His tory 207 

French 232 

His tory 206 

Art 131 

Commercial 229 

English 220 

Home Economies 107 
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Subject Room 

French 202 

Commercial 213 

Mathematics 104 

Mathematics 106 

Humanities 108 

Home Economies 111 

Science 203 

French 225 

French Immersion 228 

"""''" 
Mathematics 105 

English 222 

Mathematics 210 

English 230 

Mathematics 101 

Geography 209 

Biology 201 

English 116 

Science 217 

English 233 

French 117 

Eng11sh 212 

English 118 



71 

Subject ~ 

"-' 
Eng1ish 114 

French Immersion 227 

Science 204 



school and have them fill in the room occupance by subject or depart-

ment, If a room has more than one subject use the subject that 

dominates. (A simple way, if possible in your school, is to indicate 

room usage by homeroom.) Tb geta good visual impression use different 

colours to indicate either subjects or subjects taught by departments. 

When the map is completed have the students examine the 

room allocation by subject or department. 

!he arrangement is likely to be tha t subjects or depart-

ments have rooms in clusters. There will of course be exceptions. 

Discuss the reasons and advantages of classroom clustering. 

Encourage students to provide other examples of 

clustering. Sorne possible answers that might be given are: 

Hypothesis: 

i) House styles in suburban developments, 

11) Students waiting for buses in parking lot, 

iii) Department stores in a downtown area, 

iv) People on a beach, 

v) Stores in a shopping centre. 

Stores which sell related goods or provide related services 

are clustered in a shopping centre. 

Data Collection - Fieldwork: 

i) Each student is provided wi th an outline copy of the 

floor area of the shopping centre, (See sample for Place Jacques cartier.) 
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ii) Using four colours, their maps are to be completed 

similar to those displayed in the Mall area of the shopping centre, 

iii) With each store or business they are to note the 

chief service provided. (i.e. Steinbergs- food store, Harts- clothing.) 

Data Presentation and Analysis: 

1) Use a large copy of the Shopping Centre Map and con-

struct a master copy of floor usage in the shopping centre. Indicate 

on the map the main function of each store or shop. 

11) Examine the distribution of stores in the shopping 

centre. 

iii) Provide students with a linear map of the shopping 

centre. 

iv) Have them maik the distance from the centre of each 

shop to the nearest similar one. (Store frontage measurements are 

provided on the map.) 

v) '!he Nearest Neighbour Analysis test can be used to 

see whether the stores are clustered, random, or equally distributed. 

~= 2dJ!! 
a 

d = mean distance between points 
n = number of points 
a = area of floor (See map in folder) 
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Values of ~ range from: 

0 if the points are clustered 

1 if the points are random 

2.15 if the points are maximum spaced 

Although the Master Copy that the students complete will 

give a visual impression of clustering, the nearest neighbour test 

gives a true indication of the œattern of store distribution in the 

shopping centre. 

De briefing ( Topics to be discussed. ) : 

i) What stores do arrange in clusters? 

ii) Is this arrangement necessary? 

iii) Is this arrangement likely to have any effect on the rental 

value of the store? 

iv) Does this arrangement provide an advantage for the customer 

or the store or both? 

v) Is this arrangement likely to have any effect on the architectural 

design of shopping centres? 



EXERCISE #5 

"'!he Gas Station Image" 

As suburban dwellers we sometimes fail to realize the 

importance of the automobile. We accept it as a daily necessity in 

our lives and overlook its affects around us. On a day to day basis 

we see highways, parldng lots, garages, service stations, and car 

dealers and we hopefully pass the later by, with a sigh of relief. 

In the past twenty-five years, the automobile ha.s greatly' 

increased individual mobility and has become a very pervasive force 

in changing our cities. Yet ana.lysis of land uses within cities 

ra.rely discuss automobiles, and zoning by-laws and other control 

mechanisms at the municipal level have not yet become specifically 

cognizant of the needs of the automobile-oriented public. 

As public use of the automobile increases, the range of 

facili ties that are oriented towaz:d this priva te means of transportation 

increases. In fact, it has been estimated that over 3/4 of a.ll 

retailing in many cities involves the direct use of the auto. 

A commercial ribbon provides an ideal location to examine 

how business has not only become auto-oriented but also located to 
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take advantage of the mobile consumer. 

This exercise is simply designed to have students note 

the exact location of service stations and to rate the locations in 

terms of their value to people who travel daily to and from woxk by 

car. 

A Classification of Service Stations··: 

For the purpose of rating the service stations the fol-

lowing locations should be examined (Claus & Hardwick). 

NOTE: Only after doing perception exercise, should they be examined. 

1 
Figure # 1 Figure # 2 

Figure #1 illustrates four (4) possible locations for 

gas statiens at a main intersection and a fifth (E) at the end of a 

tributary street running into the main route. If the direction of the 



traffic is reversed the locations appear as shown in figure #2. 

If the traffic is two way, as it is on Chemin Chambly, then figure #2 

can be superimposed on figure #1. 

Research (Claus, Ha.l.'üwick) has shown that values can be 

assigned these five locations in terms of traffic direction and custo-

mer preference. 

1 fJ 
_ ____._3!_c 11 bJ 1 

Light 
1 

4 D B t 
-2 

4 

light 

c 

l 
3 

Figure 1/j 

Site "A11 gets the top value (1) because it is in the 

preferable location for customers stopping for gas. '!his is a 

"far-corner" location which can only be reached by crossing the 

main intersection. The highest rating is given because of high visi-

bility due to street width and because ingress and egress are easy 

due to the break in traffic. The chief disad.vantage comes from low 

volume sales if the "near-corner" si te has heavy "turn-around" 

traffic. 
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Si te "B" gets value {2). This is a "near corner" 

location which can be reached before crossing the intersection. If 

a large portion of the traffic turns right at the intersection the 

location is referred to as a "turn-around" corner. The advantages 

of this location are that it is the first station at the corner and 

if a right hand turn is allowed, then it draws from two corners. 

The location has disadvantages in visibility, ingress is hindered 

by traffic signals and egreee becomes difficult during heavy 

traffic. 

Si te "C" is assigned value (3). This is "near-corner 

diagonal" si te. It can only be reached by crossing through the traffic 

and the intersection. The disadvantage is apparent and any advantages 

that exist would not be in terms of location but rather in that of 

low priced gas etc. 

Si te "D" is assigned value { 4). This is a "far-corner 

diagonal" site and can be reached by crossing the tra.ffic before the 

intersection. It does not seem to have any advantages for traffic 

going in this direction and the disa.dva.ntages are many. 

Si te "E" is assigned value ( 3) because i t has approxima tel y 

the same values and disa.dva.ntages as Si te ncn. This is a "tri butary 

street corner" location. The chief disadvantage here is that the 
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station is not at an intersection and so to gain entrance the regular 

traffic flow must be broken. 

Pre-fieldwork Activity: 

Gas stations, like other businesses, are located to 

attract customers. Customers, on the other hand, are attracted 

because they are loyal to a particular brand, their gas tank is 

empty, they are in need of fuel and a car wash, or because a parti

cular station catches their fancy. The driver often unconsciously 

rates a station by a first glanee and this may determine whether he 

will buy gas there or hot. When locating stations, the gas companies 

are well aware that the customers perception of the station will play 

a substantial part in sales and so they attempt to make stations 

aesthetically pleasing. 

Give each student a 11rating" sheet and ask them to rate 

the 12 photos of service stations on a 1 to 5 basis. They should be 

encouraged to comment on their ratings. 
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Hypothesis: 

A greater number of gas stations along Chemin Chambly 

are located to take advantage of the "going-home" traffic. 

Data Collection (Class Preparation): 

The field study area is defined as the segment of Chemin 

Chambly from Boulevard Des Onneaux to Rue Leblanc. Students must 

become familiar with the above methods of dassification and traffic 

direction should be clarified. Traffic moving from Boulevard Des 

Ormeaux to Le blanc is likely heading towards the Longueuil Metro or 

one of the bridges to Montreal. Traffic moving the other way is 

considered as "home-going" • Students need to be equipped wi th paper 

and a clip board for sketching locations. 

Da ta Collection - F'ieldwork: 

When the students are taken to the field area half should 

be dropped off at each end where they can move from individually or 

in small groups by time intervals. This allows them to map the gas 

station locations in both directions. They should map the locations 

of all gas stations on both sides of Chemin Chambly. They should 

note any special gimmicks such as cheaper gas, gifts, or car washes 

for those stations located in "E" positions. Be sure to have students 
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indicate traffic lights at intersections where they exist. All of this 

data can be reco:rded on sketch maps. Students should remain at each 

station for a few minutes and on their sketch maps they should record 

the number of people that have stopped for gas. 

Data Presentation and Analysis: 

In class the students are now faced with the task of 

presenting and analysing their data. I would suggest that a master 

map be prepared to show the location of all gas stations. Have the 

master map reduced to stencil size and each student should receive 

three copies. On one copy he/she recopies the data from the master 

map, on the second copy he/she assigns the values for gas station 

location for traffic going to work and on the third, the values for 

"home-gomg" traffic. Ea.ch student should count the number of occur-

renees and record them in tabular fonn. {See sample.) 

VALUES 1 2 J 4 
-- -·· 

l# occurrences 
3 1 8 1 "to work" 2 

l ' ··--·~"··-·-··---~---- --!-------- r-----

l# occurrences 2 8 1 J 
"go~:r~,g_home., ___ ,,,,_ 

~--~·~-

*Figures (# of occurrences) were taken from count made on field trip. 

See Appendix for data. 



An examination of the compiled data does verify the 

hypothesis. In analysing the data students should be encouraged to 

give reasons for: 

i) 1thy there are such a number of value (2) locations 

for '*going-home" traffic; 

ii) why the stations values need not necessarily arrange 

themselves in reverse just because the direction of 

the traffic has changed, (Prizes, cheap gas, dry goods, 

car wash ••• ); 

iii) the effect that "self-serve" stations has had on the 

whole idea of locating gas stations. 
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CHAPTER FIVE 

SUMMARY 

My chief intent in writing this monograph was to present 

material that is readily usable in the classroom and material that 

was easily adaptable. There is little doubt of the need for urban 

fieldwork exercises as the focus of attention is concurrently 

shifting from rural to essentially urban problems (Chisholm, p. 182). 

The need is also there for students to become more aware of their 

own environment. 

The material that was presented in the exercises was 

toward the lower cognitive level because in my opinion the organiza

tion of field activities and carrying them out is sufficiently 

difficult (Everson). Potential users are less likely to become 

turned-off if they see a simple practical exercise which they can 

carry out. Our educational system has geography as an optional 

subject therefore in many cases the ability level of our students 

is such that very complicated, difficult fieldwork would not serve 

the purpose. I feel that the use and the effectiveness of these 

exercises will come from the fact that they are simple in what 
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they are attempting to show, The student should be able to see 

a resul t in a rela ti v ely short period of time, 

If students are encouraged to participate in one, two, 

or all of these exercises they cannot help but become more aware 

of the effect that the automobile has had. They will become aware 

of higher level concepts such as location, spatial distribution, 

areal association, and spatial interaction, They cannot help but 

be more aware of the arrangement of their own natural environment. 

Concepts can be taught if suitable techniques are developed, 

I am fully aware that these exercises in particular, 

or urban fieldwork in general are not guaranteed to make converts 

out of students but it will at least make them more aware of what 

they see everyday. They may not agree that the .,far-cornered•• 

location is the best for a gas station but at least they are now 

aware that such a preference does exist. They are not likely to 

change their opinion of the function of a clothing store but the 

particular location of the store in terms of which it is situated 

in the immediate area may be noted, They may now see another ad-

vantage to shopping centres being located back from the street and 

having large parking lots, It is possible that the car park has 

a place for their car, provides space for the customers of the 

shopping centre, and also indirectly has an effect on the land 
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value across the street. 

Any reference that I have made in the first chapter of 

the monograph to rural fieldwork and the approaches often associ

ated with it should have been taken seriously by the reader. For 

the faithful practionner of this method I certainly do not 

expect to be the one responsible for their conversion both to urban 

fieldwo:rk and to the field research method. I would hope that the 

method suggested in this monograph be tried and then evaluated. 

There are two "materialn chapters in this paper, one on 

the commercial strip and the other on the effect of the automobile. 

'Ihese were meant primarlly as background materlal for the teacher 

and certainly not as sources for factual material to be given in 

''old" geography classes. The material used in these chapters may 

pro vide source ma terial, may genera te ideas, and may hopefully 

give the teacher sufficient thoughts on which to generate an 

awareness of a commercial strip. The chapter dealing with urban 

fieldwo:rk is ha.rdly more than a precis of what has all been said 

before while the chapters dealing with the commercial strip and the 

effects of the automobile contain previously researched academie 

material. 
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In final summary I wish to stress that my major concern 

throughout this monograph has been the five fieldwork exercises 

that I have presented. This has resulted from my experience as a 

practicing geography teacher and my knowledge that teachers do not 

want to be told what they should do, they need to be shown how it 

could be done. They will be interested in the theoretical aspects 

only if they can see practical examples of its application which 

they themselves can use. With this in mind the exercises in this 

monograph can be used almost exactly as they were written for the 

suggested field area or with a few changes they can be altered to 

fit a somewhat similar environment. 
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