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Introduction

“A social space cannot be adequately accounted for either by nature (climate, site) or
by its previous history. Nor does the growth of the forces of production give rise in
any direct causal fashion to a particular space or a particular time. Mediations, and
mediators, have to be taken into consideration: the action of groups, factors within
knowledge, within ideology, or within the domain of representations”(Lefebvre,
1991:77).

A phenomenon of interest is the internationalisation of retailing and its inherent
geographical and social context. “Recent developments in international retail activity have
led to a dramatic increase in the number of publications on international retail activity”
(Alexander, 1997:5). These publications, however, merely present fragmented pictures of
the phenomenon.

This thesis explores its macro and micro geographical development in Germany and Japan
and the metropolitan cities, Frankfurt am Main and Tokyo, and considers its relationship to

the development of retail centres from economic and social perspectives.

The macro-geographical development of the internationalisation of retailing

From a long historical perspective, the international dimension in retailing is a
relatively constant one of commercial and trade development. A more recent trend in the
internationalisation of retailing is, however, particularly made up of geographical
expansion of retail operations rather than that of merely trading. The roots of such
developments can be first identified within and among late nineteenth century and early
twentieth century Europe, US and Japan. Since these beginnings, many retailers have
come to vigorously expand their retail business to foreign markets. Nowadays more than
half of “the top 100 global retailers” (by the sales in US dollars) are operating not only in
their countries of origin but also in others (Sternquist, 1998:44-59).

Regarding this trend, much is studied of the geographical process and conditions of
the development. As Whitehead (1992) argues, however, the attention is usually on the
geographical extension of retail activity, i.e. in which country the activity occurs, and the
specific geographical condition of the home and host country of a retailer or retail format.
The flow of the international business and the geographical extension has often been traced

separately in the context of the regions among Europe, US, and Japan. These regions are



the major source of international retailing. Emphasis is usually placed on European or
American process, while there is only supplemental information on the retail activities of
Japanese firms (Alexander, 1997; Lingenfelder, 1996; Sternquist, 1998; Sternquist &
Kacker, 1994). Some attempts are made to associate the development of
internationalisation of several retailers to some environmental or cyclical models. This is
done by description and analogy. Many concentrate on the particular retail sector and its
geographical expansion of retail activity.

From a macro-geographical perspective, not many studies compare the process of
internationalisation in each country or region such as among Europe, US and Asia. Region
or location-based enquiries on the internationalisation of retailing are seldom found. While
indeed some retailers develop internationally, a question arises whether they develop
similarly among regions and nations. At the same time, as exploring ‘internationalisation’,
many studies fail to distinguish two directions of the international retail activity: whether
inward or outward flowing, in the context of one country or region.

In order to explore this, Germany in Europe and Japan in Asia will be examined.
They lie in different geographical, political, economical and cultural contexts. While
Germany aims at co-operating within European countries, Japan maintains a considerable

political and economic relationship with US.

The micro-geographical development of the internationalisation of retailing

Few studies look at the terminal points of this flow of internationalisation in
retailing. While international retailing develops, it emerges in particular places as retail
locations in host countries. Some retail outlets of foreign retailers, such as designer
fashion houses or multiple shop retailers take hold in locations, while others close shop
soon after they enter the market.

This dissertation explores such local geographical contexts of the internationalisation
of retailing by studying the cities of Frankfurt am Main, Germany and Tokyo, Japan.
These cities exhibit similar economic and social conditions as urban centres to their
respective regions. While it is true that their demographic and urban features differ
significantly, this comparative study does not have a pure quantitative approach.

Local circumstances of internationalisation of retailing in these cities are illustrated
here with some cases. Boots and Sephora, drugstores and cosmetics speciality shops from

the UK and France respectively, launched their business in Tokyo, Japan in 1999 (Boots:



four outlets, Sephora: seven outlets in the Tokyo conurbation). Soon after, however, in
2001, both of them left the Japanese market. Business literature comments that it was due
to the insufficient assortment, compared with the department stores and drugstores already
there.

A British retailer, Marks & Spencer entered the German market in 1996. Its
Frankfurt shop opened in Zeil Street, the main shopping street, in 1999, and then closed in
2001 very soon after opening. By the closure, while most of the stores in Germany were
being closed, the strength in the Frankfurt store was said to be the distinct British grocery
selections, although it seems in general that the clothing assortments were neither
sufficient nor attractive (FAZ, 2001b).

“Marks & Spencer offers on many floors poor assortments of clothing for people,
who want to look like British-Airways stewardesses or guards. The closing is so
frivolous, and the grocery department on the ground floor is not replaceable” (FAZ,
2001c).

The range of merchandise is obviously a significant factor of retailing to influence
whether a shop stays in a location or not. Of course, shop closures come from complex
factors and circumstances ranging from finance to organisational issues. However clearly,
if foreign retailers do not attract local customers, they will not survive.

Foreign retailers seem to settle in particular retail centres for a while. There seems to
be an agglomeration of sites of retailing businesses, which are related to “foreignness” in
shops and goods. These groups of retailers with common addresses are often referred to in
popular media. Many designer boutiques are in Goethe Street in Frankfurt am Main and
the Ginza and the Omotesando areas in Tokyo. In Tokyo the locations of Boots and
Sephora are, for example, these areas for the first phase of their shop expansions. There
are many places where retailing takes place, and some places are called ‘retail centres’,
where such an activity is distinctively fostered. These distinct retail locations may be
related to each other in various dimensions. In these centres, some sites are selected by
international retailers.

Why are decisions made for certain sites, while some shops have left these locations?
Why does the particular address seem so significant for the success of international
expansion? Apart from their merchandise range, for example, what underlies unsuccessful
attempts of foreign retailers in local markets? The failure of some businesses to ‘attract’

and ‘satisfy’ potential customers may be partly borne out of their location.



Furthermore, another question arises. To what extent are these differing locations
related to the development of retail centres? What are the changing relationships between
all the retail centres? One of the common arguments in business and retail geographical
literature concerns the micro-geographical context of the internationalisation of retailing in
host countries. It is argued that the internationalisation of retailing is involved in much of
the spatial change in retail centre structure, undermining retail development policies, such
as the “central place” system in Germany. This leads to the degradation of the retail
environment and quality. When the international retailers lead out-of-town retail
developments, actions may be called for to support small and medium size retail
establishments in the traditional locations. Such local retailers may find themselves in
severe competition from multi-nationals for retail locations. Others may be concerned by
the growing monotone or homogenous nature of a retail environment against their own
aesthetic and business perspective of an attractive shopping environment. It is, however,
first necessary to explore the local geographical contexts. To what extent does
internationalisation of retailing influence the system of retail centres? ‘System’ refers to
whole complex relationships between retail centres and retail sites, although ‘system’ may
often be associated with a narrower meaning of quantitative models.

To begin, this thesis reviews retail location theories based on classic economic
theories, e.g. central-place theory. In such theories, it could be considered which economic
features the internationalisation of retailing is related to distinctively. This will be
explored. As a consequence of this exploration, the qualitative and image dimensions of
the system of retail centres (the perspectives from individuals or consumers) are
highlighted. The images of retail centres and their relationship with the
internationalisation of retailing will be discussed. The approach to the link between the
image system of retail centres and the geographical development of international retailing
concerns “representations of space” according to Lefebvre.

This thesis then goes on to explore why the internationalisation of retailing is
connected to the image system of retail centres. This is interpreted by considering the
relationship between consumption, social relations and places. Sociological and
anthropological perspectives suggest that consumption does not simply mean meeting
needs or demands of individuals through goods purchased but rather filling their wishes
and desires. A further argument is that representations of social relations in consumption
are interrelated with “representations of space”, i.e. the image system of retail centres.
Through the comparative study of Frankfurt am Main and Tokyo, it will be suggested that

10



the process of geographical development of the internationalisation of retailing in host
countries is closely related to social relations formed in consumption and to places in the
image system. The locally different geographical developments of foreign retail operations
between these cities will then be explained. Is it simply because German and Japanese
consumers are different? This needs to be considered.

In the conclusion of this thesis, the local retail and town planning issues will be
reiterated. There are sites newly marketed as retail centres in Frankfurt am Main and
Tokyo. For example, in Frankfurt am Main a large-scale redevelopment of the inner city
site will be completed by 2007. The old German Telecom building and site will be
redeveloped into a mixed-use complex of an office, retail space, a residential section, and a
hotel including a reconstructed palace (the MAB Zeil project). In this site, the largest part
is occupied by retailing at 40,000 sg.m. sales area. In Tokyo, many redevelopment
projects are being completed one after another. One of the next largest developments
including retail properties is the Omotesando Dojyunkai Apart redevelopment. To what
extent do international retailers have an influence in the development of these retail
centres? The comparison of the international phenomenon in local conditions suggests
implications for retail centre developments for each other and maybe for other cities.

Before the main part of this thesis, in the following sections the definitions of:
retailing; retailer; retail centres; and ‘internationalisation’ of retailing are considered as the
basis for further exploration. Many authors study the international activity of retailers or,
more accurately, that of firms relating to retailing by defining ‘internationalisation” for
each perspective and purpose. It is often obscure in discussions on ‘internationalisation’,
whether the ‘retail” firms or ‘retailing’, or ‘retail locations’ by foreign investment is the
focus of such discussions. It is indeed confusing, whether the retail operations, own
products, techniques, organisations, or firms are being internationalised, when the
definition of ‘internationalisation of retailing” is not defined or inconsistent in these
studies.

Firstly the more basic terminology is explained. This thesis distinguishes “place’
from *space’ in principle. A philosophical point of view is not discussed. In this study,
‘place’ refers to more conceptual dimensions, where people live and where various
relationships are anchored. ‘Space’ refers to more physical dimension, which is described

geometrically as an existing location.
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Definitions of ‘retail’ and ‘retailer’

The function of retailing lies in the context of commerce. “Commerce is the transfer
of possessions through the medium of exchange”(Beaujeu-Garnier & Delobez, 1979:xii).
The last part of this transfer is regarded as ‘retail’. ‘Retail’ is to distribute completed or
nearly completed products directly to consumers. This activity is usually based in space,
where the exchange of products between people takes place. The connection between
goods, people, and space is the core meaning of ‘retail’.

German and Japanese official definitions highlight this connection from different
perspectives. The German National Statistics Agency (Statistisches Bundesamt, 1998)
looks first at the relationship between goods and consumers. It defines a retailer as one of
the subjects involved in the activity of retailing. A retailer is “a business establishment
mainly selling goods to private households in sales area, which anyone can access. This
includes mail order business establishments, home visiting or telephone sales, shops in
streets and markets, or sales from storage spaces”. On the other hand, The Japanese
Census of Commerce (by The Ministry of Economy, Trade and Industry) looks first at the
space of the activity. It begins with the definition of ‘shop’ (retail outlet) as a business
establishment. A retailer is one operating such a shop, which sells goods for personal and
household consumption. It includes any business establishments also doing ancillary
service in repairing or manufacturing as well as those without retail space but as
administration offices for home visiting sales and mail orders.

In both definitions, ‘retailer’ is so classified according to its financial significance of
retailing to the whole business. This thesis, more simply, refers generally to ‘retailer’ as a

business establishment, which undertakes retailing.

Definition of ‘retail centre’

A centre is “a place where most of the important things happen that are connected
with a particular business or activity” (Longman Dictionary of Contemporary English). A
‘retail centre’ usually means a physical concentration of retail outlets of commercial
significance in retailing by, for example, the scale of total sales and sales area. These two
perspectives may show different pictures of retail centres. One single large-scale
supermarket may be a significant retail site for an area to be called a ‘retail centre’ due to
its commercial significance, while a few individual shops may not be regarded together as

12



a retail centre due to their insignificant sales or scale of their sales area. This thesis refers
to a ‘retail centre’ as an analytical unit for types of retail locations. Each definition is
given later according to the course of a survey of the locations of international retailing.
Additionally, when development types are considered, a retail centre could be termed
according to its planned and developed backgrounds (or undeveloped as the case may be).
The developed one is generally called a shopping centre. It is “a group of shops built
together in one area, often under one roof” (Longman Dictionary of Contemporary
English). More narrowly, The International Council of Shopping Centres defines a
shopping centre as “a complex of retail and other commercial establishments which is
planned, developed, owned, and administrated as a single property, with its own parking
space”(Omoto, 2000:133-134). From its possible retail concentration, a shopping centre
can be regarded as an independent ‘retail centre’. Although the definition of *shopping
centre’ is dependent on local conditions, this study considers a physically and
administratively integrated form of a developed retail centre as a ‘shopping centre’ as

distinct from other retail centres.

Definition of ‘internationalisation’ of retailing

The core meaning of ‘international’ is “connected with or involving more than one
nation” (Longman Dictionary of Contemporary English). Based on this meaning, the
‘internationalisation’ of retailing could be understood as the development of retail activity
associated with foreign nations. The literature on internationalisation of retailers,
international retailers, international retailing and so on (e.g. Alexander, 1997; Dawson,
1993; EC, 1993; Hollander 1970; Lingenfelder, 1996; Sternquist, 1998; Sternquist &
Kacker, 1994) shows the various development forms from different international
relationships between retailers and related organisations. These relationships are
summarised as per the following:

e expansion of retail operations abroad

e development of international trade and communications for retail business,
e establishment of co-operation for retailing with firms abroad,

o diffusion of retail techniques

First, a distinction should be made between foreign investment in retailing and that
for international expansion of retail operations. Regarding the former, some retail business

establishments are thought of as foreign investment due to the foreign nationality of the
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investors. This case is not necessarily related to the foreign expansion of retail operations.
Regarding the latter, retailers do their business in foreign markets as the expansion of their
business at home. This study refers this to international retail activity.

Secondly, regarding the international trade and communication for retail business,
attention is paid to the international development of retailers’ organisation. International
trade development of retailers aims at marketing goods rather than the geographical
expansion of retail concepts and outlets. In this case goods are internationalised. Forms of
international co-operation with other retailers (foreign or otherwise) may include sharing a
part of the purchasing or marketing strategy, such as for product supply, or the free
exchange of information.  Additionally, licensing of retailers’ products can be
internationally organised. This may be regarded as production co-operation, the transfer of
the production rights of particular goods to a host country.

Thirdly, co-operative organisations can be formed by several firms for their common
business interests in retail operations, and these may include foreign partners. A group of
retailers can establish its wholesale supply facilities as a ‘co-operative chain’, e.g. the
Edeka group and Rewe group in Germany. The assortments available may vary between
the outlets belonging to a group; however, the outlets are usually integrated with the same
identity, such as a common shop name and some common products. Likewise, a group of
retailers can be organised by a wholesaler-supplier as a ‘voluntary chain’, such as Spar.
According to Hollander (1970:56), these associated retailers are supported by particular
services offered from the central organisation. This could be advertising, management and
financial assistance or an “identifying insignia” such as a common shop name. This is
done in return for the purchase of commitments. For consumers the outlets by these co-
operative organisations may appear those operated by chain retailers. However, the retail
operations by co-operative organisations are, in principle, independent from each other.

Fourthly, the diffusion of retail techniques can be seen as ‘internationalisation’ of
retailing. Some invented retail formats prevail internationally, such as the supermarket

format, the self-service format, or the franchising retail operation.
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Objectives and aims of this study

The objectives and aims of this study are firstly summarised, as follows:

Objective 1
e To understand trends of, and compare the process and the recent development
of the internationalisation of retailing in Germany and Japan
Aims
e examine the processes of the development of the internationalisation of
retailing in Germany and Japan
e identify and compare the features of these processes
e survey recent developments particularly in Frankfurt am Main and Tokyo

Objective 2

e To examine how and to what extent the internationalisation of retailing
influences the development of retail centres

Aims

e discuss the approaches to the system of retail centres as an analytical
framework

e analyse the retail locations of international retail activity in relation to the
system of retail centres suggested

e compare and contrast the findings

Obijective 3
e To explore why the development of the locations of international retailing
relates closely to the development of retail centres through the image system in
the cases of Frankfurt am Main and Tokyo
Aims
e discuss ‘consumption’ as an act towards constructing self in social relations
e suggest key concepts to analyse social relations included in consumption
e interpret with the key concepts of consumption the relationship between the
features of internationalisation of retailing and the image system of retail
centres
e explain the apparent different retail-geographical features of the development
of international retail activity in the study cities
Obijective 4
e To expose any implications for town planning and retail policies from the
findings
Aim
e consider town planning and retail policies for the study cities

15



Methodology and structure of this thesis

This thesis includes an empirical study of the geographical phenomenon of the
internationalisation of retailing. This is based on collecting and analysing published
materials as well as undertaking a survey of the locations of international retailing in
Frankfurt am Main and Tokyo. It comprises three chapters.

The first chapter looks at the macro-geographical relationship of the international
development of retailing, by examining the process and recent development in the differing
geographical contexts of not only Germany and Japan but more specifically of Frankfurt
am Main and Tokyo. The process will be outlined by a literature review. The recent
development of locations of international retailing will be surveyed by focusing on those of
international retail activity. Before presenting the results, the study cities will be
introduced with socio-economic conditions, such as basic geographical information as well
as the general spatial organisation of retail locations.

The second chapter analyses the surveyed locations of international retail activity and
considers their relationships to the development of retail centres. This will be done firstly
by an economic, ‘rational-consumer’ approach. The economic types of retail centres will
be suggested for each study city from the available retail geographical studies. The
political frameworks of retail developments will also be examined in the study cities
respectively. According to the results of this economic approach, an image system of retail
centres for each study city will be suggested. Studies of cognitive and humanistic
approaches as well as those by critical geography will be reviewed to consider the image
system of retail centres and its relationship to the development of internationalisation of
retailing in local retail centres.

The third chapter explores the underlying social relations of the phenomenon of the
internationalisation of retailing from discussions on geographical, sociological, and
anthropological studies on consumption. It will then consider an explanation for the
findings of the first and second chapters.

Additional information and discussions on detailed methodological issues, such as
the terminology of German and Japanese retail formats, the information sources for the
survey, and the delimitation methods of retail centres, are provided in Appendixes at the

end of this thesis.
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1. The process of the internationalisation of retailing in Germany and Japan
and the recent development in Frankfurt am Main and Tokyo

1.1. The internationalisation of German and Japanese retailers and the

development of international retailing in Germany and Japan

This section examines German and Japanese retailers expanding abroad and retailers
entering Germany and Japan. It presents the retail activities of these firms chronologically
as the outward and inward flows of the international retailing. It does this in terms of the
economic features of these retailers by retail formats, goods, entry modes and the general
backgrounds of internationalisation. It also considers the causal relationships involved in
the development. The objectives are to examine the process of the development in these
countries and to understand the trend of internationalisation of retailing in the macro-
geographical contexts.

The information source is the available academic and commercial literature.
Regarding the European or German process, Alexander (1997) and Lingenfelder (1996) are
the major references, since their work deals extensively with it. No Japanese study,
however, is found in such an extensive review on this theme. The information source for

Japan and Japanese retailers, therefore, relies on collected business information.

1.1.1. The process - Germany

Early European development of international retailing

In Europe, the development of retailing occurred in the context of population growth,
urbanisation and industrialisation (Lingenfelder, 1996:25). From the late nineteenth
century, some European retailers began to expand their retail operations abroad, while
others concentrated only on local, regional or national markets (Alexander, 1997:78).
Hollander (1970:49,105,107-108) and Alexander (1997) see that the early development of
international retailing in northern Europe comprised the internationalisation of some
department stores, specialist retailers in the luxury goods trade (such as jewellery or arts),
and retailers serving people from their home countries including tourists and business

people, e.g. British bookshop, W.H.Smith. Germany was one of the markets for such types
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of international retailers. European department stores particularly came to flourish. They
vigorously invested their outlets abroad, for example, Leonhard Tietz - a German
department store (Alexander, 1997:79; Lingenfelder, 1996:27). At that time, another type
of general merchandise store, a “variety store’, emerged. These were low price shops of
groceries, textiles, clothing and household goods. This retail format can be seen in
Woolworth, which increasingly developed the outlets in North America and Europe in the
early 1900s (Lingenfelder, 1996:28; Alexander, 1997:6).

By the late 1920s to the early 1930s, European multiple retailers in general fashion
and personal goods, such as shoes and clothes, developed their domestic as well as foreign
markets (Jeffery & Knee, 1965:61-62). For example, clothing and textile specialist, C&A
was founded in the Netherlands, but has also successfully established its business in
Germany, nowadays operating more than seventy outlets (Alexander, 1997:84;
Lingenfelder, 1996:32).

There was also another form of internationalisation. Some producers used
franchising systems for the retailing of their products to expand into foreign markets, for
example, German producers Rosenthal and Salamander (Lingenfelder, 1996:29). The
concept of franchising arrived from U.S., by which Singer Sewing Machine developed its
international retail operations (Kaynak, 1988:43). Later by the 1970s, this system was
widely adopted by retailers of gasoline, automobiles and electrical appliance to name a few
(Hollander, 1970:62-70).

The development of the internationalisation of German retailers in the grocery sector

A self-service retail format in the grocery sector (i.e. supermarkets) emerged in 1930
in US, and as a business concept drew interest from European retailers (Lingenfelder,
1996:30). From the late 1940s to the early 1950s the supermarket format was adopted by
many European retailers (Alexander, 1997:82-85; Lingenfelder, 1996:30). It was first in
the 1970s that some European supermarkets began to multiply their outlets over the
borders within northwestern Europe and to US (Hollander, 1970:41-49). There was
particularly much European investment in US retailers during the 1960s and 1970s
(Alexander, 1997:88-89; Sternquist & Kacker, 1994:157). It is often stated that at that
time the fall of US Dollar attracted investors to purchase US companies (Sternquist &
Kacker, 1994:153-154; Hallsworth, 1992:6). Tengelmann, a German grocery supermarket,
invested in an American supermarket, Great Atlantic & Pacific Tea Co. Inc (A&P) and
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acquired fifty-three per cent ownership in the late 1970s (Lingenfelder, 1996:36; OXIRM
& Corporate Intelligence Group, 1994b:39).

Supermarket retailers gradually became dominant in European grocery retail markets
(Jeffery & Knee, 1965:65). The retail co-operative organisations between retailers and
wholesalers were first organised in the grocery sector. Some of them extended their co-
operation over the borders, e.g. voluntary chains, such as Spar from the Netherlands and
co-operative chains (buying groups), such as Edeka from Germany.

Then European supermarkets came to include formats of extended floor space as
well as those of discounting. In Germany, the former is called “Verbrauchermarkt’ and
‘SB-Warenhaus’ referring to those offering both groceries and non-grocery goods. The
latter is discounter. Some of these retailers entered foreign markets. German grocery
discount shops, Aldi, Lidl, and Norma, proliferated in the 1980s, and by the early 1990s,
became major European discounters (OXIRM & Corporate Intelligence Group, 1994a:31;
Zentes, 1998:213). Aldi founded its business in 1962 and soon after developed shops in
Austria. It moved into the Netherlands, Belgium, and Denmark by the 1970s
(Lingenfelder, 1996:35) and later in 1990 into the UK (Wrigley, 1993:61).

The domestic development and the internationalisation of German non-grocery retailers

and the concentration of retailing

The scale of outlets grew also in the non-grocery sector. Large-scale specialist stores
called ‘Fachmarkt’ emerged from the 1980s in the sectors of DIY, drugstore, media and
electrical goods (EC, 1993:73). By the end of 1990s, the concentration of retailing had
gone further. Some retail concerns and groups had grown to dominate German retail
markets, such as the Metro, Tengelmann, and KarstadtQuelle groups. They operate many
different retail formats, such as supermarkets, department stores, and/or this new format of
‘Fachmarkt’. In spite of retail development policies supporting small, independent
retailers and discouraging large-scale developments, it is said that such retailers, being
capable of handling the “complicated and lengthy process of authorisation”, vigorously
developed their domestic markets (Vielberth, 1995:82,86). Some of them undertook direct
foreign investment eagerly as well as co-operations with foreign retailers. For example,
the Metro group shows “some forty per cent of sales coming from outside Germany”
(Robinson, et al.,, 2000:220) while it formed the Deuro-Buying group with other

northwestern European retailers, such as Carrefour (France) and Asda (the UK)(EC,
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1993:28). The Metro group established Media World as an Italian joint venture, and it
currently operates more than twenty outlets mainly in northern Italy (Schréder, 1999:104).
Some DIY’s and garden centres, e.g. Bauhaus, Praktiker, as well as drug stores, e.g. dm-
drogerie Markt also developed their outlets in neighbouring countries by establishing
subsidiaries (Hoppenstedt Firmeninformationen GmbH, 2003a&b). A cosmetics specialist,
the Douglas group set up a co-operation with French LVMH group in the late 1990s in
order to operate the cosmetics and perfumes shop, Sephora from France in Germany
(Zentes, 1998:183). The group also began its international operation of its shop of
Douglas in the mid 1970s in neighbouring countries. By the mid 1990s it operated around
two hundred outlets in Europe (Kreke, 1998:180, 183). Others choose franchising for
European market development, such as OBI, a German ‘garden and home-centre’ retailer
(Deutscher Franchise-Verband e.V. (ed), 1999).

The major background to the increased investment in Europe in the 1990s is the “fall
of Communism’ in the late 1980s and the establishment of the European Single Market in
1993 (Alexander, 1997:92, EC, 1993:26; Sternquist & Kacker, 1994:163; Groppel-Klein,
1999:111-114). The new opportunities for northwestern European retailers were in
southern Europe (Spain, Italy and Greece) and eastern Europe. German retailers often
looked at eastern neighbouring countries, such as Poland, the Czech Republic and Hungary
(Groppel-Klein, 1999:111; Lingenfelder, 1996:278).

Apart from these chain retailers, some in the luxury designer fashion sector, such as
Escada and Hugo Boss, established their subsidiaries in the world for retailing and trading

(Hoppenstedt Firmeninformationen GmbH, 2003a).

The inward flow of international retailing

In contrast to the considerable volume of outgoing international retailing from
German retailers, the inward flow of international retailing to Germany seems of less
significance. Entry modes of foreign retailers to the German market are direct investment,
joint venture (JV), or the acquisition of a local retailer. An example of JV is the discount
shop, Netto, which is a joint venture of Danish Dansk Supermarked and German Spar
(Lingenfelder, 1996:380). Wal-Mart entered the German market in 1997 by the acquisition
of Wertkauf hypermarket, and first opened twenty-one shops (Arnold, 1999:49).

However, many European grocery retailers, such as Carrefour, Delhaize, Promodes

and Intermarche, as well as non-grocery retailers, such as Virgin or Fnac, have had
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unsuccessful attempts to enter Germany (Groppel-Klein, 1999:114). Marks & Spencer
opened many stores in metropolitan cities and shopping centres in the mid 1990s. Its
withdrawal however, came five years after its launch into the German market in 2001.
There surely are more cases of such, which have not been reported. That which made such
retail operations in Germany difficult includes generally the competition with German
retail concerns as well as other operational constraints, e.g. opening times and waste
packaging (Alexander, 1992:180,190; Sternquist, 1998:297-298). German grocery
retailers became dominant not only in other European markets but also at home (Corporate
Intelligence on Retailing, 1997:111-112).

Nevertheless, there are several foreign retailers, which have established their
business in Germany successfully. One of the oldest is Woolworth, which originally
comes from US and operates nowadays with more than three hundred outlets
(notwithstanding the German subsidiary is currently German owned)(Hoppenstedt
Firmeninformationen GmbH, 2003a). Some of the most successful recent examples are
Toys’r’us, IKEA and Hennes & Mauritz (H&M). Toys’r’us established its German
subsidiary in 1986. It achieved around seven per cent of the German toy market through
eighteen outlets in 1990, and by 1996 the market share increased up to around sixty percent
(Hoppenstedt Firmeninformationen GmbH, 2003a; OXIRM, 1996:22). IKEA (Sweden)
entered the German market in the 1970s, and nowadays has more than thirty outlets, which
account for the highest proportion of its total turnover (IKEA Website). H&M (Sweden)
multiplied their outlets, which are now seen probably almost in every German city centre
(Corporate Intelligence on Retailing, 1997:113-114; Hoppenstedt Firmeninformationen
GmbH, 2003a). Other fashion retailers include the American Gap, and the Spanish fashion
specialists Mango and Zara (JV with the German Otto group) by direct investment.
Oviesse, an Italian multiple clothing and textile special shop of the Italian Coin group,
entered the German market through the acquisition of the German Kaufhalle AG
(Multistore).

As mentioned above, franchising is another form of international retailing. In the
1990s franchising saw a boom across Europe. More than one hundred German companies
offer franchising of their retail and service (Stammen, 1999:106-108). Other European
franchisers include the Italian Benetton, the Austrian Wolford and the French Yves Rocher.
Many franchising businesses are made directly between franchisers and franchisees,
particularly those of European Union countries, rather than indirectly through master-

franchisees in host countries. The advantages for such direct franchising in EU countries
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obviously include free trade principles and geographical proximity convenient for the
control of product supply, distribution and retail operations.

Regarding luxury fashion retailers, traditionally the German metropolitan cities of
Berlin, Hamburg, Munich, Cologne, Disseldorf and Frankfurt am Main are the locations of

such fashion shops.

1.1.2. The process - Japan

Early development of international retailing in Japan

The beginning of the international development of Japanese retailers can be found
before the Second World War. It is reported that two Japanese retailers developed their
outlets in Europe and China respectively in the 1930s, although they ended their operations
due to the war (Davies & Fergusson, 1996:115). At that time, the common international
elements in Japanese retailing were merely imported goods and the retail format of the
department store. Department stores were the most prominent retailers introducing
imported luxury goods. In the early 1900s, many department stores founded their business
on selling Kimonos (traditional Japanese clothing), the retailing of which was already well
established in the early seventeenth century. The Japanese term for department store,
‘hyakkaten’, means a large shop with a lot of merchandise (Larke, 1994:166). This
meaning corresponds largely to the features of European and American department stores
of the time. It can therefore be assumed that the concept of the department store comes
from Western countries. It was not until after the war, however, that foreign retailers first
expanded their business into Japan, at the same time as Japanese retailers expanding their

business overseas.

The development of the internationalisation of Japanese retailers

The concept of the ‘supermarket’ arrived also in Japan. It was at the end of the
1960s that one of the current major ‘superstores’, Ito-Yokado, developed its self-service
general merchandise store (Larke, 1994:207). Soon this format prevailed in Japanese
retailing.  From the 1960s, both full-service department stores and self-service
‘superstores’ began to expand their businesses abroad. Their common destinations usually
included major South Asian cities, such as Hong Kong and Singapore. Many of the

department stores also opened their outlets in Western metropolitan cities, such as Paris,
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London and New York (Toyo Keizai Inc., 1998:1421-1444). Some of them are still in
these locations, while many were closed in the 1990s. In contrast to the Japanese
superstores or department stores, which concentrated firstly in the domestic market and
then expanding into foreign markets, the Yaohan superstore was from the beginning keen
to expand across Asia. It opened its first foreign outlet in Singapore in 1974 (Alexander,
1997:146). This strategy is said to be as a reaction to the dominant superstore retailers in
Japan. Its considerable turnover from foreign markets has been frequently cited for
Japanese international retailing by business literature (in 1997, however, the company went
into liquidation (Toyo Keizai Inc., 1998)).

Apart from these general merchandisers, Japanese specialist retailers seldom
developed into foreign markets. The one expansion is Mikimoto, which has operated
several outlets in foreign countries since the 1960s (Toyo Keizai Inc., 1998).

During the 1980s and 1990s the internationalisation of Japanese retailers was
probably more prevalent than the 1970s (Davies & Fergusson, 1996:105-106). Their
activities have been directed towards Asian markets. Later in the 1990s China became the
market for superstores, such as Ito-Yokado and Daiei (Sternquist, 1998:515-520). The
environmental factors behind the recent expansion include the deregulation of foreign
investment and the improved economic conditions of host countries, the stagnating
Japanese domestic market from severe competition, and increasing operation costs because
of the strength of the Japanese Yen (Davies & Fergusson, 1996:109). Furthermore,
Japanese customers were increasingly in foreign markets as expatriates sent by other
internationally expanding Japanese firms (e.g. McGoldrick & Ho, 1992) as well as leisure
tourists. After the Plaza Agreement in 1989 the Yen became dramatically stronger. It
generated more Japanese travellers, who came to know more foreign products abroad, and
learned to take advantage of the price difference abroad for the same products available
domestically (Davies & Fergusson, 1996:108,110; Chen & Sternquist, 1996:112).
Japanese tourists may well become good customers of foreign retailers both in Japan and
abroad.

Asian expansion of Japanese retailers however could not be of significance in the
overall financial results, due to the weaker currencies of the invested Asian countries.
Even one of the largest ‘superstores’, Daiei, does not have a significant turnover in Yen
terms from its foreign market (less than five per cent)(Greipl et al., 1999:100). Branch
shops of Japanese department stores in foreign metropolitan cities are often referred to as

representative of internationalisation of Japanese retailers in business literature. Their

23



business is, however, usually small scale and serves generally for Japanese tourists as gift
shops.  Additionally other case is licensing of shop name. Daimaru department store
ended the Joint Venture in Thailand, but the operation of department store is taken over
still as Daimaru by a local firm (Kawabata, 1999b).

The most international of all Japanese retailers in terms of the number of the outlets
developed abroad may be convenience stores diffusing into Asia. Family Mart and
Ministop had developed a few hundred outlets in South Korea, Taiwan, Thailand or
Malaysia from 1999 to 2000 (Davies, 2000:345).

Some Japanese non-grocery sector retailers are also active in Asian countries. They
are discount retail formats in the electrical goods, clothing, shoes, or sports goods sectors
(Larke, 1994:136-143; Toyo Keizai Inc., 1998). Best Denki, an electrical shop, has outlets
in southeastern Asia, which accounted for around eight per cent of the total turnover in
1997, and Aoyama Shoji, a clothing specialist, has several outlets in China and Taiwan
(Toyo Keizai Inc., 1998).

The inward flow of international retailing

After the War to the 1970s, the general economic growth in Japan meant improved
and expanded markets for foreign retailers. Some foreign brand fashion retailers tended to
develop their trade through the ‘shop in shop’ format in department stores at that time
(Hollander, 1970:70). Whether the business trend was to invest as a retail operation or
wholesaling is not obvious however. Direct investment as a retail operation may not have
been so prevalent; however, several firms did directly establish retail outlets, such as
Brooks Brothers (from US) in 1979. This retailer was one of the earliest cases of direct
investment by a foreign retailer and that is still in operation.

As domestic retailers grew, co-operation with foreign retailers in purchasing
arrangement was also made for product supply (Hollander, 1970:62). Co-operative
organisations originating abroad had also arrived in Japan, such as Spar, a voluntary chain
since 1977. Spar nowadays operates its own franchising convenience shop business as a
Japanese retailer (Spar Japan website).

Indirect investment through Japanese partners was the more popular form for foreign
retailers to enter Japanese markets. 7-Eleven (a convenience shop chain) launched its
business first through franchising to Ito-Yokado in 1973, and now its operation is

undertaken by the Ito-Yokado group (Alexander, 1997:286). A French department store,
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Printemp, started a joint venture with the Daiei group; later however, only the name of the
shop remains on the shop. A retail group, the Aeon group is more specialised in master-
franchiser business of foreign retailers, e.g. Laura Ashley and The Body Shop. After the
franchising agreements, it even acquired not only fifteen per cent of Laura Ashley but also
the whole firm of The Talbots, an American women’s clothing shop in 1988, then it
expanded its retail operation across southeastern Asia (Alexander, 1997:285; Larke,
1994:215).

Since the 1990s, more cases of direct foreign investment in retail operations are
reported (Iwashita, 1997:35). A case in point was the political-symbolic one of Toys’r’us
in 1989. Its entry was in the context of Japanese trade restructuring after conflicts with US
about the Japanese distribution system. The US government criticised Japanese
regulations in retailing and retail developments and their unclear business customs. These
were regarded as attributable to the unbalanced trade between Japan and US (lwashita,
1997:26). The political discussion on the Structural Impediments Initiative in 1989
resulted in the series of deregulation processes (lwashita, 1997:30-31). After this
development, many retailers followed entering the Japanese market. They included
specialist retailers in fashion and personal goods, sportswear and sports goods, and
stationary discount retailers. The specialist retailers in the entertainment sector are
nowadays predominantly foreign, such as HMV, Tower Records (by direct operation), and
Virgin (by JV) (JETRO, 1999; Davies, 2000:346).

At the same time, retailers in the luxury trade are the other source of direct foreign
retail investment. It is said that gradually many designer fashion retailers came to change
their business strategy from trading through co-operation with Japanese partners to direct
investment by establishing subsidiaries in both distribution and their retail operations.

Regarding the grocery sector, it was not until recently that foreign supermarkets
began to expand their business in Japan. French hypermarket Carrefour established its
subsidiary, and opened several outlets in the Tokyo conurbation. Metro opened its first
‘cash and carry’ wholesale outlet in the Tokyo conurbation through a joint venture with a
Japanese trading house. Even though Wal-Mart entered through the Japanese supermarket,
Seiyu, as the major stockholder, it intends to acquire the Japanese supermarket in the
future. While the outlets are operated under the name of Seiyu, Wal-Mart’s retail concept
of “everyday low price” is introduced and product supply is in the Wal-Mart format.
However, Seiyu sees this case clearly as a partnership and co-operation between Seiyu,

Sumitomo Corporation and Wal-Mart Stores Inc. The relationship between these firms
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may be in a transitive stage heading towards Wal-Mart completely acquiring Seiyu, so that
Wal-Mart would be able to freely withdraw its investment at any time.

In spite of favourable conditions, not all foreign retailers in the Japanese market are
successful. Some retailers closed their shops very soon after entering the market. As
stated in the Introduction previously, Boots from the UK, as a joint venture with the trading
house of Mitsubishi Corporation stayed in Japanese locations only for a few years. Other
cases are, for example, Sephora from France, REI (an American outdoor and home centre),
Office Max (an American office supply discount store), and Warner Brothers Store.
Japanese business culture or customs based on the long-term relationship of retailers,
wholesalers and producers may neither allow outsiders to establish retail operations easily
nor develop their Japanese market (Sternquist, 1998:429-435). The point is that foreign
retailers usually need to establish their product supply and distribution in co-operation with
Japanese partners and producers, particularly when they sell local products rather than

imported specialised goods.

1.1.3. Consideration of the factors influencing the internationalisation of

retailing

The development of the internationalisation of retailing depends on diverse
backgrounds. These can be summarised generally by “push” or “pull” factors as well as
extraneous and endogenous factors (see Table 1-1-1). Push and pull factor analysis gives a
useful overview of possible factors in general. However, it tends to focus on the
observable and quantifiable factors only. As often argued, it does not explain the
interrelationships between each “push” and “pull” factor either those factors within each.
Push factors can be obstacles for businesses; but are not insurmountable ones. In spite of
these push factor obstacles, there are many retailers operating in foreign environments.
Likewise, pull factors do not necessarily induce firms to invest. The context of this
analysis is a static environment, so that a limitation of this model is that possible dynamic
factors are necessarily reduced to these two static categories. From these factors, it can be
identified that the most fundamental necessities are potential consumers and successful

local business operation.
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Table 1-1-1 Push and pull factors in internationalisation of retailing

Boundary Push Pull
Unstable structure, Stable structure,
. Restrictive, regulatory environment, Relaxed regulatory environment,
Political . ; . . .
Anti-business culture dominant, Pro-business culture dominant,
Consumer credit restrictions Relaxed consumer credit regulations
Good economic conditions,
Poor economic conditions, High growth. potential,
. Low operating costs,
Low growth potential, .
. - . Developing markets,
Economic High operating costs, ; .
Property investment potential,
Mature markets,
Extraneous Small domestic market Large market,
factors Favourable exchange rates,
Depressed share prices
Negative social environment, Positive social environment,
Social Negative demographic trends, Positive demographic trends,
Population stagnation or decline Population growth
Familiar cultural reference points,
. . Attractive cultural fabric,
Unfamiliar cultural climate, ' ) )
Cultural . Innovative business/retail culture,
Heterogeneous cultural environment
Company ethos,
Homogeneous cultural environment
Hostile competitive environment, Niche opportunities,
Retail High concentration levels, Company owned facilities,
Endogenous structure Format saturation, ‘Me too’ expansion,
factors Unfavourable operating environment Favourable operating environment
I_nternal Advantage |n_the firm’s strategy, Personal initiative
issues Location strategy

Source: the author, based on Alexander (1997:129), Hollander (1970), Kawabata (1999a), Sternquist (1998)

The factors can be also summarised with extraneous and endogenous factors, as

Table 1-1-1 shows. This relation is based on the distinction between the general economic

and social conditions for international retailing and retail business environment. In

business literature the extraneous factors are usually emphasised. However, like push and
pull factor analysis, the favourable extraneous and retail conditions are not necessarily
decisive for the internationalisation of retail operation.

Consequently, internal issues appear initially of the most significance. Hollander
(1979:102-111) remarks that decisions tend to be made, based on personal motivations or
perspectives and the discussions between concerned staff members, rather than based on
concrete marketing research. Kawabata (1999a&b) reveals the important decision-making
process in the internationalisation of Japanese retailers. He studied the process of Japanese
general merchandisers expanding their business to Asian countries from the 1980s to the
1990s.

internationalisation of some businesses, causing over long periods of time the considerable

He illustrates how relevantly personal motivations influence decisions in the

and continuous loss of foreign investment (Kawabata, 1999a:15 & 1999b). According to
him, key persons tend to make decisions, top-down in business, without any clear prospect,
as if it were their own project. Decisions may be made due to their personal contacts with
local government and firms in Asian countries (Kawabata, 1999a:10-16). He stresses that
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involvement in international retailing cannot be understood as a particular milestone

achieved in the process of corporate development.

1.1.4. Conclusion

The process of the internationalisation of retailing in Germany and Japan is
reviewed, although precise data on all international retailing does not exist. The
information for review is rather fragmented. Business forms of international retailing are
in continuous change. Academic and business interests tend to focus favourably on retail
concerns and large-scale retail investments. As many argue, the launching of international
retail operations may be paid close attention and reported on well, but failures and
withdrawals are not.

Nevertheless, this review of the process indicates features of internationalisation of
retailing regarding Germany and Japan. The internationalisation of German and Japanese
retailers suggests that international retailing does not depend merely on the macro-
economic extraneous factors but also, more importantly, on the decision making of each

individual retailer and its internal organisational development for any new retail condition.

Table 1-1-2 The various forms of entry to a foreign market by retailers

Entry mode
For retail operation Retailing by
A subsidiary,
Direct Investment Joint venture with local partners Acquisition of local firms,
Participation in local firms as a stock holder
Indirect Investment Franchising to local retailers, master franchiser
Not for direct retail operation Local business
Organisation Establishment of local voluntary or co-operative chain organisation
by local organisation distribution of goods, management of member
retailers
Trading of goods Distribution (wholesale/retail) of goods by local partners (e.g.
wholesaler, trading house, manufacturer),
(including by those with exclusive rights for trading)
Co-operation Operation of particular retail concepts, productions and distribution

of goods by local partners

Source: the author

The forms of international retailing are diverse. This review highlights the
distinction between the internationalisation of ‘retail operation’ by retailers and that of a
part of business of retailers, as Table 1-1-2 summarises. ‘Joint venture’ means the co-

operative establishment of a subsidiary by two or more firms. It does not necessarily
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depend on whether capital investment is undertaken for a joint firm or not. The core of any
joint venture is generally the co-operating businesses, as stated in business literature (e.g.
Lingenfelder, 1996). It is quite another case when a foreign retailer invests in a local
retailer. It is not a business co-operation. It may be the first step for a foreign retailer,
through a local one, to transfer its retail operation in a targeted market. ‘Co-operation’ is
based on the contracts in terms of certain part of retail concept between retailer and local
partner, such as product supply of particular goods (e.g. a series of private brand goods of
supermarket) and licensing of trademark (e.g. for production of goods, using shop name).
Additionally some firms undertake direct investment in foreign markets (e.g. establishing
subsidiaries) not for retail operation but merely for other businesses, such as trading,
licensing, and advertisement management.

The various forms of international retailing are transitional and flexible, in so far as
their continuous decision-making process is concerned, according to Burt (1993:407).
Hollander (1970), Alexander (1997) and Sternquist (1998) deal simply with the entry
modes to foreign markets, as if retailers undertake one single form for their whole
international retail operation. However, as examined above, the retailers could organise
several forms for each targeted market. According to business monitoring, they sometimes
adjust the business forms flexibly or even make decisions to end their business after some
time.

With regard to the geographical development, the internationalisation of retailing of
German and Japanese retailers may appear oriented to foreign markets in the geographical
and cultural proximity. Alexander (1997:92) notes, “Retailing is not global, but is
increasingly macro-regional in nature and structure.” However, it is not so simple. It is
often pointed out that many European retail concerns are operating not only in Europe but
also in other countries. The one different regional pattern is that Japanese retailers’
development is in predominantly the neighbouring Asian markets.

Regarding development features of international retailing in Germany and Japan, the
process in these countries is related to the particular retail formats and the similar retail-
operational obstacles and market conditions. The process of development does not,
however, lie in any regional patterns. The internationalisation of retailing in these
countries has no specific tendency of inward flowing foreign retailers. There are many US
retailers operating both in Europe and Japan. The fact is that many firms operating in
multi-national locations are likely to have a presence in Germany and Japan. Competent
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retailers develop appropriate strategies for each market, as stated above, no matter which
type of retail format they undertake or goods they sell.

Similar trends in internationalisation of retailing in these countries are epitomised by
fashion and personal goods specialist retailers including those in the luxury goods trade.
Regarding those of the non-luxury types in multi-regional and national locations, they
appear to bear similar types of retail concepts in goods and distribution. Table 1-1-3 shows
some such major chain retailers. Their businesses are characterised by their own signifier
outside outlets and standardised products (e.g. clothing) and integrated production and
distribution channels.

In terms of specialist retailers in luxury goods, they tend to be foreign for Germany
and Japan, as many such retailers originate from other European countries and US. Moore,
et al. (2000) study more than one hundred international fashion design houses that have
direct involvement in foreign markets. They identify that most of them (over eighty per
cent) originate in Italy, France, the UK, and US. Some luxury fashion goods specialists
develop international groups, such as the French LVMH group, the Gucci group, and the

Prada group.

Table 1-1-3 Retail strategies of popular international multiple shop retailers

Firms

Relative price

Production and

(Country of origin) Brands Goods range distribution features
No specific ) . .

HMV (UK) brands CD, Video, DVD | Discount- oriented General products
Toys'r'us (US) N%?;r? dCSIfIC Toys Discount- oriented General products
Tie Rack (UK) Tie Rack Neckties, scarves Not partlcylarly .OW.n labelled and

expensive distributed products

The Body Shop Cosmetics, Not particularly Products available
(UK) The Body Shop Toiletries expensive only at their shops

Gap (US) Gap Clothing, fa_shlon Not partlc_ularly Products a_vallable
accessories expensive only at their shops

Benetton (taly) Benetton Clothing, fa;hlon Not partlcylarly Products qvallable
accessories expensive only at their shops

H&M (Sweden)

Several names

Clothing, fashion
accessories

Affordable prices

Products available
only at their shops

C&A
(Netherlands)

Several names

Clothing, fashion
accessories

Affordable prices

Own labelled and
distributed products

Source: the author, based on information provided by the firms in the electronic media sources, i.e. websites

The local retail conditions in Germany and Japan cause partly these kinds of similar
features of international retailing in these countries. Firstly the domestic retail concerns
and groups are traditionally dominant in their own markets. They seem to give outsiders
little opportunity to enter the market. Some successful cases of foreign retailers entering

these markets point to the possibility of the internationalisation of German and Japanese
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retailers after some time. The interests of foreign retailers may be taken over by domestic
firms.

Next, the operational difficulties in retailing are considerable. The regulations for
environmental issues and retail operations in Germany and the retail business culture in
Japan may deter foreign retailers from entering these markets. Retail policies on large-
scale retail developments are obstacles for prospective market development, particularly
concerning the grocery sector, such as supermarkets.

Nevertheless, many retailers have entered the German and Japanese markets, and
successfully established their businesses. One plus may be the affluence of the actual and

potential customers, as much of the business literature points out.
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1.2. The introduction of the study cities

1.2.1. Frankfurt am Main

The city of Frankfurt is the centre of the region and state Hessen. It has historically
and geographically developed as an important trading conjuncture on Main River, and is
called “Messe” (trade fair) city and financial centre. The recent city population accounts
for around 650,000, and that of the regional planning area is around two million (see Table
1-2-F-1). Although the geographical definition of the region is locally at issue, this current
planning area includes most of the areas, where are closely socially and economically
related as a conurbation. The region is demographically the centre of the state. The
population of this regional planning association accounts for almost forty percent of the

state population.

Table 1-2-F-1 The population of Frankfurt am Main and the conurbation

Area Area (sg. km) Population (person)
Year 1987 (25.5.1987) | 2002 (31.12.2002)
Frankfurt am Main 248.3 618,000 641,000
Frankfurt Region Rhein-Main Planning Association* 2,458.5 1,991,000 2,166,000
State Hessen 21,114.3 5,508,000 6,078,000

Source: Planungsverband Frankfurt Region Rhein-Main (2003), Stadt Frankfurt am Main (2002:156-8)

The major demographic features of the city are one-person households, foreigners, a
low-income population, and the unemployed (Planning Department, Stadt Frankfurt am
Main(ed), 1995:13), while the surrounding affluent suburban population in Hochtaunus-
County and Main-Taunus-County, has grown (Berge & Block, 1997:59; Planning
Department, Stadt Frankfurt am Main, 2004:36). The city has a relatively large foreign
population compared with other German metropolitan cities. The foreign population
includes much of the socially weak, such as the unemployed and the recipients of social
welfare. For instance, the rate of foreigners in need of social welfare (89 in 1000 persons)
is higher than those of German nationality (44 in 1000 persons). Such socially weak
groups tend to be concentrated geographically. Some quarters in the city centre have
foreign population as a majority (Stadt Frankfurt am Main, 2002).

Although the city may be demographically in decline, as often mentioned, the city is
still the regional economic centre. The city’s ‘Gross Value Added” in 2001 accounts for
almost a quarter of the state total (Stadt Frankfurt am Main, 2002). This area offers
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important employment opportunities particularly in the financial, commercial and service
sectors (Figure 1-2-F-1).

Figure 1-2-F-1 The structure of industry in Frankfurt am Main

No.of business
establishments

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

IO

W Manufacturing industries

O Construction

OCommerce

[ Hotel and restaurant

@ Transport and communication

O Financial and insurance service
El1Estate service and company service
Health and social welfare

Elother public and private services
[Jothers(agriculture and forestry)

Source: Stadt Frankfurt am Main (2002)
*according to the economic classification system of 1993
**the business establishment subject to tax, which amounts to more than € 16,617 of supply and activities.

The city centre is made up of the commercial centre of offices, the internationally
renowned trade fair centre, and the commercial centre of Zeil Street. Many building
developments are being undertaken there. The particular feature of the service industry is
the financial sector. The stock market, the German Central Bank, the European Central
Bank and many national and international banks form a landscape of financial business in
the city centre. There are more than three hundred banks with more than fifty thousand
employees (Planning Department, Stadt Frankfurt am Main(ed), 1999:52). The Frankfurt
international airport is Germany’s major airport, and it is another important source of
employment and leisure and business tourists for the region.

Cultural and entertainment facilities also characterise the city, particularly the city
centre. The city centre includes many museums, concert halls, public or private theatres
and cinemas. The old city centre comprises historical buildings including city hall, the
cathedral, churches, and buildings for local government agencies.

Regarding the general retail locations (Footnote, 1-2-1), the city centre is the most
important. The main shopping street is Zeil Street and it is here that some of the local
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department stores originally launched their businesses only to disappear later (e.g.
Kaufhaus Hansa founded in the first decade of 1900 as the Grand Bazar). Some of the
other shopping streets around Zeil Street specialise partly in particular types of goods, like
Goethe Street and the adjacent streets known for luxury brand-goods, or Kaiser Street
concentrated with outlets of wedding dresses, antiques and furniture. Fressgass offers
many traditional delicatessen shops (Hofrichter, 1990).

The retail built environment is constituted by properties on the ground floor of the
buildings. Some retail space in the city centre is a part of buildings, such as
‘Einkaufspassage’ and “Galerie’. The former is a passage in the lower floor of a building.
Although it may not necessarily meet the official technical definition of shopping centre,
the latter consists of many tenants of retail and entertainment facilities as well as eating
and drinking places.

Apart from the city centre, there are many district and town centres. The number of
such retail centres, which are considered in the retail development policy as “central
places”, is forty-two(not including the city centre, two shopping centres and five sites of
“not-central retail agglomerations”)(see Table 2-1-F-1, pp50). The developments of these
district centres (B and C Centres) are based on the commercial and public centres of the
former towns and villages. They usually stem from the interchange of people and
activities, such as market places with town hall and transportation nodes (Seipel (ed),
1993). They include a certain concentration of retail outlets around the market place.
Nowadays, however, most of them may be losing their former features as commercial and
cultural centres in the socio-economic change of the area. Nevertheless, according to a
recent study of retailing in Frankfurt, many of them are still popular shopping destinations
for the local residents (FR, 2002). In addition to these official centres, there are many sites
consisting of several shops and services in the residential and business areas.

The developed shopping centres are located within and outside the city. The
shopping centres as “central places” are Hessen-Center, Nordwestzentrum and the retail
space in the airport. In the adjacent cities, there are also several shopping centres. The
largest one is Main Taunus Zentrum with its multiplex cinema (73,000 sg.m. sales area,
developed in 1964). In German shopping centres, generally, the goods available are not
usually the exclusive types but mainly of general quality and price. The single-standing
large-scale retail outlets, such as ‘Fachmarkt’, as a complex on its own, are also developed.
Their locations are usually referred to as “not-integrated sites”, or “out-of-town” locations.
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1.2.2. Tokyo

Tokyo has been the capital of Japan since the early seventeenth century, and includes
many commercial and industrial centres. It is the most important location for the national
economy, politics and culture, and is the centre of its region, including other million-
people populated cities, such as Yokohama and Kawasaki. The conurbation lies on the
extensive flat land surrounded by Tokyo Bay and the mountains.

Tokyo referred to in this study means the Tokyo Metropolitan area (twenty-three
Tokyo Metropolitan boroughs), although its government includes not only metropolitan
boroughs but also the suburban cities and towns and even small islands.

The demographic feature of Tokyo is the concentration of population and its growing
conurbation population (see Table 1-2-T-1).

Table 1-2-T-1 The population of Tokyo and the conurbation

Area Area (sqg. km) Population (person)
Year 1970* 1995*
Tokyo 23 Metropolitan boroughs 620.84 8,841,000 7,968,000
Tokyo Metropolitan Government Area 1054.4 11,408,000 11,774,000
Tokyo Conurbation (Kanagayva, Chiba, Saitama 2184.7 12,705,000 20,803,000
Prefectures)(excluding Tokyo)

Source: Sohmucho Toukei-kyoku (1997), Sohmushou (2001), Sohmu-kyoku, Tokyo Metropolitan Government
(2001)
*As of October 1 of each year

The important economic and political locations are concentrated in a few
metropolitan boroughs in central Tokyo (within and along the Yamanote railway ring
line)(see Figure 2-1-T-1, pp160). These areas are the locations of many headquarters of
large firms in manufacturing, commerce and the finance sector, as well as the locations of
most of the central governmental agencies. Around half of the headquarters of the largest
Japanese firms (in terms of the scale of capital - more than five thousand million yen) are
located in the Tokyo Metropolitan boroughs, and most of them are in the Chiyoda, Chuo,
Minato, and Shinjyuku boroughs in central Tokyo (Sohmu-kyoku, Tokyo Metropolitan
Government, 2001). While national and international firms make up much of central
Tokyo, the economy in Tokyo also comprises a number of small individual business
establishments in manufacturing, service and commerce (see Figure 1-2-T-1).

The commercial centres in central Tokyo are where modern Japanese retailing began
to flourish. Many traditional types of department stores established their business here in
the modern era in Japan. Some centres are also closely related with the developments of

religious places, such as temples and shrines, and with those of wholesale businesses.
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Figure 1-2-T-1 The employment structure of Tokyo (Tokyo Metropolitan boroughs) by industry

No. of employees*

No. of business
establishments -

0% 20% 40% 60% 80% 100%
O Manufacturing industries (including Mining, Energy and Water supplies)
O Construction
O Wholesale
Retail**

[0 Eating and drinking places***

B Transport and Communication
O Financial and Insurance services
B Estate services

O Other services

Source: Sohmushou Toukei-kyoku (2000)

Excluding public sector

* Including full-time, part-time and temporary employees

** Including retailers of fuel and oil, and of car parts and tyres
*** @ g. restaurants, cafes and bars

Most of the retail locations belong to certain agglomeration of retailing (1-2-1). These
agglomerations are retail centres, called generally ‘hankagai’, ‘shotengai’, or shopping
centres largely planned and developed as such. ‘Hankagai’ is a general expression for a
commercial centre with many retail outlets and restaurants. ‘Shotengai’ is simply
‘shopping street’ in English. They are organisational units of retail centres, which are
based on an informal or formal association of retail and service business establishments in
an area especially for small and medium-size business establishments (1-2-2).

Regarding ‘shopping centres’ (planned and developed centres), independent out-of-
town locations in Tokyo are not necessarily implied by this terminology. The Association
of Japanese Shopping Centres (1998) defines a shopping centre as: a planned and
developed centre with more than one thousand five hundred sg.m. sales area; more than ten
retail outlets other than key-tenants: key-tenants not occupying most of sales area (around
not more than eighty percent); and having a co-operative organisation of the tenants. The
availability of parking space, which other international definitions include, is not taken up
in the Japanese one. Unlike the Western definition of shopping centres, Japanese shopping

centres include so-called ‘fashion buildings’ or leased retail space. These are developed
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often as a part of the properties of department stores and supermarkets, office buildings,
hotels, apartments and stations. ‘Fashion buildings’ are a major component of the retail
built environment in Tokyo and other metropolitan cities. They usually constitute a
vertically developed retail space.

In terms of the access to these centres, features can be distinguished as a “roadside”
location. This means usually a complex of larger-scale speciality shops, for example, car
dealers, multiple restaurants and fast foods outlets, with parking facilities (Kawano, 1999).
Car access implies larger trade areas, particularly when they include discount shops.
“Roadside” retail sites may have a connotation of ‘out-of-town’ in the suburban areas of
the Tokyo conurbation. However, usually in Tokyo or other metropolitan cities they are
not geographically independent but integrated into residential or industrial areas. They are
then accessible even to people without cars and therefore do not necessarily filter out

particular socio-economic groups of customers.

Footnote:

(1-2-1) Photographs of some retail locations are presented at the end of the thesis (see Reference:
Photographs...). They are not given in order to show any representative types of retail locations nor of those in
the typology later, but to provide general pictures of the retail environment of both cities.

(1-2-2) The formal ‘shotengai’ association has more than 30 establishments (or “kumiai” as a co-operative
association with more than four members). It is qualified to apply for state funds for investment in the built
environment (Sato, 1997:90; Tokyo-to Shoukoushidousyo, 1986:3-7). It is said that many multiple shops are
unwilling to join the association, while the memberships are confined to certain proportions in the organisation
due to the purpose of the Acts (Tokyo-to Shoukoushidousyo, 1986:3-7). In addition, it should be noted that
‘shotengai’ might include the other non-retail establishments as the majority of the overall business of the
street. Therefore, ‘shotengai’ may not be a ‘retail’ centre. Regarding the number of ‘shotengai’ in Tokyo, also
see Appendix 3, Table A-3-1
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1.3. The recent development of the internationalisation of retailing —

locations of international retail activity in Frankfurt am Main and Tokyo

This section presents the current micro-geographical state of the internationalisation
of retailing by examining the case of Frankfurt and that of Tokyo. For the survey of
locations of the internationalisation of retailing, this study focuses on ‘international retail
activity’, i.e. foreign retailers operating in these cities by direct investment (subsidiaries,
branches, joint ventures or acquisition of local retailers) and by franchising. As stated
above, the feature of recent trend of the internationalisation of retailing is related
particularly to these forms of international expansion of retail operation, e.g. that by chain
retailers. The locations of these forms could highlight particular locations of interest of
international retailing in these cities.

Information sources for these examinations include academic and business literature,
materials and references to firms provided by official commercial and industrial
organisations.  The details of survey, methodology, information sources and the
presentation of data are covered in Appendix 2 & 4. The data is current to the end of 2002.

Features of international retail activity

The foreign retailers in these study cities are categorised by market entry modes,
types of goods in basic terms, and retail formats. Furthermore, as per current trends in the
internationalisation of retailing, retail activities of the firms are classified into luxury goods

or non-luxury goods (Table 1-3-1 distinguishes these meanings).

Table 1-3-1 Definitions of luxury goods and non-luxury goods*

Main goods for sale Definition

Luxury types Goods of relatively expensive price compared with others of same
assortments, including those depending on one or several product names,
as the central retail concept.

Non-luxury / general types Goods relatively affordable in price, appealing to general, mass consumers

Source: the author
*see also Appendix 2

Lastly the major locations of outlets are presented by address. Location
classification by address in Tokyo is not, however, necessarily meaningful and does not
correspond to the particular retail centres’ location due to the Japanese address system.

Regarding Frankfurt am Main, “city centre’ locations can be adequately described for those
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relatively concentrated areas, by addresses in the city centre in general. The relationship of

these locations to the retail centres is explored in the next chapter.

Frankfurt am Main

Most foreign retailers are specialist retailers in fashion and personal goods, and they

invest directly in retail operations in Frankfurt (Figure 1-3-F-1). Foreign retailers of larger

scale formats in the grocery sector are seldom found. Regarding these specialist retailers

in the fashion and personal goods sector, Figure 1-3-F-2 shows that they include both

luxury goods and non-luxury goods.

Figure 1-3-F-1 Features of international retail activity in Frankfurt am Main
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Figure 1-3-F-2 International retail activity by luxury/non-luxury goods in Frankfurt am Main
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39



The majority of outlets, however, are comprised of those by retailers of non-luxury
goods, and these are developed in multiple locations. International retailing in this city is
concentrated in particular locations (Figure 1-3-F-3). The city centre is the location for
retailers of both types of goods. Other locations are largely the shopping centres
(Nordwestzentrum and Hessen-Center), including many non-luxury fashion and personal

goods retailers. Wal-Mart has developed retail outlets in this region but not in the city.

Figure 1-3-F-3 Addresses of major locations of international retail activity in Frankfurt am Main

60+
50
40+
30+
20
N ﬁ ——>
0 | | i | i e 2
City centre Airport Hessen- |Nordwestzen| Leipziger Schw eizer
area P Center trum Street Street
No. of outlets 51 8 4 5 1 1

Source: the author, as of Dec. 2002

Tokyo

Most foreign retailers in Tokyo invest directly through their subsidiaries or as joint
venture with Japanese partners (Figure 1-3-T-1). Franchising businesses from abroad are
seldom found. Foreign retailers are largely specialist retailers in the fashion and personal
goods sector. Those in supermarkets or the general grocery sector are not found in the
study city. Carrefour opened its outlet not in central Tokyo but in the Tokyo city area and
neighbouring Chiba and Saitama Prefectures. (The Wal-Mart case is not considered as an

international retail activity, as stated above.)
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Many of the foreign retailers are in the business of luxury fashion goods. They

account for a considerable part of the international retail activity in Tokyo by number of

firms and even by number of outlets (Figure 1-3-T-2). The retailers here include not only

those in fashion goods but also those in household goods, such as chinaware and

glassware. As far as was surveyed, many of these operate their own retail outlets as well

as wholesale their goods through ‘shop in shops’.

Figure 1-3-T-1 Features of international retail activity in Tokyo
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Figure 1-3-T-2 International retail activity by luxury/non-luxury goods in Tokyo
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Figure 1-3-T-3 Addresses of major locations of international retail activity in Tokyo

Uchisaiw ai Minami-
(Imperial Paza), Aoyama,
Chiyoda Minato

Jingumae,
Shibuya

Shinjyuku,

Ginza, Chuo Shinjyuku

No. of outlets 42 24 14 13 10

Source: the author, as of Dec. 2002

Foreign retailers, then, make up distinct areas of international retail activity (Figure
1-3-T-3). Almost twenty percent of all retail outlets invested by foreign retailers are
concentrated in the Ginza area in Chuo borough. The other locations not included in this
table are, for example, the Odaiba area in Minato borough and the Higashi-lkebukuro area
in Ikebukuro borough.

1.4. Conclusion

The macro-geographical development of the internationalisation of retailing has been
examined in terms of Germany and Japan. It is suggested that the outward and inward
flows of international retailing do not follow concrete regional patterns, such as would be
described as European or Asian. There are indeed many retailers successfully establishing
their business in both countries. The development of the internationalisation of retailers
cannot be generalised with a simple model of causal relationships between several factors.
The development significantly depends on the internal decision-making for retail

operations in targeted foreign markets.
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Despite the various internal and organisational issues and conditions for each retailer
entering to the German and Japanese markets, the development of international retailing in
these countries results in similar features in terms of the retail formats and goods to be
sold. These countries are surely important markets for foreign fashion and personal goods
specialist retailers.

These similar trends of development in these countries were further examined by
focusing on the cases of Frankfurt am Main and Tokyo in a micro-geographical context.
As a result, it was found that the micro-geographical development of international retail
activity is characterised by fashion and personal goods specialist retailers geographically
concentrated in particular locations. Particularly in Tokyo, foreign luxury brand goods
specialists epitomise international retailing. Foreign retailers in the supermarket sector are
not found in these areas.

From these results, a further question arises: to what extent do such developments of
internationalisation of retailing in particular sites influence the relationship between local
retail centres? In the next chapter, this will be explored in relation to the development of

retail centres initially in the economic system.
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2. The internationalisation of retailing and the development of retail centres
in Frankfurt am Main and Tokyo

The internationalisation of retailing emerges in space and place. As examined in the
last chapter, many firms are investing eagerly in German and Japanese locations through
diverse forms of international expansion of retail business. This chapter goes on to explore
the micro-geographical context of the phenomenon of the internationalisation of retailing
through the cases of Frankfurt am Main and Tokyo. Why are some retail centres selected
by international retailing from the many possible locations?

Numerous studies in the field of retail geography highlight three interrelating
dimensions of spatial organisation of retail centres, i.e. economic, political, and social
systems. By looking at these dimensions, the relationship between the development of the
internationalisation of retailing and that of retail centres will be explored.

Firstly, the economic dimension is considered. The locations of international
retailing are examined with economic relations of retail locations. It is also looked at that
the economic relations are closely related with the political framework of retailing and
retail development. As a result of these, however, the qualitative dimension is turned to in
the second section of this chapter. It is discussed in terms of the images of retail centres.
Accordingly this suggests the image system of retail centres for each study city. In this
image system its distinctive relationship to the locations of international retailing will be
demonstrated. The argument concerns that the images of retail centres are the powerful
commercial and political images in the contemporary world, which are intertwined with

the development of the internationalisation of retailing.
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2.1. Economic system of retail centres and international retail activity

The locations of international retail activity in the study cities are analysed with some
basic economic relations of retail locations. Although no theory could explain fully the
whole complex system of retail locations and spatial distribution of the agglomerations,
there seem to be common tendencies despite different conditions. The spatial distribution
of retail centres is featured by certain types and variety of goods and retail formats, the
scale of total sales and sales area, rent/land price, distances to travel, or with various
available activities, which cause the nature of trip, such as single-purpose (shopping) trip
or multi-purpose trip (2-1-1). According to these features, retail centres could be presented
in a hierarchical structure (2-1-2). Regarding the locations of international retail activity,
they could simply be related to the types of goods. The first chapter on the process of the
internationalisation of retailing in Germany and Japan and in Frankfurt am Main and
Tokyo shows the recent development of international retailing in the fashion and personal
goods sectors in these countries and its geographical agglomeration rather than a dispersed
distribution. According to the tendency of relative commercial significance of the higher
order retail centres featured by such goods in the hierarchical “central place” structure, the
locations of international retail activity then could be assumed to associate to those of
considerable commercial results. Moreover, the agglomerations may relate to the qualities
of “foreignness’ in retailing as well as the customers, such as leisure and business tourists
and foreign residents, as Hollander (1970) remarks. Such a clustering of international
retailing may result in commercial growth of the whole retail centre, for example, in terms
of turnover, sales area, range of assortments, visitors, or retail property market.

Apart from the possible agglomeration of international retailers in the central
locations, international retailers may develop new retail locations and change the economic
relationship between the existing retail centres. The general retail trend of the
development of larger scale retail formats, such as ‘Fachmarkt’ or DIY centres implies that
retail locations are increasingly sought in out-of-town in Frankfurt am Main and the region.
However, as reviewed in the last chapter, this trend seems particularly led by dominant
domestic supermarket retail concerns. Furthermore, a question arises whether it is possible
to mention and prove to what extent international retailing relates to such an economic

development of a retail centre and the economic relationship between retail centres.
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In summary, from economic perspectives, the assumption drawn so far is that retail
locations of international retail activity emerge in ‘central’ or commercially important
locations of “‘similar’ retail centres in terms of goods and retail formats, in agglomeration
of foreign retailers, and in relation to international customers. In order to explore this
assumption, however, a complete quantitative model of economic system of retail centres
will not be constructed. Instead, the author suggests the types of retail centres by
reviewing the available studies and taking into consideration the distinctive economic and
political features of retail locations in each study city (2-1-3). Then, based on the types of
retail centres suggested, the locations of international retail activity are analysed. The
related figures, specifically the maps and plans of the retail locations and centres are
presented at the end of this thesis as reference (Reference: Figures (maps and plans), pp
157 - 166).

2.1.1. Types of retail centres in economic system of retail centres

Frankfurt am Main

The economic types and spatial structure of the retail centres in Frankfurt are
understood first of all in the context of “central place” system, which is based on economic
perspectives (2-1-4). “Central place” system is the basis of retail developments (see
Blotevogel, 1996). “Central places” are hierarchically ordered according to the functions
of consumer goods as well as private services supply for the welfare of residents
(Vielberth, 1995:96; Bundesministerium fir Raumordnung, Bauwesen und Sté&dtebau,
1996:50-51).  Large-scale retail developments that could substantially change the
hierarchical order of “central places” are particularly subject to control by planning
permission according to land use plans and building plans of local authorities. Frankfurt
City is designated as the regional “central place” in the state level (Regierungsprasidium
Darmstadt, 2000), and the city centre of Frankfurt corresponds to it.

The latest study of retail centres in Frankfurt presents the “central place” structure (2-
1-5), as in Table 2-1-F-1 and Figure 2-1-F-1 (ppl57). This is the basis of retail
development policy. The types of goods are given as in Table 2-1-F-2. Goods in daily
needs refer to those in short-term needs. According to the “central place” concept, the

goods needed for the longer-term or for special occasions are supposed to be located in
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central business locations, i.e. in the city centre, while those for the shorter-term are in

smaller retail agglomerations in the residential areas.

Table 2-1-F-1 Central places of Frankfurt am Main

Type Location No Trade area Types of goods and services
) and range of assortments
A Centre City centre 1 Frankfurt and | Wide and deep range of goods
the region in middle- and long-term needs
Airport,
B Centre: Nordwestzentrum, Different rande of goods in
Upper- District centre | Hessen-Center, District and 9 9
. - . short and middle-term needs,
(at least 25 retailers | Berger Street, 7 neighbouring L -
- - -9 specialised offers in long-term
and 10,000 sq.m. | Hochst, Leipziger districts needs
sales area) Street, Schweizer
Street
(C::eﬁter} gt(rzt: IIZ:;??O Hauptbahnhof, District and Goods for daily (short-term)
retailers. and 2.000 Rodelheim, 19 | neighbouring needs and selected goods in
sq.m sa{les are’a) Fechenheim, etc. residential area | middle- and long-term needs
D Centre:
Neighbourhood centre | Hausen, Niederursel, . . . . .
(at least 5 retailers Ginnheim, Bonames, 29 Z?;'dem'al S;:(?SS and services in daily
and 700 sg.m. sales Sossenheim, Bergen
area)
Not-central retail
agglomerations (at | Hanauer Landstral3e, Various ranges  of 00ds
least 5 retailers and | Mainzer Landstralle, 5 Across districts - ges 9 ’
5000 sqm. sales | etc parking space available
area)

Source: Planning Department, Stadt Frankfurt am Main (2003:26), Block (1994), Berge & Block (1997)
*see Planning Department, Stadt Frankfurt am Main (2003:28-29) for the detail of each retail centre in terms of
no. of business establishments, sales area and turnover.

Table 2-1-F-2 Types of goods

Grade of needs
Goods in short-term needs
Goods in  middle-term
needs

Group of branches
Groceries; pharmaceutical goods and perfumery; flower and plants
Book, paper and stationery; toys; clothing; shoes and leather goods; sports
and leisure goods
Electronics, entertainment and household appliances; household goods and
glassware, porcelain and ceramics; furniture; textile; DIY and garden goods;
camera and glasses; watches and accessories;
Source: Planning Department, Stadt Frankfurt am Main (2003:36)

Goods in long-term needs

As Table 2-1-F-3 shows, there are fifty-six retail centres and five “not-central retail
agglomerations” (retail sites not-integrated to the “central places” of the city). Most of the
retail outlets in Frankfurt are located in A - D Centres (constituting ca. sixty percent of the
total retail outlets, ca. sixty percent of the total sales area, and ca. seventy percent of the
total turnover of the city retailing), and the decentralisation of retail locations is, therefore,
not considerable (Planning Department, Stadt Frankfurt am Main, 2003:26).

The commercial significance in terms of sales and sales area scale corresponds to the
hierarchical order from A to D types of “central places” in Table 2-1-F-1. Table 2-1-F-3

presents the economic data of major retail centres in the study of Planning Department,
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Stadt Frankfurt am Main (2003:28-29). The city centre produces the highest sales volume

with the largest sales area as A Centre in Frankfurt.

Table 2-1-F-3 Annual turnover and total sales area of major retail centres in Frankfurt am Main

Types of . Annual
. Types of retail centres No. of | Sales area
Retail centres (areas) central (Table 2-1-F-3) outlets (sq.m.) turnover
place o (Mill. £)*
il'%’ta dieé‘;rﬁnhé;gciir:fégdt' ACentre | City 1,114 281,000 1,436.3
Nordwestzentrum B Centre Developed district centre 89 49,410 228.8
Hessen-Center B Centre Developed district centre 97 40,500 165.5
Berger Street B Centre Non-developed district centre 254 29,020 142.7
Airport B Centre Developed district centre 101 10,080 85.6
Leipziger Street B Centre Non-developed district centre 157 17,840 76.7
Hochst B Centre Non-developed district centre 129 14,020 54.1
Schweizer Street B Centre Non-developed district centre 108 9,650 40.7
Not-central
5 sites retail Deve_loped Not-integrated 101 119,990 338.4
agglomerat | locations
ions
Total - - 4,988 934,800 4,083.2

Source: Planning Department, Stadt Frankfurt am Main (2003:28-29) as of Jan.2002

“Central place” system of Frankfurt am Main includes no differentiation of
developed and non-developed types. Between these types, however, there seems a
considerable difference in the scale of turnover. This implies the different types of major
goods (e.g. daily goods, such as groceries, or goods in middle to long term needs, such as
fashion and household goods) and the scale of outlets in retail centres. Within B Centres,
the total turnover differs largely between developed and non-developed types of retail
centres, although Berger Street, a non-developed centre, has the largest number of retail
outlets with relative large sales area and exceptionally shows so large turnover as the
developed type of Hessen-Center. Developed retail centres in the city are two independent
shopping centres and a shopping area in the airport, then additionally several sites of large-
scale speciality shops along major roads. They are Hessen-Center (around one hundred
outlets, and 40,000 sg.m. sales area) and Nordwestzentrum (around ninety outlets, and
49,000 sg.m. sales area). Another developed airport retail space has a considerable sales
area of 10,000 sg.m., although it does not necessarily serve the city but mainly the airport
users.

Apart from these, there are many retail centres and sites not integrated into
residential and business areas. Large-scale retail formats, such as ‘Fachmarkt’ or self-
service department stores and their complexes are developed along the major roads
increasingly since the 1970s within the city and in the adjacent cities (Berge & Block,

1997:56,58). In the latest “central place” structure of the city, these developed retail sites
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are included as “not-central retail agglomerations”, due to its considerable scale of retail

activities.

Accordingly, the types of retail centres are suggested as the analytical basis for the

next section, as Table 2-1-F-4 presents. Not to mention, “central places” are regarded as

‘retail centres’ in general.

Table 2-1-F-4 Types of retail centres in Frankfurt am Main

. Developm Major . Possible retall
Location : Major goods Examples
ent type function formats
Business Goods in middle
. Non- centre Department stores, .
City . . and long-term o City centre
developed | including Speciality shops
- needs
retailing
Not-integrated . Goods in middie Speciality  shops, Frankfgrt
. Developed | Airport and long-term International
locations supermarkets . w
needs Airport
Department stores,
supermarkets,
Retailing, Goods in short Speciality
- L . supermarket Hessen-Center,
District centres | Developed | Public/priv | and middle-term . ,
. (‘Fachmarkt’), Nordwestzentrum
ate service | needs o .
Speciality shops in
fashion and
personal goods
Department stores,
supermarkets,
Retailing, . Speciality Berger Street,
- Non- Public/ GOOdS. in short supermarket Hochst, Leipziger
District centres . and middle-term . , :
developed | private (‘Fachmarkt’), Street, Schweizer
. needs - .
service Speciality shops in | Street
fashion and
personal goods
Retailing, . - Rodelheim,
District centres Non- Private Goods in short- Speciality  shops, Fechenheim,
developed . term needs supermarkets
service Oberrad
. Bergen,
District centres Non- Retailing Goods only in Supermarket, Bonames,
developed short-term needs | Grocery shops .
Heddernheim
_Other |ocat|_ons Non- Supermarket,
integrated Into | 001006 ) Any types Speciality shops )
other land use P P y P
Not-integrated Hypermarket, Site on Hanauer
locations Developed j Any types ‘Fachmarkt’ Landstrasse
Source: the author, based on Planning Department, Stadt Frankfurt am Main (2003:26); Block (1994); Berge &
Block (1997)
Tokyo

There are a number of retail outlets in the Tokyo Metropolitan boroughs for the

conurbation of large populations that accounts for more than a quarter of the Japanese
population (126 Million in 1999, Sohmushou Toukei-kyoku, 2001)(see Table 2-1-T-1).
Most of the retail outlets are operated by small, individual business establishments

(Sohmu-kyoku, Tokyo Metropolitan Government, 2000). They tend to lie in proximity to
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each other and in agglomeration (Ikuta, 1990). Such clusters of retail outlets contribute to
a considerable part of turnover in the retail sector (Table 2-1-T-1)(regarding the number of

the sites of commercial concentration, see Appendix 3, Table A-3-1).

Table 2-1-T-1 Retailing** in Tokyo Metropolitan boroughs

Annual
Area '(I)'fogetjl t’i?sl % En’:lr())lb())/fee % turnover*** %
(Mill. €)
The sites of commercial concentration* 62,145 48.4 381,839 46.9 86,298 60.1
Metropolitan boroughs 98,230 76.4 590,935 72.6 110,454 77.0
Tokyo 128,510 100.0 813,885 100.0 143,520 100.0

Source: Sohmu-kyoku, Tokyo Metropolitan Government (2000); Tokyo Metropolitan Government (2000), as of
1999

*The definition of “the site of commercial concentration” (Tokyo Metropolitan Government, 2000) is the site of
more than 100 wholesale, retail and restaurant business establishments including more than 50 retail
establishments, or the sites with the total sales of more than one billion Yen. It is based on the site defined in
The Census of Commerce. The Census of Commerce defines the site as ‘shotengai’ of more than 30 of retail
outlets, as well as restaurants and services located near the areas designated to “near-commercial area” and
“commercial area" Land Uses by Town Planning Law.

** |Including retail establishments of fuel and oil, and car parts and tyres

**x1€ (ECU)= 121.31; the rate is the annual average of 1999. Source: European Central Bank (2003) Monthly
Bulletin, September 2003

also see Appendix 3, Table A-3-1

The spatial distribution of these retail agglomerations, i.e. retail centres, is closely
related to the structure of railway network of the conurbation (Ikuta, 1990:89-90; Tokyo-to
Shoukoushidousyo, 1993;2000a). The urbanisation and suburbanisation of the Tokyo
conurbation after the World Wars were accompanied with the development of the
centralised structure of the railway network. Particularly, private railway companies,
which also undertake retail business, have been of significance in the process, as they
supply housing for the growing conurbation population (Larke, 1994:174).

Figure 2-1-T-3 (pp163) shows that the general spatial distribution of retail centres in
Tokyo comprises many clusters of ‘shotengai’ units for regions or areas (serving larger
service areas than so-called neighbourhood centres) in relation to the nodes of railways and
to central Tokyo (2-1-6&7). The railway nodes in central Tokyo could be viewed as the
convergence points of hierarchically ordered retail centres from the suburban area (see
Figure 2-1-T-1, Figure 2-1-T-2, Figure 2-1-T-3 - pp160-163). Then, there are a number of
retail centres and sites comprising ‘shotengai’ units at a station even in central Tokyo
(Figure 2-1-T-3, pp163).

The centralised spatial structure of retail centres developed with the railway network
is supported by local policy. Tokyo development policy supports the poly-central structure
consisting of “Tokyo Centre” (Toshin) (2-1-8) and “Sub-Centres” (Huku-Toshin) in central
Tokyo (Tokyo-to Toshikeikaku-Kyoku, 1997; Tokyo-to Toshikeikaku-Kyoku, 2001a)(
Figure 2-1-T-1, pp160). At the same time, this structure is supported indirectly through
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Japanese commercial policy and town planning policy for the protection of small and
middle size business establishments, which constitute mainly ‘shotengais’.

This spatial structure can be understood with the typical convenience-comparison
goods relationship. The centres at the railway nodes and in central Tokyo are characterised
by comparison goods (2-1-9), as Kawaguchi (1985) and lkuta (1990:58-60) show, while
other retail centres in the residential area generally offer groceries (Tokyo Metropolitan
Government, 2000:73-74). Some may argue that the current tendency of central locations
of comparison goods changed according to the change in travel mode, i.e. the increase use
of private cars and the development of freeway network. However, it seems that the
railway network still influences the centralised structure in terms of the retail locations of
comparison goods, such as fashion goods, including highly specialised goods. Iwama
(2001) studies the types of goods offered in the branches of major department stores in the
Tokyo conurbation. He confirms the centralised comparison and decentralised
convenience goods locations. If only the department store retail format, which is usually
associated to ‘central’ locations, is considered, its decentralised locations increasing in the
conurbation may be regarded as a change in the retail spatial structure. However, as
Iwama (2001) shows, department stores flexibly develop their assortment strategy for the
demand of customers of each outlet.

Additionally, as stated in the last chapter, the development type of retail centres is
generally not associated with retail locations in Tokyo. Developed shopping centres could
be everywhere and integral to residential or commercial areas in the extensive developed
urban land use.

In summary, the retail centres in Tokyo and the spatial structure are characterised by
the conurbation railway network and its nodes in central Tokyo, and certain concentrations
of comparison goods. In order to suggest the types of retail centres according to these
features, this thesis takes up the study of Tokyo Metropolitan Government (2000), which
presents the economic relationships of most retail centres in Tokyo. Based on the data, the
types of retail centres are suggested as Table 2-1-T-2.

The detail of the method is presented in Appendix 3. In brief, the retail centres in the
study of Tokyo Metropolitan Government (2000)(i.e. the sites of commercial
concentration) are reorganised by ‘classification from above’, according to the major retail
format indicating the goods available as the first index, and the location in the railway
network as the second index. Additionally other significant businesses are given.
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Table 2-1-T-2 Types of retail centres in Tokyo

Goods by major

retail formats Location

Other business

Retail centres (by the name of station)*

At stations or a
station of many lines

Akabane, Asakusa, Ayase, Ogikubo,
Nishi-Ogikubo, Nerima, Hutako-
tamagawaen, Nishiaraitaishi, Shinagawa,

General (railway/underground t
Merchandise nodes) et
Wholesale Ueno/Okachimachi
. Koiwa, Hikarigaoka, Ohmori, Kinshicho,
At a station - S .
Kameari, Nishikasai, etc
Wholesale

At stations or a
station of many lines
(railway/underground

Including a
considerable
concentration of

/Eating & drinking places

Ginza/Tokyo/Shinbashi

Eating & drinking places

Shibuya/Omotesando/Aoyama,
Shinjyuku, Ikebukuro

Shimokitazawa, Kitasenjyu,

textile retailing nodes) - Daikanyama/Ebisu, Nakano, Ohimachi,
Ichigaya, Jiyugaoka
At a station - Musashikoyama

At stations or a
station of many lines
(railway/underground

Wholesale Kanda
Eating & drinking places |Akasaka
Akihabara,

) nodes) - Suidoubashi/Kanda/Ochanomizu,
Mlscelle}r]eous Meguro, Kamata, etc
(no SfDECIf:;: type Wholesale Kappabashi/Tawaramachi
of goods) At a station Eating & drinking places |Roppongi
- Hiroo, Nakanosakaue, etc
. Wholesale Shinkawa
Not at stations - "
- Shirogane, Mukoujima, etc
Groceries Any locations - Takadanobaba/Waseda, etc.

Source: the author, *based on Tokyo Metropolitan Government (2000)

Consequently it is shown that there are also many retail centres with no particular

features in the types of goods. Table 2-1-T-2 does not present a single-structured
hierarchical order of the retail centres, unlike in Frankfurt am Main, but roughly two
groups of the higher and lower centres (those of comparison goods and those of
convenience goods as major goods). Within the higher retail centres the locations in
railway network indicate further the relation of higher and lower order.

The commercial significance of retail centres in Tokyo is presented below in Table
2-1-T-3. The largest twenty retail centres are shown from top to bottom in terms of
number of retail outlets, annual turnover, and scale of sales area. In relation to the types in
Table 2-1-T-2, some retail centres, which include a considerable concentration of textile
retailing and/or at the nodes of many train lines and are featured by other businesses than

retailing, tend to have the higher economic indicators of these.
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Table 2-1-T-3 Major retail centres in Tokyo (Metropolitan boroughs)

Major retail centres (the largest 20 centres) in terms of
Number of retail outlets Annual turnover Sales area

Ginza/Tokyo/Shinbashi Ginza/Tokyo/Shinbashi Ginza/Tokyo/Shinbashi
Shibuya/Omotesando/Aoyama |Shinjyuku Shinjyuku
Shinjyuku Ikebukuro Ikebukuro
Ikebukuro Shibuya/Omotesando/Aoyama Shibuya/Omotesando/Aoyama
Kamata Okachimachi/Ueno Okachimachi/Ueno
Koiwa* Akihabara Ohimachi
Okachimachi/Ueno Suidoubashi/Kanda/Ochanomizu Suidoubashi/Kanda/Ochanomizu
Jiyugaoka Hutako-tamagawaen Kamata
gﬁ'ﬁ;ﬁgﬁ?ﬂmaﬂdw Kamata Akabane
Kitasenjyu Ohmori* Kinshicho
Shimokitazawa Kinshicho Akihabara
Takadanobaba/Waseda Nakanosakaue* Hutako-tamagawaen
Daikanyama/Ebisu Kitasenjyu Jiyugaoka
Ogikubo Koiwa* Koiwa*
Nishi-Ogikubo Akabane Ohmori*
Hutako-tamagawaen Takadanobaba/Waseda Nishikasai*
Asagaya Jiyugaoka Kameari*
Akabane Ogikubo Ogikubo
Nishiaraitaishi Asakusa Hikarigaoka*
Koueniji Nakano Asakusa

Source: the author, based on Tokyo Metropolitan Government (2000)
* centres at a station, otherwise centres at railway nodes

2.1.2. Analysis of the locations of international retail activity in economic

system of retail centres

The locations of international retail activity in the study cities are analysed with the
economic types of retail centres suggested above in the perspectives of macro-location (the
locations within the city) and micro-location (the locations within a retail centre). The
survey method is presented in Appendix 4. The factor of locations of foreign retailers in

terms of international tourists is also considered.

Frankfurt am Main

The locations of international retail activity are all in the “central places” of the city,
as Table 2-1-F-5 shows. They are A and B Centres including both developed and non-
developed types of retail centres (Figure 2-1-F-2, pp158). The city centre and developed
types of district centres, i.e. shopping centres include most of the locations. From a macro
perspective, obviously it is confirmed that foreign retailers tend to choose the

commercially and politically important retail centres. Nevertheless, within non-developed
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types of B Centres, the most commercially attractive centre, Berger Street, is not a location

of international retail activity (see Table 2-1-F-3).

Table 2-1-F-5 Features of the locations of international retail activity in Frankfurt am Main and the types of

retail centres

Develoom Maior No. of outlets
Location P I Major goods Possible retail formats of international
ent type function ; L
retail activity
Business Goods in
Cit Non- centre middle and | Department stores, 51
y developed | including long-term Speciality shops
retailing needs
Goods in
Not-l_ntegrated Developed | Airport middle and | Speciality shops and 8
locations long-term supermarkets
needs
Department stores,
Retailing, Goods in | supermarkets, Speciality
_ Lo short and | supermarket
District centres | Developed | Public/priv . . h o 9
. middle-term | (‘Fachmarkt’),  Speciality
ate service . )
needs shops in fashion and
personal goods
Department stores,
Retailin Goods in | supermarkets, Speciality
L Non- 1ing, short and | supermarket
District centres Public/priv . . , o 2
developed . middle-term | (‘Fachmarkt’),  Speciality
ate service . )
needs shops in fashion and
personal goods
Retailing, Goods in -
District centres Non- Private short-term Speciality  shops  and 0
developed . supermarkets
service needs
Goods only L
District centres Non- Retailing short-term Supermarket,  Speciality 0
developed shops
needs
Other locations o
. Non- Any types of | Supermarket,  Speciality
Integrated with - 0
developed goods shops
other land use
Not-mtegrated Developed | - Any types of Hypermarket, ‘Fachmarkt’ 0
locations goods
Total - - - - 70
Source: the author, the data as of Dec. 2002

These macro-locations are possibly related to foreign tourists and residents. Tourists
to Frankfurt do constitute the largest volume of visitors to German cities, and usually their
stay is short; however, they do comprise the highest proportion of foreign tourists (Stadt
Frankfurt am Main, 2002). More than two million tourists (including the half from abroad)
for over-night stays nearly equal the total population of the Rhein-Main region. Most of
them obviously stay in the city, the business and cultural centre. Many customers on the
luxury-fashion Goethe Street in the city centre are tourists: French, Italian, Japanese, new
rich Russian or Sheikhs (FAZ, 1999). A luxury designer brand shop has a few Japanese
shop staff to serve exclusively Japanese tourists. According to one of the shop staff,

“many tourists travelling and transferring in Frankfurt are many of our customers, and at
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the time of a trade fair we have particularly many foreign customers.” A Japanese
department store branch, Mitsukoshi is a small souvenir shop in the city centre (around 600
sg.m. sales area) full of German and European designer fashion goods. Another major
location of foreign retailers is the international airport as the conjunction of business and
leisure tourist traffic. On the other hand, foreign customers for international retailers in the
city do not necessarily include the foreign residents. This foreign residential population
consisting of a considerable part of socially weak groups, as stated above, does not likely
correspond to the group of luxury fashion retailers’ customers.

The development of the internationalisation of retailing in the city may imply the
pressure on local retailing. In the city centre, “few local retailers are doing their business
in their original locations in Zeil Street for a long time” (Interview with Industrie- und
Handelskammer Frankfurt am Main). Retail property in the city centre is highly valued.
The pedestrian zone including Zeil and Goethe Streets is the highest rent and property
value in the city, as “la-Lage”(assessed with pedestrian volume by a German property
firm) (Kemper’s, 1997). This causes the difficulties for local independent retailers to
maintain their retail business.

Such a circumstance is, however, not necessarily related to the development of
internationalisation of retailing. Generally speaking, such city-centre locations in German
metropolitan cities are dependent on international as well as domestic multiple shop
retailers (Albert Speer & Partner GmbH, 1997). Although direct property investment by
domestic as well as international retailers is seldom made in the city (e.g. FAZ, 1999;
Hofrichter, 1990), many foreign and domestic fashion specialist chain retailers comprise
the common names between Zeil Street in the city centre and both shopping centres. It
could be said from this condition that local individual retailers have to accept that the
dominant development of foreign multiple shops in their retail centres, so that the
properties are occupied and not in decline as retail centres. The retail property in city
centre is also under the pressure from non-retail sectors, such as financial institutes (Berge
& Block, 1995).

Regarding the micro-locations, Figure 2-1-F-3 shows that foreign luxury goods
retailers are distinctively agglomerated in the city centre. Within the city centre, Figure 2-
1-F-4 (pp159) clearly shows that the ‘foreignness’ agglomeration is formed in particular
addresses in and around Goethe Street. These locations belong to the most expensive level
of the rent of commercial properties in Germany, like Munich, Berlin, and Hamburg (FAZ,

1999). Due to the efforts of a property agent in the 1990s, Goethe Street became such a
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luxury designer-fashion shopping street, and the demand for its retail property is not likely
to decrease (FAZ, 1998b; 1999).

Figure 2-1-F-3 Retail centres of international retail activity and the types of goods in Frankfurt am Main
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O Luxury goods ONon-luxury goods Others

Source: the author, as of Dec. 2002

In contrast, other retail centres are seldom chosen not only by such luxury fashion
retailers but also by international fashion multiple shop retailers. The decline of non-
developed district centres is a political and commercial concern locally. It cannot be,
however, associated merely with the absence of foreign retailers. It possibly results from
the overall change of retail structure, as reviewed above (see Chapter 1-1). As a result of
the survey, the locations of international retail activity highlight the commercially

prosperous retail centres within the official “central places”.

Tokyo

Many locations of international retail activity are related to particular types of retail
centres (see Table 2-1-T-4), i.e. those with considerable concentration of fashion retailers.
Some of them are located in the other types featured by general merchandise stores,
located at railway nodes not only in central Tokyo but also in other more residential part of
Tokyo.
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The other than retailing business concentration is the additional feature of the
locations of international retail activity in central Tokyo (Table 2-1-T-4). Additionally,

wholesale business concentration characterises the Ueno/Okachimachi centre, and the

Nihonbashi area and Tokyo Fish Market in the Ginza-Tokyo-Nihonbashi centre.

Table 2-1-T-4 Features of the locations of international retail activity in Tokyo and the types of retail centres

Possible feature

No. of outlets

Retail centres of international

At stations or a
station of many lines

drinking places

in goods Location Other business | of international retail activity* (No. of outlets)
retail activity
At stations or a Asakusa (1), Ayase (1), Hutako-
station of many lines - 8|Tamagawaen**(5), Shinagawa
General (railway/underground (1)
Merchandise nodes) Wholesale 4|Ueno/Okachimachi (4)
At a station ) 2 g;shlcho (1), Ohizumigakuen
Wholesale
/Eating & 80|Ginza/Tokyo/Shinbashi (80)

Eating & drinking

83

Shibuya/Omotesando/Aoyama
(53), Shinjyuku (17), Ikebukuro

Textile (clothing) | (railway/underground places
nodes) (13)
Shimokitazawa (2),
- 13|Daikanyama/Ebisu (2), Nakano
(1), Ichigaya (1), Jiyugaoka (7)
At a station - 9|0daiba (9)
At stations or a Wholesale 0 -
station of many lines Eating and
(railway/underé;/round drinkinggplaces S|Akasaka (3)
nodes) - 1|Kamata (1)
Miscellaneous Wholesale 1{Gotanda TOC (1)
no specific type Eating & drinkin :
( ofpgoods )yp At a station ?)Iaces ’ 3|Roppongi (3)
) Hiroo (1), Haneda Airport (1),
Hatsudai (1), Ariake (1)
. Wholesale 0 -
Not at stations - 11[Kioicho (8), etc.
Groceries Any locations - Takada_nobaba/Waseda @
Asabu-jyuban (1) etc.
Total 227 -

Source: the author, the data as of Dec. 2002

*named by the station or/and area, **Retail centres in bold letter mean those including the locations of foreign
retailers of the luxury types of goods
Also see Appendix 4

These macro-locations of foreign retailers clearly correspond to the regional types of
retail centres shown by Tokyo Metropolitan Government (2000)(Figure 2-1-T-4, ppl163).
This means that other retail centres ‘not’ directly at the railway network (not at a station)
generally offering groceries are the minor locations for international retail activity. The
survey shows, nevertheless, that not all the retail centres including those of the regional
type are locations of international retail activity.

In these locations, some major retail centres of international retailing are

characterised by either the agglomeration of foreign luxury fashion and personal goods
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retailers or that of foreign non-luxury fashion chain retailers, as Figure 2-1-T-5 indicates.
Not only more than half of the outlets of foreign retailers belong to the
Ginza/Tokyo/Nihonbashi and Shibuya/Omotesando/Aoyama centres, but also they include
most of foreign luxury designer fashion retailers in Tokyo.

Figure 2-1-T-5 Retail centres of international retail activity and the types of goods in Tokyo

No. of
outlets

90

80 | 1

70 + 20

60

50

40 |+ 25
30 | 59

20

28
10 14 13
3

0
Ginza* Shibuya** Shinjyuku Ikebukuro

O Luxury goods O Non-luxury goods m Others

Source: the author, as of Dec. 2002
* the Ginza/Tokyo/Nihonbashi centre, ** the Shibuya/Omotesando/Aoyama centre

Furthermore, within these retail centres, specialised retail centres in such goods are
formed. Figure 2-1-T-6 A)&B) (ppl65-166) show particular micro locations in these
centres. In the Ginza/Tokyo/Shinbashi centre, the Yurakucho, Hibiya and Ginza areas are
the distinct locations of luxury fashion retailers including those of foreign (Figure 2-1-T-6,
A), pp165). Imperial Hotel is one of the major addresses in them. It has more than sixty
units of retail space, twelve of which are operated by the subsidiaries of foreign luxury
fashion retailers. A few projects but in considerable scale of direct property investment
indicate other important addresses for international retailing, such as Namiki-Dori and
Chuo-Dori in these areas. The recent largest retail property investment is made by French
Hermes. In 2001, Hermes invested around one hundred sixty million Euro in six hundred
sg.m. land in the Ginza for an eleven-storey building designed by a prominent architect,

and facilitated with its museum and repairing service centre (FAZ, 2001a). There are
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many retailers following this investment, for example, an American leather goods retailer,
Coach. Its renovated outlet of five hundred sg.m sales area, which was once used by a
British drugstore, Boots, stands next to Hermes.

The recent increasing interests in the Ginza property by foreign investors are said to
be due to the land price decrease. The Ginza area usually records the highest commercial
land price not only in Tokyo but also in Japan. However, in the early 1990s the dramatic
decrease took place actually not only in this area but also generally in any land use of all
metropolitan boroughs. Between 1991 and 2001 the commercial land price of the Tokyo
Metropolitan borough standard areas fell more than eighty percent (Tokyo-to
Toshikeikaku-kyoku, 2001b). It is, nevertheless, obvious that for retail locations the Ginza
area is the most demanded. The latest developments of luxury designer fashion retailers,
e.g. Prada, Cartier, Ferragamo, Bally and Gucci, show further agglomeration of such a
type of retailing there. Their outlets are in the large scale of multi-floors and include the
second locations, although they are not included in the data of this thesis.

The Shibuya/Omotesando/Aoyama centre is another distinctive centre of
international retailing in the fashion sector. It comprises the different types of international
retail activity in terms of the types of goods (Figure 2-1-T-6, B), pp166). Most foreign
non-luxury fashion and personal goods retailers are located around the Shibuya station,
while those of the luxury types in the Harajyuku, Omotesando, Aoyama. In the latter
areas, much larger scale foreign investment is found, like in the Ginza. Luis Vuitton, for
example, opened “flagship store’ of its world largest outlet in this area with more than three
thousand sqg.m. sales area in 2002, while it has developed already forty-five shops in Japan
(including thirty-five ‘shop in shops’). A fashion building (hamed Esquisse) in the
Omotesando is occupied largely by many designer fashion retailers belonging to the Gucci
Group.

These retail centres featured by foreign luxury fashion retailers are not surprisingly
the commercially prosperous ones, as Table 2-1-T-5 shows. However, they are not the
best retail centres in economic terms. The Shinjyuku and Ikebukuro centres are the
commercially similar types of retail centres as analysed above, and should be generally
attractive locations for retailing. They are, nevertheless, not particularly invested by
foreign retailers in the luxury fashion sector in Tokyo. The Shibuya/Omotesando/Aoyama
centre does not indicate the best sales potential from the economic types of retail centres;
however, the survey results imply that it is surely an important location for such a type of

retailing.
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Table 2-1-T-5 Major retail centres and international retail activity in Tokyo

Major retail centres (the largest 20 centres) in terms of
Number of retail outlets Annual turnover Sales area

Ginza/Tokyo/Shinbashi Ginza/Tokyo/Shinbashi Ginza/Tokyo/Shinbashi
Shibuya/Omotesando/Aoyama |Shinjyuku Shinjyuku
Shinjyuku Ikebukuro Ikebukuro
Ikebukuro Shibuya/Omotesando/Aoyama |Shibuya/Omotesando/Aoyama
Kamata Ueno/Okachimachi Ueno/Okachimachi
Koiwa Akihabara Ohimachi
Ueno/Okachimachi Suidoubashi/Kanda/Ochanomizu  |Suidoubashi/Kanda/Ochanomizu
Jiyugaoka Hutako-Tamagawaen Kamata
Suidoubashi/Kanda/Ochanomizu |Kamata Akabane
Kitasenjyu Ohmori Kinshicho
Shimokitazawa Kinshicho Akihabara
Takadanobaba/Waseda Nakanosakaue Hutako-Tamagawaen
Daikanyama/Ebisu Kitasenjyu Jiyugaoka
Ogikubo Koiwa Koiwa
Nishi-Ogikubo Akabane Ohmori
Hutako-Tamagawaen Takadanobaba/Waseda Nishikasai
Asagaya Jiyugaoka Kameari
Akabane Ogikubo Ogikubo
Nishiaraitaishi Asakusa Hikarigaoka
Kouenji Nakano Asakusa

Source: the author, based on Tokyo Metropolitan Government (2000)
* The retail centres, which include the locations of international retail activity, are presented in bold letters.

On the other hand, many foreign retailers in the non-luxury fashion and personal
goods sector are located in the most commercially significant centres. The common names
include Gap, Eddie Bauer, HMV and The Body Shop. These retailers are usually located in
the type of retail centres featured by the concentration of textile retailing at the railway
nodes (see Table 2-1-T-4). Many are in the Shinjyuku and Ikebukuro centres. This does
not mean, however, that these retail centres are not for luxury retailing. It is implied by the
locations of international retail activity. Some of foreign luxury fashion retailers often
operate the ‘shop in shops’ in these centres, while fashion multiple shop retailers operate
‘shop in shops’ in the centres characterised by considerable agglomeration of luxury
fashion retailers, such as the Ginza (Figure 2-1-T-6 A), pp165). These contrasted types of
foreign retailers and their investment in retail operation imply the different quality of retail
locations within the same economic type of retail centre.

These results clearly indicate that the economic system of retail centres does not fully
explain the distinct locations of luxury goods retailing by foreign retailers. Many foreign
luxury fashion retailers are found in the Kioicho centre. This location is an international
hotel of Hotel New Ohtani and the adjacent addresses near central government quarters. It

is not directly connected to the underground network; however, it cannot be regarded as an
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‘out-of-town’ luxury shopping centre in very centre of Tokyo. Some may relate this
location to foreign tourists possibly there. A question, however, arises: do European and
American tourists in Tokyo demand so much of such goods, since they know them from
home or other international locations?

Other locations of foreign retailers are also generally difficult to associate clearly
with tourist places, as well, unlike in Frankfurt, due to the dispersed tourist places and a
number of retail centres existing in Tokyo. The typical tourist places, such as on shrines
and temples, e.g. Asakusa, or the airport (2-1-10) and leisure places like the Odaiba area are
indeed the locations of international retail activity; however, these are rather minor
locations in comparison to the major locations presented above. At the same time, the
locations of international retailing are not associated specifically with foreign residents in
Tokyo either, although Tokyo population includes more of them than other regions’.
Around ten percent of foreign residents in Japan live in Tokyo. Then, each nationality
tends to dowel geographically together, as Machimura (1994:268-274) shows. The Minato
and Shinjyuku boroughs have the highest proportion of foreign residents within Tokyo
(around ten percent respectively) (Sohmu-kyoku, Tokyo Metropolitan Government, 2001).
However, these foreign residents do not account for a considerable proportion of the whole
population of Tokyo (around three percent), and these boroughs do not include the retail

centres of the major locations of international retail activity.

2.1.3. Conclusion

The comparison of findings on the locations of international retail activity in
Frankfurt am Main and Tokyo confirms that international retailing in these cities, which
are particularly characterised by the fashion and personal goods sector, tends to find its
locations in the central types of retail centres. It shows that within some of these types of
retail centres the distinctive retail concentrations of ‘foreignness’ are formed. Particularly
in terms of the luxury goods retailing in Frankfurt, the existence of international tourists as
its customers is an important factor for the macro-locations of such retailers. However, the
considerable agglomeration of foreign luxury fashion retailers in Tokyo is not specifically
linked to tourists but generally Japanese. Customers of such shops may become tourist
customers elsewhere in the world. It may seem even that the internationalisation of
retailing in Frankfurt am Main relates to the internationalisation of tourists including

Japanese tourists.
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The most important result of this section is that it is shown that the
internationalisation of retailing does not necessarily influence the process of spatial
development of retail centres in these study cities. The macro-locations of international
retail activity largely correspond to the existing retail locations, like “central places” in
Frankfurt am Main, rather than change the spatial structure of retail centres through
generating new retail locations and centres in the study cities. The locations of
international retail activity highlight rather other retail centres of the similar economic
types in decline in Frankfurt. The centres neither commercially attractive nor invested are
contrasted to other centres including the considerable agglomerations of international
retailing. In Tokyo, the agglomerations of international retailing imply the different
qualities of retail centres within the similar economic type of centres according to the
different features of retailing (luxury and non-luxury fashion and personal goods retailing).

It is, therefore, not fully explained, although the economic factors of retail location
(e.g. accessibility, pedestrian flow implied by the economic types of retail centres) are of
significance, why some locations are focused by foreign retailers in macro- and micro-
location perspectives. In Tokyo there are several distinctive retail centres of international
retailing; however, it is not clear, why the considerable direct retail and property
investment by foreign fashion retailers are made in particular locations. In Frankfurt, why
are luxury fashion retailers including many foreign retailers merely in Goethe Street?
These questions are explored further in the following section by turning to qualitative

dimensions of the system of retail centres.

Footnote:

(2-1-1) There are various economic factors of retail locations and their spatial relationship, as Table below
shows.

Factors Dimensions and possible indexes

Functions Business/commerce/service/culture/transportation
Accessibility/Travel mode  Public transportation/private car use
Goods available / trip Variety of groups of goods, assortments/fashion and personal

purpose goods/convenience goods (in short/middle/long term needs, basic/special
needs)
Types of retail outlets Department stores/fashion and personal goods speciality shops/luxury

goods shops/household goods/grocery shops, supermarkets
Service/trade/catchment Neighbourhood/district/regional centre
area (distance to travel)
Rent/Land value High/low, Integrated/not integrated into urban land use (isolated/out of town)

Source: Guy, C.M. (1998:263), and the author

These tendencies result in spatial distribution of agglomerations of particular types of goods or retailers, such
as those in similar or complementing business, or “generative business”(Nelson, 1958), forming a hierarchical
structure of retail centres.
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(2-1-2) According to the scales of the variables in the Table above, retail centres can be classified into the
hierarchical order of “central places”. The quantitative classification methods are either “logical division or
‘classification from above’ or Grouping or ’classification from below’ (Harvey, 1969:332-338). According to
Potter (1982:94-96) and exemplified with German and Japanese retail centre studies, the classification
methods from above include the subjective method which does not establish any clear criteria to examine and
classify (e.g. Stewig, 1974), and quantitative methods by one or several variables, e.g. the univariate method
(e.g. Takasaka, 1976), the bivariate method (e.g. Higuchi, 1963:37-39; Koch, 1982), the functional index
method (e.g. Borcherdt & Schneider, 1976;Dietsche, 1984), the functional trait complex method (e.g. Carol,
1956; Tomioka, 1973). A method of classification from above is the multivariate statistical method (e.g. Neda,
1999; Potter, 1981; Thiel, 1994). Then, some of these methods can be combined (e.g. National Economic
Development Office, 1988; Neda, 1999; Potter, 1982:59-85).

These attempts tend to be merely applications of classification methods or some variables, which have been
suggested elsewhere. In research practices some types of retail centres appear, as if they were universe due
to their academic prominence or popularity. For example, a hierarchical structure of retail centres that
Christaller (1933) showed in southern Germany almost seventy years ago, represents a useful device for
studies and practices dealing with retailing and the locations. Berry’s model is familiar for retail geographers
as well as planners. Planners seek devices to justify “proper” location of facilities, while classifying of retail
centres may help to identify the important elements in social and economic life of an area (Berry, 1967:131).
In Japanese retail-geography studies it is not difficult to identify the influences of Christaller's Central Place
Theory and Berry’'s model of retail centres. According to these, Japanese studies usually either describe built
and socio-economic environments of a certain retail site or retail centre, or operate quantitative techniques
without critically reviewing them.

The point is that it is often disregarded that classification is relevant merely for a particular purpose (Harvey,
1969:326-332). Therefore, it is not very meaningful to argue subjectivity and intuitiveness included in the
process and results of a classification, as purposes of classifying retail centres are often political, no matter
how much sophisticated the method is. At the same time, perfect data for operations of economic model is
usually difficult to establish due to lack of statistics, availability of relevant data, and temporal fluctuations in
the data.

(2-1-3) This thesis looks at German and Japanese features of retail centres respectively by setting up the
economic types of retail centres. Schrdder (1999) argues in his critical review of Stewig's international
comparative study of retail centres (1974), a very general common classification can distort any possible
distinct features of the concerned retail centres in comparison. It is not necessary here to undertake a survey
of all retail sites, for example, by one of various classification methods stated above. There are some retalil
centre studies in both cities, and based on them the economic features are presented. Based on these
studies, the economic system of retail centres in each study city is suggested by the author.

The different institutional frameworks between the systems of retail centres of different countries need also to
look at. Simmons, et al (1998) attempt to indicate similar retail markets in the world through an international
comparative study of many cities. Guy & Lord (1991) compare the systems of American and English retail
centres, seeking for the underlying system of urban retailing. However, their international comparison studies
result in no clear indication of distinctive similarities between them, but in highlighting diverse and interrelating
factors in the economic systems and the political frameworks, which considerably influence retail
developments and the spatial organisation of retail locations and centres.

Some may still argue that suggesting the types of retail centres is merely a reduction of diversity and there is
always a danger that a classification insists itself, as if it were only one reality. Nevertheless, for this study it is
still useful to consider German and Japanese features of the economic system of retail centres for the analysis
of the locations of international retail activity. German and Japanese studies fail to show clearly the national
or regional features usually, as they focus on any common ‘economic models’ of system of retail centres. This
may well tend to be so within local discussions, where the concerned parties share to a certain degree intuitive
and prevalent knowledge on the retail centres and sites at issue. In Japanese “central place” studies, it is
often that they fail to clarify the point, to what extent such models and typologies suggested in American and
European studies are relevant in the Japanese system, while the need for attention to “Japanese” factors in
the system of retail centres is pointed out (Morikawa, 1977:224).

(2-1-4) A concept of “central places” has been a tradition not only in retail geography but also retail and town
planning policy after Christaller’'s study (1933) (Blotevogel, 1996). Christaller (1933) showed the different size
and functions, such as particular goods and services, of “central places” hierarchically ordered and spatially
organised with hexagonal service areas as the centre of residential population in Southern Bavaria in
Germany. By the early 1960s this “central place” structure became a goal of German town planning policy,
and the terminology on hierarchical types of retail centres has been officially formulated, such as Upper,
Middle, Under, and Small Centre (Blotevogel, 1996:15). “The development of retailing... is left entirely to
marketing bodies”, while the laws and regulations control the issues with regard to the management, hygiene,
safety, and individual rights” (Vielberth, 1995:78). However, retail developments have to meet the principle of
“central places” since Federal Town and Country Planning Acts 1968 (Raumordnungsgesetz: ROG) (Vielberth,
1995:96). One of the planning principles in the latest Act 1997 is that “the activities in a settlement should be
physically concentrated and adjusted to a system of efficient “central places”(ROG, Abs.1, 2(2) 2).
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“Central places” are to designate at least in the state or regional level. “Central place” system is first an issue
of state level. Town planning is legitimated and organised differently by each state (Bundesministerium fiir
Raumordnung, Bauwesen und Stadtebau, 1996:8; David, 1996:77-78). Therefore, the contents of Central-
Place system vary considerably among the states according to their definitions of “central places” (Blotevogel,

1996).

For example, State Bavaria explicitly indicates seven levels of retail centres for each city and town,

according to total retail sales, non-agricultural employment and central functions (Bayerische Staatsregierung,

1994).

“Central places” are set usually according to minimum functions, scale of service areas, population to serve for
planning practices etc (Ruppel, 1982). Many German studies (e.g. Borscherdt & Schneider, 1976; Dietsche,
1984; Wolf, 1969) based on extensive field works show the types of public and private services in different
centres in different regions, providing a list of them. Services in “central places”, for example, include medical
and financial service, such as bank and insurance agency, consumer or private service, such as barber and
travel agency, restaurants and entertainment facilities, and public service, such as lawyers, city library and

educational facilities.

Retailing is a function supposed to be located in “central places”.

Despite the recent changes in retail

structure and spatial organisation of retail locations in Germany, the role of “central places” has been
emphasised through the revision of the acts (Blotevogel, 1996:15). There are several critical issues on the
system. At the same time, the designation as “central places” is a considerable local political interest. The
designated “central places” are officially advantaged for further investment.

(2-1-5) The latest study surveyed all retailers in Frankfurt am Main in terms of the turnover and sales area in

2002 and indicates the retail centre structure by city district.

In this study “retail centre” refers to an

agglomeration of at least 5 business establishments and 700 sq.m. sales area (1,200 sg.m. outlet area). The
“central place” structure of the city follows the one, which was suggested by Albert Speer & Partner GmbH
(1997), Block (1994), and Berge & Block (1997). There are other studies of certain retail centres, such as

Wolf (1969), Bross (1990), Hofrichter (1990), GfK (1988).

(2-1-6) Here each point in the map (Figure 2-1-T-3, pp163) does not mean ‘retail centre’ of commercially and
physically integrated concentrations of retail outlets, but “the sites of commercial concentration” i.e. units of
‘shotengai’ organisation by Tokyo Metropolitan Government (2000). The concept of service area and retalil

centres based on such a unit is discussed in Appendix 3.

(2-1-7) The spatial structure consisting of numerous retail locations and agglomerations in Tokyo is implied by
a shopping tendency that Japanese consumer’'s preferences to buy groceries frequently, the business
customs, such as return of unsold products and financial supports offered by suppliers (e.g. Larke, 1994;
Meyer-Ohle, 1995), the trend of proliferation of convenience stores (Meyer-Ohle, 1995:92-98,112-113) as well
as retail developments possible in most of the Town Planning Land Uses.

(2-1-8) "Tokyo Centre” means central business districts of the Ohtemachi, Marunouchi, Yurakucho,
Uchisaiwaicho, Kasumigaseki, Nagatacho, Nihonbashi, Yaesu, Kyobashi, Ginza, and Shinbashi areas. “Sub-
Centres” are the Shinjyuku, Shibuya, Ikebukuro, Ohsaki, Ueno/Asakusa, Kinshicho/Kameido, and Rinkai
areas. The Osaki and Rinkai areas in the policy are rather the strategic sites to develop as such centres,
while others are established business and commercial centres in Tokyo.

(2-1-9) Distinction of comparison and convenience goods is, for example, given in the table below.

Table: Comparison and convenience goods* by Japanese Standard Industry Classification

Comparison goods
: Goods which consumers select from several shops and
which are relatively expensive, specialised or luxury

Convenience goods
: Goods which are relatively inexpensive daily and
household goods sold near consumers’ residents

Textile, apparel, accessories (55), furniture, fixtures and
straw-mat (tatami)(581), chinaware and glassware (583),
Household appliances (584), other household utensils (589),
sporting goods, toy, amusement goods and musical
instruments (595), camera and the related goods (596),
watch, grasses and optical goods (597) second-hand goods
(598), Others (599)

Other general merchandise (549) (general
merchandise stores with less than fifty
employees) , groceries (56), bicycle (572),

hardware and kitchenware (582), drugs and
toiletries (591), farm and garden supply (592),
book and stationery (594)

Source: Tokyo Metropolitan Government (2000:13)

* () is the classification number by Japanese Standard Industry Classification. Department stores (general
merchandise stores with more than fifty employees)(541), retailers of motor vehicles (571) and fuel (593) are

not included.

(2-1-10) Additionally, the airports include retail space. Tokyo International Airport in Haneda is mainly for
domestic flights. ‘New’ Tokyo International Airport for international flights is not located in Tokyo, but in Narita,

Chiba Prefecture in the conurbation.
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2.2. Images of retail centres and international retailing

As the previous section concludes, this section turns to qualitative dimensions of the
system of retail centres. Hollander (1970) analyses that luxury fashion retailers choose
their shop locations for an advertisement function. Their location needs to be ‘appropriate’
for their retail business. Such ‘appropriateness’ is a quality of place, which connects
retailers and consumers. Crewe & Lowe (1995) interview retailers in certain street in
Nottingham, England, and highlight social and cultural dimensions of fashion retailing and
its spatial relation. They show that such ‘appropriateness’ of business locations of fashion
industry and retailing in the street does not relate merely to economic factors. Independent
fashion retailers in this street are dependent on affordable rents as well as convenient
adjacency to production sites, which enable them to take flexible and rapid responses to
ever-changing fashion demands. More importantly ‘fashion’ and ‘unique’ images of the
street attract both high designer fashion and non-luxury fashion retailers, such as second-
hand clothing shops. These images are independent from economic features in goods of
the shops, such as quality and price range. This case shows that the quality of place is
interpreted, presented and shared between retailers and consumers.

This section analyses the locations of international retail activity in the image system
of retail centres, which encompasses interpreted, presented and shared qualities of places.
The definition of ‘image’ in this thesis does not refer to an entire cognitive structure but
more generally to a conception of places. A certain image of place is embedded in the
fluctuation of meanings of perceptions and conceptions over time. It could not be
separated from history and culture of certain group of people. Images of places can then
become symbolic, corresponding to a source of individuals’ identity (Brown, 1992:150-
154; Heinritz, 1979:157-158).

However, how to approach the qualities of places in such nature? What are images
of places? Stating a quality of place inevitably faces with the problem of dualism:
subjective and objective. This problem becomes explicit in the first part of following
discussion on positivistic, cognitive and humanistic approaches to the images of places.
That is, images are not just selective abstractions of an objective reality but are intentional
interpretations of what is or what is believed to be (Relph, 1976:56). Then, how can be

such a world of interpretations explored?
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As discussed below, in brief the approach of this thesis to the image system of retail
centres is based on the concepts of “representations of space” according to Lefebvre (1991)
and “spatiality” according to Soja (1989). It is more important to look at the image
elements of retail centres in the study cities, rather than to try to organise and present all
possible qualities of each retail centre as the images.

In the following sections, therefore, the image structure for each study city will be
suggested. Then, based on it, it will be considered to what extent international retailing

relates to the development of retail centres in the image systems.

2.2.1. Reviews on approaches to the images of retail centres and

internationalisation of retailing

While economic approaches disregard non-rational consumers who are not in accord
with economic laws and generalisations, an exploration on the images of retail centres
begins here with consumers, who have any images consciously or unconsciously. So-
called consumer behaviour approach deals with the conceptions of consumers on places. It
includes quantitative methods dealing with qualitative variables on retailing and shopping
opportunity, which are usually related to economic types of goods, retail format available,
condition of retail property, or accessibility and convenience in shopping and related
activities. Based on these indicators, commercial public and private organisations
undertake consumer or shopping survey (e.g. Tokyo-to Shoukoushidousyo, 2000a; Gfk
Marktforschung, 1988; Planning Department, Stadt Frankfurt am Main, 2004). These
qualities are, however, always those selected and assessed according to researchers for

certain purposes.

Cognitive factors in the system of retail centres and internationalisation of retailing

Qualities of retail centres as the images can be interpreted in relation to cognitive and
aesthetic dimensions of retail built environments. Certain architectural features of retail
environments may be closely related to people’s actions and particular events. In the
context of international comparison, however, the relationship between the images of
places and some cognitive features can be different. It depends on local, regional or
national aesthetic views on qualities of built environments. The quality of window
displays, for example, does not seem to count much in Tokyo as a relatively minor part of

the retail landscape extending in the vertical extension of retail space, while it appears
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important information sources for consumers and an aesthetic and physical component in
Europe. Therefore, if the attempt is made to establish the image system of retail centres of
the study cities based on cognitive features of retail built environments, it has to be done
for each city.

A fundamental question, however, arises: do the built environments of foreign
retailers in a local retail centre present any international or foreign identification so
distinctively that they constitute particular cognitive features of the site and consequently
the images of the whole retail centre? There is an argument that multi-national retailers
developing in similar locations, such as traditional city centres and shopping centres, cause
the homogenisation of retail environments as well as shopping opportunity due to their
features of standardised outlets and merchandises. This view may stem from aesthetic
concerns of academics, retailers and politicians. Peron (2001) argues that standardised
retail concepts of multi-regional and national retailers lead to “homogenised disgusting and
degrading” retail landscapes in Europe. The similar arguments concern Americanisation of
landscapes, for example, by Disneyland and McDonalds (e.g. Miles, 1998; Zukin, 1998).

Obviously the major thrust of international development of retail operation rests
much upon such a standardisation in products, the production and distribution system as
well as service and business management system. It is, therefore, not very difficult to
identify geographical concentrations of the standardised retail outlets in many retail
centres, including those characterised by international retailers as seen in the study cities.
In the city centre of Frankfurt am Main, its seventy-five percent of “la-Lage” is occupied
by multiple shop retailers (Planning Department, Stadt Frankfurt am Main, 2004).
However, the standardisation in retailing and monotone environmental elements do not
relate specifically to foreign retailers in the local retail landscapes. Domestic multiple shop
retailers, such as supermarkets, drugstores and convenience stores develop their outlets
possibly so much uniformly as the foreigners. Built environments, which include
agglomerations of international retailing, are so distinct as those domestic ones.

At the same time, another question arises: are retail built environments so relevant to
influence people’s images of retail centres? The fact is that such negatively assessed
environments as stated above, nevertheless, appear even favoured, as they are
commercially prosperous. Whose aesthetics is relevant to retail landscape in this context?
Shopping centre developers and retail property investors are certainly interested in some
images of retail locations, which link certain built elements to some groups of customers

by sociological features, e.g. gender, class, or family status. Such interpreted images,
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however, may be substantially different from the images of places, which local people
share in general. Interpretation of the images of places may refers to apparent cognitive
features as the evidence. It, however, always rests upon some purposes. Much marketing
literature provides an assembly of numerous interchangeable and contradictory images of
places. Why do any “positive’ images of retail centres suggested in studies frequently refer
to economic dimensions? Now the point is clear what is the central problem to study the

images of retail centres.

Humanistic approaches to the images of retail centres

Humanistic and phenomenological approaches emphasise feelings attached to places.
They search for substantial meanings of places, such as cultural and social meanings of
places. These can be then represented by symbols and myths in visual and written
materials, such as certain qualities of architecture and part of literature. Such meanings
can be suggested as the images of places.

One of these approaches, semiotics approach particularly focuses on built elements,
such as designs and styles of architectures and landscapes, and attempts to read them as
text. The argument is, however, that landscapes and architectures are not constructed with
the linguistic system to encode discretely, but merely with the metaphors given
contextually (Burgess, 1990:146).

Other approaches also focusing on built elements suggest images of places by
connecting social or historical meanings to certain features of built environments.
Regarding retail built environments, some interpret the symbolic rise of modern
department stores with the empowerment of women and middle class. Goss (1993) links
nostalgia of contemporary Americans to the architectural designs and analogue clock in
American shopping centres. It is, however, argued that such an emphasis on built
environments and interpretations of iconic and symbolic meanings ignore the active role of
consumers, who actually in the environments, experiencing the places (Crewe, 2000;
Jackson & Thrift, 1995).

A question arises: what is the source of social and historical meanings and images of
places? Do any or many Americans feel indeed nostalgia for the past in the shopping
centres, as Goss says? Goss (1993) stresses that shopping centre environments are
carefully controlled to exclude the unwelcome people, such as drug dealers, teenagers, who

do not contribute the sales and disturb other affluent customers. His feeling appears to
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represent merely that of the welcomed. Again it should be asked in which context his
interpretation of an image of built environment lies.

Instead of attempting to draw any meanings of places from built elements and social
events, it is also possible to emphasise certain view of a researcher who is experiencing
places. Examining several European city centres, Schroder (1999) insists that the
landscapes of European traditional city centres remain unchanged in the development of
internationalisation of retailing, by referring to the less-significant spatial constitution of
foreign retailers in built environments. He neither refers to a relative view to
circumstances of other retail centres, nor interprets that of people experiencing the same
landscape, but states his own view.

Furthermore, a problem may be that although humanistic approaches initially reject
positivistic approaches, there is always a danger in concentrating in quantitative
manifestations of images and qualities. Some studies even appear obsessed in proving
quantitatively their evaluations on qualities of places (e.g. Takinami, 1995).

Feelings on places, here retail centres, can be drawn from some texts in literature
rather than interpretations by a geographer. Literature includes the most elaborated
descriptions on qualities of places, which are certainly shared between many people as the
images. However, meanings which one, even prominent authors, feels are contradictory
and ephemeral. Regarding Frankfurt City in the late eighteenth century, Goethe severely
criticised that the architecture and town planning of Frankfurt (the old city) show “no
liberal concept of public administration and no intention for arrangement for better
conformity of civil life”(Goethe, 1978:706-712). Nevertheless, he can name no better city
than Frankfurt, when he thinks of his life (2-2-1). The city is indeed his hometown in spite
of the built environment once negatively assessed. Intuitive experiences may tell
numerous contradictory feelings on places. Then, how should images of places be drawn
from the texts? Lefebvre (1991) mentions this point in his discussion on space, as follows.

“Clearly literary authors have written much of relevance, especially descriptions of
places and sites. But what criteria would make certain texts more relevant than
others?” (Lefebvre, 1991:14)

This point is now discussed further through Relph’s work (1976).
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Images of retail centres and ““representations of space”

The substantial meanings of places in humanistic approach are not discussed further
here; however, its emphasis on the meanings of ‘lived’ places is considered. This
highlights consequently the institutional and reflective nature of images of places in our
contemporary world.

Relph (1976) argues that places are standardised for business profits of leisure,
industrial or housing developments of international styles in design and architecture, so
that they bear “placelessness”. His critics is placed on “placelessness” transmitted in our
society through the mass media, central authorities, the international economic system, due
to their “inauthentic” attitudes in favour of technique and kitsch. In his argument
concerning mainly urban landscapes in a danger of “placelessness”, it is highlighted how
images of places are constructed. According to him, there are four types of space from the
perspectives of recognition and experience of place, as follows. “Pragmatic or primitive
space” is experienced by infants with their instinct to recognise space. “Perceptual space”
includes existential spaces, such as sacred space. “Geographical space” is where
individuals able to perceive and arrange their environment with self-consciousness and
cultural and social purposes. “Architectural space and planning space” are spaces, which
experts, such as architects, town planners and geographers deal with for the functions and
control. In these types of spaces, he differentiates individuals’ experience on space from
that of experts. This reflects the main argument of humanistic and phenomenological
approaches to places, which his work belongs to, based on the critics on positivistic
approaches, such as spatial sciences, which were once dominant in town planning in the
1970s (Unwin, 1992:146-150).

Relph (1976) goes on further to discuss the degree of profoundness and manner of
experience and involvement in places by suggesting the concepts of *outsideness” and
“insideness”.  He stresses that the identity of place is realised, only when it belongs to
individuals’ own involvement in experiencing and creating meanings of places, which may
be then shared with others through objects and activities taking place in the space. He
refers to such an involvement as “rootedness” of place, which is based on “care for place”.
“Rootedness” means “ a close attachment, a familiarity that is part of knowing and being
known here, in this particular place in contrast to placelessness” (Italic from the original
text)(Relph, 1976:37-41).
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However, as a consequence this means that individuals have profoundly experienced
places and those not, since they actually cannot know and experience every places on their
own. Relph (1976:36) refers to particular places, which are generally not accessible to
public but experienced mostly indirectly through the mass media, for example, Downing
Street or White House. Individual experiences of such places are increasingly replaced
with the images of places interpreted and presented by others. He states as follows,

“...in present-day technical cultures cognitive notions everywhere influence our
experience and creation of spaces. Knowledge of maps and plans is a fundamental
part of our experiences of existential and perceptual space — thus we use road and
street maps to find our way around not only cities that are unfamiliar but also the
cities and towns we live in, and a prominent image for any region or urban area is its
map shape” (Relph, 1976:26),

Consequently, places most profoundly experienced by individuals as “lived” places
appear merely home and a few places for everyday life. The other places exist for
individuals as the images of “intentional interpretations” of others according to their
interests and purposes. The images of places have to be, therefore, viewed in terms of the
subjects and interests on the images, such as an individual, groups or public and mass, and
of these most dominantly public agency and mass through the mass media (Relph,
1976:57-59).

“ ...mass media conveniently provide simplified and selective identities for places
beyond the realm of immediate experience of the audience and hence tend to
fabricate a pseudo-world of pseudo-places”(Relph, 1976:58).

According to him, the images of places are formulated so that they are significantly
and unavoidably subject to “functional and political benefits” presented by spatial experts,
such as regional science, and commercialism, e.g. tourism.

The more he attempts to extract the existential meanings of places under these multi-
layers of the images, the more apparent it becomes that the superficial meanings inevitably
construct our own images. As he himself remarks,

“Human intention should not be understood simply in terms of deliberately chosen
direction or purpose, but as a relationship of being between man and the world that
gives meaning” (Relph, 1976:42),

and
“...it appears that the image of a place is its identity and that to understand

something of the social structure of images is an essential prerequisite for
understanding identity”(Relph, 1976:56)(Italic from the original text).
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His reaction to such a modern image world of places follows Heidegger, as
Harvey(1993) argues. He emphases self-experienced space and “rootedness” in places,
which are endangered in the modern world. Harvey (1993:13-14), however, warns by
referring to this philosopher, that sentiments on places in humanistic and
phenomenological perspectives easily turn to be “an interpretation and a politics that is
both exclusionary and parochialist, communitarian if not intensely nationalist.”
Experienced images of personal affections or dislikes and their inherent contradictions may
be filtered with any images abstracted, as supposedly shared. Then these abstracted

images can dominantly replace one’s own experience in places.

Institutional perspectives in the image formation process

It is implied above that the abstraction of images of places lies in political-economic
contexts. Public agencies are increasingly concerned about the images of places.
Promotion of cities to attract property investments, so-called “selling-places”, has become
a pivotal economic, therefore, local political issue (Harvey, 1989; Philo & Kearns, 1993).
This was the phase of “New Right” capitalism that faced with economic and spatial
problems stemming from the urban unproductive space left in the industrial transition. A
solution for these problems has been “mobilising local resources of private capital,
entrepreneurship and self-help in the scramble for rewards available in the free (place)
market” (Philo & Kearns, 1993:19). Private and public partnerships are promoted to create
more investment opportunities, such as through large-scale development projects and
promotion of tourism by city marketing, not only to local but also to international
investors.

In Japan, private-public partnerships attracted Japanese national and local
governments. They have been anyway already deeply rooted in their private-public
corrupt partnerships, although such partnerships were supposed to be ended in the course
of political reform later. Machimura (1994) shows the process of how commercial and
public interests tried to justify large-scale urban redevelopment projects of Tokyo
Metropolitan Government in the 1980s through taking up a popular and attractive “world
city” concept (2-2-2). In Frankfurt, it was also in the same period that the city government
began to promote high-storey office developments and city marketing for the city as the

good business locations (2-2-3) rather than tackled with housing and social problems taking
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place in the inner-city quarters very next to the skyscrapers (Ronneberger & Keil, 1995).
Still the concept of “world city” seems to attract the city planning politics, as the latest
image study by the planning department refers favourably to it (Planning department, Stadt
Frankfurt am Main, 2004:9-12).

The concept of “world city” has been internationally taken up in a series of image
promotion and creation projects. There are many other “world cities” commercially and
politically promoting and applying such images and the candidates striving for such a
status. Images attractive for investors discovered somewhere are reproduced elsewhere.
The technique of such image creation and promotion usually includes reinterpretations of
any negative image elements of places into those of economically positive, as seen in many
image studies of the study cities.

Any distinctiveness stemming from ‘local’, such as local history and culture is
frequently emphasised to market places externally as well as to convince local people of
place marketing projects and the images suggested, as Philo & Kearns (1993:5) argue.
Harvey (1989) precisely describes this, as follows.

“The shrinkage of the space that brings diverse communities across the globe into
competition with each other implies localized competitive strategies and a
heightened sense of awareness of what makes place special and gives it a competitive
advantage. This kind of reaction looks much more strongly to be the identification of
place, the buildings and signalling of its unique qualities in an increasingly
homogenous but fragmented world.” (Harvey, 1989:271)

It is often claimed that the globalisation of economy and culture led to particular
attentions to ‘locality’, i.e. local unique qualities, e.g. those evoking ‘nostalgia’. The
attentions may stem from pure interests on ‘locality’ in conflict with the condition of
globalisation in economy and culture. In Germany, for example, Blotevogel (2000)
stresses the role of local media, such as local radio programmes or local newspapers, which
bring ‘locality’ to the region. However, a problem in this condition is that such a local
reaction is inevitably assimilated into the interests of the capitalist political economy. He
fails to pay attention to the vulnerability of local media to political and commercial
interests, while he views the local media as an important resource to promote regional
identity. Local media surely becomes a useful tool, which influences effectively people in
a region. On the other hand, the establishment of local media initially needs financial and
political supports. This implies the influences of certain groups of people in the major
support of it. The development of local media, therefore, may not necessarily imply that of

pure local interests in local culture, history or heritage.
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This circumstance corresponds to the danger of humanistic and phenomenological
emphasis on authenticity of places as reacting to modern capitalistic world, as stated
above. As Harvey (1989) argues, the attention to ‘locality’ is political and therefore
inherent to the exclusion of “otherness”. Others who do not share the “locality’ coexist
actually in the local place and they are regarded as not belonging to its ‘locality’. This
point is later illuminated in the case of Frankfurt am Main.

Furthermore, humanists’ concern about the attention for diversity and locality in
landscapes (Relph, 1976) ironically plays an important role in the economic-political
creation of space. Local interests for local distinctions consequently generate a nature of
standardisation and uniformity based on “cultural-historical packages” in built
environments. They tend to focus on the similar kinds of places, i.e. “the same sort of
attractive image - the same pleasant ensemble of motifs (cultural, historical, environmental
and aesthetic)”(Philo & Kearns, 1993). What has Frankfurt city planning sought in the
landscape of its city centre called “Mainhatten’?

Soja (1989:96) stresses,

“The industrialization and economic growth, the foundations of -capitalistic
accumulation, are shaped primarily by and through the social production of
urbanised space, planned and orchestrated with increasing power by the state, and
expanding to encompass more and more of the world’s population and resources.”

2.2.2. Approach to the images of retail centres for this study

The discussions made above stress that the images of places are profoundly subject
to commercial and political interests on space. This can be understood with the concept of
“production of space” according to Lefebvre (1991). His concept of space comprises
interdependent and interactive dimensions, such as “spatial practice”, “representations of
space”, and “representational space”. He (1991:38-39) suggests these, as follows. Spatial
practice “embraces production and reproduction, and the particular locations and spatial
sets of each social formation”, which provides the basis of “continuity and some degree of
cohesion” for social relations taking place there. This spatial practice is conceptualised
and represented dominantly in the modern capitalist production and political system as
“representations of space”. Representations of space “are tied to the relations of
production and to the ‘order’ which those relations impose, and hence to knowledge, to

signs, to codes and to ‘frontal’ relations”. Space is analysed and represented by
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technocratic experts, such as town planners and regional geographers. “Representational
space” is “space directly lived” and “overlaps physical space, making symbolic use of its
objects, such as religious space and home”. It embodies “complex symbolism, sometimes
coded, sometimes not, linked to the clandestine or underground side of social life, as also
to art (which may come eventually to be defined less as a code of space than as a code of
representational spaces)”.

Some distinctive qualities of “representational space” tend to prevail fragmentarily
anywhere through the mass media as “representations of space”. This is not free from the
capitalist ideology. Images of places shared between people may become indistinguishable
from those as a result of “production of space”. The images are being reproduced through
the mass media, e.g. advertisements. The image production industry develops further to
formulate more sensible and more convincing images of products as well as places, as the
spatial barriers collapse (Harvey, 1989). Furthermore, space takes a part of the
presentation of products in consumption and consequently the representation dominantly
constitutes the images of places. Sack (1992) argues that products are directly
contextualised in space through advertisements in order to differentiate themselves from
other similar products, and the images of places are in turn created in relation to the
products.

Now the discussion turns to the images of retail centres. For this study any images of
retail centres, which most people are likely to share, can be suggested, for example, from
the interpretation of historical and cultural contexts of retail centres. As discussed above,
however, the critical point on this is how and from which perspectives the distinctiveness
of places should be drawn as the images.

Many traditional retail centres are initially developed as town centres into the
commercial agglomeration of markets and trading conjuncture in relation to particular
places of religious, cultural and social events. They can be “representational space”. In
the modern industrial world, then, they are increasingly placed under state control. The
condition of this is exemplified with the “central place” system in the German city and
regional planning, the Japanese *shotengai’ organisation support, the urban development or
redevelopment projects and place marketing with the images of places. Political and
economic interests eagerly take part in constructing images of retail centres in town
planning and retail policy, as stated above. Retail space is then “produced” with any

images to attract investment.
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It appears rather that the images of retail centres have become obscure as well as
explicit. As considered above, more individuals may not experience ‘places’ of retail
centres by themselves. At the same time the images of places are explicitly presented in
city planning politics and the mass media. Furthermore the contexts of places, which
generate images, are increasingly given in relation to products marketed. Retailers and
producers manage to identify and draw the most interesting images of places for them and
consumers and present possibly most impressively them in the mass media. The images of
retail centres presented in the mass media can be illusions and abstractions. Retail centres
as space for consumption, such as shopping centres and malls, become carefully designed
landscapes of advertisements (Sack, 1992:138). The images of retail centres guide actual
experiences of individuals in these spaces, while individuals are likely to know and
experience few retail centres by themselves, particularly in metropolitan cities including
many retail centres and sites.

According to Lefebvre, these images of retail centres are viewed in this study as
“representations of space”. It is first necessary to look at how the images of retail centres
are formed and what are the distinct image elements. With regard to the image structure,
then it will be considered the relationship between international retailing and the images of

places.

2.2.3. The image structures of retail centres in Frankfurt am Main and Tokyo

This section focuses on what are emphasised as the images of retail centres in these
cities and the interrelations between the image elements, instead of surveying and
interpreting the qualities of each retail centre to construct the image system of retail
centres. It analyses the texts in the mass media, such as national or local newspapers and
advertisements by property agents, and academic literature, as a reflection of political and
commercial interests to represent space as well as consumers’ interests in places. The
qualitative analysis also includes interviews with interests groups and/or experts (2-2-4) of
Frankfurt and Tokyo retailing.

This method suggested here is not based on assertions that the images are
manipulated entirely by the mass media or the media can completely represent the images.
The influences of mass media should not be exaggerated and not leave out interactions

with receivers of information (Burguss, 1990). As discussed above, the objective is to
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consider which image elements are presented and represented dominantly and by and to

whom in the media texts and other sources.

Frankfurt am Main

Little literature deals with qualitative evaluations of retailing and retail centres, and
more generally the images of retail centres in Frankfurt. There may be many image
studies for particular sites or retail centres undertaken by marketing research and financial
institutes and retailers, which are not published and unavailable to public.

Local media neither tells much about the retail centres nor enthusiastically advertises
the city’s shopping destinations and retailing. A local journal for city and regional
shopping opportunities introduces a few retail centres, which are designated as “central
places” and other developed shopping centres in the region. What does it mean that
“clever” shopping guidebook (Ziemer, 1995) recommends merely the city centre and
Berger Street from the city’s “central places” and the Westend area? There are otherwise
few popular shopping destinations.

Regarding the city centre, there are the image studies by Planning Department, Stadt
Frankfurt am Main (2003:40-45; 2004). According to these, the city centre has no specific
image as a retail centre except its good variety of merchandises, unsatisfactory parking
space and shopping atmosphere, although most of the interviewed visit the city centre
usually for shopping. A retail property agent has little to emphasise about the retail
locations, although it has to promote them to investors, merely stating “Massen and Klasse
(crowds and wonderful)”(Miiller Retail Services, 2002). It stresses that the city centre is
characterised by the most demanded address particularly by international firms, the most
pedestrian volume of Zeil Street among the German cities, and the affluent “suburban”
residents. This can be, however, negatively interpreted that the city-centre retail locations
comprise a very spatially compact shopping area (Zeil Street and the neighbouring streets),
which possibly contributes much to such an intensive pedestrian volume, retail space less
demanded by domestic retailers, and the non-affluent residents.

With regard to the images of retail centres, retailing and places in Frankfurt, these
reports and other literature often include the socio-economic features of customers of each
retail centre. The affluence of visitors and residents in retail centres is a frequent reference
as a commercially and socially positive image element. Regarding the city centre retailing,

Berge & Block (1997) obviously link the socially weak minority population to the quality
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of retail environment of centres. According to them, the city centre, particularly Zeil
Street, is its “unfavourable” shopping environment due to its criminality, drugs and
uncleanness. As Block (1994) stresses, Zeil Street is featured not only by full and hectic
“shopping-mile” but also “social station, homeless home, meeting place, and small art
stage”(FAZ, 1996). Such a street is actually the main component of the city centre image
(Block, 1994:83). Furthermore, Berge & Block (1997) even argue that the young and
foreign city population with weak-purchase-power and less mobility causes the domination
of “low-price mass-production goods” in the main streets of city centre, while more
affluent customers in the suburb choose shopping centres and their own aesthetically
redeveloped town centres. Block (1994) notes as follows.

“The positive population growth of Frankfurt [,however,] did not lead to a
proportional rise of purchase-power, since at the same time the proportion of low-
income population groups drastically increases” (Block, 1994:101, translated by the
author).

Regarding retail centres and the environments, Planning Department, Stadt Frankfurt
am Main (2003:42-43) asked the city residents for suggestions to improve this condition of
the city centre. So many people (around ten percent of the answers) think of “less beggar,
the homeless, and foreigners” as to “street cafes” as the points to improve. The critical
point of this result is not that the survey is based on merely c.a. six hundred answers, but
substantially that such social features are initially included in the questionnaire as one of
possible answers.  Another study (Planning Department, Stadt Frankfurt am Main,
2004:24), which focuses more on the images of city centre, does not so explicitly refer to
such social features of the city centre as its image; however, it also associates the
insecurity-feelings to the social dimensions, such as criminality, homeless people and drug
dealers, as well as uncleanness in the space and the atmosphere in its suggestions for the
improvement of city retailing.

The Frankfurt local media usually remark social features of people and associate
them to the qualities of places, as well. Schweizer Street is, for example, distinct due to its
affluent young people and families in their good quality and expensive clothes, and the
exclusive shops and stainless environment, in contrast to the other retail centres, as
follows.

“Sachsenhausen (the area of Schweizer Street) is different from the others, without
no better, no junkies, and no “Hutchenspieler(a street gamble game) like in the
station quarters, no Turkish large family and junk vegetable shops like in Bornheim
(Berger Street) and Bockenheim (Leipziger Street), no drug handlers, instead of
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these, park tickets machines which function, the building facades without graffiti, the
building line in the fresh spring green, only small amount of dog droppings, and for
it large amount of nicer people”(Journal Frankfurt, 1999).

Another image element is associated more directly with retailing. German academic
literature deals with the variety of goods as a focal point to evaluate ‘attractiveness’ of
retail centres. Block (1994) regards in her analysis of the city centre retailing the variety of
goods as retail attractiveness. This lies in the context of “central place” concept. More
choices for shopping and more convenient opportunities for other activities in the city
centre are rationally ‘attractive’. The other non-developed retail centres tend to be
assessed as shopping destinations particularly in terms of the variety of merchandises in
retailing (Planning Department, Stadt Frankfurt am Main, 2003: 40).

Department stores, therefore, can be a clear indicator of commercial condition of
higher level of “central places” and retail attractiveness due to the variety of their
merchandises. The first sign of decline of retail centres is the closure of department stores.
Journalists refer to such conditions of some district centres in Frankfurt, in addition to the
change in social structure of residents. The shop owners of Leipziger Street are afraid,
whether their shopping street declines further, since the department stores are closed and
many properties remain empty, in contrast to the past when “there was even Rosenthal
chinaware in Leipziger Street” (FAZ, 2000).

Such “attractiveness’ of retailing and retail centres may , however, be contradictory
to the social image of places. Regarding Frankfurt city centre, Block (1994) attempts to
assess its ‘attractiveness’ through the variety of goods available there by referring to such
qualities as “urbanity” and “diversity” in shopping and other activities as well as “vitality”
seemingly meant by its significant pedestrian volume. She shows that the city centre has
the most number of retail outlets in the most extensive retail space and probably the largest
variety of goods in the city (Block, 1994; Berge & Block, 1997). This means that the city
centre is in commercial meaning more attractive than the other retail centres. Actually
residents in the region tend to assess the city centre as positive and satisfactory for a
shopping destination, which offers a good variety of assortments (Planning Department,
Stadt Frankfurt am Main, 2004:22). Nevertheless, the image of the city centre is largely
regarded as unattractive and negative, as stated above, when it is associated with the

atmosphere caused by social features in the place.
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When shopping centres are considered in terms of “attractiveness’, their images also
refer first to the social atmosphere from customers. The advertisements of shopping
centres in Frankfurt say,

“Shopping with recreational value”, “Here shopping is fun!* “Enjoy the relaxing
shopping walk in a atmosphere flooded with light, which invite daily to something
new to feeling well, you can forget the weather forecast: in Hessen-Center always
full of sunny climate!”,, Simply lying adjacent (to you)!”(from the news letter,
Hessen-Centre Aktuell, and the advertisement);

“It is simply great: more than 2000 parking places in Nordwestzentrum”, all
comfortable under the same roof!* ”For the security, things in order, and cleanness
Nordwestzentrum is known widely over the city border”(from Nordwestzentrum
Live, and the advertisements of Nordwestzentrum).

Shopping centres are said to be generally attractive due to their controlled,
comfortable and convenient shopping environment, certain level of variety of goods
through the branch-mix retail space management, service opportunities and convenient
private car access. It is implied that the ‘comfortable’ shopping environment is managed
in contrast to the socially diverse city centre.

The social elements often emphasised in the images of retail centres can be traced to
the city image promotions. The regional planning association of the city and the Rhein-
Main region undertook an image study of the city in the early 1990s (Umlandverband
Frankfurt Region Rhein Main, 1992) (2-2-5). It claims that it explores the image of the
region by asking the residents and people in other regions about the conditions of
employment, economy, housing provision, public transport and airport, park and
environmental problems. It, however, does not state clearly how such a series of regional
and city-planning issues is related to the image of the region. A catalogue of possible
image elements is merely presented. It primarily comprises major issues of its local town
and regional planning politics. As a result, the image study stresses the plurality of the
region, as probably easy to assume, i.e. a “very attractive and very diverse region” with the
future possibility with the EU market (Umlandverband Frankfurt Region Rhein Main,
1992:127).

The image of the city has been sought for probably more eagerly by commercial and
industrial organisations in Frankfurt and the region, such as the Economic Promotion of
Region Frankfurt Rhein-Main, the Economic Initiative Frankfurt Rhein-Main, the
Frankfurt am Main Chamber of Commerce and Industry, and Metropolitana. These

organisations are working for establishing the city and regional identity of the attractive
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images for business and residential locations. This is because the Frankfurt business
locations are often regarded as negative in business communities, as Lutzky (2000:12)
asks,

“Why does it sent shivers down the spine of international executives when they think
of the transfer in Frankfurt am Main?”; “Why are the European headquarters of
international enterprises settled in Brussels, London, or Zurich rather than in
Frankfurt?”(translated by the author)

The fact is that the city has no established attractive and renowned image shared not
only regionally but also internationally. Many people in the region strongly share an
image of the city as an international business centre, but that is all (Planning Department,
Stadt Frankfurt am Main, 2004). It is pointed out that the city centre as the urban centre of
region has little distinctive cultural attractiveness, compared with other metropolitan cities
like Munich (Planning Department, Stadt Frankfurt am Main, 2004).

The images of Frankfurt taken up in the image promotions and studies by local and
regional organisations are, therefore, associated mainly with “international”, such as
“opened to the world”, “the gateway of Europe”, more specifically “guest-friendly” and
“non-discriminating” as “immigration region” (e.g. Lutzky, 2002:55), or more generally
“world city”. The sources of these images are international firms in the European
commercial and financial centre and a distinct social condition of the considerable
proportion of foreign residents. The social features of the city stated above are interpreted
into the international and multi-cultural positive images as global business locations.

The image promotions do not appear to dramatically change the socio-economic
features and related images of Frankfurt. The negative social images of the city have been
prevalent firmly and profoundly among the middle class workers in the city, as Grimm &
Ronneberger (1994) reveal. Grimm & Ronneberger (1994) study the attitudes towards
multi-culture and internationalisation of the city. They research personal views of the
interviewed middle class workers (particularly in the urban professional service sectors of
finance, advertisement and information and computer) about foreign city residents.
Despite their assumption that such groups in global working and living environments bear
cosmopolitan character appreciating the plurality of culture, their interview reveals the
strong but carefully expressed distinction of self and us of the middle class from others in
the under social class including foreigners, young gang groups, and the homeless in the

inner city public space. They argue that, while the “world city” status of Frankfurt
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promoted local politicians to struggle with urban problems actually inherent to such a
status, the social segregation is deepened.

The social segregation of the city is geographically developed. The socio-economic
difference of residents is geographical, as tends to be linked to the built environments. As
Block (1994) writes, controlled and aesthetically positive environments of retail centres
may be a relatively instant source to identify the socio-economic features of customers.
The urban development projects of the city are favourably reported by journalists and
academic papers (e.g. Bross, 1990). A belief here may be that aesthetically positive
environments bring its residents, who can appreciate them and can afford to the newly
invested expensive property. Nevertheless, many “la-Lage” properties rated as the most
popular locations in the city centre do not seem to correspond to those in aesthetically
distinctive architectures, such as classic or traditional styles. The architectural features of
the city centre might be not so aesthetically attractive, as Zeil Street is referred to as
“shoes-box style of the after-the-war period”(FAZ, 1998a). Goethe Street is the renowned
address for luxury goods, as empirically shown in the last chapter. Its after-war built
environment is, however, said to have no particular architectural attractiveness. The
shopping centres are probably not distinctive as a built-environment component for the
area. The aesthetic dimensions of built environments of retail centres in Frankfurt do not
substantially constitute the images of retail centres without being associated with the socio-
economic features of places and people.

As a conclusion, the image structure of retail centres in Frankfurt comprises mainly
the images of places closely associated with the socio-economic features of visitors and
residents (not necessary shoppers). The images of visitors and residents in places tend to
refer to the contrast of socially and commercially negative foreign immigrants and elderly
socially weak population and socially and commercially positive younger affluent residents
and workers. The image of the city centre can be described as uninteresting and
aesthetically unattractive, but at the same time miscellaneous and vital. The shopping
centres have the positive socio-economic image from certain groups of customers and the

managed retailing and environment.

Tokyo

There are indeed numerous academic and business studies on the retail centres and

places in Tokyo, although the methods employed, such as questionnaires or arbitrary
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interpretations, are usually not systematically presented. The focus of studies (e.g. Tokyo
Shoukokaigisyo, 1984;1987; Bitou, 1996) is often placed on the relationship between the
images of retail centres and the socio-economic features of visitors and residents of the
areas, commercial activity by particular retail formats, and historical backgrounds
presented in the mass media, such as TV, advertisement and literature. These image
sources correspond to those of the Rhein-Main region.

With regard to these elements, most of the place-image studies regarding Tokyo
include a geographical and social distinction of ‘uptown’ and ‘downtown’.  This
distinction is based on the residential areas according to the official social class, which was
established by the feudal and modern times (Iwabuchi, 1998). The official social structure
was geographical. ‘Uptown’ largely refers to the western and southwestern part of Tokyo
and ‘downtown’ to the eastern part of Tokyo around the Sumida River.

As Tokyo became the centre of modernisation, westernisation and urbanisation after
the Second World War, such a spatial segregation of the social class became a source of
images of places. The socio-economic images based on ‘up-town’ and ‘downtown’ have
been emphasised by property developers and agents as well as retailers. Currently, as
Iwabuchi (1998) notes, the concept of Tokyo ‘up-town’ is not only associated
geographically with the original ‘up-town’ area, but also increasingly with the commercial
value of residents, i.e. the purchasing power for consumption. The images of ‘up-town’
and ‘downtown’ have been most attractive for property developers of railway concerns
including retail business, which played an important role in the urban development process
of the Tokyo conurbation, as stated in the last section. The property developments
necessarily include presenting their property as ‘up-town’. The Tokyo Chamber of
Commerce and Industry (Tokyo Shoukokaigisyo, 1987) shows by surveying their members
about the images of particular places, that the ‘up-town’ and ‘downtown’ images are
related not only to popular literature but also to advertisements of property developers. It
is even studied where the board members of Japanese major companies own their house in
Tokyo, in order to identify the ‘up-town’ area (Nihon Keizai Shinbun Inc.(ed), 1988). A
series of business literature implies the growing interests in the images in the 1980s. It is
represented by publications of Gekkan Across Hensyushitsu (e.g. Tokyo no Shinryaku,
1987; Tokyo no Wakamono, 1989) and public agencies, such as the Tokyo Chamber of
Commerce and Industry (e.g. Tokyo Shoukokaigisyo, 1984). The publications insist which
areas are ‘up-town’ in Tokyo and the conurbation and the *positive’ Tokyo shopping

destinations (, although some approaches take rather a pseudo-academic manner). The
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social and geographical images based on ‘up-town’ and ‘downtown’ are intensively
formulated, and constitute the image structure of Tokyo places.

These images are the basis of various images on the retail centres in Tokyo. They
are presented in the popular media. Many ‘Tokyo’ magazines and guides (e.g. Pia,
Hanako, Tokyo Walkers, etc.) were published in the 1980s for the information on
entertainment, restaurants and shopping places (Machimura, 1994:206-207). At that time,
as the urban redevelopment and investment in Tokyo were promoted particularly through
large-scale redevelopment projects based on the collected small residential and industrial
sites in central Tokyo, the newly redeveloped mixed-use office and commercial properties
had to be marketed. These ‘new’ locations of retailing in Tokyo extend the space of
consumption into both horizontal and vertical dimensions. The retail properties are
presented in the mass media as active shopping and leisure opportunities rather than simply
as a catalogue of places to know. As stated above, Machimura (1994) argues that such a
development of “Tokyo media” in the 1980s precisely reflected growing interests of the
Tokyo metropolitan and national governments and developers to appeal ‘Tokyo’ as the
centre of economy and “world city’ through their public-private partnerships.

This process of urban development and place marketing relies upon the ‘up-town’
image not only in the traditional ‘up-town’ area but also in the growing suburban area.
The ‘downtown’ areas therefore need to create positive images to attract investment. The
technique of this image creation primarily includes emphasising something traditional,
such as nostalgia for Edo (the feudal time) traditions (for example, as found in tourist maps
issued by Tokyo Metropolitan Government). Such qualities may be taken from other
projects elsewhere in the world, while they may represent indeed the feelings of many
residents in Tokyo. The distinction between the origin of images and the motivations and
purposes for such image promotions is, however, obscure, as discussed above.

In the place-image promotions, the evaluation of ‘up-town’ and ‘downtown’ images
is not objective and fixed, but relative, subjective and transitive. This involves elaborate
reinterpretations of commercially negative images into the positive, likewise in Frankfurt.
‘Reasonable’ can mean ‘negatively cheap’, while ‘lively’ can be ‘crowded and
inconvenient’. The interpretations may be contradictory. The Shimokitazawa retail centre
is, for example, named as “down-town in up-town” for the reasonable price and lively
atmosphere (Sasaki et al., 2001). At the same time, some retail centres in the ‘downtown’
do have a commercially positive quality from its wholesale agglomerations, which are the

origin of commercial agglomerations. Due to its shopping opportunity for specialised
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goods concentrated in relation to certain wholesale business, many guides and articles on
shopping in Tokyo do not fail to inform consumers of such wholesale centres as shopping
destinations. They are attractive in price and interesting in assortments. This could
promote the positive images as ‘retail centres’ despite the ‘downtown’ locations; however,
the geographically inherent image of ‘downtown’ does not disappear.

As considered so far, the main image element of retail centres in Tokyo is based on
socio-economic and geographical features of places, but it does not necessarily refer to
retailing itself. Unlike in Germany in Tokyo the variety of goods is not associated directly
to the quality of ‘attractiveness’ of retail centres in the media texts. Instead, a more
specific fashion image is related to the specialisation in fashion retailing, and it is another
distinct image element of retail centres. Numerous Japanese fashion magazines introduce
any ‘fashionable’ retail centres in Tokyo. Business literature stresses the popularity of
some retail centres for fashion, e.g. the Shibuya, Aoyama, Omotesando, and Ginza areas.
Although the fashion retailing agglomeration may be physically and even commercially a
minor part of the whole business area, it is the main elements of the images of retail
centres.

It is no wonder that the developments of some ‘fashion’ retail centres originate the
fashion industry and business developments in the centres, e.g. the Aoyama area (Nihon
Keizai Shinbun Inc., 1988). The process is similar with that of a ‘unique fashion’ street in
Nottingham stated first in this section. The Ginza, where many department stores were
founded in the modern period, as stated above, is still taken up as a frequent reference for
the fashion trend in the mass media. The media reports the survey of how many people
purchase a certain piece of fashion goods there (e.g. Asahi Shinbun, 1952; Nihon Keizai
Shinbun, 2001). The Shibuya is similarly the ‘fashion’ centre. Its ‘fashion’ image has
been emphasised in the advertisements of department store concerns of Seibu and Tokyu
department stores.

Furthermore, the ‘fashion’ image tends to relate to Western, European and North
American ‘foreignness’ in Japan. Possible traditional Japanese adoration for such
‘foreignness’ can be traced most recently back to the governmental westernisation policy
(Ohka-Seisaku) in the early modern period (2-2-6). The most spectacle of this policy may
be a series of the modernisation of built environments in central Tokyo at that time.
Imperial Hotel became one of the popular symbols of West due to its Western architecture
and internationally prominent guests, and it itself has been engaged in such a Western

image to promote its office and retail property (Imperial Tower) exclusively for

85



international foreign firms and retailers (Imperial Hotel, 1990). The neighbouring
Marunouchi and Hibiya areas were certainly visually very Western, when they were
redeveloped into the British-style building complex. This attracted many visitors merely to
see the symbol of West; the areas were a tourist place (Yoshimi, 1987).

The national westernisation policy also included the promotion of westernised
lifestyles to consume. Particularly the official high-class society and academic scholars
were required to show as well as themselves interested in Western goods, such as housing,
household goods and clothing in western style, etc. Accordingly the ‘up-town’ area of
such groups became closely associated also with the image of ‘foreignness’. Then,
particular retail centres in the “‘up-town’ area bear ‘foreignness’ and ‘fashion’ images, like
the Ginza. The Ginza was where the western built environments were first introduced and
Western goods were sold in Western style shops, i.e. department stores.

In terms of cognitive elements in the images, at that time when these Western built
environments were introduced, they may have been regarded as a considerable component
of the images of retail centres in Tokyo. Still currently some retail centres particularly
featured by ‘fashion’ and ‘foreign’ images, such as the Ginza and Omotesando areas, can
be regarded as characterised by the typical Western, horizontally extended retail built
environments, in contrast to the major structure of considerable vertical extension of
fashion buildings and retail space in central Tokyo. The commercially positive images
then may be associated with such a cognitive feature. This, however, needs further studies
to be considered here as an image element.

The other “foreign’ element of images of places than Western, North American or
West European appears not necessarily negative in the popular media texts, such as Tokyo
magazines and town guides. In these, foreign exotic and interesting cuisine is usually
favourable. Some retail centres actually include the non-western concentration of
international retailing, e.g. the Shinjyuku centre. Foreign residents possibly closely related
to such a concentration, however, seem a minor component to represent the relatively
extensive retail centres and the images usually in Tokyo, as stated in the last section.

It should be noted that the underlying distinction of others, nevertheless, should not
be disregarded, as Grimm & Ronneberger (1994) illuminate. It is implicit in the attitudes
towards ‘ethnicity’ that the distinction to Western and other foreignness is covered with a
favourable emphasis of ‘exotic’ and ‘authentic’ things as mere objects of consumption.
This point will be considered in the next chapter.
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In summary, the images of retail centres are suggested to comprise mainly the
concept of ‘up-town’ and ‘downtown’ based on the very rough geographical areas, i.e.
eastern or western Tokyo, and the qualities of ‘fashion” and “Western foreignness’ often
closely linked to the ‘up-town’ image of places.

2.2.4. Analysis of the images of retail centres, the retail concepts and

locations of international retailing in Frankfurt am Main and Tokyo

With the image elements suggested for each study city, this section considers the
relationship between the images of locations of international retail activity and the images
of retail centres from the location strategies of foreign retailers located in the study cities.
Retailers have to identify their customers and locations according to their ‘images’ of retail
business. Gap simply says about its shop locations (Gap website): “Where we are is as
important as who we are.”

For the analysis, an indicator of the locations in distinctive images is the ‘showcase’
type of outlets of international retail activity. A showcase outlet is defined as one directly
operated, often featured by luxury goods, while the goods are at the same time distributed
through wholesale channels, and available at other retailers, such as independent specialist
retailers (e.g. boutiques) and department stores. The materials to analyse are
advertisements and information on products, retail outlets and locations issued by foreign
retailers located in the study cities.

Frankfurt am Main

The positive images of retail centres in Frankfurt for the city economy are associated
with the feature of socially and spatially segregated residential and working populations.
As considered above, this element first highlights the macro-locations of international
retailing of the city centre and shopping centres. The foreign multiple shop retailers in the
non-luxury fashion sector are commonly located in these centres. It is rational that this
type of retailers chooses the locations in the most commercially significant “central
places”. H&M has three outlets in Zeil Street within the city centre as well as one outlet in
each shopping centre, saying,

“It should (also) be easy to find an H&M store, so the principle of best business
location applies, when opening new stores” (H&M website).
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Promod, a French woman clothing multiple shop retailer, located in Zeil Street
similarly says,

“Promod collections are distributed through our network of 330 shops located in
Europe’s big cities, at the heart of the busiest town centres and the most successful
shopping malls”(Promod website).

Stefanel, an Italian one also in the same street requires in its franchising store
locations “in main commercial streets of towns or cities with a population of at least
50,000, or in major tourist resorts” (Stefanel website). It appears that the commercially
negative image of the city centre from the social structure of residents and customers does
not discourage the business of these fashion multiple shop retailers.

When the micro-locations of international retail activity are looked at, the images of
retailing of foreign retailers are integrated into the images of locations and implicitly social
features of the area. Goethe Street is renowned for international luxury goods not only in
Frankfurt, but also in the region. This image of the street is clearly independent from that
of the whole city centre, stated above. The showcase type of retail outlets are all located in
the city centre and most of them are in this street, as shown in Table 2-2-F-1. This implies
that the street is so successfully marketed as stated above and established such a fashion
and luxury image necessarily through the images of such retail business of foreign retailers

located there.

Table 2-2-F-1 Showcase type of retail outlets of international retail activity and the locations in Frankfurt am

Main
City centre
Showcase type of retail outlet 12 23.5%
Total outlets of the retail centre 51 100.0%

Source: the author

Wolford, a luxury retailer located near this street, says that it requires its shop
location “in a prime location ... in a high traffic area, where other luxury or high end
consumer brands are existing”(Wolford website). This means that its two shops indicate
the “prestigious” locations not in Zeil Street but near Goethe Street. Jacadi, a French
children’s clothing retailer, has two franchised shops in Goethe Street and the
neighbouring street. It says about its products and their market, as follows (Jacadi
website),

“Jacadi commits itself in an active process of internationalization: ...Jacadi benefits
from its high brand awareness and the Jacadi French-touch allows to position its
products on the up / luxury market. Jacadi brand awareness together with the quality
of its product enables Jacadi to position its products on the middle / up French
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market. Abroad, Jacadi benefits from its high brand awareness and the Jacadi
French-touch allows to position its products on the up / luxury market.”

Furthermore, it mentions in terms of their outlet location,

“in order to preserve the exceptional quality of its franchisees network, all our shops
are situated in a No. 1 location in a shopping center or on a main street”.

Thanks to its ‘French’ origin and reputation of shop, its goods and outlets for the
up/luxury market need to be situated in Goethe Street, the location with luxury images.

In contrast to many fashion multiple shops in Zeil Street, the showcase outlets of
foreign luxury fashion retailers represent luxury, fashion and international images of the
place. The interaction of the images of places takes place between being chosen by these

retailers and representing such images for their business as well as for consumers.

Tokyo

Commercial interests are the powerful image leader of the retail centres in Tokyo.
The major locations of international retail activity, such as the Ginza/Tokyo/Shinbashi and
Shibuya/Omotesando/Aoyama centres are the centres emphasised in the mass media with
their “fashion’ and “foreign’ images. This is highlighted by its considerable proportion of
the showcase outlets located in these centres (see Table 2-2-T-1). Other unique locations
of foreign luxury fashion retailers, like those in Hotel New Ohtani Tokyo, embody the
image of ‘foreign’ and ‘international’ in the place. Such images are the connection

between such types of retailing and the locations.

Table 2-2-T-1 Showcase type of retail outlets of international retail activity and the locations in Tokyo

Ginza/Tokyo/Shinbashi | Shibuya/Omotesando/Aoyama
Showcase type of retail outlets 24 30.0% 8 15.4%
Total 80| 100.0% 52 100.0%
Source: the author

Many retail centres, where international retailing is located, are in western Tokyo of
‘up-town’ image, no matter which types of goods foreign retailers deal with. The Hutako-
tamagawaen, Jiyugaoka, Hiroo and Roppongi centres, for example, belong to the ‘up-
town’ area. These centres have a “fashion’ image, and this is possibly interrelated to their
considerable concentration of fashion retailing (see Table 2-1-T-4, pp63). Particularly the
Jiyugaoka and Hutako-Tamagawaen centres include both foreign luxury and non-luxury

fashion retailers, and some of them are interestingly otherwise not located within Tokyo.
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The locations of foreign multiple shop retailers in the non-luxury goods sector are
straightforwardly in the commercially similar retail centres (see Table 2-1-T-4), likewise in
Frankfurt, of both ‘up-town’ and other area. It appears then that they do not pay much
attention to the images of their locations. However, their first locations in Tokyo at the
crucial moment of entering the Japanese market are not necessarily those most
commercially significant, but in the centres with the ‘up-town’ and clear ‘fashion’ images.
The Omotesando is characterised by the ‘fashion’ image. Benetton, for example, opened
its first Megastore (its larger-scale showcase outlets directly operated by the Japanese
subsidiary rather than through franchising). It says that its Megastores have to be located
with “the prestigious locations in historic and commercial centres”(Benetton website).
Eddie Bauer, an American casual fashion retailer, did not choose its first shop location in
central Tokyo, but the ‘up-town’ Jiyugaoka centre. Laura Ashley opened in the Ginza in
1985, while its home-furnishing outlet was first in the Jiyugaoka in 1995. The first
location of HMV in Tokyo was in the Shibuya, not in other similar retail centres in the
economic system.

The “‘up-town’ and “‘fashion’ images attached to particular retail centres are presented
and represented in the mass media as well as in the retailing of foreign retailers located.

2.2.5. Conclusion

The image presentation and representation process of retail centres can be closely
related to the internationalisation of retailing. This is shown in the cases of Frankfurt am
Main and Tokyo. Some retail centres and particular locations are distinguished with the
images of ‘foreign’, ‘luxury’ and/or “fashion’. These images are closely linked to the retail
concepts of foreign retailers, which necessarily distinguish such images for their shop
locations.

Some may argue that there are multiple shop retailers in the non-luxury goods sector,
which appear not to rely so much on the images of places but primarily on the economic
factors of retail locations. Such retailers do not particularly appeal themselves as ‘foreign’.
They can be recognised so ‘general’ as domestic retailers. However, as found in the study
cities, the foreign retailers in the non-luxury sector also look much on the images of their
retail locations. After some time, their retail outlets may be multiplied in any similar retail

centres in economic terms. The images of some retail centres are, however, maintained, as
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many retailers have once recognised and relied on them for selection of the first locations
to launch the local market development.

Retailers appear to identify and evaluate the distinctive images of local retail centres
and specific locations within them, which they do or do not intend to establish in the
business. In order to do so, retailers could not only rely upon the established locations of
similar business, where their targeted customers are surely there, but also look at the
images of retail locations presented in the mass media, which their customers are interested
in, e.g. the images by social features of places in Frankfurt or distinctive fashionableness
attached to retail centres in Tokyo. Some may be able to create such an image of retail
centre and location as they need. As discussed above, the images of retail centres tend to
be “representation of space”. Therefore, this could be done by intensively presenting it in
the mass media and collaborating with city marketing of local government and/or property
agent, although the whole investment in retail business may not turn out to be profitable in
the short term.

This section shows a case that some retailers have to settle themselves in local
locations through the images of places, when their retail concepts especially focus on
‘foreign’ and/or “fashion’ images in their retail concepts.

Footnote:

(2-2-1) “Wenn mich Jemand frage, wo ich mir den Platz meiner Wiege bequemer, meiner birgerlichen
Gesinnung gemafer, oder meiner poetischen Ansicht entsprechender denke, ich kdnnte keine liebere Stadt
als Frankfurt nennen*“(in Korenke(ed), 1990)

(2-2-2) The “world city” status is given according to some economic indicators of the city, such as the number
of financial institutes and headquarters of international firms (e.g. Sassen, 2000).

(2-2-3) In Germany, city-marketing projects are promoted by the initiatives of local governments rather than
under the national town planning policy (Helbrecht, 1997).

(2-2-4) The organisations interviewed are Retailer Association of Frankfurt (Einzelhandelsverband
Frankfurt/Main Hochtaunus Maintaunus e.V.); the Frankfurt am Main Chamber of Industry and Commerce
(Industrie- und Handelskammer Frankfurt am Main); Metropolitana Region Frankfurt Rhein-Main; Sangyo
Roudou-kyoku; Tokyo Metropolitan Government. The issues asked include the general retail trend of the city,
retail or retail centre development policy, particularly in Frankfurt am Main, about which relatively little
literature is found. The interviews followed the roughly structured open questions on retailing, retail centres,
and the internationalisation of retailing. It was avoided to lead their certain answers by asking, e.g. 'don’t you
believe X?'.

(2-2-5) The background of this study is that the regional planning policy sought the justification of territorial
boundary of the regional planning association.

(2-2-6) The government aimed at presenting the picture of westernised modern Japan to American and
European guests with the Western lifestyles, in order to negotiate the unequal treaties made by that time. The
current land use and infrastructure of Tokyo central business area are formed partly in this period through
many Tokyo redevelopment projects to construct Western-style buildings (Ishida, 1992).
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2.3. Conclusion - the internationalisation of retailing and the development of

retail centres

The locations of international retail activity were first analysed with a traditional
retail- geographical approach. It was confirmed that the spatial distribution of international
retailing in Frankfurt am Main and Tokyo relates to the economic system of retail centres.
Foreign retailers particularly in the fashion and personal goods sector in these study cities
represent the retail landscapes of the higher-order retail centres in the economic system.
Foreign tourists also influence the macro-locations of international retail activity. It was,
however, indicated in these cities that the internationalisation of retailing has no
considerable direct reorganising effect on the spatial structure of retail centres. This is
because the locations of foreign specialist retailers mainly in the fashion and personal
goods sector and not in the large-scale format tend to be located in the existing retail
locations.

Furthermore, it was found that economic and rational-consumer factors of retail
locations do not fully explain the distinction of the locations and retail centres selected and
those not by international retailing. Accordingly, the qualitative factors of retail locations
were turned to. The discussion on the approaches to qualities of places suggested the
image system of retail centres in order to consider the relationship between the locations of
international retailing and local retail centres. The images of places, here retail centres are
those contradictory in nature, which are abstracted, reflectively emphasised and shared
between consumers, politicians, retailers and researchers. Due to the nature of ‘image’ of
places discussed above, it is not possible to point out precisely the origin of images of
retail centres in the reflective process of image formation. The interactions of images of
retail centres appear to lie in a cycle: images attached to particular retail centres, identified,
abstracted and shared to a certain degree to emerge as an imperative element of the images
of places, which are then identified. The reflective nature of the capitalist image system of
retail centres means the continuous differentiation process of places, which both retailers
and consumers have to rely on.

This is the process, in which the internationalisation of retailing can be involved
substantially. The locations of international retail activity are linked closely to the images
of retail centres. Particular images of retail centres are fortified with retail concepts of
foreign retailers located there. These retailers intend to present, and may consequently
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represent the images of locations and retail centres, since they focus on
“foreign’(particularly in Tokyo) and ‘fashion’ images in retail concepts. This implies that
other local retailers in the similar business, such as fashion retailers, comparably take part
in the image presentation and representation process.

The cases of Frankfurt am Main and Tokyo indicated that the internationalisation of
retailing can then influence the image relationships between retail centres. This may lead
to the change in economic relationships, although this causal relation of international
retailers located in retail centres and the economic development of retail centres is difficult
to indicate exactly and prove.

However, why are the images of places of importance for international retailing in
these cities? In Tokyo, the images of retail centres include the image element more
directly associated with international retailing. At the same time, the disparities in the
image structures and apparent geographical conditions of international retail activity
between the study cities remain not explained. These will be explored in the last chapter of

this thesis.
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3. Consumption, retail centres and internationalisation of retailing

Geographical approaches to the relationship between consumption, retailing and the
places of such begin usually with each place and its built elements, such as particular retail
formats and tourist places. They then attempt to draw social implications from their
distinct qualities. Frequent focuses are shopping centres as a symbol of middle class, and
department stores as a reflection of the improved social status of women (e.g. Shields(ed)
1992). Regarding internationalisation of retailing, however, it relates specifically neither
to certain retail formats and groups of customers, nor some features in their built
environments, as considered in the last chapter. It is the image system of retail centres that
incorporates the relationship between the locations of international retailing and the
development of retail centres.

In this chapter, a further attempt will be made to explain the image system of retail
centres. Why do foreign retailers rely on images of retail centres when locating their
outlets? In order to consider this question, this chapter first turns to the fundamental
relationship of actions to certain space (i.e. consumption and retail centres).

The meanings of ‘consumption’ are briefly introduced here. Generally consumption
is simply an act or an amount of eating, drinking or buying or using objects (Longman
Dictionary of Contemporary English). This definition describes an act both towards
material and immaterial objects, i.e. products and services, and implies a quantitative
measure. Consumption simply bridges material objects and their users. It can be viewed,
(although being economically restricted,) as an otherwise relatively free activity in daily
life. However, many social scientists agree that consumption is an act directed towards
constructing self in social relations. Once consumption is regarded as such an act, it
becomes clear that this free activity is based on the imperative motivation and intention to
achieve it. Retail centres are places for such activities. They do bear economic constraints
in access and mobility in the conduct of the acts, but otherwise, appear dissociated from
any powerful institutions (organisations) in control. (Consider extreme conditions of
individuals under control and surveillance in enclosed space, e.g. prisons.) They are,
however, also not completely free from the influences of social institutions. As discussed

in the last chapter, the image system of retail centres is constituted by “representations of
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space”, which stem from dominant commercial and political interests in those places of
mass consumption.

In the following sections, the meanings of ‘consumption’ will be further discussed by
reviewing several representative consumption studies. Consumption is considered not
merely as material representations of social relations but as a process of self-construction,
an act directed towards social relations. Social relations refer to a neutral conception of
relations in a group and groups rather than a narrowly defined vertical class relation. The
objective of the first two sections is not to draw a contrast between economic and social
meanings of consumption, but to understand the process of consumption from both
perspectives.

Next, the contexts of consumption in Modernity/Post-Modernity will be also
considered by reviewing sociological and anthropological studies. Material objects
consumed are the most manifest representations of social relations sought in consumption.
The meanings of consumption objects and contexts are transient and variable within and
between individuals in nature. Furthermore, they are increasingly subject to the rapid
change of representations and presentations of social relations in the modern capitalistic
production system. Accordingly, a consideration of the modern condition of consumption
suggests fundamental social group relations in the process of self-construction and some
key concepts to analyse the process.

These discussions on social relations of consumption suggest spatial dimensions of
social practices in consumption. The argument is that the process of consumption is
related necessarily to images of places, “representations of space” by commercial and
political powers including international retailers.

Lastly, with the analytical concepts put forward, it will be shown through the cases
of Frankfurt am Main and Tokyo, why local developments of the internationalisation of
retailing are interrelated with image systems of retail centres. Disparities found in the
image structure as well as in the retail-geographical conditions of the internationalisation
of retailing in these study cities will also be explained.

Before going further, epistemological and methodological problems in dealing with
meanings and qualities should be stated here. Due to these problems, an analysis on
meanings becomes puzzling. It tends to lead to circular arguments of epistemological
critics on interpretations of meanings and qualities in discussion. Some look, for example,
largely on an economic distinction of consumption goods, such as those for utility, needs,

or luxury, and juxtapose them without economic ‘rational’ utility to those with ‘symbolic’
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or ‘cultural’ utility. Is “cultural’ irrational, however? Others may argue that symbolic
qualities are regarded as “utility’, when they are fundamentally needed. The point is clear
that meanings and qualities drawn from a phenomenon are necessarily defined according to
each research purpose. By surveying differences between necessities and luxuries, Lunt
and Livingstone (1992:150-158) illustrate that the interviewed neither define these
qualities systematically by referring to particular items, nor make any explicit distinction
between them. This is initially because of the epistemological gap between the authors of
the survey and the interviewed people. Similarly, an experience of shopping can be
assessed with any qualities from contradictory perspectives. Miller (1998:69) claims that
“the ideal of shopping as leisure could not be realised, because in the event shopping was
always carried out under the constraints of competition for the time spent in shopping”.
Shopping centres are a symbol of leisure shopping from the perspective of retailers and
shopping centre developers; however, they actually serve, most of the time, for a mandate
task of families.

This thesis does not devote itself to arguing about interpretations of each quality and
meaning in literature. There is no need to discuss the plausible judgement of ‘pleasure’,
‘duty’ or *boredom’ in each case. It is more meaningful to consider the contexts and

conditions in which meanings are given.
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3.1. Consumption, social relations and places

3.1.1. Economic perspectives of consumption

A simple definition of consumption is usually given as an economic act directed
towards consuming objects. The motivations and intentions of such an act can be
abstracted into rational-consumer and economic terms. Objects are, for example, classified
as primary biological, basic needs, or those of secondary or excessive needs. Consumer
behaviour or consumption studies as well as retail location theories, like the “central place”
theory, are based on this economic distinction.

Obviously, human beings’ biological need for food and shelter is certainly still the
central concern to sustain life, as has always been in our long history of civilisation. As
the next stage of such biological survival, literature on consumption emphasises the
emergence of “modern consumption”. Modern consumption refers to a condition as the
material basis of our everyday life, which is qualitatively and quantitatively improved
through the development of modern production systems.  Consumption objects
increasingly take non-material forms, such as leisure and tourism, while service industry
commercialises various experiences to consume.

Many stress that in the process of economic development consumption objects have
come to include excessive qualities. Some emphasise the objects in excessive and non-
biological nature and their symbolic meanings enabling constructing social and cultural
life. Campbell (1987) and Borock (1993), for example, take this perspective. Campbell
(1987:60-65) states that the feature of modern consumption is an active experience of
“pleasure” in the process of consumption. By examining the consumption process in the
modern British industrial society, Borock (1993:3) says,

“Consumption, in late twentieth-century Western forms of capitalism, may be seen [,
therefore,] as a social and cultural process involving cultural signs and symbols, not
simply as an economic, utilitarian process”.

Others argue that both symbolic and basic qualities can be inherent to an object. The
distinction between them depends on the context of consumption, which determines each
quality.
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Symbolic qualities of objects of consumption tend to be particularly emphasised as
the distinctive feature of modern consumption. Lunt & Livingstone (1992:24) claim,
“Modern consumer culture and mass production create the needs for individuals to have
personal identity”. However, it seems too simplistic to regard such a symbolic
consumption as an advanced form of economic activity. Anthropological studies dealing
with pre-modern or non-industrial societies are rich sources of cases that suggest such
groups of people develop their symbolic meanings in consumption from very simple
materials. Foods generally as the most biologically basic goods can be a very strong
symbolic expression of self-identity. Organic foods, for example, nowadays represent
one’s health and environmental consciousness in the modern industrial world, while some
culinary rituals and religious practices for some groups of people strictly guide daily
nutrition for biological survival.

By following the economic distinction of consumption objects, the structure of social
relations may be drawn, according to the correlation of socio-economic features of groups
of people and economic variables, such as prices of certain goods. Then, focusing on some
groups, consumer types can be suggested. After all some consumer types suggested in
business literature often appear as generalisations (e.g. Japanese consumer types by Larke,
1994:23). It is, however, argued that such types are the extraction and reduction of those
commercially interesting (e.g. Douglas & Isherwood, 1979; Miller, 1987). Such an
economic reduction disregards the interactive process of any social-context formations in
consumption.

The economic reduction in turn highlights the diversity, due to the disparities
between the abstract models of consumers and the actual observations. Economists also
find themselves (though they are not necessarily conscious about it) faced with difficulties
in abstracting and generalising consumer behaviour. For example, Secrist (1926)
concludes his marketing study of shopping destinations for men’s clothing and furniture of
university students and their fathers, as follows.

“Consumers vary in their attitude toward price. Some emphasize quality,
distinctiveness, style, and particular brand, the basis of their judgement being
developed, sharpened, and warped by the advertising material, which meets them at
every hand and by companies which they make among themselves. They buy
eagerly at one time, refuse to buy at another, and distribute their purchases where
they will. They compete each other, and bring into competition stores remotely
situated, dealing not alone in the same kinds of goods but also in those which in
anyway serve as substitutes”(Secrist, 1926:116-117).
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The elusive and plural nature of the consumer is merely confirmed. But the
confirmation does not explain the act of consumption.

Hirsch (1976), an economist, goes further, mentioning the social conditions of
consumption. Although his primary intention in carrying out the study is to criticise the
liberal capitalist policies, which are based on rational consumer behaviour for profit
maximisation and aim for nominal economic growth, he suggests that an act of
consumption is dependent qualitatively on the meanings of objects, which are shared by a
group of people, as well as quantitatively on the conditions of availability. By suggesting
“positional goods”, he still makes an economic distinction of consumption objects. They
are particular objects of secondary needs, such as holiday houses or various services,
which can be obtained after biologically primary needs are fulfilled. Nevertheless, he
looks at such social values of the objects of consumption. He does not disregard the
relation to others in the social process of consumption. “Positional goods” take a durable
form as manifest accumulated value from the past. At a particular point in time certain
“positional goods” are available and affordable only for a certain consumer group, such as
high class. This then increases the relative value or desirability of the goods after some
time when others want to obtain them.

Furthermore, he pays attention to individuals’ subjective assessment of the meanings
of “positional goods”. A motivation of consumption is to achieve satisfaction.
Satisfaction depends on “aesthetic and sexual standards”, which reside in relations to
others. He writes, “increased material resources enlarge the demand for positional goods,
a demand that can be satisfied for some only by frustrating demand by others” (1976:67).
It means that consumption of “positional goods” is satisfied, only when the value presented
Is shared between people, who are interested in such a value.

The social contexts of consumption, highlighted by the economist, Hirsch, are
focused primarily in the fields of sociology, ethnography, and anthropology. Although
specific emphasis in each field is variously placed on relationships to social class, for
example, objects consumed, and the contrast between modern and pre-industrial societies,
(as partly referred to above,) all of these attempt to reveal the social meanings underlying

consumption over space and time.

99



3.1.2. Review of the studies on consumption and social relations

This section considers the fundamental social group relation in consumption by
reviewing several studies. Social group structures in consumption are explored in relation
to certain consumption goods (like Hirsch’s “positional goods”,) probably most prevalently
in marketing studies. For such marketing studies, the representative academic works by
Veblen, Bourdieu, and Simmel provide basic research concepts. These studies deal with
the process and social meanings of consumption at a certain period of time but for different

sites; therefore, they illuminate the underlying social relations in consumption.

Veblen

Veblen (1970) observes the manner of consumption between class groups in the
early twentieth century US. Leaving aside any possible arguments to make for his
evolutionist, racist or elitist views, his important assertion is that emulation, an instinctive
quality of human beings, stimulates an act of consumption. According to him, there are
different social groups due to biological differences inherent in race, gender and
occupation. He then distinguishes social groups according to the degree of engagement in
labour. This distinction implies a bourgeois/working class relationship. He contrasts the
leisure class’s indulgence and wastefulness in consumption of materials and time with
other groups engaged in labour and the striving for life’s necessities. Such ostentation
displayed through consumption is to signify oneself explicitly as a member of the ruling
class. This then, induces groups of people to “emulate” this ruling class. He precisely
observes that such a class relation is represented by practices of consumption rather than a

structure of certain consumption goods.

Bourdieu

Bourdieu (1987) develops a more systematic approach to the “objects of consumption
- social group relationship’ than Veblen (1970). The context of his study is France in the
1970s. He focuses on constructing a structure of consumption goods and various socio-
economic groups of people. He elaborately classifies and presents the surveyed people
into groups according to correlation between occupations and organisational positions,
education, family origins, and gender and age, and tastes characterised by different types of
cultural products, such as pictures, theatres and literature. He refers to such cultural tastes

cultivated in high-class groups of people as “cultural capital”. This is the basis of
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consumption. Aesthetic appreciation of cultural goods and practices is born of an informal
family environment (e.g. an every day exposure to fine arts and classical music) and
developed through public formal education (e.g. different educational objectives of schools
and study fields particularly offered in higher education). “Cultural capital” depends not
only on economic circumstances of individuals, such as income level, but also on the social
and cultural cohesion preserved within a ruling group. He suggests such an environment
and opportunity of life-style, inherent to each social group as “Habitus”, a system of
difference. “Habitus” results in different attitudes towards the social world, including
practices of consumption. He also observes that mere material possession of items
representing a certain group does not instantly allow one to join that group as a member.
Ruling groups try tactically to exclude superficial members disguised with material
presentations of “cultural capital”.

In his study, it is shown that consumption aims to facilitate integration of oneself

with others in a group as well as recognising and excluding some in other groups.

Simmel

Long before these studies reviewed above, Simmel (1905) captured precisely the
dynamic system of representations of social relations in the case of fashion consumption.
His observation is based on cases in Berlin in the early years of the twentieth century. He
sees fashion (“Mode”) systems and tastes constituting the apparent difference between
groups of people. A dominant group, such as the bourgeoisie, led fashion styles, while the
others attempted to imitate their styles. He refers to the central motivation of this imitation
as a feeling of envy towards the ruling classes. Most importantly he understood that the
signifiers of each group are not fixed to that group but constantly changing in the
interaction of imitation and creation of fashion between social groups. According to him,
once certain distinctions of a group through a consumption of a certain style stand out, the
style lasts only so long as its effect on its own distinction continues. This process is the
interaction of social meanings derived from consumption goods between hierarchical

social groups.

3.1.3. Material representation of social relations in Modernity

As the review of the several studies above suggests different conditions of

consumption, it is important to view that consumption objects themselves are neutral.
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They take on meanings only within various social contexts. Social contexts may be
indicated in relationships to certain material presentations. This is a relatively apparent
information system of social meanings in consumption. It involves some interpretation of
consumption objects and practices, which are necessarily shared in a group of people
(Goffman, 1973; Douglas & Isherwood, 1979: Chapter 4).

Understanding meanings of consumption is, however, problematic in order to
explore social relations, when focusing only on objects consumed and their relative stable
material forms. McCracken (1988) places much emphasis on consumed goods as a
material medium to determine, stabilise and even change social relations. Social relations
may be represented in material objects; however, the seemingly stable states alone do not
have structuring effects on social relations. It is the contexts of an act of consumption that
change initially, like in the case of fashion according to Simmel. Similarly it tends to
presume a fixed relationship between certain goods and socio-economic groups.
Discussing the study of Bourdieu (1987), Featherstone (1991:83) says,

“We are moving towards a society without fixed status groups in which the adoption
of styles of life (manifest in choice of clothes, leisure activities, consumer goods,
bodily dispositions) which are fixed to specific groups have been surpassed”.

However, a simple analysis of the economic types of goods, such as necessities or
luxuries, and their relationship to different social groups does not show any clear group
relationships, due to the increasingly ephemeral and diversifying modern system of

material representation.

Modern consumption

In the modern capitalist world representations of social relations through
consumption become dramatically transient. Featherstone (1991) points out that as more
people seek representation of certain social relation in an object to consume, the object
becomes over-supplied and rapidly circulated in our advanced capitalistic production
system and loses its function to represent. The fashion-style interaction between social
groups, about which Simmel (1905) writes in the early years of the last century, has
become exposed to a more rapid change. McCracken (1988) remarks on particular quality
of goods, e.g. Patina, which once represented social status and consumed for the attaining

of such, but increasingly they are manipulated as “imitation”. The “imitation” then comes
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to convey something other than the original implication. Furthermore, in the late modern
times imitation becomes ‘real’ (Harvey, 1989).

The representations of social relations are extracted, fragmentarily emphasised, and
created and manipulated by the production and retailing sides. Many agree that this
condition owes much to the shift from producer-led to retailer-led or a consumer-oriented
production system. The technological development in production, distribution, and
marketing systems of retailers enables them at the end of the production-consumption
spectrum to flexibly adjust their merchandise according to demands, which are diversified
and need to update in a shorter duration. As Crewe & Davenport (1992) illustrate from the
case of the oligopoly of British clothing retailers, retailers diversify their product lines for
each targeted market segment not only at home but also in foreign countries. They take
control over the production and distribution system. Such retail evolution is not only in the
fashion sector. As shown in the first chapter of this thesis, there are many firms
internationally operating and characterised by integrated production and distribution
systems, such as the so-called category killers (e.g. Toys’r’us) and the supermarket chains.

At the same time, the diversity of products stimulates consumers’ endless wanting in
modern societies (Campbell, 1987:37-38). Here “wanting” does not refer to necessities for
biological needs but the desire to ever replace, like different styles of clothing. In such a
consumption process, a powerful tool for producers and retailers is advertising. Bourdieu
(1987) does not fail to pay attention to the role of advertising and mass media, which
provide information on lifestyles of different groups. As Giddens (1991:198) writes,

“Advertisers orient themselves to sociological classifications of consumer categories
and at the same time foster specific consumption “packages”. To a greater or lesser
degree, the project of the self becomes translated into one of the possession of
desired goods and the pursuit of artificially framed styles of life.”

Choices to make in consumption never cease to increase, as diversified wishes and
ephemeral desires of consumers are fulfilled and generated in the development of flexible
production system. In such a condition of consumption the choices are difficult to make.
This point will be discussed later.

Accordingly, the consumption goods pattern does not indicate a simple structure of
leisure, middle or working class even within a certain period of time. Business practices
even appear adept in grasping the complicated social group structure in material
representations in order to market particular products. Marketing studies concentrate on

discovering taste-makers or leaders based not only on sociological features by age, income
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and occupation, but also by attitudes towards various lifestyles. Does this mean that social
group relations are complicated or disappearing? This will be considered further in the

next section.

Internationalised consumption goods

Some products marketed internationally can be taken to mean similar contexts in
different parts of the world. These contexts can prevail inter-culturally. Certain
representations of social relations through consumption objects in one setting can be
transferred into others. For example, a catalogue of objects suggested as “cultural capital”
according to Bourdieu can elsewhere attract other ruling groups that continuously seek
their signifiers.

On the other hand, anthropological studies provide many examples of the
development of local variations to the meanings of globally available goods, such as Coca-
Cola and McDonalds. Jackson (1999:97-98) refers to this as the “localization” of
meanings of goods. Therefore, as stated previously, it is too simplistic to regard
international products being imported with the development of the global product market
(including that of the internationalisation of retailing) as causing homogenisation of culture
and society. Giddens (1991:200) says, “standardisation (of products) can often be turned
into a mode of creating individual qualities”, as it enables mass production and
consumption of more variety, availability and affordability; however, “much the
standardising influence of fashion and other forces affects those individual decisions”. |
suggest that the initial source of this standardising influence is self-construction in relation

to others. What are, then, the social relations sought by and formed in consumption?

3.1.4. Social relations in consumption - inter or intra social-group relations?

In modern consumption, Giddens (1991) recognises the mechanisms of narratives on
distinctions between social groups, which media filters, and with which individuals
identify their social relations for self-construction. He writes:

“The mass media routinely present modes of life to which, it is implied, everyone
should aspire; the lifestyles of the affluent are, in one form or another, made open to
view and portrayed as worthy of emulation”(Giddens, 1991:199).

In this case a question arises: in which external social groups is a group of people

interested? Intra-group relations may appear significant, and presented as relatively
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explicit ties between individuals within their groups. This is because inter-group relations
become obscure due to fragmented and diversified material representations, as considered
above. Miller (1987:173) argues that in popular culture and consumption studies “the
analysis tends to reduce the material to its place in reproducing or opposing given social
positions and conflicts”. Following the contexts of the ‘modern’ development of the
production system and economic growth discussed above, he (1987:197) contends that
consumption plays an important role in establishing intra-class relations, as inter-class
relations become blurred and unstable. Through cases involving home furnishings of
British working class housewives, he interprets intentions to decorate homes as carefully
balancing one’s own tastes with those of accepted norms of the social group. The
housewives’ tastes in home furnishings present a common status to be maintained and
confirmed. He (1998) also shows how housewives in North London carry out everyday
shopping with active care and concern for their kinship relations.

“The shopping is hoping to influence [these] others into becoming the kind of people
who would be the appropriate recipients for that which is being bought”(Miller,
1998:8).

That is, “shopping is the construction of the other as desiring subject”(Miller,
1998:148). He does not regard consumed goods as structuring the social relations desired,
but rather representing the desired social relations. The construction of such intra-group
relations is then necessarily based on the presumed “appropriateness” of objects purchased
and displayed. The concerns of the surveyed housewives in his studies appear, therefore,
directed internally rather than externally to their groups.

It, however, seems impossible to seek intra-group relations without a basis of inter-
group relations. From the perspective of the process of consumption suggested so far,
inter-group relation are still fundamental to any social group structure. 1 argue that the
inter-group relations tend to be more and more implicitly presented in an act of
consumption. The most implicit inter-group relation in Millar’s studies is one of gender
taken up as the initial distinction of shopping behaviour in his theme of ‘women’s
shopping’. Gender relations are more distinct in Chua’s (1992) study of Singaporean
women in shopping. By observing the shopping process of some customers in an
exclusive designer boutique in Singapore, he highlights the important communications
among their social group and between others both by the very presence of such
communication and by its absence. Their primary concern is to do with the religious

clothing code for women, which must be verified by their partners.
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Another case of the formation of inter-group relations in consumption is the fashion
trend system. It is not so explicitly related with inter-group relations as observed around
the time of Simmel, but still profoundly. The rapid change and complexity of material
representations of self and social relations through the consumption of fashion does not
straightforwardly mean that the ruling groups leading fashion styles disappeared. The
imitation of fashion styles as in the case of Simmel necessarily points to the existence of
styles to follow. Craik (1994:15) claims,

“Ironically, while elite designer fashion has endeavoured to remain distinct from
high street fashion, its success has depended on the popularisation of styles in non-
elite groups”™.

However, the popularisation of any style by non-elite groups is owed initially to the
authorisation of those styles by the ruling group. It appears that “street fashion” by non-
elite/ruling groups, is able to become *fashion’, only after fashion designers (, which
traditionally serve the ruling class) and their supporters, such as fashion experts show
interest in it.

| stress that inter-group relations between ruling groups and the others profoundly
affect social practices of consumption. Some may argue that the rise of the middle class
through the development of modern consumption led to the collapse of the vertical class
structure. The middle class consumers are emphasised as empowered and as increasingly
to have become the centre of the economy, as put forward by business literature. Others
even insist that the majority of people belong to the growing middle class. These
perspectives imply the politics of economic-growth, which Hirsch argues. | point out that
the economic growth achieved by such a middle class as a majority is even conditioned by
the existence of the vertical social group structure. This is because middle class people as
the thrust of any economy continuously need to follow such a social structure in

consumption, so that economic output is able to grow.

3.1.5. Process of consumption and self-construction

Choices in consumption are influenced, amongst other factors, by their absolute
scarcity. Hirsch (1976) says that both absolute and social scarcity of certain goods, such as
“positional goods”, increases their market value. But, why does such scarcity drive people
to strive for “positional goods”? Emotions and feelings can motivate an act of

consumption. They are typified by emotions in connection with others, such as envy (e.g.
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Douglas & Isherwood, 1979; Simmel, 1905), emulation (e.g. Veblen, 1970), or love (e.g.
Miller, 1998). These reflect emotions and feelings towards self.

The emotions and feelings can be also interpreted as the inclination of attitudes in
consumption, such as romanticism and hedonism (e.g. Douglas & Isherwood, 1979;
Campbell, 1987). They may be profoundly based on religious norms (e.g. Weber, 1934).
Campbell (1987) points out the growth of romantic and sentimental notions that are
associated with consumption objects. This stems from puritan religious morals in the
development of the modern industrial English society. His argument is based on the work
of Weber (1934), which unveiled how Protestant morals influenced Protestants attitudes
towards money, such as saving and spending for possessions. According to Weber, the
asceticism in Protestantism contributed to the early modern capitalistic development
because of Protestants’ capital accumulation in the Western World.

The important perspective of consumption, which Campbell stresses, is the
emotional and imaginative active experiences in the process of consumption, such as
illusions and delusions. Further questions arise: what have Protestants achieved through
their moral duties according to asceticism? Why does asceticism generate coherent

emotional and imaginative experiences in groups of people?

Self-construction in social relations

This section goes on to explore sociological as well as human-geographical
perspectives in the process of self-construction. The process depends on how individuals
distinguish self and others in order to integrate oneself to the social world. Self means here
the origin of one’s conduct of activities through the course of life (Giddens, 1984). As
suggested above, self-construction through consumption is no simple representation of
economic dynamics of self by consumption objects but a continuous project of establishing
self in one’s social context. This may be represented partly by the act of consumption. It
is not a passive but an active process of imagining self and others in a relationship.

The important aspect is that self-construction includes spatial dimensions. Here
psychoanalytical discussions in the field of cognitive development are not undertaken in
depth (see Borock, 1993; Giddens, 1984;1991); however, from the literature, in summary,
a process of self-construction is dependent on the control of the body in space. Self
confronts both cognition and conception of one’s world, where one’s body lies. According
to Giddens (1984; 1990; 1991), individuals are able to construct self by establishing
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“ontological security” over space and time. In order to do so, they have to be capable of
autonomous action to secure self in relation to others. Securing self necessitates
overcoming anxiety in social environments and establishing basic trust in others, such as
that in healthy kinship relationships, then which is fostered through education, occupation,
gender, religion and so forth.

Some may still claim that emotions and feelings in consumption stem from intensive
affection for particular goods. However, Miller (1995:23-24) notes,

“Of course, there are pathologies of fetishism in which people become obsessed with
goods which have no redolence of social relations about them, but ironically it may
be far more often the narcissistic obsession with personhood which detracts from
social relations, not the materialism which is often an expression of social relations
through a process of objectification”.

‘Security’ found in relation to others is intensively sought by such an intensive
possession of certain things. This can provide relatively substantial material conditions,
upon which the desired social relations are manifestly projected.

Authority and authenticity in self-construction

In the late modern world the quantitative increase of choice becomes a problem of
how one chooses an object associated with so many life style packages (Giddens, 1991).
This aspect will be now considered. How can such difficult choices be made or satisfied?
I suggest here firstly the concept of ‘authority’.  Authority guides the search for
“ontological security” in constructing self. It does not refer to particular institutions or
organisations in power to control the act of consumption, but to the source of value, on
which individuals rely, in order to conduct social life by securing self. It may be rituals
and traditions including religion. The routines and commitments following these practices
are the consistent source of general conduct in individuals’ “life projects”. Giddens
(1991:194) mentions that in the late-modern condition “there are no determinant
authorities”. The authorities he means are narrowly traditions and religions. Determinant
authorities are Protestantism according to Weber; and Islam for modern Islamic
Singaporean women according to Chua.

Within this condition in searching for ‘security’ by establishing trust in others, it
seems that consumption, in turn, may well increasingly play an important role. Individuals
need to establish a feeling of “ontological security” with a certain unity of self achieved by

constructing their “lifestyle” through consumption (Giddens, 1990; 1991). At the same
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time, importantly, the manifest expression of self may not always represent the same
“lifestyle”. In the modern reflective system of such a commaodification of “lifestyle”, |
suggest that choices can be completed smoothly by conforming to ‘authority’. Giddens
(1991) writes that “the dilemma of self” is eased most effectively by conforming to
something “authoritative”.  What ‘authority’ stresses is, therefore, the quality of

‘authenticity” in consumption objects in the times, when ‘imitation becomes real’.

3.1.6. Spatial and social relations in consumption

This section argues that the “life-project” of self-construction resides in space. Trust
in others and security of self have to be achieved and maintained by overcoming fear and
anxiety in others. This process is spatially linked to the boundaries of self and various
domains of others. This is because the relationship of self to others is developed,
established, and anchored in space, where the body of self is situated. The structure of
these various domains is based on the individual’s control of her/his body in space. Tuan
(1979:206) suggests that the boundaries to recognise self apart from other are in the
hierarchical order of the domain, the house and the body. Obviously the distinction
between these boundaries tends to correspond to those between self and the different scale
of social environments, although it does not necessarily depend on any absolute spatial
relationship. It is, therefore, throughout history, as Tuan (1979) illustrates, that others in
other domains than self can become the central source of fear and anxiety.

Religion can be the central norm for social practices to provide basic security of self
in everyday life. It may not be apparently spatial, as religion does not necessarily have
control over certain space. As Simmel (1903) points out, there are different religious
groups prevailing in an area. However, it does appear that religious practices are spatially
fixed, such as sacred places of built form, as “representational space” and territorially
organised within an administration, e.g. parishes. When the domains of various religions
are overlapped geographically, self may identify others more consciously and unavoidably
in its domain.

Through analysis of the formation of social relations between groups, Goffman
(1973) insightfully observes social relations shaped in spatial dimensions, as Giddens
(1984) points out (, although he deals not only with the cases of consumption and class
relation). Goffman (1973) shows with the concept of “front stage” and “back stage”, how
groups of people present themselves and construct their domain, not necessarily physically
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explicitly but partly spatially. According to him, in certain domains, for example,
consumption for presenting self is accomplished successfully to its audience (i.e. others),
only when the internal informal rules of that domain are maintained.

We will see the connection of the spatial dimension of the self / other relationship to
the modern context of consumption considered above. ‘Authority’ of the domain of self
may refer to that of other domains of others, according to the relationship between self and
others. Appadurai (1986) precisely discusses the politically defined ‘authority’ dependent
on spatial relations of different groups of people and their domains. He argues that elite
politics mediate commodities and their values by controlling the knowledge of them and
the flow of commodities. He means *“objects of economic value” to be commodities
(Appadurai, 1986:3). Referring to many anthropological studies (Appadurai(ed), 1986), he
outlines the process of how the unequally distributed knowledge of commodities generates
an exchange value in addition to any value stemming from these commodities’ absolute
availability, particularly when the exchange takes place over spatial distance. He suggests
that objects begin their “social life”, once they are marketed for exchange, i.e. in the
process of consumption. The “social life” of consumption objects comprises the reflection
of power plays of groups within and across domains.

There are other anthropological studies focusing on this spatial context of ‘authority’.
Some studies show ‘authority’ from ‘outside’ becoming dominant, when it supports the
‘local’ ‘authority’ of the ruling group. Friedman (1994) studies the practices of the
Congolese and their social class distinction influenced by the relationship between Congo
and its former suzerain. Since its local higher education is underdeveloped, a higher
education in French guarantees a position in the privileged-class. It enables local people to
achieve academic or professional occupations and higher organisational positions. Others
present the case that the source of ‘authority’ may be sought in the domain of self but due
to its relationship to ‘authority’ in other domains. Jackson (1999:100-104) illustrates the
case of aboriginal art and black music. Aboriginal art empowers its own social and
political position first through experiencing conflicts with the authorisation of aboriginal
art by *“outside” consumers. Similarly black music in promotion of its ‘authenticity’
paradoxically has to reflect the authenticity, which “outside” consumers expect, due to its
increasing international popularity.  These cases show that the endorsement of
‘authenticity’ from others in other domains is imperative for the reassertion of the domain
of self. Friedman (1994) studies Hawaiian local cultural and political development through

re-establishing and reasserting the authenticity of its local culture. It does this by
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overcoming its subordinate status to the main land US. In this case, local Hawaiian people
strive for establishing ‘local’ ‘authority’, which they had been long deprived.

Anthropological studies may deal with cases of a clear boundary between domains of
self in the developing world and others in the developed capitalist world. In late-
modernity, however, the boundaries between self and others are not easily geographically
distinguishable. Self-construction based on the domain of self is being exposed to an
accelerated rate of change, as considered in terms of modern consumption.

In such a condition, | emphasise the knowledge bridging self and others as being
imperative to identify ‘authority’. Chua (1992) highlights consumption dependent on
expertise illustrated by the case of shopping of Singaporean women. He shows in this
process of shopping, customers rely on shop staff knowledge and advice about others’
tastes and choices within their group. Their knowledge mediates ‘appropriateness’ of
clothing sought within the group of women. One problem here is that “knowledge about
commodities is itself increasingly commodified”(Appadurai, 1986). This is a reference to
advertising.

The conceptualisation of ‘authenticity’ of products refers to spatial qualities for
selling products. Sack (1992) argues, as partly referred to in the last chapter, that
standardised homogenised products must differentiate themselves from each other by being
set in different spatial contexts within advertisements. Images given in advertising take
over personal day-to-day experiences of places. Particular places consequently may come
to bear particular qualities to present ‘authenticity’ of products and furthermore
experiences of consumption. Places selected in these processes may initially refer to
qualities and images of the products to be placed in these spaces. The images of products
and places are interwoven, so that they may correspond to, and even replace, actual
experiences of consumers. This condition implies a connection to the image system of
retail centres, which is based on “representations of space”. Individuals can lose
themselves in authorised and authentic qualities projected by images of places. They do
this, so that they may find secure paths to identify social relations for self-construction in

consumption.
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3.2. Process of consumption and the image system of retail centres in

Frankfurt am Main and Tokyo

Based on the perspective of consumption and its social and spatial connotations
considered above, this section analyses (through the cases of Frankfurt am Main and
Tokyo) the social practices of consumption in terms of international retailing and its link to
the image system of retail centres. In doing so, it does not simply associate certain retail
centres to sociological groups of people in each city and then to particular features of
international retailing. The distinction between German and Japanese people does not
necessarily correspond to that between Frankfurt am Main and Tokyo. Broader cultural
classification is not necessarily geographically inherent to the consumer practices of each
study city. (The last chapter shows furthermore that tourists in Frankfurt constitute a
significant proportion of the customers of the luxury sector retailing.)

Instead, this section traces the nature of business of foreign retailers in each study
city to the social process of consumption. First, some retail concepts of the retailers are
analysed with the concepts of ‘authority’ and “authenticity’. In this analysis, social group
relations will be considered by examining possible social contexts of retailing.
Information sources include published materials and electronic information, such as
websites, as was done for analysing the image system of retail centres in the last chapter.
Lastly, it will be demonstrated how inter-group social relations are associated with places
of consumption in the image systems of these study cities.

3.2.1. Analysis of social relations from international retailing in Frankfurt am

Main and Tokyo

Authority and authenticity in retail concepts

In both Frankfurt am Main and Tokyo, international retailing largely relates to the
fashion and personal goods sector (see Chapter 1-3). Such goods serve obviously the most
manifest presentations of self. Recent trends in this retail sector is said to be featured by
the polarisation of retailing. There are retailers multiplying their outlets for mass
consumers by offering affordable mass production goods (see Table 1-1-3, pp31), while

those dealing with luxury goods thrive on narrowly targeted groups of consumers.
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‘Authenticity’ is sought the least in the former type of retailing, while it is
imperative for the latter. When retail concepts of retailers in the former type, which the
foreign retailers in the study cities exemplify, are looked at, however the retailers
notwithstanding emphasise and attempt to establish ‘authority’ to confirm the choices
made. The business policies can be summarised briefly with the message, ‘we know what
you and your groups want’. They usually present their targeted groups of customers
straightforwardly (by age, gender, style), and stress their advantage in price, quality, and
style together with the advanced technology, which enables these advantages. They do
this, as follows:

“First and foremost the Gant Store concept secures a genuine Gant lifestyle buying
experience”(Gant website) (3-2-1)

“And you will love the way the collections are constantly updated! A powerful
computer network is used to optimise stock control in all the shops, so that demand
can be met more efficiently. By incorporating all the qualitative data, we can also
analyse sales by country, theme, colour, size, etc., which helps us to fulfil your
requirements more and more closely”(Promod website).

H&M, the most representative European fashion chain retailer, carefully develops
fourteen brands according to the fashion styles and customer groups. It says,

“We offer fashion basics as well as clothes with a high fashion content within each
collection, so that customers can easily combine different garments and find their
own personal style. This allows customers to choose from a wide range — from the
trendiest garments to modern classics, from new-born baby to fully grown
adult!”’(H&M website)

Gap (3-2-2) guarantees its fashion expertise, saying

“From color to concept, it all begins with inspiration — whether it's people-watching
on the streets of Tokyo, a flash from a dream or a visit to a local art gallery. At
Gap Inc.'s product development offices in New York City, designers, product
managers and graphic artists create the look and feel for each season's merchandise”
(Gap website).

While freedom of choice is emphasised by Gap, it is subject to a certain style
suggested and confirmed by retailers consulted by fashion experts. ‘Authenticity’ of a
style is surely not the critical point in the business of fashion multiple shop retailers. They
usually follow the trend suggested by designer fashion houses. Their retail concepts
promote their shops as ‘authority’ for consumers’ choices. ‘Experts’ are, therefore,
necessary to explicitly ‘suggest’, as in Gap’s comments. One of the most renowned
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international retailers, The Body Shop also presents itself as an expert in body care
products specifically in terms of fair products and trades for animal and human rights.

At the other pole lies the luxury goods retailers. They emphasise their ‘authenticity’
in their core business concept. International luxury fashion retailers as found in these
study cities certainly serve customers displaying their tastes and styles. The goods need
not to be a straightforward presentation of self and one’s social group determined by
wealth through high price ranges, but more importantly need to convey some social
meanings to others in its group.

In Tokyo, the surveyed results of a considerable proportion of foreign retailers in this
sector confirm the frequent remark that Japanese favour ‘brand’ and ‘names’. Indeed, the
Japanese ritual of giving gift is one of the practices of consumption profoundly relating to
‘authority’ and ‘authenticity’ in retailing and the presentation of these qualities through
goods. The gift giving practices often rely on names and brands of products as well as
shops, from which they were bought. Gifts purchased at department stores, for example,
confirm the authorised origin. This means that department stores become the source of
‘authenticity’. Clammer (1992:206) comments on gift ritual in Japan: “Life in Japan
sometimes seems to be an endless round of gift giving, reflecting the networks of close
social relationships that abound.” He points out the importance of appearances of gift
packages offered as usual complemented service. Wrapping papers of department stores
and renowned shops present ‘authenticity’ of the contents of gifts. This condition may be
more important than the contents themselves. A gift package may even include more
superfluous empty space than the contents themselves.

‘Authenticity’ stemming from ‘foreign’ countries for the Japanese (particularly
American and European) has long been established in conjunction with department stores.
Japanese department stores became an authority of retailing in the modern era (Yoshimi,
1996). Their ‘authority’ stems from their business origin of serving the ruling class (in the
late feudal and the modern industrialisation period). Foreign goods were rarely available
except in department stores, where they had a knowledge of them. This came about after a
long period without official international trade. Featherstone (1991:104) finds it odd that
“Japanese department stores regularly display art treasures and hold exhibitions of
paintings”. This is because he expects mass culture in Japanese department stores.
However, they are involved in art exhibitions and entertainment events in order to support
their authoritative image for their retail business, as well as being philanthropically

interested in high culture (Tsuganesawa, 1999).
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The origin of the *authority’ of Japanese department stores consequently includes
‘authority’ by ‘foreignness’. It seems that the current distinctive development of foreign
luxury retailers in Tokyo reflects the Japanese consumption of “foreignness’ as ‘authority’.
Even though the Japanese do not have difficulties in geographic and social access to
foreign products and the knowledge of them, as used to be the case, objects of
consumption firmly linked with foreign ‘authenticity’ are still deemed ‘authority’.

Furthermore, ‘foreignness’ can be associated instantly with luxury goods retailing in
Japan, which is often “foreign’. Carrefour first launched its stores in Japan in 2000. A
case of misunderstanding about this French retailer occurred at the first shop opening. The
visitors were disappointed as they expected ‘French’ supermarkets to be full of French
foods and well-known French designers brand fashion goods, rather than cheap-price daily
products, which are the centre of its business concept (Nikkei Ryutsu Shinbun, 2001a&hb).

In contrast, in Frankfurt, the discussion on the relationship between retailing of
foreign retailers and the images of retail centres indicates that “foreignness’ does not
instantly represent ‘authority’. More importantly there seems to be no distinction of
‘foreignness’ between *German’ and ‘foreign’ retailing in terms of luxury fashion retailers
(, as seen in the image analysis of the retail centres in the last chapter). The traditional
contexts of such luxury goods may be shared between people, like in the study of
Bourdieu. Designer fashion shops are regarded in general as exclusive in terms of their
price range and fashionableness, irrespective of from which nation the shops and
merchandises originated.  Mass-media reports on Frankfurt shopping indicate that
European and American foreignness may not necessarily present “prestige’, but ‘prestige’
is first given in terms of the social contexts inherent to such luxury goods. They refer to
luxury fashion retailers without reference to their specific foreign origin but usually to their
‘international” origin, even though most of them are not German. Foreign origins of
fashion goods, such as Italian or French, may be less associated with “foreignness’ but
more associated with ‘authority’ of high fashionableness and therefore, exclusiveness.
This means that ‘foreignness’ is only secondarily exotic. The image system of retail
centres in Frankfurt am Main includes the perspective that ‘foreignness’ is a negative
connotation for German residents in the city and region. ‘International’ and “global’ rather

than “foreign’ are favoured.

115



Social group relations

Social group relations in consumption are considered in international retailing within
the study cities. In Tokyo and possibly more broadly across Japan, luxury foreign fashion
goods do not represent specifically high class. These goods are special due to their
‘authenticity’ and ‘foreignness’, and are available to all. Journalists and economists
wonder at the sales growth in this market in the last decade, even during the general
economic depression. Luis Vuitton Japan, a Japanese subsidiary of the French luxury
retailer, accounted for around a third of its international sales in 2000 (Nikkei Ryutsu
Shinbun, 2001c). Hermes also relies much on Japanese customers, who can afford to
purchase handbags, which can cost more than a monthly salary. Prior to its shop on The
Ginza opening in 2001, domestic as well as international media reported that many young
women stayed overnight outside the outlet in sleeping bags with their friends (e.g. FAZ,
2001a). This attitude implies that there are other social contexts of such luxury objects
than those for “it’s not my thing” which Bourdieu (1987) identifies. The consequent
prestige of such goods can be conveyed through their foreign exclusiveness and
fashionableness. This prestige can be obtained upon merely overcoming the financial
constraint of purchasing the product. When various sociological groups of people seek
‘authority’ in the ‘foreignness’ of consumption objects, inter-group social relations are
covered with complex and diverse material representations.

In Frankfurt, on the other hand, social inter-group relations are highlighted by a more
explicit link to ‘exclusiveness’ and ‘otherness’ through the social contexts of goods.
Luxury fashion retailers not necessarily characterised by foreign retailers distinguish the
customers finding ‘my thing’ in their shops and those ‘the others’ thing’. German media
introducing the Japanese enthusiasm for foreign designer goods possibly reflect such an
attitude in general. In mass media, designer fashion retailers display the distinctiveness in
the qualities of ‘luxury’, ‘exclusiveness’ and ‘fashionableness’ of their merchandise as well
as retailing, so that their customers are able to seek such features of self. This condition of
luxury retailers differentiates in turn such groups of people, as relying on the standardised
mass products for choices in fashion, which are authorised by fashion multiple shops.
However, inter-group social relations are not explicitly articulated by the mass media,
since others for self and us, except foreign tourists and fashion conscious people in
Frankfurt, are not clearly referred to. As stated in the last chapter, the city elite workers’
conception of negative ‘foreignness’ on the city residents implies also this condition.
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In both cities, ruling groups are not apparent in the interpretation of social contexts of
goods by international retailing. It is obvious, however, that fashion enthusiasts and
Japanese foreign-authority-seekers are the important customers of international fashion
retailers in both cities.

3.2.2. The link between consumption and the image system of retail centres

in Frankfurt am Main and Tokyo

This section explores the link between social relations formed in consumption and
the images of retail centres. Considering the features of international retailing and their
locations in the image system of the study cities, it attempts to show the spatialisation of
social relations in consumption according to ‘authority’ presented in the “representations
of space”, i.e. the images of retail centres. It argues that the establishment of ‘authority’ in
retail concepts for retailers must reside in the images of places, while the images are the
reflection of social dynamics, on which consumers need to rely for their choices in

consumption.

Frankfurt am Main

‘Authority’ is implied by the political implication of “central places”. Retail centres
featuring international retail activity, particularly that in the non-luxury goods sector are in
the city centre and shopping centres. These “central places” are authorised retail locations
by town planning and retail development policy. The city centre is the highest order of
official “central places” and the most important location for retailing and shopping in the
historical development of the city. It is furthermore the “representation of space” by social
and cultural as well as political and economic interests. The shopping centres are “central
places”, as well. They are able to offer locations associated with images of ‘popular’,
‘comfortable’ and *appropriate’ for their customers, who prefer such qualities.

In terms of micro-locations of international retail activity, the area in and around
Goethe Street is related to clear images of ‘exclusiveness’ and ‘luxury’ within the
miscellaneous social image of the city centre (see latter half of the last chapter). The
locations have a distinctiveness and reputation for such luxury fashion retailing not only
among actual and potential customers but also non-customers as well. Images of retail

concepts corresponding to images of place, and vice versa, exclude the others of the
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socially weak City Centre residents. They are open to customers from affluent groups of

people including considerable numbers of tourists.

Tokyo

The case of Tokyo highlights the link between social group relations in consumption
and the images of retail centres. Some retail centres have established their ‘authority’ as
shopping destinations, particularly through the distinct development of international
retailing. This is because European and North American ‘foreignness’ tends to be an
instant resource of ‘authority’. Foreign luxury retailers in Tokyo are integral to the
‘foreign’ and ‘fashion’ images of the retail centres, where they are located. While such
retailers develop various outlets in different retail centres within Tokyo, considerable scale
of capital investment is concentrated in distinctive ‘fashion’ and/or ‘foreign’ image
locations, such as those in the Ginza, Shibuya, and Omotesando areas, as shown in the last
chapter. This process can be interpreted as being the case that foreign ‘authenticity’ is
transferred and transformed into the images of existing local places. Furthermore, such
local places representing foreign ‘authenticity’ obtain so much commercial endorsement as
to become themselves ‘authority’. The Ginza is an example of such. It issues its own
‘authenticity’ beyond the origin of objects, as it is repeatedly referred to as the most
traditional ‘fashion’ centre.

Similar cases are that of unique micro-locations of international retailing in several
renowned hotels in central Tokyo. These locations present themselves as ‘authority’ by
accommodating ‘foreignness’ through foreign luxury fashion retailers in their space.

From a macro perspective, ‘authority’ and the locations of international retailing are
closely related. Tokyo has a clear social and geographical interdependence. The
geographical segregation of ‘up-town’ and ‘downtown’ in the images of places in Tokyo is
possibly a reflection of the most profound inter-group dynamic. ‘Up-town’ is the place for
the image of ‘authority’. This geographical distinction based on former class segregation
still signifies groups with a family origin of up-town high class, and those who are
interested in such an image. Firstly in Tokyo privileged groups may become privileged by
being associated with this geographical context rather than by achieving other social-
economic features. The foreign fashion retailers in Tokyo then choose such locations with
this ‘up-town’ image. Even foreign fashion multiple shops appear to project themselves

first as “foreign’ in Tokyo by their first up-town locations, as shown in the last chapter.
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Nowadays for the Japanese the shops to visit are not confined to those in the local
‘up-town’ retail centres but extend to shopping abroad at the original locations of these
foreign retailers.  This attitude implies that consumption of objects includes the
experiences of the images of places.

Footnote:

(3-2-1) Gant has no retail outlet in Frankfurt am Main either in Tokyo.

(3-2-2) Gap has no retail outlet in Frankfurt am Main.
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3.3. Conclusion

Consumption is a process of self-construction. The process depends on how to
identify and distinguish self in relation to others within one’s group as well as across other
groups. It relates to the most manifest form of presentation of self through the act of, and
the objects of consumption. The objects consumed are neutral and their meanings are
susceptive to social and cultural change. In order to explore social relations in the modern
condition of consumption, focusing on the objects can lead merely to a discovery of the
elusive nature of consumers, the blurred social group structure, and the emphasis of intra-
group social relations. Nevertheless, discussions suggest that the formation of social
relations is substantially directed towards inter-group relations. The concept of ‘authority’
is a key to understanding the relations. The ever increasing and diversifying choices to
make for self-construction necessitate identifying ‘authority’. ‘Authenticity’ is, then, an
important quality in consumption objects. Complex material representations of social
relations do not mean the collapse of ‘authority’ but the reassertion of ‘authority’ by
commercial and political interests.

Furthermore, the social relations tend to be formed more importantly in relation to
the spatial dimensions through the images of products, retailing and places. Consumption
is interdependent on spatial and social relation of self and others. Self-construction in
consumption relies on the images of places of consumption - “representations of space” by
dominant political and commercial interests. The images, which are shaped in such power
plays of the social world, indicate ‘authority’ and ‘authenticity’ for choices of consumption
objects and experiences to have.

The cases of the local geographical developments of international retailing in
Frankfurt am Main and Tokyo show this process. Consumption is contingent upon
experiences both in and of places. The ‘popular’ ‘appropriate’ ‘positive’ shopping
destinations are proposed and confirmed in the popular media. Such images may be
manipulated, but the manipulations need to generate the appealing and convincing images
of such qualities. In order to achieve this, the images of retail centres consequently refer to
the social dynamics, which the “authority’ of society aspires and indeed is built upon.

The reason why the locations highlighted by international retailing closely relate to
the image system of retail centres in the cities studied, is because such retailers as found in
the study cities in terms of international retail activity thrive on the images of retail centres
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as the important resource of their retail business, at the same time their images of shops
and goods can become the substantial component of the images for consumers. The cases
in this study suggest that retail concepts aiming for “fashion’, ‘luxury’ and/or ‘foreignness’
must first exist in places authorised by such images. This means, on the other hand, that
there are the other types of retailers, such as supermarket or discounter, which do not need
to connect the images of outlet locations and their businesses but possibly primarily
depend upon the profitability of investment.

Regarding the different retail-geographical features in terms of international retail
activity between the study cities, the higher volume of foreign luxury fashion and personal
goods retailers in Tokyo can be understood as a result of not only the possible economic
factors, such as the different scale of customers (implied by that of population) or different
structure of central places, as analysed above, but also the different image emphasis in the
system. This difference can be explained as the different attitude towards “foreignness’ as
‘authority’.
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Conclusion

This thesis comprises the questions consequentially arising through exploring the
phenomenon of the internationalisation of retailing. It began with retail business issues of
the internationalisation of retailing in Germany and Japan. It highlighted the fact that
many retailers developing internationally make seemingly irrational decisions without
analysis of various retail environments. The second part of the first chapter went further
into micro-locations of international retailing. It demonstrated the contents and spatial
distribution of locations that incorporate international retailing in Frankfurt am Main and
Tokyo.

The second chapter explored the central question: why is the internationalisation of
retailing settled in certain locations in these study cities? Based on the data surveyed, it
first considered the distinct locations of international retail activity and the relationship to
the development of retail centres in the traditional retail-geographical, economic relations.
The case was shown through the examination of Frankfurt am Main and Tokyo, that the
development of the internationalisation of retailing particularly in the fashion and personal
goods sector does not cause the considerable change in the local spatial distribution of
retail locations. The locations of international retail activity in these study cities are
associated not merely with the economic factors of retail locations.

The second part of the chapter turned to the images of retail centres as
“representations of space”. The image system of retail centres is not based on the
quantitative approach dealing with the assessment of built environment and retail
opportunity, which is usually applied in consumer surveys. It was argued that typical
complains about the homogenous or uniform nature of retail built environment and the
standardised products are not specifically relevant to the international retail activity, but
generally to the modern development of retailing, distribution and production systems.
The images of places are based on the omnipresent conceptions of illusion and reality.
Subjectivity and objectivity converge into shared meanings of places. It is, however,
stressed that the images of retail centres are dominantly represented for the interests of the
political economy of the domain. By discussing humanistic approaches to these images, it
becomes significant that Lefebvre’s “representations of space” and Soja’s “spatiality” play

a central role in the images of retail centres. This is because retail centres tend not to be
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“lived” space but are experiences presented in the media by commercial and political
interests. The images of retail centres are dominantly commercially and politically
represented.

The approach therefore was, to focus on the structure of retail-centre images. This
thesis considered distinctive image elements of images of retail centres. By analysing the
image structures of the study cities and their relationship to retailing of foreign retailers, a
case was demonstrated that the internationalisation of retailing can depend on the images
of places, while it can be integral to the image system.  The business images of
international retailers focusing on ‘foreign’ and ‘fashion’ in the study cities represent the
most distinctive image of some retail centres. This interrelates to the differentiation of
retail centres in such images, particularly between those in the higher-order centres in the
economic system, where most of the international retailers are located, and the other
centres.

It should be noted again that the image structure is not entirely dominant but
interdependent with the economic system of retail centres. While potential customers are
attracted by images, it is imperative from a business perspective (domestic or
international), that indeed customers are there. This can be ensured not only by assessing
the features of the possible customers, or the images of retail centres, but also by locating
outlets amongst shops of similar trade or at transportation nodes in Tokyo or by choosing
the “central places” in Frankfurt am Main. The Ginza is a case in point. While its image
as a retail centre surely brings potential customers for luxury fashion retailers, a substantial
basis for such business types is no less its affluent night working population and the
customers of many hostess-served exclusive bars and night clubs in the area. Such luxury
goods retailing businesses cannot disregard this source of customers.

The third chapter went further into the wider social dimensions of the relationship
between consumption and space. What underlies the image system of retail centres? The
discussion of this question began with understanding consumption as an act directed
towards constructing self in relation to others. Sociological and anthropological studies
were reviewed to suggest basic concepts of consumption and social relations formed
through it. These concepts link consumption to place and the images. In the modern
capitalistic world, the act of consumption is tied increasingly to ‘authority’. ‘Authority’ is
sought in the objects of consumption, and more importantly, in the images of retail centres.
Through the analysis of the study cities, the image system of retail centres oriented towards

social group relations was linked to the process of self-construction in consumption. Some
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may argue that such an analysis is a reduction of diversity, but a mere description of
diversities does not explain the phenomenon of the emergence of the internationalisation of
retailing in certain locations.

The social group relationships sought in consumption are both intra- and inter-group.
The latter is, however, the fundamental relationship. This is clear, as it is represented by
the image structure of ‘authority’, i.e. by the political economy of the domain. The social
group relation of being privileged or underprivileged is the core orientation of self in the
process of consumption. However, as was discussed, group relationships appear
ambiguous due to transient variable material representations in a diverse world of modern
production and advertising. The appropriate choice for self-construction in consumption
has to be, nevertheless, ensured. ‘Authenticity’ is then another key concept, which is
inevitably guided by ‘authority’.

The analysis of retail concepts of international retailers in the study cities shows that
some retailers attempt to establish themselves as “authority’ for choice in consumption.
Importantly, however, it is possible through settling in the places, which represent
‘authority’. Retailing insisting on ‘authority’ thrives on the images of locations. As
considered in terms of foreign retailers in the study cities, retailing of such (both foreign
and local retailers) may then become the substantial component in these images. How it is
tied to the images of places in turn can influence the different economic features of retail
centres, which are highlighted by the locations of international retail activity.

The relationship between consumption and image of the places discussed above
suggests that the different features of international retail activity between the study cities
are dependent partly on the different image element of ‘foreignness’ as ‘authority’ in
retailing as well as locations.

The geographical exploration of the phenomenon of the internationalisation of
retailing now concludes with an implication of “production of space”, which Lefebvre
discusses.  Through the cases of Frankfurt am Main and Tokyo, concerning the
internationalisation of retailing and its geographical contexts, it illuminates how social

relations are reproduced in “representations of space”.

Town planning implications

Internationalisation of retailing is at the heart of the global capitalist production

system. While it is interdependent on the standardisation of objects and customers, it also
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depends on qualitative differentiation from others. The international comparison
highlighted such a contradictory feature of the internationalisation of retailing. This thesis
suggests retailers, although mainly regarding those in the fashion and personal goods
sector, not to underestimate the importance of images of places, where retail businesses
have to be embedded. It is imperative to project recognisable images of shops at the time
of entry into foreign markets. Although whether retail businesses survive in the locations
would have also depended on the issues in retail operation, such as service or assortment
strategy for the local markets, several unsuccessful cases of attempts outlined initially in
this thesis may be due to the images of their locations being not precisely grasped and
connected with their retail concepts. Marks & Spencer, the quality-oriented supermarket,
may have survived in Frankfurt, if it had concentrated merely on its British grocery
selections. More importantly, if it had been located around the adjacent Goethe Street, for
example, and not in Zeil Street, it may not have failed. Likewise, the “Western’ (foreign)
drugstore of Boots and the beauty shop of Sephora in Tokyo would surely have been
appealing with “foreign’ products and selections of their European origin of shops. It was
in The Ginza, the established ‘fashion’, ‘luxury’ and ‘foreign’ image retail centre. Their
products in general were, however, neither luxury nor distinctively “foreign’ probably
enough to connect the experiences of shopping with these images. In the Ginza there are
many alternatives for these experiences, such as luxury cosmetics shopping in the
department stores. Commonly for these German and Japanese cases, the retailers did not
or could not develop sufficiently their images before jumping into the market. Of course
their problems may also have been administrative, financial or general-economic in nature,
but their locations and their relationship or lack thereof to the images of these retail centres
were critical.

Contradictions often argued as inherent to the capitalistic production system may
generate conflicts among the groups, such as those in western/non-western, or pre-
modern/modern social group relations as in anthropological cultural-political cases, or
class or cultural group relations within modern societies. Consumption is equal
opportunity founded on the unequal dynamics of social groups. States then intervene
conflicts stemming from unequal relations among groups, which in this case is retail and
town planning politics.

The conflicts of the social segregation of Frankfurt City may reflect on the
contrasting economic conditions between the relatively prosperous city centre and

shopping centres, and the smaller district retail centres in decline. In this condition, its city

125



planning and retail policy should promote further the city centre to international retailers,
while concurrently supporting the district retail centres by assisting with the establishment
of their image strategies.

Regarding the former, the city centre should differentiate itself from the shopping
centres and the other city centres in the area, region or German and European metropolitan
cities. The retailing of Frankfurt City Centre could be first and foremost ‘international’
rather than simply ‘diverse’, ‘fashionable’, ‘lively’, or ‘urban’. This may give rise to the
international and global image of the city for people across Europe and the world, to which
the city aspires. In terms of retailing, Planning Department, Stadt Frankfurt am Main
(2004) suggests to promote the city centre locations for “Flagship stores”, e.g. in the newly
developed retail space. Flagship stores of international producers and retailers, which are
usually related to fashion retailing and the international trend, can represent “international’
retailing for the image of city’s retailing. However, as considered in this thesis, luxury
fashion retailers, which are most fashionable to represent ‘international’ may not prefer
newly developed locations, where everyone comes. Furthermore, promoting the city
centre for fashion retail locations always needs to pay attention to an ephemeral nature of
fashion.

A new large-scale mix-use locale including a shopping centre (the MAB Zeil project)
will be opened in the city centre (as previously referred by this thesis). Its commercial
success will partly rely on how it reconstitutes and integrates the hitherto disconnected and
socially and commercially negative image structure of the city centre. It is not simply a
matter of how much it changes the current image of the city centre through, for example,
its distinctive architecture or built environment, but through its retailing and actual
experiences of people in the space.

Regarding the latter, the problem of district retail centres in decline is, when attempts
are made to improve socially negative images of retail centres, e.g. in some areas, local
campaigns or events may leave images which unintentionally reinforce social segregation,
I.e. images in which no one wants to invest. The condition then gets worse. The image
strategy for the declining retail centres should not be to emphasise simply ‘locality’ or the
local distinctions of the areas, but conversely it needs to emphasise a more specific
distinctive flavour of retailing. The difference (not only in merchandise) between the
centres has to be emphasised as the object of consumption. This idea may be argued, since
it focuses merely on the material diversity and difference of the places. Grimm &

Ronneberger (1994) argue that cultural diversity of the city tends to be appreciated merely
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as an opportunity for consuming diverse materials, such as ethnic groceries and restaurants,
while the residents, who actually bring such material diversity, are implicitly rejected by
other groups of people in the city. A long-term project for Frankfurt and its region through
education and social programs may be imperative so that the people come to appreciate
cultural plurality of the city and region.

However, the economic decline in some retail centres seems to be the basis for the
continual social segregation. The local initiatives of these declining retail centres could
organise not only events or festivals but also focus on image promotion in retailing and
consumption. They could more retail-specifically, for example, advertise the most
independent shoe shops or best value second-hand shops rather than simply stressing
mundane ‘traditional’ and ‘local’ values. Such images are then necessary for promotion
not only to local residents, who may already know of the centre, but most importantly to
others widely in the region, although all do not need to become the customers.

In Tokyo, on the other hand, other problems exist. Many consumers have become
saturated with messages of the images of places. This is particularly prevalent in the
relatively concentrated locations of international retail activity. The retail centres in the
commercially positive areas, ‘up-town’ centres can continue to rely on their ‘up-town’
images, but other retail centres may have to establish a resource of “authenticity’ in their
image of places. However, ‘authenticity’ generated in competition with ‘up-town’ can
unintentionally emphasise a lack of image, like in Frankfurt. The ‘shotengai’ policy of
Tokyo metropolitan government or borough authorities may not have to focus on
generating the images of general locality or local identity. The images may need to be
more specifically consumption-oriented (e.g. specific assortments offered). A message
needs to be established. One which says: Buying in these locations is a part of the
‘authenticity’ of the choice itself.

It needs to be pointed out that, many sites in the last decades have been marketed one
after the other by generating such images of ‘authenticity’ of place. The mass media
conveys narratives of these places of redevelopment, as they emerge particularly in central
Tokyo. It may be useless to differentiate and to confirm ideas of choice, if the same
narratives are pushed, such as “fashionableness”, “international urban life”, and so on.

‘Authority’ and ‘authenticity’, which some retail concepts have established through
being settled in some locations of certain images, may tend to change. For example, some
luxury designer fashion houses may not remain exclusive in the ever-changing images of

retail centres. There are many new retail developments marketing the similar urban
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fashion images, such as Roppongi Hills, the Shiodome area, or the Dojyunkai Apart
redevelopment in Omotesando. Among retail centres of such similar image types their
image relation may be changing, as the retail locations are developed and replaced with
one from the others. The reorganisation of international retail concerns and groups after
mergers, acquisitions, or changes in joint venture management may result in the
reorganisation of their existing shop locations. Consequently the images of retail centres,
where this change takes place, may become subject to the powerful images issued from
such retail concerns and groups through their advertising campaigns. For example, some
of the shops of the Gucci group and the LMVH group retailers once located independently
are integrated in certain location in a retail centre.

Shopping destinations are not only in Tokyo but also in the overall conurbation.
Ikspiari developed as a part of Tokyo Disneyland Resort in the Maihama area in Chiba
Prefecture is a complex of shopping and leisure centres open since 2000. The Minatomirai
area in Yokohama City offers leisure, office, business and retailing properties and has been
connected directly with Tokyo by Tokyu Railway Line (in 2004). Whether the existing
retail centres featured by their particular images can maintain their status will depend on
the “Tokyo’ image as an “authority’ for shopping.

At the same time, the focus on generation of the images of retail centres or places
may pay attention to the establishment of retailing. Retailing and retailers connected well
to the images can remain in locations. These images need to maintain the actual customers
as well as reach new potential customers. The so-called Chushinshigaichi kattseika
projects, the newly introduced inter-ministerial projects for the inner city regeneration
projects should take into consideration the image strategy based on the recognition of the
image structure of Tokyo. Also importantly it should not disregard potential customers.
For example, regeneration projects including the mixed-use development for housing,
offices and particular service industries to be accommodated should consider retailing also
for the people there and around, not merely attempt to attract as many consumers as

possible from the larger trade area.

Closing remark

Still a further question is left: why are images generated which tie places in
seemingly different intensity in these study cities? In Tokyo the commercial images of

retail centres seemingly long established, developed, and utilised are connected with
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images of several places. In Frankfurt am Main, the social features of each centre are
extracted well, contrasting such affluent and socially weak foreign groups, being a basis of
the images. These differences may depend not only on the political and commercial
interests on the images of retail centres but also on the degree of experience of
consumption and images of places. The main difference between Germany and Japan may
be about attitude not only towards ‘foreignness’ but also towards ‘places’. This thesis
showed in the first chapter that foreign luxury retailers in Tokyo develop not only one but
also many outlets in many retail centres. Such a development reflects the almost fanatical
desire for foreign luxury designer fashion goods. This attitude may be due to the intensive
notions of experiencing the places of consumption. Lefebvre powerfully discusses the
hegemony of the ruling class in “production of space”. (This includes both social relations
formed in space as well as the natural or physical components of space). He also stresses
the feelings stemming from and attached to the places, i.e. human nature in experiencing
space. He warns that such feelings can be easily controlled by the dominating authority in
the society. The images of retail centres emphasised by the ruling groups must, however,
be convincing.

Lefebvre in his extensive study of “production of space” appears to imply the
different attitudes towards space between West and Asia, being based on the differing
attitudes towards nature. This results in the distinctive spatial structures of “presentations
of space” and “representational space”. In consumption, social relations to others are
constructed. It means that self needs to be recognised. The recognition of self and other
then rests profoundly on that of place. Tuan (1979) notes that the boundaries between self
and other are contingent upon culture, which one belongs to, and this cultural distinction of
self from other generates one’s faith in places, which is based on the different attitudes
towards space and nature. |If these attitudes are different between these study cities, for
example, the concept of ‘naturalness’, which the ruling classes tend to appeal in order to
appropriate space (Lefebvre, 1991), may be inevitably convincing in a different manner
and to a different degree between people in Frankfurt and in Tokyo. If the humanistic
perspective is to be referred, the “rootedness” according to Relph (1976) may be the
difference between the image systems of retail centres of Frankfurt and Tokyo. The last
question: why do I, a Japanese, sociologist, town planner and geographer, turn to this

perspective, a faith in place? One must explore this with extreme caution.
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German abstract

Die Internationalisierung des Einzelhandels ist ein geographisches und
gesellschaftliches Phanomen. Die vorliegende Arbeit analysiert dieses Phd&nomen am
Beispiel eines Vergleichs der Metropolen Frankfurt/Main und Tokio. Sie betrachtet den
Zusammenhang zwischen der Entwicklung des internationalen Einzelhandels und dessen
Standorte und lokalen Zentren in den Gastlandern.

Das erste Kapitel untersucht, wie sich der internationale Einzelhandel in Deutschland
und Japan, speziell in Frankfurt und Tokio, entwickelt hat. Bezogen auf die
makrogeographische ~ Entwicklung  zeigt  sich, dass die internationalen
Einzelhandelsaktivitdten in beiden Stadten &hnlich verlaufen, d.h. keinen als typisch
europdischen  bzw. typisch  asiatisch  beschreibbaren  Mustern folgen. Die
Geschaftsentwicklung in Gastlandern hdngt wesentlich von internen unternehmerischen
Entscheidungen zu internationalen Erweiterungen der Aktivitdten ab. Die
mikrogeographische Untersuchung der Standorte belegt, dass die Internationalisierung des
Einzelhandels in beiden Stadten vorwiegend mit den in einigen Zentren konzentrierten
Angeboten fir Mode und Waren des personlichen Bedarfs verbunden ist. Besonders in
Tokio  charakterisieren  auslandische  Luxusmodegeschéafte den internationalen
Einzelhandel. Ausléandische Lebensmitteleinzelhéndler, z.B. Supermérkte, sind dagegen in
beiden Stadten kaum ausgepragt entwickelt.

Das zweite Kapitel betrachtet den Zusammenhang zwischen den Standorten des
internationalen Einzelhandels und der Entwicklung der innerstédtischen Zentren. Dabei
ergibt sich, dass die Internationalisierung keine wesentliche unmittelbare reorganisierende
Auswirkung auf das Zentrensystem dieser Stadte hat, da die rdumliche Verteilung der
internationalen Einzelhandelsstandorte der Hierarchie des Zentrensystems folgt, allerdings
werden keineswegs alle hochrangigen innerstadtischen Zentren im gleichen MalR von
internationalen Anbietern besetzt. Das wirft die Frage auf, welche qualitativen
Unterschiede der Zentren flr die Standortpréferenzen des internationalen Einzelhandels
bedeutsam sind. Eine wichtige Rolle spielt hier das politisch und kommerziell gepragte
Image von Zentren, dessen Analyse auf das Konzept des Representation of Space von
Lefebvre fokussiert ist. Von diesem Konzept des Image wird die interpretative Analyse
uber die internationalen Einzelhandelsstandorte und deren Zentren abgeleitet. Die Analyse

bezieht insbesondere Imageelemente aus Literatur und Medien ein und verbindet sie mit
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den Einzelhandelskonzepten internationaler Einzelhandelsunternehmen. Die Images der
Zentren werden durch die Konzepte der Einzelhandelsunternehmen verstarkt, deren
Konzepte auf ein Geschéftsimage zielen, das durch Internationalitdt und ausgesprochene
Modekompetenz bestimmt ist. Dieses fur sie charakteristische Image, riickgekoppelt mit
der Imagebildung der Zentren, hat zur Folge, dass sich die Images der innerstadtischen
Zentren hoheren Ranges deutlich mit Ankunft des internationalen Einzelhandels
auszudifferenzieren beginnen.

Warum aber sind die Images der Zentren flr den internationalen Einzelhandel von
Bedeutung? Zur Beantwortung dieser Frage greift die Arbeit im dritten Kapitel auf
soziologische und anthropologische Studien ber Konsum zuriick. Konsum ist nicht nur
die materielle Reprasentation gesellschaftlicher Beziehungen, sondern auch ein Prozess der
Selbstkonstruktion, d.h. auf diese Beziehungen zielendes Handeln. Die Selbstkonstruktion
muss sich angesichts immer wachsender Auswahl auf anerkannte Autoritaten verlassen,
die Authentizitat als wichtige Qualitdt der Konsumobjekte garantieren kann. Auf der
Grundlage dieser Konzepte analysiert das Kapitel die Strategien internationaler
Unternehmen in den untersuchten Stadten. Dabei stellt sich heraus, dass die internationalen
Handler sich selbst als Autoritét fir die Auswahl von Konsumobjekten prasentieren. Das
wird ihnen ermdglicht, wenn sie sich in Zentren niederlassen, deren Image selbst Autoritat
reprasentiert. Deshalb entwickelt sich in beiden Stadten die Ausbreitung des
internationalen Einzelhandels entsprechend der Imagehierarchie der Zentren. Dabei sind
zwischen Frankfurt und Tokio deutliche Unterschiede zu konstatieren. Sie resultieren
daraus, dass deutsche und japanische Kunden Internationalitdt in einem unterschiedlichen
MaRe mit Autoritit verbinden und demzufolge auch die Images von Zentren, die diese
Qualitat vermitteln, unterschiedlich bewerten.

Abschlielend werden aus den Ergebnissen der Arbeit Empfehlungen fiir die

Stadtplanung und den internationalen Einzelhandel abgeleitet.
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Appendix 1: Summary of German and Japanese retail formats

There are many terms for retail formats, which are used commonly in Germany and
Japan. However, the contents and connotations are not necessarily the same between these
countries. Therefore, German and Japanese retail formats are here summarised in relation
to English terms. The objective is not to list up all the possible formats but to provide
basic terms for this thesis. Connotations of some general retail formats are also referred to.

The most general term for places of retailing is ‘shop’, in German ‘Laden’ and
‘Geschéft’, in Japanese ‘Mise’. It is a retail outlet, where ‘retail” activity takes place, as is
discussed first in Introduction of this thesis. Potter (1982:3-7) defines a shop as a physical
component of built environment as a “permanent or semi-permanent structure which is
either wholly or partly devoted to the conduct of retail trade or complementary service and
catering and which is accessible to the general public or prescribed segments of that
public”.

Shops are termed as a particular format according to business features, such as types
of goods and service, price-range of merchandises, scale and location of outlets, and
operation types of franchising or chain. There are many internationally common retail-
formats, while others are regional and temporal. Terms for retail formats are not
systematically but arbitrarily invented and used. Some terms may stem from marketing
purposes to differentiate them from the other similar businesses.

General retail formats in English are summarised in Diagram A-1-1 by the outlet
scales and the different degrees of specialisation in goods. Regarding these formats, the
German and Japanese terms are summarised in Table A-1-1. They are based on a retail-

geographic perspective rather than for lay people.
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Figure A-1-1 General retail formats by specialisation and size in English

Boutique

flower
bakery)

Speciality Shop (e.g.

Category Killer (e.g. DIY centre)

shop or

Supermarket

Specialisation

Variety store
(e.g. Drugstore)

Department store

Discount sho
Iscou P Hypermarket
Superstore
Convenience
Shop
Corner shop
Size >
Table A-1-1 General retail formats in English, German and Japanese
English Features German Features Japanese * Features
Kiosk *1) Self-service shop

Small shop for

Nachbarschaftslade

selling groceries

Corner shop, snacks n with 30 to less
Convenience ci aretfes and Convenience | than 250 sg.m. s.
shop ngws a érs Convenience Usually at gas | store a** open for
hap shop/store  (open | stations longer than 14
longer) hours
Supermarkt, Clothes,
Lebensmittel Mainly Super: groceries and
Selbstbedienung groceries with Super;narket household goods,
Very large Markt; Lebensmittel | self-service - Superstore each_ of which
. Supermarkt « consists of 10-
shop, offering a Sogo
’ Around 1000 " 70 % of total
large number super”, sales where
of different sq. m. s.a., | (general ' 0
Supermarket | i i of food mainly with full | merchandise | MOre than 50% of
and other assortments of | stores) self-service  and
regularly Verbrauchermarkt | 9"OCEMNes, \;Inggo more than
needed goods additionally 50.m. s.a.
drogerie, “Senmon Self-service shop
household super” (e.g. | with more than
goods, shoes | grocery 250 sg.m. s.a.,
and clothes supermarket) | offering a group
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More than of goods as more
Vv 4,000 sg. m. than 70%  of
ery large f d
supermarket . s.a. for more goods
Superstore; (around 2,500 Selbstbedienung(S | non-grocery
Hypermarket - B) -Warenhaus assortments
sg.m. s.a.), in than
out of town
supermarket
A large shop - .
divided into Clothing,
groceries and
separate
d household goods
epartments - .
. with service.
for different
Each group of
types of goods
R ) goods accounts
Department | in wide range, | Warenhaus; Hyakkaten
. for 10-70% of
store mainly Kaufhaus (Depaato) .
sales in more
household h 1
o0ods and than 500 or
goog: 3000 sq.m. *2)
clothing, s.a. with less
offering various h ' % of self
types of t an 50% of self-
; service s. a.
service
Spezialgeschaft, Shop lised of
including specialised .
goods with Clothing,
Handwerkhandel )
. . . advisory household goods
Specialised in (e.g.Lebensmittel ; . !
: service  (e.g. either  groceries
particular Laden)
grocery shop) Senmonten as more than
groups of = - 0
o ; Fachgeschéft (e.g. | A certain group 90% of whole
Speciality goods with d ith |
shop service Drugstores) of goods goods with less
Several groups than 50% of self-
service s.a.
Fachkaufhaus of g_oods eg.
clothing and
shoes)
DIY or Garden- Large-sc_ale, Senmon DIY or Garden-
Fachmarkt self-service
centre, etc. o Super centre, etc.
speciality shop
Toy store, etc, - -
Categor Assortment Categor
-ategory and price- Category killer -ategory
killer . killer
oriented for a
group of goods
Shop of cheap
goods with or . . Price-oriented
: Price-oriented, )
without . : self-service shop
. S Lebensmittel self-service -
Discount specialisation : . . . offering a
; Discounter; shop mainly Discount .S
shop in goods (e.g. . . specialised or
4 Discounter offering a shop L
variety shop, non-specialised
narrower range
factory outlet, . general group of
. of groceries
one-price- goods
shop)

Source: the author, based on Longman Dictionary of Contemporary English, International Chamber of
Commerce (1979), Guy (1998:258), Keizai Sangyo Shou (2000), Klein (1995:Appendix1-3), Kulke (1992b: 67),
Tietz (1993:30-35)

*Definitions by The Census of Commerce by Keizai Sangyo Shou (2000)

**s.a. = sales area

*1) with special licence, “Trinkhalle” in some regions. According to the official industrial classification, it is no
retailer.

*2) in the official urban areas (by Town Planning Law) and Tokyo Metropolitan boroughs.

Some retail formats follow the types of major group of goods. German and Japanese
official statistics give the basic groups of goods, as follows (Table A-1-2). The most

recent German official statistics does not include business establishments of retailing of car
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and car parts (e.g. car dealers), fuel (gas stations) and mineral and chemical materials,
machines for industrial use, snacks (fast food), and rental goods as retailers. The statistics
by Bundesarbeitsgemeinschaft der Mittel- und Grol3betriebe des Einzelhandels e. V. (BAG
Handels)(a German retailers’ association) does not include some production retailers, such
as bakery and butcher (BAG Handels, 1998).

Table A-1-2 Retail formats by goods

German industrial classification Possible retalil Japanese industrial Possible
formats classification retail formats

General merchandise Department  store | General merchandise Department
and self-service stores,
department store Super

Groceries, beverages and | Supermarkets and | Groceries and beverages Senmon

cigarettes grocery discount Super
shops

Other goods Shops/Kiosks, Textile, clothe, and personal | Shops

(Textile; clothes; shoes and leather | ‘Fachmarkt’ (e.g. | goods

goods; furniture and household | DIY, Garden | Car and bicycle

goods; electronic household | centres, Drugstores) | Furniture, household machines
goods; metal, paint, building and

housework goods; books,

magazines, newspapers, Others (e.g. medical goods and

stationary, and others) cosmetics; fuel: books,

Chemist and medical articles “Apotheke” magazines, newspaper and |-

Antigues and second-hand goods, |- stationary; sports, toys, free- |-

Other retailers without sales area. | Weekly market, Mail | ime  goods and  musical |-
Order instruments; cameras; watches

and glasses; second-hand
goods; others)

Source: Statistisches Bundesamt (1998), Keizai Sangyo Shou (2000)

Additionally, in both countries, there are also shops open only for members,

‘Wholesale club’, “‘Cash and Carry’ (for wholesale) (e.g. Metro in Germany).

German features in retail formats

Supermarkets in Germany usually mean those selling mainly groceries as those in
English. Those with a larger scale sales area include for example, “Verbrauchermarkt’, as
in Table A-1-1. Discount shops refer usually to grocery discount shops in Germany, which
additionally deal with household goods, clothing and electronics, such as Aldi. A variety
shop is a general merchandise store with the limited range of assortments offering usually
goods in low-price ranges, such as Woolworth. German convenient stores (open longer
hour and everyday) refer to the shops at gas stations usually operated by major fuel firms,
train stations and airports, due to the regulation on opening hour.

In addition, there are some German retail format terms. A ‘handwerkhandel’ is a

business establishment consisting of handwork or manufacturing and retailing of the
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products with related service. A “partievermarker’ has a main product line and additionally
offers other various goods (Tietz, 1993:35). For example, Tchibo is a coffee specialist and
sells a theme of various types of goods weekly changed. Its sales in non-coffee products
are not insignificant.

Some of these retail formats have connotations of German and Japanese consumers.
Department stores are general merchandise stores offering wide range of goods in good
quality and price, although they were rather special retailers for their assortments and
luxurious shopping atmosphere at the early development period in the end of nineteenth
century (Jeffery & Knee, 1965:66). Speciality department stores, e.g. ‘Fachkaufhaus’,
include those in price-oriented retail concept. Speciality shops can be classified largely as
those quality and service-oriented, such as fashion boutiques and grocery specialists, and
those price-oriented and self-service, such as discount electronics speciality chains. And
the images of retail formats usually follow this distinction.

Japanese features in retail formats

The business contents of some Japanese retail formats are slightly different in from
the corresponding the Western terms. First, Japanese convenience stores refer to those
offering groceries as defined in the national statistics. Their grocery offer comprises
mainly snacks and drinks, as they attempt to differentiate their business from competitors
(Tokyo-to Shoukoushidousyo, 2000b: 393). A ‘super’ (superstore) or supermarket means
either a larger self-service grocery shop or a type of self-service department store mainly
dealing with groceries (sogo-Super: general merchandise stores). ‘Sogo supers’ do not
necessarily offer price-oriented assortments. Unlike Western supermarkets, some ‘sogo
supers’ offer luxury goods, such as jewellery and imported brand fashion goods.

Regarding speciality shops, according to The Census of Commerce a ‘senmonten’ is a
speciality shop. In the official definition, a “chushinten’ is a shop offering a certain group
of goods, while this term is seldom used in general. A ‘gyoshuten’ is a term for business
people and experts. It joins a wholesale association of so-called ‘keiretsu’ of manufacturer,
e.g. electronics (Kato, 1998:61). A ‘boutique’ is also used so in Japanese as in English,
and a similar term is “select shop’. Experts refer to a small traditional individual speciality
shop operated only by family members as ‘nariwaiten’ (Tokyo-to Shoukoushidousyo,
2000b: 143). The term can be associated with negative images of retailing by ‘not-

modernised’ outlet and old-fashioned assortments (Hada, 1995:100). ‘Shop-in-shops’ are
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tenant retail spaces often in department stores. The outlets are not leased to the retailers
but retail space operated directly jointly by retailers and department stores through
wholesale contracts.

Price concept distinguishes retail formats. The discount retail format is found in the
retail sectors of electronics, alcohol and beverage, and general merchandise (one-price-
shop). These specialised in groceries are seldom, unlike in Germany (Kato, 1998:66).

Availability and quality of service and advice, i.e. self- and full-services, which are
usually in question in Germany, do not appear to influence the images of retail formats.
This implies that certain degree of satisfactory service and advice is expectable, regardless
of self or full service and price range in merchandise. Of all retail formats department
stores usually have the most positive image in retailing of high quality goods and services
and leisure opportunities, such as restaurants and cultural facilities, furthermore in their

most convenient locations (as stated in the main body of thesis) (Sternquist, 1998:442-444).

Summary on the different German and Japanese retail formats

Unlike in German and English meanings, a Japanese ‘supermarket’ usually refers to a
self-service large shop not only for groceries but also for general merchandise (with less
groceries)(‘superstore’ or ‘super’). “‘Superstores’ correspond largely to German ‘SB-
Warenhaus’. Regarding connotations of some retail formats, department stores is referred
to as positive more considerably in Japan than in Germany. Availability and quality of
service appear more significantly to influence retail format images in Germany than in

Japan.
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Appendix 2: The objects and information sources of the survey of locations

of international retail activity, and the presentation of the data

The objects and methodology of survey

Not only official ‘retailers’ classified in the statistics but also firms doing retail
operation through direct or indirect investment in the study cities are surveyed.

Direct investment by foreign retailers means direct operation of retail outlets by firms,
which establish business units in host countries through a subsidiary on their own, JV
with local firms, and/or by acquiring local firms.

Foreign firms doing business as stockholders of local retailers are not examined. For
example, when their businesses are referred to as ‘co-operation’.

Explicit references to entry mode to foreign markets in information sources are taken
into consideration.

Indirect investment refers to franchising of retail operation.

Partner or partnership system may be similar to franchising; however, it is regarded as
a form of co-operation. (Business contracts between retailers for partner system are
made usually to transfer particular units of business, such as some service techniques,
products and so on, to local partners. Retail operation is then undertaken by local
firms.)

Licensing is not surveyed, as it includes not necessarily involvement of licenser in
retail operation (Peckert, 1999:47-48).

Firms classified in information sources as operating eating and drinking place are
excluded in this survey. The German and Japanese Standard Industry Classifications
distinguish this business from retailing under the category of commerce. (Business of
eating and drinking place is to sell goods, which are supposed to be prepared and
served to consume at selling space)

Initial entry modes of foreign retailers in the German and Japanese markets are referred
to, so long as their direct investment is maintained.

Complete acquisitions of subsidiaries of foreign retailers by local partners, or transfers
of retail operation to local partners by a form of co-operation are not included in the
survey, even though their initial entry modes were direct or indirect investment.

Firms doing retailing without outlet operations, such as those through Mail order,
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Home party or visit sales are excluded.
Some industrial sectors are initially excluded. They are oil industries (as retail outlets,
gas stations) and car manufacturing (as car dealers), transportation and communication,

and various financial and service industries, such as printing, estate etc.

Information sources

Membership directories offered by official organisations for commerce and trading,
such as foreign chambers of commerce and industry (Table A-2-1). (Enquiries are also

made to some, when necessary.)

Table A-2-1 List of the surveyed nations of chambers of commerce and industry in Germany and Japan

Region Nations

Austria, Belgian, France*, Germany, ltaly *, the UK*, Luxembourg, Netherlands,

West Europe Spain*, Switzerland,

Scandinavia Denmark, Finland, Norway, Sweden
North America  Canada, US*
*Enquiries are made to these countries in Germany
Source: the author

Commercial directories by Hoppenstedt Firmeninformationen GmbH (2003a&b) for
Frankfurt am Main and Germany (this includes firms of more than thirty thousands
major firms of minimum turnover of twenty million Euro and/or at least two hundred
employees as well as middle size business establishments of the annual turnover
between one million Euro and twenty million Euro and/or twenty to two hundred
employees.)

For Tokyo and Japan, Nihon Keizai Shinbun Inc. (2001) and Toyo Keizai Inc (ed)
(2001 & 2002) (The former surveys firms invested fully and partly foreign and
foreign-originated firms. The latter surveys firms in certain capital scale and invested
by non-Japanese firms.)

Information issued by German Franchise Association and Japanese Franchise
Association

Electronic information sources (Internet website of retailers)

Annual reports and direct enquiries to some firms, if available and necessary

The micro-level of location survey of international retail activity in Frankfurt am Main
(by site visits and Local shopping guides (Journal Frankfurt, 2003)), due to fragmented
information sources in Germany

List of registered firms at local chambers of industry and commerce of the study cities,
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and that at the local Legal Affairs Bureau in Tokyo are not examined (due to the
contents and organisation of data, which do not allow convenient and exact archive for

this survey).

List of information sources in Germany and Frankfurt am Main

1) Membership directories of chambers of commerce and industry in Germany

American Chamber of Commerce in Germany (AmCham)(2002) Yearbook 2002,
American German Business Guide and Marketing Directory of AmCham, Frankfurt am
Main, AmCham

2) Direct enquiries to organisations
Spanish Chamber of Commerce in Germany (Amtliche Spanische Handelskammer flr
Deutschland)

3) Others:
Forby’s Guide, http://fcms.franchiseportal.de
Italian Institute for Foreign Trade,

http://www.italtrade.com/countries/europe/germany/unternehmen.htm

Frankfurter Allgemeine Zeitung GmbH (2001) Germany’s Top 500, 2001 Edition,
Frankfurt am Main, F.A.Z. Institut fir Management-, Markt- und Medien Informationen
GmbH

List of information sources in Japan and Tokyo

1) Membership directories of chambers of commerce and industry in Japan

American Chamber of Commerce in Japan (ACCJ) (2001) Membership Directory,
Tokyo, ACCJ

British Chamber of Commerce in Japan (BCCJ) (2001) Directory of Members 2001,
Tokyo, BCCJ

The French Chamber of Commerce in Japan (CCIFJ) (1996) The France and Japan
Business Guide, The firm directory (Le Guide des relations économiques franco-
japonaises), Tokyo CCIFJ

CCIFJ (2001) Annuaire 2001 42° edition, Tokyo, CCIFJ & The Economic Affairs of the
Embassy of France

Italian Chamber of Commerce in Japan (ICCJ) (2001) The Membership Directory,
Tokyo, ICCJ

P&B International (UK) Ltd. (1996) British Business in Japan, 1996/1997 ed., London,
P & B International (UK)

2) Websites:

Canadian Chamber of Commerce in Japan http://www.cccj.or.jp/links.html#members
Danish Chamber of Commerce in Japan Denmark http://denmark.or.jp/dccj/

Finnish Chamber of Commerce Tokyo http://www.finland.or.jp/

Italian Trade Commission Tokyo http://www.ice-tokyo.or.jp/jhtml/jpage.html

Swiss Chamber of Commerce and Industry in Japan http://www.gol.com/swiss/

Swedish Chamber of Commerce in Japan http://www.sccj.org/

The Trade and Investment Division, Embassy of Spain
http://www.mcx.es/tokio/jp/default.htm

3) Information offered directly from organisations

The Belgian / Luxembourg Chamber of Commerce (2001) Members Directory (not
published)

Swiss Chamber of Commerce and Industry in Japan
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4) Others:

Nihon Keizai Shinbun Inc. (2001) Ryutsu Kaisha Nenkan, Tokyo, Nihon Keizai Shinbun

Inc.

Presentation of the data

The classifications by goods are made by the author, not according to the goods of

major sales, but according to the references on their businesses in the information sources,

which they issue. “Other” type of goods is given to some retailers, when the classification

is difficult to make (in terms of luxury and non-luxury distinction of goods, e.g. an art

gallery in Tokyo and Japanese department store (souvenir gift shop) in Frankfurt). The

examples of the types of goods are given below in Table A-2-2.

Table A-2-2 Types of goods in Germany and Japan

personal goods to
wear or combine
particularly in
relation to clothing

(bags, leather goods),
shoes (leather goods),
watch, wedding dress
Necktie, glasses

52.48.5 Watches and jewellery

Major types of E German Standard Classification Japanese S_ta}ndgrd

goods xamples System (1993) Industry Classification
System (2002)

Fashion  goods: | Clothing, jewellery, | 52.42 Clothing 55 Dry goods, apparel and

clothing and | underwear, accessory | 52.43 Shoes and leather goods | accessories

597 Watches and glasses
5994 Jewellery

Personal goods:

Media, outdoor goods,

52.3 Chemist, Drugstore

57 Car and bicycles

goods for hobby, | sports goods, toys |52.45.3 Musical instruments 591 Drugs and toiletries
personal interests | cosmetics, toiletries, | 52.47 Books, magazines, and | 594 Book and stationery
and care stationery, Arts and | stationery, 52.48.2 Arts and|595 Sporting goods, toy,
antiques, medicine, | collection goods, 52.48.4 | amusement goods, and
books and | Camera and computers, | musical instruments
newspapers, musical |52.48.6 Toy, 52.48.7 Bicycles | 596 Camera, 5981
instruments, bicycles |and outdoor and sports goods, | Antiques, 5991 Cigarettes
52.5 Antiques
Household goods: | Audio electronics, | 52.41 Textile, 52.44 Furniture | 58 Furniture, household
Goods for house | household appliances, | and house decoration goods utensils and household
and decorations | Chinaware, glass, | 52.45.1&2 Household | appliances
and the care furniture, home | appliances and electronics, | 592 Farm and garden
decoration goods, | 52.46  Household utensils, | supply
flowers 52.48.1 Wallpapers and floor | 593 Fuel
covering, 52.48.3  Garden | 5992 Flowers and plants
goods and pets
General - 52.1 Various types of goods 54 General Merchandise
Merchandise:
groceries,  other
goods, such as
fashion, personal
and household
goods
Groceries - 52.2 Groceries 56 Groceries
Others Other classifications Other classifications

Source: the author, based on Statistisches Bundesamt (1998), Keizai Sangyo Shou (2000)
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Appendix 3: Methodology for the types of retail centres in Tokyo

The types of retail centres in Tokyo are suggested from the data offered by Tokyo
Metropolitan Government (2000) and a critical review of it.

Firstly, the study (Tokyo Metropolitan Government, 2000) this study does not
include all possible retail sites in Tokyo. The main data includes around twenty percent of
official ‘shotengais’ (Table A-3-1). There are more retail locations and centres not
included due to the definition of ‘shotengai’. This means that there may be retail centres
comprising small ‘shotengai’ units, which are actually commercially and geographically
integrated as one retail centre. The author regard that these smaller retail centres not
included in the data generally follow the economic tendency of retail locations by the types

of goods.

Table A-3-1 Number of retail centres in Tokyo

No. of sites in|% to all shotengai in
Metropolitan boroughs | Metropolitan boroughs

Sites of commercial concentration in  Tokyo

Metropolitan Government (2000)* 4zt 19.7
Sites of commercial concentration in The Census of 667 307
Commerce (Keizai Sangyo Shou, 2000)* )

‘Shotengai’ organisation (Tokyo-to Sangyorohdou- 2171 100.0

kyoku, 2002) **

Source: Tokyo Metropolitan Government (2000); Keizai Sangyo Shou (The Ministry of Economy, Trade &
Industry) (2000);

*see Table 2-1-T-1

**The figure is given by the association of Shotengai of Tokyo (Tokyo-to Shotengai Shinkoukumiai Rengoukai)
to the author.

Secondly, ‘shotengais’, the retail centres are classified in this study with the
“location”. This classification needs to review. The location types comprise five types,
such as “at a station”, “in business area”, “in residential area”, “roadside” and “others”.
The location “roadside” is not a distinctive feature in central Tokyo, as it does not present
usually an ‘out-of-town’ location, but the location integrated in business or residential
areas. The location “ in business area of office and retail centres” is not defined at all
(Tokyo Metropolitan Government, 2000:11). The location “in residential area” means one
neither in central Tokyo nor at a railway station. However, such a location can be actually
at a station in adjacent boroughs or those of the underground. The study classifies it as so,
since it is not “at a station” in the same borough as the retail centre. The locations at a
station of underground lines in central Tokyo are excluded, although underground lines are

integral to the suburban railway network. There appears no difference between the

143



location at a ‘railway’ station and that at an ‘underground’ station to see the accessibility to
the centres. Therefore, the locations of retail centres are examined and reorganised from
the data in terms of actual locations “at a station” of both railway and underground lines.
(Underground stations, which were not completed at the year of The Census of Commerce
1999, those along Toei Oedo Line and some along Nanboku Line and Toei Mita Line, are

not included.)

Table A-3-2 Classifications of retail centres in the study of Tokyo Metropolitan Government (2000)

Location Business type* Service area** Major type of goods given by
retail formats***
At a station Retail Regional General merchandise
Business area Wholesale Area Textile, apparel and accessories
Residential area | Eating and drinking places Neighbourhood | Groceries
Roadside (along | Mixed business Other goods (car and bicycles,
major roads) furniture and household
machines, others)
Others
Not classified + | Not classified +

Source: Tokyo Metropolitan Government (2000:11-12)

* By the majority (50%) of the number of business establishments. The classification of “Mixed business” is
given when there is no major business type from the number of business establishments.

** By the proportion of comparison goods in the annual turnover “in principle”

*** Major types come from goods of major sales in annual turnover of the survey unit of ‘shotengai’

+ This means that the major business type is ‘wholesale’ and ‘eating and drinking places’.

Thirdly, as stated first, the survey units of ‘shotengai’ (sites of commercial
concentration in the study) can be physically and commercially integrated. This

geographical condition of retail centres is presented as a diagram of Figure A-3-1.

Figure A-3-1 Diagram of spatial relation of the sites of commercial concentration in Tokyo

Sites of commercial

[[[[l] concentrations*

W Sites of smaller
commercial
it Al concentrations*

Railway lines
[ | Stations

*The definition is by Tokyo
Metropolitan Government(2000)

Source: the author

The study also analyses some particular ‘shotengais’ as so-called “hankagai”. It,

however, does not explain why some are regarded as so and not. Some “hankagais”, for
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example, the Ginza or Shinjyuku centres can include more ‘shotengai’ units than the study
deals with, if the proximity of commercial activities is looked at, as far as the author
observed. Therefore, the author examined the actual commercial relation of survey units in
the study. The data of “the sites of commercial concentration” are rearranged as the retail
centres comprising these adjacent each other without considerable interruption. The
degree of adjacency follows the 150 m-walking-distance principle, as set in Appendix 4
later. As a result, it is found that some retail centres extend over large areas including
many underground stations and several railway stations. The Shibuya-Aoyama-
Omotesando and Ginza-Tokyo-Shinbashi centres account for around 2 sg. km respectively,
while the Shinjyuku centre is around 2.5 sg. km.

Fourthly, the classification by the types of goods, such as “general merchandise”,
“textile, apparel and accessories (textile and clothes)”, “groceries”, and “others” does not
necessarily refer to the actual major type of goods available in retail centres, although the
study seems to intend to present so. This is because the types of goods given as the
classification depend on the types of retailers dealing with such goods as major sales,
according to The Census of Commerce. Therefore, this classification should be regarded
as presenting possible major retail formats in the sites, that is, department stores and
superstores, speciality shops in textile, apparel (clothing) and accessories, or grocery
supermarkets and shops.

Fifthly, the classification by service area is given according to the annual turnover of
comparison goods in ‘shotengais’. The study states that it corrects the classification
according to the number of retail outlets and the location and distance to travel for
shopping “etc” (Tokyo Metropolitan Government, 2000:12). It seems, however, that the
goods available alone do not simply determine the extension of service areas by regional,
area, or neighbourhood service areas. Additionally, as Figure 2-1-T-3 (pp163) shows,
when some survey units are regarded as belonging to each other as a retail centre in this
thesis, the clusters of units (‘shotengai’) in central Tokyo include retail centres serving for
region as well as area. Therefore, the classification by service area is not particularly
referred to in the typology of this thesis.
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Appendix 4: Methodology for the survey of locations of international retail

activity in retail centres of Frankfurt am Main and Tokyo

The locations of international retail activity are analysed in terms of the types of
retail centres. The locations are first assessed with the point, whether they belong to
certain concentrations of retail outlets, in Frankfurt basically “central places” and in Tokyo
“the sites of commercial concentration” by Tokyo Metropolitan Government (2000). This
follows “150m-walking distance principle”, as suggested later. Additionally, due to the
time lag between the study of Tokyo Metropolitan Government (2000) and the survey in
Tokyo by the author (2002), some locations of the international retail activity are not
included in the sites of commercial concentration. Therefore, the types of some retail
centres, e.g. Venusfort and Sunwalk and Aquacity (shopping centre - amusement park
complexes) are assumed according to the types of goods and the locations in railway
network and other adjacent retail centres. When assumptions are difficult to make from
available data, a retail centre, where a location of international retail activity is included, is
classified as the type of “miscellaneous goods”.

In the next section, it is considered how to understand an area of retail centre.

Delimitation of retail centres

Delimitation methods of the area of retail centres are reviewed here. The methods
depend on definitions of ‘retail centre’, i.e. focuses on physical and/or commercial degree
of retail concentration.

One method is based on the concentration of retail activities by the physical relation
of retail outlets. Physical concentration of outlets is, for example, measured with regularity
of retail outlets standing next to each other, or distance between them (e.g. Dietsche,
1984:14-17; Koch, 1982:125; Potter, 1982:65). Then, an area comprising such a certain
degree of retail concentration is delimited as a retail centre. The first critical point of this
method is that the method presumes relatively uniform size of outlets located in ground
floors of buildings. The regularity/distance of outlets does not necessarily indicate a retail
concentration, like in central Tokyo, where retail outlets are developed frequently in
vertical dimension. The second point is that consumers do not think much of a single
distance between outlets to visit but of the total distance of a trip made not merely for

shopping.
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The second method is based on the measurement of intensity of retail activity. The
intensity is measured more sophisticatedly than the first method with the ratio of retail
outlets and/or other businesses than retailing to all properties in a street or a block (by the
number of outlets or frontage length of retail outlets) (e.g. Wolf, 1971). The third method
is to delimit a retail centre area by economic indicators, which imply the intensity of retail
activity, such as commercial value of property, or pedestrian volume.

These methods do not suggest the delimitation of retail centres, when they deal with
metropolitan areas, where various types of businesses are mixed and irregularly located.
Regarding the first method, numerous small retail concentrations within central business
area may be identified, while some concentrations may be regarded as belonging
commercially together in spite of considerable physical interruptions, such as park and
office building complex. Regarding the second and third methods, the quantified intensity
of retail activity may not indicate any distinctive points to delimit an area of retail centre.
Other methods include the combinations of some of these quantitative methods. The
criteria to delimit an area are to set arbitrarily by researchers.

A qualitative method is to look at the dimension of local recognition by retailers and
consumers, as Potter (1982:65) points out. Retailers and consumers recognise their own
interests and businesses according to their own criteria possibly referring to physical and
commercial dimensions. Their recognition can indicate a relatively common area of

certain retail centre.

Method for this thesis

The objective of survey in this thesis is to focus on the areas of retail concentration
and to assess whether certain locations of foreign retailers belong to such a concentration
or not. It is not necessarily to set all retail centre areas. Therefore, this thesis views the
physical distance of retail activities (the 150m-walking-distance principle) as the
commercial relation of retail locations. It suggests such a unit of retail locations in
concentration as retail centres. In German this principle is based on possible furthest
distance which pedestrian shoppers are likely to make for a return trip to and from retail
outlets (e.g. Popien, 1989). Following this principle, Frankfurt city centre extends over the
main station area and the old city centre area including Zeil Street and the surrounding

streets. City centre area in this thesis is therefore regarded in this survey as consisting of
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“city centre” and “main station” in the centres surveyed by Planning Department, Stadt
Frankfurt am Main (2004).

In Tokyo, the areas of retail centres refer to those of “the sites of commercial
concentration” by Tokyo Metropolitan Government (2000). The principle of walking
distance is applied to assess, whether some adjacent sites are commercially integrated or
not. The data of the smaller scale of retail centres in Tokyo Metropolitan Government

(2000) is also referred to, if necessary.

148



Reference: Photographs of retail locations in Frankfurt am Main and Tokyo
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Frankfurt am Main

F-1 Zeil Street in the city centre

F-2 Goethe Street

150



F-3 A shopping street in the city centre

F-4 An Upper-District centre

Weinlay

", AmWeingarten
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F-5 An Upper-District centre

F-6 A site of not-central retail agglomeration
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Tokyo

T-1 The Shibuya centre

il

FE

T-2 Anunderground passage
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T-3 A retail centre in central Tokyo

T-4 A Shopping centre in the Odaiba area
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T-5 Chuo Street in the Ginza centre

. S S censing |

T-6 The Aoyama/Omotesando area
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Reference: Figures (maps and plans)
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Figure 2-1-F-1 Central places of Frankfurt
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Figure 2-1-F-2 Central places and locations of international retail activity in Frankfurt am Main
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Figure 2-1-F-4 Micro-iocations of international retail activity in Frankfurt City Cenire { As of Dec. 2002 )
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Figure 2-1-T-1 Central Tokyo and railway nodes
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© 1 a2 3 4 s

Figure 2-1-T-2 Tokyo railway network ( As of Dec. 2002 )

A) Railway network Source: the author
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B) Underground network h -~ N\
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Figure 2-1-T-3 Regional and Area retail centres in Tokyo
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Figure 2-1-T- 4 Locations of international retail activity in Tokyo

(As of Dec. 2002)

/ i
i \
\“‘--...’; Adachi .
. [ S
o Itabashi AQ |.1 c°0 \\
o !'-., ‘ ‘r‘ .\’
\“"‘D"" —— \ ‘-\_h‘-_a'\_ ,".‘ %
o ™ © oS, e S o~
'\\ 0 Kita /7 ~ 9_!
. N S ¢
@ | ! =T —— \ Katsushika
1 T E -
Nerima ['} o ,__.rr' N, & \-\ o © ;‘
N, . -~ o, ~ 1
o A PR O AW P oy A ,"’
r i/ Ikebukuro \ ] S S o !
Qo o v e Q J . \ s
AN ol .9 NS i \ %
— N ~7 N Toshima 2 J 1 Y | \, i
= EN A | oy Rl g |
g \ L - S [N = -~ VN { N, !
Vi L e e § H 3 _ 1 \ h
- S FERNEE { ] N i
e N . ) g Bunkyo Ueno/ Daito / S, !
\ "~ Nakano 7% Q : iy P N, o
\ \ ~ Okachimachig P \, A
e — Ny % o, Al ) sumida ‘} N
a \ = : /
8 & o 8 Y@ (. \ e
i@ c Shinjyuku ’./"0 og 0 e @f s Edogawa
o =\ njyuku ’ LJ¢] o) : N o
Suginami ; S Y (_4@ P ]
. : ! i i
e
PR’ : (°
-— s 3 hr—y i
bt ...‘“ l' ‘// \I
LT e !
SN ’{ﬁ"“\ Shibuya /
o . e \ ya |
““----...‘ = | shibuya/ .- Koto l'
PR 1\@\ "Omotesando/ g | o (]
himokitazawa Nt Aoyama\’ i
v < |
Q \, = A\ i
3 oy A i
o j Daikanyama ©
o L 9 N /ebisu —
i 23 ) &
=== The area of Tokyo Metropolitan Boroughs Setagaya ! Meguro Py d )
..... The area of Metropolitan Boroughs °!""“~-.\ -}© :
! N - A ,d__,
= < S
Hutako- \ ;.‘o
Tamagawaen ,-l X a -
i [+]
®) li,J_r{uga r---.J Shinagawa
-
A ) ) ) ) :@’ ‘-\} \© oe
Centres including locations of international retail activity R .
. <J“'“' .\\ i -
] \‘,-' " \_‘-“"-‘-j ‘_./
Locations of international retail activity (at Regional/Area retail °o{_o_ I | {
centres by “sites of commercial concentration”) *Areas indicate 0 ()
retail centres comprising some “*sites of commercial ot . *Based on Figure 2-1-T-3

Retail centre

——

v
S =

A

concentration”.

Retail centres with more than one outlet of international retail

activity
Retail centres particularly including textile retail
concentration(see Table 2-1-T-4) .

** Areas and locations do not indicate precise locations and
extension of retail centres.

Source: the author

164



(7

Retail outlets and the types of goods
/ o Non-luxury goods

Shop in shop'outlets of foreign non-luxury retailers: o

Department store ~ Underground stations 0 (a5
( ) Area by the a " 15,000

NNy



/ Stadium ! \\
/ ‘ / Baseball Aoyama “C(h\ome ot g
. /Aoyama centre . : :
B) The Shibuya/Omotesando/Aoy / | (K!la-Aoyama) %‘Kﬂ
Meiji Shrine [
/) h <
Rugby field cone”
(Jingumae) //
o Gaienmae sta.

Harajyuku sta. =

Yoyogi Park

National Yoyogi Athletic Field

(Jingumae)

_-UN University

Aoyama
Theatre

(Nishi-Azabu)

Freeway

[=3

. ———— S Roppongi t"
Department store, major fashion buildings and supermarkets
( ) Area by the address
Retail outlet and the types of goods

e Luxury goods

o Non-luxury goods
'Shop in shop'outlets of foreign luxury retailers: o

g 4w o 40 wom

* The map does not present the whole retail centre.

166



Bibliography
Akehurst, G. & Alexander, N. (ed) (1996) The internationalization of retailing,

Blackwell, London

Akehurst, G. & Alexander, N. (1996a) The internationalization process in retailing, in
Akehurst, G. & Alexander, N. (ed), pp1-15

Akehurst, G. & Alexander, N. (1996b) Developing a framework for the study of the
internationalization of retailing, in Akehurst, G. & Alexander, N. (ed), pp204-209

Albert Speer & Partner GmbH (1997) Rahmenkonzept Einzelhandel und Zentrenstruktur
fur die Stadt Frankfurt am Main und den Umlandverband Frankfurt, Frankfurt am Main,
Albert Speer & Partner GmbH

Alexander, N. (1997) International retailing, Oxford, Blackwell

Appadurai, A. (ed) (1986) The social life of things, Cambridge, Cambridge University
Press

Appadurai, A. (1986) Introduction: commaodities and the politics of value, in Appadurai,
A. (ed), pp3-63

Asahi Shinbun (1952) “Hittou wa Onepiece — Ginza de”, Evening pp132

Association of Japanese Shopping Centres (1998) Shopping Center Meikan, Tokyo,
Association of Japanese Shopping Centres

BAG Handels (Bundesarbeitsgemeinschaft der Mittel- und Grof3betriebe des
Einzelhandels e. V.) (1998) Vademekum des Einzelhandels, Koéln,
Bundesarbeitsgemeinschaft der Mittel- und GroRbetriebe des Einzelhandels e. V.

Bayerische Staatsregierung (1994) Landesentwicklungsprogramm Bayern, Miinchen,
Bayerisches Bundesministerium fir Landesentwicklung und Umweltfragen

Beaujeu-Garnier, J. & Delobez, A. (1979) Geography of marketing, London, Longman

Beisheim, O. (ed) (1999) Distribution im Aufbruch. Bestandsaufname und Perspektiven,
Vahlen, Minchen

Bender, W. (1999) Handel in Flughé&fen, in ECE Projektmanagement & Otto Versand(ed),
pp268-279

Berge, T. & Block, M. (1997) Die Frankfurter City- Ein Einzelhandelsstandort mit
sinkender Attraktivitat? , in Wolf, K. (ed), pp43-81

Berry, B.J.L. (1963) Commercial structure and commercial blight, Chicago, University of
Chicago, Department of Geography

Berry, B.J.L. (1967) Geography of Market Centers and Retail Distribution, Englewood
Cliffs, New Jersey, Prentice-Hall

Bird, J., Curtis, B., Putnam, T., Robertson, G., & Tickner, L. (ed) (1993) Mapping the
futures, Local cultures, Global change, London, Routledge

167



Bitou, A. (1996) Toshi no Chiiki Image, Tokyo, Daimyodo

Block, M. (1994) Die Frankfurter City — Ein Einzelhandelsstandort mit sinkender
Attraktivitat?, Master Dissertation, Frankfurt am Main, Fachbereich Geographie der
Johann Wolfgang Goethe-Universitat

Blotevogel, H.H. (1996) “Zentrale Orte: Zur Karriere und Krise eines Konzepts in
Geographie und Raumordnung”, in Erdkunde, Band 50, pp9-25

Blotevogel, H.H. (2000) “Zur Konjunktur der Regionsdiskurse”, in Information zur
Raumentwicklung, Band 9, pp491-506

Bourdieu, P. (1987) Die feine Unterschiede, Frankfurt am Main, Suhrkamp Taschenbuch
Wissenschaft 658 (original: La distinction, critique sociale der judgement, first published
in 1979)

Borock, R. (1993) Consumption, London, Routledge

Borcherdt, C. & Schneider, H. (1976) Innenstadtische Geschaftszentren in Stuttgart,
Stuttgarter Geographische Studien, Band 90, Stuttgart, Geographisches Institut der
Universitét Stuttgart

Bromley, R.D. & Thomas, C. J. (ed) (1993) Retail Change-contemporary issues, London,
UCL Press

Bross, M. (1990) InnenstadtnebenstraBen in Hauptgeschéftszentrum von Frankfurt am
Main, in Wolf, K. & Schymik, F.(ed), pp209-243

Brown, S. (1992) Retail Location: A Micro-Scale Perspective, Abebury, Aldershot

Brown, S. & Burt, S. (1992) “Conclusion- Retail Internationalisation, Imperfect, Future
Imperative”, in European Journal of Marketing, Vol, 26, No.8/9

Bundesministrerium fiur Raumordnung, Bauwesen und Stadtebau (1996)
Raumordnung in Deutschland, Bonn, Bundesministrerium fir Raumordnung, Bauwesen
und Stadtebau

Burgess, J. (1990) “The production and consumption of environmental meanings in the
mass media”: a research agenda for the 19907, in Transactions of Institute of British
Geographers, N.S. 15, pp139-161

Burt, S. (1993) “Temporal trends in the internationalisation of British retailing”, in
International Review of Retail, Distribution and Consumer Research, Vol.3, No.4, pp391-
410

Campbell, C. (1987) The Romantic Ethic and the Sprit of Modern Consumerism, London,
Basil Blackwell

Carol, H. (1960) “The hierarchy of central functions within the city””, in Annals of the
Association of American Geographers, 50, pp419-438

Chen, Y. & Sternquist, B. (1996) Differences between International and Domestic
Japanese Retailers, in Akehurst, G. & Alexander, N. (ed), pp118-133

Christaller, W. (1933) Die Zentralen Orte in Suddeutschland, Darmstadt,
Wissenschaftliche Buchgesellschaft

168



Chua, B.H. (1992) Shopping for women's fashion in Singapore, in Shields, R. (ed), pp114-
135

Clammer, J. (1992) Aesthetics of the self, Shopping and social being in contemporary
urban Japan, in Shields, R. (ed), pp195-214

Corporate Intelligence on Retailing (1997) The European Retail Handbook, London,
Corporate Intelligence on Retailing

Craik, J. (1994) The Face of Fashion, London, Routledge

Crewe, L. (2000) "Geographies of Retailing and Consumption™, in Progress in Human
Geography, Vol. 24, No.2, pp275-296

Crewe, L. & Davenport, E. (1992) “The puppet show: changing buyer-supplier
relationships within clothing retailing”, in Transactions Institute of British Geographers,
Vol.17, pp183-197

Crewe, L. & Lowe, M.C. (1995) “Gap on the map?*“, in Environment & Planning A, Vol.
27,No.12, pp1877-1898

David, C. (1996) Grundlagen des Raumordnungsrechts, in Jenkis, H.W.(ed), pp75-94

Dawson, J.A. (1993) The Internationalization of Retailing, in Bromley, R.D. & Thomas,
C.J. (ed), pp15-40

Davies, R.L. (ed) (1995) Retail planning policies in Western Europe, London, Routledge
Davies, K. (2000) “The Asian economic recession and retail change: the implications for
retailer strategies in Asia”, in International Review of Retail, Distribution and Consumer
Research, Vol.10, No.4, pp335-353

Davies, K. & Fergusson, F. (1996) The International Activities of Japanese Retailers, in
Akehurst, G. & Alexander, N. (ed), pp97-117

Deutscher Franchise-Verband e.V. (ed) (1999) Jahrbuch Franchising 1999/2000,
Frankfurt am Main, Deutscher Fachverlag

Dietsche, H. (1984) Geschaftszentren in Stuttgart, Stuttgarter Geographische Studien,
Band 101, Stuttgart, Geographisches Institut der Universitét Stuttgart

Douglas, M. & Isherwood, B. (1979) The World of Goods, New York, Basic Books Inc.
Dupuis, M. & Dawson, J.A. (ed) (1999) European cases in retailing, Oxford, Blackwell

EC (Europaische Kommission) (1993) Der Einzelhandel im EG-Binnenmarkt, Brissel,
Eurostat

ECE Projektmanagement & Otto Versand (ed) (1999) Faktor Einzelhandel in
Deutschland, Frankfurt am Main, Societatsverlag

Entrikin, N. (1991) Betweenness of Place, London, Macmillan

FAZ (Frankfurter Allgemeine Zeitung) (1996) “Konsummeile, Sozialstation, Szenetreff
und Kleinkunstbihne®, 18.5.1996, No.115

FAZ (1998a) “Kurz und konzentriert: die Goethestrasse®, 10.6.1998, N0.132

169



FAZ (1998b) “Die umstrittene Einkaufsmeile bleibt ein Renner®, 8.5.1998, N0.106
FAZ (1999) “Schon die Adresse im Briefkopf ist Gold wert*, 13.10.1999, No0.238
FAZ (2000) “Gastronomiemeile mit U-Bahn-Anschluss®, N0.168

FAZ (2001a) “Schlafsacke auf der Ginza — kurz vor der Rezession 6ffnet Hermes ein
Luxuskaufhaus in Tokio*, 29.6. 2001, No.148

FAZ (2001b) “Neues aus der Mittelklasse- Marks & Spencer zieht sich vom Kontinent
zuriick”, 25.6. 2001, No.144

FAZ (2001c) “Kerngeschafte”, 5.9.2001, No.206
Featherstone, M. (1991) Consumer culture and Postmodernism, London, Sage

FR (Frankfurter Rundschau) (2002) “Viele Frankfurter kaufen lieber im Stadtteil ein®,
4.12.2002, Nr.282, Seite 27

Friedman, J. (1994) Cultural identity and global process, London, Sage

GfK Marktforschung (1988) Standort- und Marktgutachten fiir den Stadtteil Frankfurt
am Main- Fechenheim, Nirnberg, GfK Marktforschung

Giddens, A. (1984) The Constitution of society, Berkeley, University of California Press
Giddens, A. (1990) The Consequences of Modernity, Stanford, Stanford University Press
Giddens, A. (1991) Modernity and Self-1dentity, Stanford, Stanford University Press

Goethe, J.W. (1978) Frankfurt, Schweizer Reisen, in Die Reisen, Minchen, Artemis
Verlag, pp691-718

Goffman, E. (1973) The presentation of self in everyday life, New York, The Overlook
Press

Goss, J. (1993) “The “Magic of the Mall”: An Analysis of Form, Function, and Meaning
in the Contemporary Retail Built Environment”, in Annals of the Association of American
Geographers, Vol.83, No.1, pp18-47

Grabow, B., Hollbach-Grémig, B. & Mittag, K. (1990) Kleinrdaumige
Einzelhandelsentwicklung im Stadtevergleich, Aussagefahigkeit der Handels- und
Gaststattenzahlung fir die Stadte, Berlin, Deutsche Institut fir Urbanistik

Gregory, D. & Urry, J. (ed) (1985) Social Relations & Spatial Structures, London,
Macmillan

Greipl, E., Muller, S. & Gelbrich, K. (1999) Konsumgiterhandel global betrachtet:
Mythen und Realitét, in Beisheim, O. (ed), pp78-108

Grimm, S. & Ronneberger, K. (1994) Weltstadt und Nationalstaat, in Institut fir
Sozialforschung(ed), pp91-127

Groppel-Klein, A. (1999) Internationalisierung im Einzelhandel, in Beisheim, O. (ed),
pp109-130

Guy, C.M. & Lord, J.D. (1991) An international comparison of urban retail development,
in Heinritz(ed), pp120-133

170



Guy, C.M. (1998) “Classifications of retail stores and shopping centres: some
methodological issues”, in GeoJournal, 45, pp255-264

Guy, R. (1998) Methods and Techniques in Human Geography, Chichester, John Wiley &
Sons

Hada, S. (1995) Gendai no Ryutsu Shogyo, Tokyo, Gakumonsya

Hallsworth, A.G. (1992) The New Geography of Consumer Spending, Belhaven Press,
London

Hallsworth, A.G. (1992) 1. The Roots of Change, in Hallsworth, A.G., pp1-6

Hasse, J. (1999) “Das Vergessen der menschlichen Gefiihle in der Anthropogeography*,
in Geographische Zeitschrift, 87, Heft 2, pp63-83

Harvey, D. (1969) Explanation in Geography, London, Arnold
Harvey, D. (1989) The condition of postmodernity, Oxford, Blackwell

Harvey, D. (1993) Chapter 1 From space to place and back again: Reflections on the
condition of postmodernity, in Bird et al. (ed), pp3-29

Heinritz, G. (1979) Zentralitat und zentrale Orte, Stuttgart, Teubner

Heinritz, G., Popien, R. & Holfeld, H. (1989) Geographische Untersuchungen zum
Strukturwandel im Einzelhandel, Miinchener Geographische Hefte No0.63, Regensburg,
Michael Lalladen

Heinritz, G. (ed) (1991) The Attraction of Retail Locations, vol. I, Munich, Department
of Geography, Technical University of Munich

Helbrecht, 1. (1997) “Stadtmarketing” Konturen einer kommunikativen Stadtentwicklung,
Basel, Birkhauser

Hessisches Ministerium fir Wirtschaft, Verkehr und Landesentwicklung (2002)
Newcomers Guide 2002, Welcome to Hessen & Rhein-Main, Hessisches Ministerium fiir
Wirtschaft, Verkehr und Landesentwicklung

Higuchi, S. (1963) Shougyochiiki-ron, Kyoto, Chijinshobou

Hirsch, F. (1976) Social limits to growth, London, Harvard University Press

Hitz, H. (ed) (1995) Kapitales Fatales, Zirich, Rotpunktverlag

Hofrichter, R. (1990) Die Fressgass, in Wolf, K. &Schymik, F.(ed), pp175-208
Hollander, S.C. (1970) Multinational Retailing, East Lansing, Michigan State University

Hoppenstedt Firmeninformationen GmbH (2003a) Handbuch der GrolRunternehmen
2002, Darmstadt, Hoppenstedt Firmeninformationen GmbH

Hoppenstedt Firmeninformationen GmbH (2003b) Handbuch der Mittelunternehmen
2002, Darmstadt, Hoppenstedt Firmeninformationen GmbH

Ikuta, M. (1990) “Daitoshiken niokeru Shougyosyuseki no Kukanbunseki”, in Kikan
Keizaikenkyu, Vol.13, No.3, pp37-72

171



Imoto, S. (1999) “Gaishi no Kousei ga Nihon no Ryutsu wo Gekihensaseru”, in Ryutsu to
System, N0.99

Imperial Hotel (1990) Teikoku-Hotel 100 nen no Ayumi, Tokyo, Imperial Hotel

Institut fir Sozialforschung (ed) (1994) Rechtsextremismus und Fremdenfeindlichkeit,
Studien zur aktuellen Entwicklung, Frankfurt, Campus Verlag

International Chamber of Commerce (1979) International Uniform Definitions for the
Distributive Trade, Paris, International Chamber of Commerce

Ishida, Y. (1992) Mikan no Tokyo-keikaku, Tokyo, Chikuma Syobou

Iwabuchi, J. (1998) Tokyo Yamanotekenkyu, Tokyo, Highlife Kenkyujyo

Iwama, N. (2001) “Relationship between locations of department stores and store
characteristics in the Tokyo Metropolitan Area”(in Japanese), in Geographical Review of
Japan, Vol.74-A, No.3, pp117-132

Iwashita, H. (1997) Ryutsuno kokusaika to kaigaino kourigyo, Hakutousyobou, Tokyo

Jackson, P. & Thrift, N. (1995) Geography of Consumption, in Miller, D. (ed), pp204-
237

Jackson, P. (1999) “Commodity cultures: the traffic in things”, in Transactions Institute of
British Geographers, No. 24, pp95-108

JETRO (1999) Nihon ni okeru shijyokankyohenka to yubousangyobunya, Tokyo, JETRO
Jeffery, J.B. & Knee, D. (1965) Europas Einzelhandel, Frankfurt am Main, Lorch-Verlag

Jenkis, HW. (ed) (1996) Raumordnungs- und Raumordnungspolitik, Minchen,
Oldenburg Verlag

Journal Frankfurt (1999) “Sachsenh&user Boulevard®, in Journal Frankfurt, No.12-99

Journal Frankfurt (2003) Journal Frankfurt Fihrer, Frankfurt Kauft ein! 2003, Frankfurt
am Main, Journal Frankfurt

Kato, T. (1998) “Nihonteki Kouri Gyotai no Bunseki Wakugumi*, in Keiei Kenkyu Osaka-
Shiritu University Keiei Gakkai, Vol.49, No.2, pp53-76

Kaynak, E.(ed) (1988) Transnational retailing, Berlin, Walter de Gruyter

Kawabata, M. (1999a) “Nikkei kourikigyou ha naze kokkyo wo koetanoka”, in The
Journal of Business Studies Ryukoku University, VVol.39, No.2, pp1-17

Kawabata, M. (1999b) “Nikkei kourigyou no kaigai shutten Data”, in The Journal of
Business Studies Ryukoku University, Vol.39, No.2 , pp90-105

Kawaguchi, T. (1985) “Tokyo Tsuukinken ni okeru Kourigyou no Kuhkan-kouyou”, in
Geographical Review of Japan, ser. A Vol. 58, No.11, pp744-753

Kawano, S. (1999) Roadside Shougyo no Tenkai, Toshiseisaku Kenkyu Series No.2,
Yokohama, Yokohama-Shiritu University Keizai Kenkyujyo.

Keizai Sangyo Shou (The Ministry of Economy, Trade & Industry)(2000) The Census of
Commerce (Shougyou Toukei Hyou 1999), Tokyo, Ministry of Economy, Trade & Industry

172



Kemper’s (1997) Kemper’s City-Scout, Dusseldorf, Kemper’s Verlags & Agenture GmbH
Kearns, G. & Philo, C. (ed) (1993) Selling Places, Oxford, Pergamon

Klein, K. (1995) Die Raumwirksamkeit des Betriebsformenwandels im Einzelhandel,
Beitrdge zur Geographie Ostbayerns 26, Regensburg, University of Regensburg, Lehrstuhl
flr Wirtschaftsgeographie

Klein, K. (1997) “Wandel der Betriebsformen im Einzelhandel”, in Geographische
Rundschau, Vol. 49, No9, pp499-504

Koch, F. (1982) Stadtteilzentren in Theorie and Kommunaler Planungspraxis, Augsburg,
Lehrstuhl fur Soziale und Wirtschaftsgeographie

Komoto, K. (2000) Kourigyou tempo senryaku no keizaibunseki, Tokyo, NTT Publishing
Co.Ltd.

Korenke, H. (ed) (1990) Frankfurt in alten and neuen Reisebeschreibungen aus gewahlt
von Hans-Ulrich Korenke, Dusseldorf, Droste

Kreke, J. (1998) Europdisierung einer Fachgeschéftskonzeption : Douglas, in Zentes, J. &
Swoboda, B. (ed), pp179-199

Kulke, E. (1992a) “Structural change and spatial response in the retail sector in Germany”,
in Urban Studies, Vol. 29, pp965-977

Kulke, E. (1992b) Veranderungen in der Standortstruktur des Einzelhandels, untersucht
am Beispiel Niedersachsen, Wirtschaftsgeographie Band 3, Munster

Kulke, E. (1997) “Einzelhandel in Europa”, in Geographische Rundschau, Vol.49, No. 9,
pp478-483

Larke, R. (1994) Japanese Retailing, London, Routledge

Lefebvre, H. (1991) The Production of Space, Oxford, Blackwell

Lingenfelder, M. (1996) Die Internationalisierung im europdischen Einzelhandel
Ursachen, Formen und Wirkungen im Lichte einer theoretischen Analyse und empirischen
Bestandsaufnahme, Schriften zum Marketing 42, Berlin, Duncker & Humblot

Lunt, P.K. & Livingstone, S.M. (1992) Mass Consumption And Personal ldentity,
Buckingham, Open University Press

Lutzky, N. (2000) Frankfurt Rhein-Main im internationalen Metropolenwettbewerb, Neue
Schriften 16, Frankfurt am Main, Industrie- und Handelskammer Frankfurt am Main

Lutzky, N. (2002) Metropolitana FrankfurtRheinMain, die Wirtschaft als Partner der
Blrgergesellschaft, Machbarkeitstudie, Frankfurt am Main, Metropolitana

McCracken, G. (1988) Culture and Consumption, Bloomington, Indiana University Press

Machimura, T. (1994) Sekaitoshi Tokyo, Tokyo no Kouzou, Tokyo, University of Tokyo
Press

McGoldrick, P. & Ho, S. (1992) “International Positioning: Japanese Department Stores
in Hong Kong”, in European Journal of Marketing, VVol.26, N0.8/9, pp61-73

Meyer-Ohle, H. (1995) Dynamik im japanischen Einzelhandel, Wiesbaden, Gabler Verlag

173



Miller, D. (1987) Material Culture and Mass Consumption, Oxford, Basil Blackwell
Miller, D. (1998) The theory of shopping, Cambridge, Polity Press

Miller, D. (ed) (1995) Acknowledging consumption: a review of new studies, London,
Routledge

Miller, D. (1995) Consumption as the vanguard of history, A polemic Way of an
Introduction, in Miller, D. (ed), pp1-57

Miles, S. (1998) “The Consuming Paradox: A New Research Agenda for Urban
Consumption”, in Urban Studies, Vol. 35, No. 5-6, pp1001-1008

Miles, S. & Paddison, R. (1998) “Urban Consumption: An Historiographical Note”, in
Urban Studies, Vol. 35, No. 5-6, pp815-823

Moore, C.M., Fernie, J., & Burt, S. (2000) “Brand without boundaries — the
internationalisation of the designer retailer’s brand”, in European Journal of Marketing,
Vol.34, No.8, pp919-937

Morikawa, H. (1977) “Entwicklung und  Ergebnisse  der japanischen
Zentralitatsforschung®, in Erdkunde, Band 31, pp219-226

Miller Retail Services (2002) Shopping Szene, Daten und Fakten 2002, Frankfurt, Mller
Retail Services

National Economic Development Office (1988) The Future of the High Street /
Distributive Trades EDC, London, HMSO

Neda, K. (1999) Toshikourigyo no Kukanbunseki, Tokyo, Daimyodo
Nelson, R. (1958) The Selection of Retail Location, New York, Dodge

Nihon Keizai Shinbun (2001) *“Shumatsuni Kaimonoshitai Tori — “oshare, kirei” de
Omotesando”, 6.10. 2001

Nihon Keizai Shinbun Inc.(ed) (1988) Tokyo Problem, Tokyo, Nihon Keizai Shinbun Inc.

Nihon Keizai Shinbun Inc. (2001) Nikkei Zainichi Gaishikeikigyo File, Tokyo, Nihon
Keizai Shinbun Inc.

Nikkei Ryutsu Shinbun (2001a) “Carrefour no Dilemma, Jyoriku Hantoshi, Gogai to
Gosan no France Kouri — Kaigai Brand ha dokoni?*, 6.1. 2001, ppl

Nikkei Ryutsu Shinbun (2001b) “Carrefour Shinsyutsu 1 kagetu, Butaiura de Konran —
Tatempoka ni Kadai”, 18.1.2001, pp7

Nikkei Ryutsu Shinbun (2001c) “Brand Suhai — Bakabakashii dakedo...”, 20.2.2001,
pp32

Oxford Institute for Retail Management (OXIRM) (1996) “Power Retailers in Europe”,
in European Retail Digest, Spring, pp13-29

OXIRM & Corporate Intelligence Group (1994a) “Discounting in European Food and

Non Food Retailing: Implications for retail structures”, in European Retail Digest, Spring,
pp28-48

174



OXIRM & Corporate Intelligence Group (1994b) “Retailing across borders in Europe”,
in European Retail Digest, Winter, pp26-47

Peckert, F. (1999) Entwurf eines grundlegenden Franchisemodells, in Deutscher
Franchise-Verband e.V. (ed), pp47-53

Peron, R. (2001) “The Political Management of Change in Urban Retailing”, in
International Journal of Urban and Regional Research, VVol.25, No.4, pp847-878

Philo, C. & Kearns, G. (1993) Culture, History, Capital: A Critical Introduction to the
Selling of Places, in Kearns, G. & Philo, C. (ed), pp1-32

Planning Department, Stadt Frankfurt am Main (Magistrat der Stadt Frankfurt am
Main, Dezernat Planung, Amt fiar kommunale Gesamtentwicklung und
Stadtplanung) (ed) (1995) Bericht zur Stadtentwicklung Frankfurt am Main, Frankfurt am
Main, Stadt Frankfurt am Main

Planning Department, Stadt Frankfurt am Main (ed) (1998) Raumordnung in der
Region Frankfurt am Main, Frankfurt am Main, Stadt Frankfurt am Main

Planning Department, Stadt Frankfurt am Main (ed) (1999) Raumordnung Stdhessen
2000, Frankfurt am Main, Stadt Frankfurt am Main

Planning Department, Stadt Frankfurt am Main (2003) Einzelhandels- und
Zentrenkonzept — Die Stadt Frankfurt am Main als Einzelhandelsstandort unter besonderer
Bertcksichtigung der Nahversorgung, Kéln, GMA

Planning Department, Stadt Frankfurt am Main (2004) Einzelhandels- und
Zentrenkonzept — Analyse, Trends und Positionsbestimmung des Frankfurter Einzelhandels
unter besonderer Beriicksichtigung der Innenstadt, Berlin, prognos AG

Planungsverband Frankfurt Region Rhein Main (2001) Tatigkeitsbericht 2000,
Frankfurt am Main, Planungsverband Frankfurt Region Rhein Main

Planungsverband Frankfurt Region Rhein Main (2003) Statistik Trends Region
Frankfurt/Rhein-Main, Frankfurt am Main, Planungsverband Frankfurt Region Rhein Main

Popien, R. (1989) Die Bedeutung von Kopplungsmdglichkeiten fur den Einzelhandel, in
Heinritz, G. et al.(ed), pp129-157

Potter, R.B. (1981) “The multivariate functional structure of the urban retailing system: a
British case study”, in Transactions Institute of British Geographers, No.6, pp188-213

Potter, R.B. (1982) The urban retailing system: location, cognition and behaviour,
Aldershot, Gower and Retailing and Planning Associates

Prime, N. (1999) IKEA: International Development, in Dupuis, M & Dawson, J.A.(ed),
pp158-179

Regierungsprasidium Darmstadt (2000) Regional Plan Sudhessen 2000, Darmstadt,
Regierungsprasidium Darmstadt Abteilung Regionalplanung

Relph, E. (1976) Place and Placelessness, London, Pion
Robinson, T.M. & Clarke-Hill, C.M. (1995) “International alliances in European

retailing”, in International Review of Retail, Distribution and Consumer Research, Vol.5,
No.2, pp167-184

175



Robinson, T., Foot, K. & Clarke-Hill, C.M. (2000) “German retailing expansion-a
decade of change?”, in European Business Review, VVol.12, No.4, pp216-225

Ronneberger, K. & Keil, R. (1995) AuBer Atem- Frankfurt nach der Postmoderne-, in
Hitz, H.(ed), pp286-353

Ruppel, W. (1982) Raumliche Entwicklungsplanung, Teil 2: Die City als
Einzelhandelsstandort, Berlin, Deutsches Institut fur Urbanistik

Sack, R.D. (1988) The Consumer’s World: Place as Context, in Annals of the Association
of American Geographers, VVol.78, No.4, pp642-664

Sack, R.D. (1992) Place, modernity, and the consumer’s world: a relational framework
for geographical analysis, Baltimore, The Johns Hopkins University Press

Sasaki, T., Fujii, S. & Setagaya Jichi-mondai Kenkyujyo (ed) (2001) Daitoshi no
Oroshi- Kourigyo no Genzai to Mirai, Tokyo, Kouchi Syobou

Sassen, S. (2000) Cities in a World Economy (2™ ed), London, Sage
Sato, M. (1997) Gendai Shougyo no Seisaku Kadai, Tokyo, Hakuto Syobou

Schroder, F. (1999) Einzelhandelslandschaften in Zeiten der Internationalisierung,
Geographische Handelsforschung 3, Passau, L.1.S.Verlag

Scott, P. (1970) Geography and Retailing, Hutchinson, London
Secrist, H. (1926) Consumers’ Buying Habits, New York, A.W.Shaw & Co.Ltd.

Seipel, P. (ed) (1993) Zwolf Jahrhunderte Frankfurt Stadt und Stadtteile, Frankfurt am
Main, Frankfurter Nachrichten

Shields, R. (ed) (1992) Lifestyle Shopping, The subject of consumption, London,
Routledge

Simmel, G. (1905) Philosophie der Mode, in Simmel(1995a), pp7-37
Simmel, G. (1903) Soziologie des Raumes, in Simmel(1995b), pp132-183

Simmel, G. (1995a) Georg Simmel — Gesamtausgabe Band 10, Frankfurt am Main,
Suhrkamp

Simmel, G. (1995b) Georg Simmel — Gesamtausgabe Band 7, Frankfurt am Main,
Suhrkamp

Simmons, J., Jones, K. & Yeates, M. (1998) “The need of International Comparisons of
Commercial Structure and Change”, in Yeates (ed), pp207-215

Soja, E. (1985) The Spatiality and Social Life: Towards a Transformative Retheorisation,
in Gregory, D & Urry, J.(ed), pp90-127

Soja, E. (1989) Postmodern Geographies, London, Verso
Sohmucho Toukei-kyoku (Statistics Bureau, Management and Co-ordination Agency

Government of Japan)(1997) Kokuzei Chosa 1995 (The Census of Japan 1995), Tokyo,
Sohmucho

176



Sohmushou Toukei-kyoku (2000) Jigyosyo Tokei 1998, Tokyo, Sohmusyo
Sohmushou Toukei-kyoku (2001) Nihon Toukei Nenkan, Tokyo, Sohmusyo

Sohmu-kyoku, Tokyo Metropolitan Government (2000) Shougyou Toukei 1999, Tokyo,
Tokyo Metropolitan Government

Sohmu-kyoku, Tokyo Metropolitan Government (2001) Tokyo Statistical Yearbook
2001 ,Tokyo, Tokyo Metropolitan Government

Sparks, L. (1996) Reciprocal Retail Internationalisation: The Southland Corporation, Ito-
Yokado and 7-Eleven Convenience Stores, in Akehurst, G. & Alexander, N.(ed), pp57-96

Stadt Frankfurt am Main (2002) Statisches Jahrbuch 2002 Frankfurt am Main,
Frankfurt am Main, Stadt Frankfurt am Main

Stammen, C. (1999) Stand und Entwicklung des Franchisings in Deutschland, in
Deutscher Franchise-Verband e.V.(ed), pp105-112

Statistisches Bundesamt (1998) Klassifikation der Wirtschaftszweige mit Erlauterungen
Ausgabe 1993, Wiesbaden, Statisches Bundesamt

Stewig, R. (1974) “Vergleichende Untersuchung der Einzelhandelsstrukturen der Stadte
Bursa, Kiel und London/Ontario”, in Erdkunde 28, pp18-30

Sternquist, B. (1998) International retailing, New York, Fairchild

Sternquist, B. & Kacker, M. (1994) European Retailing’s Vanishing Borders, London,
Quorum

Tager, U.C. (1999) Transnationalisierung von Handelssystemen, in Beisheim, O.(ed),
ppl51-171

Takasaka, H. (1976) “The internal structure of city level trade area — an analysis of
shoppihng behaviour for daily shopping goods in Shimizu city*, in Geographical Review
of Japan, Vol. 49, No.9, pp595-615

Takinami, A. (1995) “Guide Blue ni Miru Pari no Tourism Kukankijyutsu” ,
Geographical Review of Japan, ser.A., Vol. 68, No. 3, pp145-167

Thiel, A. (1994) Der Einzelhandel im Mainz & Erfurt, Erfurter Geographische Studie Nr.2,
Erfurt, Institut fir Geographie der padagogischen Hochschule

Tietz, B. (1993) Der Handelsbetrieb 2 Auflage, Miinchen, Verlag Franzvahlen
Tietz, B. (1993) “Betriebstypen”, in Tierz, B., pp30-35

Tokyo Metropolitan Government (2000) Tokyo no Shogyosyusekitiiki, Tokyo, Tokyo
Metropolitan Government

Tokyo Shoukoukaigisyo (1984) The Sakariba, Town Image Tokyo, Tokyo, Tokyo
Shoukoukaigisyo

Tokyo Shoukoukaigisyo (1987) Town Image Tokyo Il, Machi no Kougengaku, Tokyo,
Tokyo Shoukoukaigisyo

Tokyo-to Shoukoushidousyo (1986) Shotengai Katsudo Manual, Tokyo, Tokyo-to
Shoukoushidousyo

177



Tokyo-to Shoukoushidousyo (1993) Tokyo-to no Syohisya tokusei ni kansuru chousa-
houkokusyo, Tokyo, Tokyo-to Shoukoushidousyo

Tokyo-to Shoukoushidousyo (2000a) Daitoshi-syohisya no Hankagai-syukkou-koudou no
Jishou-bunseki, Tokyo, Tokyo-to Shoukoushidousyo

Tokyo-to Shoukoushidousyo (2000b) Tokyo-to Chushoukigyo Keiei Hakusyo(Kourigyo-
hen), Tokyo, Tokyo-to Shoukoushidousyo

Tokyo-to Toshikeikaku-kyoku (Bureau of City Planning, Tokyo Metropolitan
Government) (1997) Sub-Centre Plan, Tokyo, Tokyo-to Toshikeikaku-kyoku

Tokyo-to Toshikeikaku-kyoku (2001a) Tokyo no Atarashii Toshi-zukuri Vision, Tokyo,
Tokyo-to Toshikeikaku-kyoku

Tokyo-to Toshikeikaku-kyoku (2001b) Tokyo no Tochi 2000 (Tochi Kankei Shiryosyu),
Tokyo, Tokyo-to Toshikeikaku-kyoku

Tomioka, G. (1973) “Chushin Syotengai no Kibo to Ritchigata”, in Geographical Review
of Japan, Vol.46, No.1, pp69-74

Toyo Keizai Inc. (1998) Kaigai Shinsyutsukigyo Souran ’98 Kaishabetuhen, Toyo Keizai
Inc, Tokyo

Toyo Keizai Inc. & Dun and Bradstreet (ed) (2001) Shukan Toyo keizai Rinjizoukan
Gaishikei Kigyosouran, Tokyo, Toyo Keizai Inc.

Toyo Keizai Inc. & Dun and Bradstreet (ed) (2002) Shukan Toyo keizai Rinjizoukan
Gaishikei Kigyosouran, Tokyo, Toyo Keizai Inc.

Tsuganesawa, T. (1999) Chapter 5 Hyakkaten no Event to Toshibunka, in Yamamoto &
Nishizawa(ed), pp130-154

Tuan, Yi-Fu (1979) Landscape of Fear, Oxford, Basil Blackwell

Tuan, Yi-Fu (1989) ”Surface Phenomena and Aesthetic Experience”, in Annals of the
Association of American Geographers, vol.79, No.2, pp233-241

Umlandverband Frankfurt Region Rhein Main (1992) Image —Studie Region Rhein
Main, Ansichten zur Region, Band 3, Frankfurt am Main, Umlandverband Frankfurt
Region Rhein Main

Unwin, T. (1992) The Place of Geography, London, Longman

Veblen, T. (1970) The theory of the leisure class, London, Unwin Books(first published
1925)

Vielberth, H. (1995) Retail planning policy in Germany, in Davies R.L.(ed), pp78-103

Weber, M. (1934) Die Protestantische Ethik und der Geist des Kapitalismus, in Weber:
Gesammelte Aufsatze zur Religionssoziologie.1., Mohr, Tubingen

Whitehead, M.B. (1992) “Internationalization of retailing: Developing New Perspectives”,
in European Journal of Marketing, vol. 26, No 8/9, pp74-79

Wolf, K. (1969) Stadtteil-Geschéftsstraen, Rhein-Mainische-Forschungen Heft 67,
Frankfurt am Main, Waldemar Kramer

178



Wolf, K. (1971) Geschéftszentren, Nutzung und Intensitat als Malistadtischer
Grolienordnung, Rhein-Mainische-Forschungen Heft 72, Frankfurt, Waldemar Kramer

Wolf, K. & Schymik, F. (ed) (1990) Frankfurt and das Rhein-Main Gebiet, Rhein-
Mainische-Forschungen Heft 107, Frankfurt am Main, Waldemar Kramer

Wolf, K. (ed) (1997) Einzelhandelentwicklung Zielorientierte Regional Geographie,
Materialien 21, Frankfurt am Main, |Institut fur Kulturgeographie, Stadt- und
Regionalforschung der J.W. Goethe-Universitat Frankfurt am Main

Wrigley, N. (1993) Retail concentration and the internationalization of British grocery
retailing, in Bromley, R.D. & Thomas, C. J. (ed), pp41-68

Yeates, M. (ed) (1998) Metropolitan commercial structure and the globalization of
consumer services, in Progress in Planning VVol.50, No.4

Yamamoto, T. & Nishizawa, T. (ed) (1999) Hyakkaten no Bunkashi, Kyoto,
Sekaishisousya

Yoshimi, T. (1987) Toshino Dramaturugy, Tokyo, Kobundo
Yoshimi, T. (ed) (1996) Toshino Kuukan, Toshino Shintai, Tokyo, Keisousyobou

Yoshimi, T. (1996) Dai 5 syo Kindai kuukan toshiteno hyakkaten(Chapter 5), in Yoshimi,
T. (ed), ppl37-164

Zentes, J. & Swoboda, B. (ed) (1998) Globales Handelsmanagement: Voraussetzungen —
Strategien - Beispiele, Frankfurt am Main, Deutscher Fachverlag

Zentes, J. & Swoboda, B. (1998) Globalisierung des Handels — Rahmenbedingungen —
Antriebskrafte - Strategische Konzepte, in Zentes, J.& Swoboda, B.(ed), pp3-24

Zentes, J. (1998) Internationalisierung der deutschen Discounter und der franzdsischen
Hypermarkets, in Zentes, J.& Swoboda, B.(ed), pp201-231

Ziemer, C. (1995) Clever Shopping Frankfurt and Rhein Main Gebiet, Bergisch Gladbach,
Gustav Libbe Verlag

Zukin, S. (1998) “Urban Lifestyles: Diversity and Standardisation in Spaces of
Consumption”, in Urban Studies, Vol. 35, No. 5-6, pp825-839

179



	 List of Tables 
	 List of Figures 
	  Introduction 
	The macro-geographical development of the internationalisation of retailing  
	The micro-geographical development of the internationalisation of retailing  
	Definitions of ‘retail’ and ‘retailer’ 
	Definition of ‘retail centre’  
	Definition of ‘internationalisation’ of retailing  
	 Objectives and aims of this study 
	 Methodology and structure of this thesis 

	 1 . The process of the internationalisation of retailing in Germany and Japan and the recent development in Frankfurt am Main and Tokyo 
	1.1. The internationalisation of German and Japanese retailers and the development of international retailing in Germany and Japan  
	1.1.1. The process - Germany 
	Early European development of international retailing 
	The development of the internationalisation of German retailers in the grocery sector 
	The domestic development and the internationalisation of German non-grocery retailers and the concentration of retailing  
	The inward flow of international retailing 


	1.1.2. The process - Japan 
	Early development of international retailing in Japan 
	The development of the internationalisation of Japanese retailers    
	The inward flow of international retailing  


	1.1.3. Consideration of the factors influencing the internationalisation of retailing 
	1.1.4. Conclusion 

	 1.2. The introduction of the study cities  
	1.2.1. Frankfurt am Main  
	1.2.2. Tokyo 
	Footnote: 


	 1.3. The recent development of the internationalisation of retailing – locations of international retail activity in Frankfurt am Main and Tokyo  
	Features of international retail activity  
	Frankfurt am Main  
	Tokyo  


	1.4. Conclusion 

	 2. The internationalisation of retailing and the development of retail centres in Frankfurt am Main and Tokyo  
	 2.1. Economic system of retail centres and international retail activity 
	2.1.1. Types of retail centres in economic system of retail centres  
	Frankfurt am Main 
	Tokyo  

	2.1.2. Analysis of the locations of international retail activity in economic system of retail centres 
	Frankfurt am Main 
	Tokyo  

	2.1.3. Conclusion 
	Footnote:  


	 2.2. Images of retail centres and international retailing 
	2.2.1. Reviews on approaches to the images of retail centres and internationalisation of retailing 
	Cognitive factors in the system of retail centres and internationalisation of retailing 
	Humanistic approaches to the images of retail centres 
	Images of retail centres and “representations of space”  
	Institutional perspectives in the image formation process 


	2.2.2. Approach to the images of retail centres for this study 
	2.2.3. The image structures of retail centres in Frankfurt am Main and Tokyo  
	Frankfurt am Main 
	Tokyo 

	2.2.4. Analysis of the images of retail centres, the retail concepts and locations of international retailing in Frankfurt am Main and Tokyo 
	Frankfurt am Main  
	Tokyo  

	2.2.5. Conclusion  
	Footnote:  


	 2.3. Conclusion - the internationalisation of retailing and the development of retail centres 

	 3.  Consumption, retail centres and internationalisation of retailing 
	 3.1. Consumption, social relations and places    
	3.1.1. Economic perspectives of consumption  
	3.1.2. Review of the studies on consumption and social relations  
	Veblen 
	Bourdieu 
	Simmel 


	3.1.3. Material representation of social relations in Modernity  
	Modern consumption 
	Internationalised consumption goods  


	3.1.4. Social relations in consumption - inter or intra social-group relations?  
	3.1.5. Process of consumption and self-construction 
	Self-construction in social relations  
	Authority and authenticity in self-construction 

	3.1.6. Spatial and social relations in consumption 

	 3.2. Process of consumption and the image system of retail centres in Frankfurt am Main and Tokyo 
	3.2.1. Analysis of social relations from international retailing in Frankfurt am Main and Tokyo 
	Authority and authenticity in retail concepts  
	Social group relations  

	3.2.2. The link between consumption and the image system of retail centres in Frankfurt am Main and Tokyo 
	Frankfurt am Main 
	Tokyo 
	Footnote: 


	 3.3. Conclusion  

	 Conclusion 
	Town planning implications  
	Closing remark 
	 German abstract 
	 Appendixes 
	 Appendix 1: Summary of German and Japanese retail formats  
	German features in retail formats 
	Japanese features in retail formats  
	Summary on the different German and Japanese retail formats 

	 Appendix 2: The objects and information sources of the survey of locations of international retail activity, and the presentation of the data  
	The objects and methodology of survey 
	Information sources  
	List of information sources in Germany and Frankfurt am Main 
	List of information sources in Japan and Tokyo 
	Presentation of the data 

	 Appendix 3: Methodology for the types of retail centres in Tokyo  
	 Appendix 4: Methodology for the survey of locations of international retail activity in retail centres of Frankfurt am Main and Tokyo 
	Delimitation of retail centres  
	Method for this thesis 


	 Reference: Photographs of retail locations in Frankfurt am Main and Tokyo  
	Reference: Figures (maps and plans)  
	Bibliography 



