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ABSTRACT

[n the absence of reliable published data related to wholesale
trade and on linkages between communities within the study area, and to
provide a sufficiently accurate view of {ne contribution of wholesale
trade to the local and northern economy . data for thé study were
collected by means of a detailed market survey. the recults of this
. survey indicate the direction and volume of whulesa™ goods flowing
through the study area's channels of distribution

Data rrom several mai] surveys and an exténsive field survey
of northern markets indicate that the wholeséling structure of the North
is a complex markétiqg system, characterized by a diversity of con-
ditions in various industries and a variety of types of gcods and
services passing through the system. Within this marketing organization
different types of wholesaling estab1jshments are diversified in terms
of employment and sales structures. The study shows that £he whole-
saling structire of the North, as in Edmonton, is characterized by its
mu4ti-unit organization, displaying a high degree of horizontal and
vertical integration.

Who'lesale linkages are analysed in terms of'thefr ability to
regulate the physical fjow of goods and services in and out of regions,
and in this‘way shed new light, from both a demanq:and supply perspec-
.tivé, on Edmonton's historic "gateway" function. The study isolates the
strategic position of wholesaling in the distributive systems of the
northern marketing organization, in terms of its ability to bridge the

‘gap between producers and consumers. Analysis of the wholesaling

linkage characteristics of the northern marketing organization shows



that the wholesaling s€ructure reflects the poimary ond secondary

industrial structure of northern Alberta, the Yukon and the Northwest

Territories.

This study isolates a number of specific problems facing
northern whniesalers including transportation, communjcation and
control, labour and maﬁketing costs. Se.:ral ways of improving the
efficiency of the present marketing system are suggested, particularly
in terms of the level of the quality of wholesaling services now bein
provided in the North. In this regard, the study pcints out the in-
creased compet{tion from Vancouver wholesalers, and suggests Wéys in
which Edmonton wholesaling firms could improve their service if they are
bto meet the challenge of this competition.

Results o% this study SQEy that the direct economic effects of
wholesaling are limited, in terms ogxpossible increases in employment'
and sales through the mu]tipfier effect.v However, in terms of its
indirect facilitating effects, the wholesaling sector of ‘the northern
economy is the one structure in the marketing organization which makes
northern development possible and effective.

The study recommends that regional deeropment policies should
devote more attention to the problems of -wholesale marketing as the key

to supplying future economic development in the North. Emphasis should

be placed on increasing the efficiency of the present system, partiéﬁ—
larly through improvements in the Edhonton who]esalihg structure. The
results indicate that it is not feasib]e to establish small scale
wholesaling establishments in northern communities 1nban attempt to

streamline the system by bypasSing the transshipment process in Edmonton.

\
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CHAPTER ]

- -

NTRODUCT TON

In.rpcent ¥eAars, growing attention has been focussed an the
iroblems of sociak and economic development fn northern Alberta. the
Yukon and the Northwest Territories. A number of studies have been
undertaken to isolate Lhé‘problems and potential of northern development
Inagriculture, industry and resources (Northern Albertga Development

uncil 1asn ) pl 3y gt has been suggested that the reasons for thig
increased attention stem from the observation that the economy of the
North is undergoing significant socig) and economic adjustments (Mansel1,
1970). A traditioné] semi-subsistence economy is being rapidly replaced
by a wage economy with corresponding changes in the life styles of the
region's residents. Communities in the North are gradually becoming
better organized and increasingly more permanent entities (Mansell,
1970). Because of its distinct social and economic character, combined
with vast distances, a widely-scattere, - vpulation and climatic dif-
ficulties, ‘the North requires special attention by both government and
private enterprise, with respect to its.development. So1utioﬁs to
problems which may have been effective in other areas of the country are
not necessarily those which will be best in its northern regions \
(Northern Alberta Development Counci7, 1970).

Economic activity in the North is’based largely on mineral .-
and>forest resource exploitation. Agriculture is also an important

1ndustry in Alberta's Peace River region and sections of the province's



\
) . - . , 1
frontier near {dson, Lac La Yiche and St Paul. As a result

economic base of these northern regions manifests g higher pe

of activity in the primary sector than is the case with more

ly devedoped areas elsewhere in the country (Webster, 1977, p.

Because of the nature of o h o (s primary economic activi
£

tlement in the North - . tended to be characterized by a lack
permanence.  Settlement in the hinterlands . f the reqion's ce
places has tended to be of a temporary nature resulting in‘th
ment of an immature hiefarchy of Service/Lentres with poor ph
infrastructure. Central places in this region of the country
tended therefore to experience much wider fluctuations in aro
than rura} communitiés in other areas o! Canada (Nebster,i197

With the progressive shift of resources and industr
ment towards the North, there have been s{gnificant changes i
infrastructural requirements of communities in northern Alber
Yukon and the Northwest Territories. As the region's communi
increase in s}ze and population their demands and needé becom
ly more sophisticated ‘with respect to the provision of essent

In particular, development of the region’s natural resources

creation of new markets in the North require improved cg%pne]

[

In spite of the emphasis on forest and mineral re
development, agriculture continues to remain a major contribuy
economic growth of the Peace River Region of northern Alberta
terms of the generation of local commercial activity through
1atiop of money, the impact of the agricultural sector within
Riveriregion is more marked than that of the Mines, Quarries
Wells sector (Fairbairn and [ronside, 1973, p. 86). In terms
revenues to the region, however, the impact of the agricultur
Is significantly less than that for forestry and mining (Fair
Ironside, 1973). '
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distribution, of which the more important components include transporta-
tion facilities and.wholesale marketing. Transportation has long been
considered the key to northern deve]opment and therefore it is not
surprising to find thai road and bridge construction claim a major share
of governments' northern development approbriations.2 Whereas research
has been undertaken with respect to thé provision of adequate transpor-
tation faci1it1es,3 there has been no research directed towards the

problem of wholesale marketing and the distribution of essential ser-

vices in northern Alberta, the Yukon and the Northwest Territories.

Regional Economic Development

Governments, as well as business brganizations‘ have exp}essed

a .concern tour declining rural communities in Alberta. Provincial and
[}

federal government programs are being directed a* improving the economy
" 0f towns and cities in rural Alberta. In particular, an emphasis is
being placed on the achievement of a viable long term economic base for
rural communities. Attempts are being made to activate community

development through self-help programs directed towards attracting new

secondary and tertiary industries. Other alternatives available to

2 The Northern Alberta Development Council's "Road to
Resources" program is a aood example of the emphasis that has been
placed on transportation as the basic essential for northern develop-
ment. Between 1965 and 1971, ,the N.A.D.C. appropriated $18.1 millior. or
‘83 per cent of their total budget for h1ghway construction as a means
"to assist reSoUree ue)evbgmﬂv* wnd to provide extra fob crrortunitics

eorn le in isolated cormunitics in central 70W*}ewr dilberta”

e [EgRe

(Nérthern Alberta Deve]opment Council, ]970, p. 7).

3 Refer to Willis (1966) and Trnavskis (1971). For a
detailed inventory of transportation services and facilities in
northern Alberta, see Alberta Northern Development Group (1974).



stagnating or disadvantaged communities include local economic improve-
ment through the expansion of existing industry and commerce and the
increased use of available resources. 'In qenegﬁl. the emphasis has been
placed on the neced to increase.the breadth of a community's economic
base as a means of stimulating local and reqional economic arowth. In
other words, there is a recognized need to diversify the economic base
of communities in northern Albert., the Yukon and the Northwest Territor-
ies in order to reduce the deqree of economic colonialism characteristic
of this frontier region.
Regional economic development based on the improvement of
.
community infrastructure, such as‘transportation facilities, to improve
access to jobs and job—providinglindustries in an attempt to broaden
the community's economic base, has tended to stress the importance of
transportatioﬁ costs in the decision to locate new industries within
a region. However, other aspects of the channels of distribution in
and out of a region are equally important. One aspect of these
channé]s of distribution which gas been neglected so far by researchers
1s the wholesale marketing organization prdviding a region with its
essential goods and services. Therefore, this study represents an
attempt to systematically analyse - a dimension of regional economic
development that has been serio@s]y neglected by most researchers.
| A region's marketing organization is made effective through
“%s channels of distribution. fhe flow of goods and services through
2ting organization is not an automatic process (Revzan, 1961).
g Og;ahization involves a complicated network of buying énd
cies grouped together in varying combinations to 1ink

Sar . ~eintounico with particular using units (Revzan, 1967,




p. 181 As the marketing aspects of a reqion crow in complexity
Farallel to the region's total soéial‘and economic development, the
distribution channé1s develop into more intricate patterns ]Revzanf Tog1),
Recause of its strateqic position within the channels Sj//éstribution,
wholesaling constitutes the sinqgle most important sector of a region's
marketina orqanization (Revzan, 1961). Wholesaling covers a wider
variety of goods and services than any other sector of the marketinc
organization aqd involves more tvpes of middlemen operations than does
the retail sector (Révzan,.196l). In addition, wholesaling gives more
depth, more variety and more complexity to a region's marketing
organization than any cother sector (Revzan, 1961, p; 19). Therefore,
the purpose of this study is to present a systematic investigation of
one aspect of a region's channel of distribution function—wholesale
trade. In‘paq{;;Llar; this study will measure the directir~ and magni-
tude of the Who]esa]e T{ﬁks between communities in northern Alberta, the
Yukon and the Northwest Territories and their yaridu; centres of supply.
As much as possible, measurement will be in dollar and employment terms.

N

The Nature of Wholesaling . p

In its broadest sense wholesaling includes "z71 rar<eting
trarsactions at the wholesale level, i.e., all purchases ard sales
étker than those male to ultimcte consurers” (Beckman, Engle and
Buzzelid, 1959, P. 5). In other words, wholesale trade is related to
the Tevel of marketing between manufacturing and retai]jng. However;
such a definition of the field is far.fob‘vague and imprecise to be of

any analytical value. A common feature observed in most studies into

the nature of wholesaling is the inability to arrive at a satisfactory

3

Sl
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detinition ot the ield.  The . Onplexity of the subject, the  yvep, Tty
of conditions in which wholesale trade 1s transactod and certain
Tisconceptions abogt the nature of whalesaling hyve made a imiversally
|Lguptgble definition or the field a1l hgt inpossible.

The present study of who]bﬁd]ing in the “lorth faces the same
ditficult mrablems of definition. Afteq congiderinq all the Glterna-
Live points of view reqarding the essential nature of wholesaling, it
was degided to adopt what has been-referred to By Most researchers as
the so-called "middle-view" approach to the Subjectk which coincides/
with the definition put forward by Statistics'Canada in the Standard

Inﬂysﬁrﬁgjrﬁ]qﬁsjfjpgtjpnA}ppyg]. Therefore, for the purposes of this

study, wholesaling will pe defined as those establishments:

(Canada, 1970, ». 35)

In this way, sales to farmers of farm Supp]ie§ and equipment such as
feeds, fertilizers, seeds and machinery are considered as wholesale
sales; whereas sales to farmers as household consumers of such items

as food, clothing and household equipment, are Censidered to be retai] -
sales. In order %o determine whether g particular firm js in fact a
wholesaler, and not a retailer or manufacturer, it ig nécessary to
ascertain what Proportion of his sales was made to customers other

than household consumers. If the majority of a firm's sales are to
Customers other than household consumers, the firm is considered to be

a wholesaler for the -urposes of this studyl A definition of this type

i



would appear to be the best alternat jve since 0t oincludes wholesale
aaents, such as dmporters, exporters and manuracturing agents, and
wholesalers transacting in producer goods, but excludes wholesale
facilitering hwentg sﬁth ds warehousenien, fransport companies and
banks (Simons, 1966, p. 3).

decyise the detfinition of wholesaling used in this study is
bhased on a descriptioﬁ of whoiesaling 'establishments', it is necessary,
at the outset, to define what is meant by the term 'establishment'.
Accordinq to Beckman, Enale and Buzzell (1959, p. 34), the tern -
‘establishment', in its'nontechniéa] usdﬁge refers to a sinngle
physical place of business. [t does not, therefore, refer to a company
or organization unless they are coedensive with a single physical
phace of business; and it need not consist of an entire building or

floor, or even room for that matter (Beckman, Engle and Buzzell, 1959).

As used in this study,-an 'establishment' is defined ag 70

e e oA PN . . v . i . 3
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SIS o : ,r:: :loc (Canada, 1972, p. 3)\\ On the . ar
haﬁd, the term 'location', as used in this study, will be defi. s
the actual physical outlet in which the business activity takeg place.
In thié way, an establishment may have two or more 1ocat}ons, as the
concept ofvlocation is not dependent upon the availability of accounting-
based data. ;

Based on‘the.definition of wholesaling used inthis study, a

wholesal ansaction fs charécterized by the purpose or ﬁotive of
the buyer :.ther than the s-ale of purchase. Whenever there is

geographical separation of production and ultimate sale, there is a



need tor wholesabing to intervene (Vance, 1970 Yoo In doing so, whole-
sale marketing creates uytilities ot time, place and ownership (Beckman,
Cnagle and Buroell, 1o, pool0Y. ATthough the value added by whole-

salina thronah the Creation of Fiee and place utilities i aenerally
e
Vd

recoanized and underatood, aften it Y onot fui1v appreciated.  Tine
atilities are created by providing a iq tven commodity at one point ot
time as compared with another, resulting in g dreater capaity to
satisfy wants (Beckman, ‘n:le and Buzzell, 13959). Because of maladiust-
ments between periodslof productinn and consumption, financial resources
tnd physical faci]ﬁfggs for'Storqu are required in order to achieve
“optimal operating efficiency in the marketinq organization. It is the
wholesaler that assumes these »~isks of inventéry and creates time
utilities by making a given éommodity available “nr sale ét some
optimum point in time. Similarly, place utility is created by making
a given commodity available at one location or point in space as
compared with another (2 _kman, Engle and Buzzell, 1959). Due to the
regional sfecialization of industrj; few products are produced in the
iwmetérea in which they are consured or used (Hill. 1963, p. 4).
Transportation obviously cohstitutes a key element in this distributiomn
of producté from points of ofigin to points of consumption. 'However,
it 1s the wholesale marketin- organization»that seTecﬁs the appropriate
means of conveyance andfcarefu11y integrates it with the production
and storaq@ operations on the one hand and with the.pattern of demand
on the other (Fi]], 1963). Finally, ownership utilities result from
the increased power of ‘want satisfaction' which a commodity manifests

in the hands of a consumer over “hat which it enjoys when in the

possession of a manufacturer (Beckman, Engle and Buzzell, 1959).



In summary, the wholesaling tunction's »:rao. fospe is to

facilitate the flow of qgoods in the marketing channels, and in doaing so,

create utilities of time, place and ownership. In other words, as a
type of production, in the true economic sense that production consicis
of the creation ot utilities or want—satisfyinq'powers, wholesaling
functions as an integral part of a reqijon's channels of distribution,
Providing "rhe Dby vel o e P oia 07 oRi ol el T ol agt o
Syt oo onl Donormes o0 T (Revzan, 1961,7; 15).  In this way,
the wholesaling function is viewed as a 'funnel' crannelling product
flows between producing units and varioué levels of users (Revzan, 1961,
pr; 14-16). Untortunately, this strategic position of wholesaling in a
reqion's marketing crganization is usually ovérlooked by most research-
ers and the full impact of its role in regional economic development has
never been fully appreciated. It is, therefore, the purpose of this
study to investicate this variegated aspect of supply and distribution

end its implications in the economic development of northern Alberta,

the Yukon, and the MNorthwest Territories.

Fufictions and Processes of WholesaIing'

3

Wholesaling, generally speaking, involves the same croup of
processes and functions applicable to the whole field of mérketing
(Revzan, 1961). However, because of its structural arrangement based
on degrees of specialization, in terms of both types of business and
kind of transaction, some special adaptations and applications need be‘
noted here. Revzan (1961, p. 6) has identified . .ree broad categories
of function at the wholesale level: (1) functions.of exchange and

contact,‘including merchandising and the buying and selling of goods;
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() rtunctions of physical distribution, including transporsation and

10

storage; and {(2) rfacilitating or auxiliary tunctions, including

standardrzation and grading, tinancing, \C(m\muni(:dt.im‘ and rvesearch, and
- .

risk bearieg. Al of these tunctions, taken together, gnmpriavvthn task

of wholesaling. By "Tunction', Revian (1961, p. b)) is referring ta

~groups of purposetul Activities which are homogeneous in the sense ot

having common o Cives and influencing, or being intluenced by,

manage .al organiration units.

A detaited analysis of the many functiouns pertormed bv whole-
saling institutions in the North will be dealt with later in the study.
However, at t&zs trar, an understanding and awareness of these functions
15 necessary if one is to recognize the ‘mporti.ce of wholesaling in the
marketing process. Marketing process, in this sense, refers tu the
meaningful grouping of functions, as outlined above (Revzan, 190l1). As
1t will become apparent ‘ater in the study, an understanding of the

i ' “
wholesaling function in the marketing process islimportant. as it bears
directly on the geographic aspects of the "flow-d¢f-commodities" concept
in marketing, and in particu’ . -ith respect to the division in
specialization between whole :nd retail market levels; that is,
between the primary and intermediate markets, on the one hand, and the
final markets on the other (Revzan, 1961). As will be poirted out later
in the study, this innately connective function of wholesaling has
important spatial implications.

7]

Industrial Classification System

- ¥

For the purposes of this study, wholesale establishments are

classified by kind of business according to the principal lines of - 3
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riddlemen overations.  Just as there is areat variety among types of
wholesale establishments, based upon the principal lines or conmodities
sold, in terms of Size, arfiliations and the dearee of industrial
specialization, there s also areat variety among the kinds of middle-
men operations, based on deqrees of completeness of functions, of

—

product assortment and of mdhageria}icnhtﬁgi (Revzan, 1961)

N Many marketing textbooks‘have’based thejr classifications Qf
wholesalers upon the dat> and classification <:hemes presented in
census publications. tntortunately, these Census reports otten vary
rrom base period to base period as to both the type of operation and the
hind of business. Obviously, these variations interfere with the

4
continuity and comparability of the statisticpl data. For the most
part, the terminology and definitions givenpAn this study conform to
Statistics Canada usage. While the cateqories adopted in the Census
could tolerate some refinenents, it seems desirable to adhere to them.
As this study of midd]emen operations involved aha1yses of a guantita-
tive nature, it was necessary to adopt a system of classifying wholesale
operations which allowed for comparisons based upon data supplied by
census publications.

A so-cadled “"orthodox" c]ass?fication scheme was used for the
 purposes»of this analysis. Inc]uded in this c1a551f1cat1on scheme are
such varied organizations as the so-called "merchant wholesalers",
manufacturers' sales outlets, merchandise agents or brokers, petroleum
bulk stations, assembiers of farm products, and retai] buying offices.
Included within each of these s1x major groups are a number of spec1a]

ized subtypes based _upon the part1cu1ar specialized market- ng serv1ces
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they jnrovide. The "orthodox” view ot middlemen operations may be
Sammarised as tollows:

1 The Merchant Wholesaler:  {a) Reo.,ar wholesalers, including
jabbers: (b Importer-Exporters; (c) Rack johbers: (d) Cash-
and-carry wholesalers; (e) Drop shippers or desk jobbers:; (f)
“ruck o owagon jobbers; {a) Mail-order wholesalers: (h) Indus
riab distributorsy (1) Mi11 supply houses: {§) Converters: (k
chain store buying offices or warehouses: (1) Wholesaler- or
retailer-sponsored buyina-pool cooperative cnains.

» branches, with warehiouse wtocks: (b) Manufacturers' <ales
e offices, without warehouse stocks.

W& Manufactuvers' Sales OQutlets:  {a) Manufacturers' sales

'3) The Merchandise Agent or Broker: (a) Brokers: {b) Commission
nerchants: (¢} Purchasing agents: (d) Selling or sales aaents

5 le) Manufacturers' agents; (f) Import-Export agents: (q)
Auction companies; (h) Resident buying offices; (i) Cooperati

selling agencies.

(4)  Petroleum Bulkplant, Terminal or Liquefied Petroleum Gas

Facility: (a) Independent: (b) Commission; (c) Cooperative;

{d) Refinery controlled.

v

(5) Assembler of Farm Products: (a) Independent buvers or dealers:
(b) Commission buyers; (c) Cooperative purchasing agencies;
{d) Grain elevators; (e) Cream stations: (f) Packers and

shippers.

(6) Retail Warehousing and Purchasing Organization: (a) Purchasinc

offices; (b) Retail warehouses; (c) Wholesale cooperatives.

One reason why.there has been a dearth, of marketin. -esearch
on the nature of wholesaling relates to the complexity of the subject:
that is, the difficulties associsted with analysing its structure and
functioning. Similarly, much of the criticism directed against this
aspect of marketing stems from the lack of knowledge as to whyv there --

exists so many types of wholesale middlemen operations. Revzan (1961,

The basic definitions of each type of wholese” middleman
operation appear in Appendix B. :
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pLo0) has posited several pertinent explanations as to the variety of
Lopes of operations found at the wholesale sector. [irst, this wide
variety of types reflects the smaller scale of wholesale middlemen

operations compared with manufacturing activities, and the corresponding

areater ease of entry.  This aspect of scale of operations is particu-

larly pertinent with respect to those wholesale aaents or brokers who

do not take physical possession of the inventories they sell. A second
reason hostu]afed by Revzan (1961) is related to the Tegal bases for
anent-principal arrangements by means of which a-who]e‘c]ass of whole-
salers are thus created. To this must be added the wide variety of

products marketed at “the wholesale level. For example, cdnsider the

many possibilities in the market - of agricultural products by

specialized $1dd1emen operations, such as auction companies, cream
Stationé, and grain elevators. Similarly, there is the differentiation
of who]esé]e markets based upon the domesticity of their markets, that
is, local domestic markets as against foreign-based operations. And
finally, Revzan (1961) points out that in order to serve the various
Tevels of business and institutions involved with middlemen operations,
variations in the type of wholesale activity are required in order to
effectively control the wide-variety of products and services provided

in the channels of distribution.

Review of the Literature
The wholesaling component of the ﬁarke*ﬁﬁ srganization has
existed since the beginnings of civilization, .nd jgk until recently,
very Tittle had been written on the subject. A review of exisi'wq

marketing literature reveals a surprising paucity of writings - the
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tield of wholesaling. In their classic textbook, one of only two books
which cover the entire field, Beckman, Engle and Buzzell (1959, pp. 172-
13) suggest several reasons for the General neglect of wholesaling up .

until the late 1920's. The complexity of the subject, related to the
difficulty of'arriving at a satisfactory definition of who]nﬁaiing,
much less analyzing its structure and functioning; the persistence of
certain miscon:eptions about wholesaling, including the belief that
wholesaling is confined to the operations of wholesalers, per se; that
the wholesaling function is an anachronism in the marketing organiza-
tion, and that there are no significant differences fiom the retailing
functions in terms of internal management and operation; and the fact
that'the operations of wholesale establishments are not open. to public
observation, compounded by the fact that wholesale organizations have
historically tended to shroud themselves in an atmosphere of secrecy and
even hostility toward attempts to study their activities, have con-
tributed to the general neglect of wholesaling in past research (Beck-
man, Engle and Buzzell (1959). | .

The first comprehensive investigation of wholesale marketing
appeared in a book by Beckman and tEngle, originaf]y published in 1937,
since revised and co-authored with Buzzell in 1953. This oft-quoted
text deatls primarily with wholesaling as it exists in the United States
and analyses the historical development and modern status of wholesale
marketing and its component parts in all their vari0us comp]exitieé.
Prior to the publication of Beckman and Engle's bcok on wholesaling, /
literature on the subject had been sparse and concerned primarily with
the various entrepreneurial aspects of the trade (Vance, 1970, p. 23).

The only other full-scale investigation of wholesaling was published
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by David Revzan, in 1961, and for the first time considered the quanti-
tative significance of wholesaling 1in markéting organization. Since

' then, a number of publications on various aspects of wholesaling have
been produced. In general, however, these have tended to be specialized
studies of wholesale marketing usually undertaken by individuals in the
field of business admim‘stration.6 '

The fjrst study of Qho]esa]ing in North America, cited in

Beckman and Engle (1937, p. 5), was published in 191€ by the Harvard
Business School entitled “Operating Expenses in the Wholesale Grocery
Business". Prior to this time, little or no serious scientific investi-
gation was carriéd out in the field of wholesaling. And, as Beckman,
Engle and Buzzell (1959, p. 12) point out, even after the "emergence of
marketing as a separate field of study, wholesaling was never really
considered an integral part of it and therefore did not receive ‘the
attention of researchers as did such comparab]e‘fie1ds as retailing.
Ouring the early 1920's there was a renewed interest in the field of
wholesaling and‘since that time an abundance of special studies have

kteen pub]ished.7 In general, these have taken the form of specific
regio~-1 or mefropo]itan studies usually concerned with only one speci-

fic atvect or type of wholesaling activity.

-

6 For examples, see Warshaw (1961), Hill (1963)fand Brion

(1965).
/ 7 For examples, see the special issue of the Journal of
rd Marketing (American Marketing,Association, 1949) which devotes itself
f entir%ly to wholesaling in the American-economy. Also refer to Parr
{ (1944Y, Cassady and Jones (1949) and Converse (1957). For studies on
trends in wholesaling and the changing role of the wholesaler, see

Engle (1933), Lewis (1955), Nolen (1958), Beckman (1965), Revzan (1965),
Lewis (1967), Davidscn (1970), Tietz (1971), and Skurski (1972).



As Goss (1973, p. 2) points out, because wholesale marketing is

concerned with the distribution of qoods and services through space,

it is a subJect which Tands itself to geoqraphic 1nvest1gat1on The
concept of a channel of distribution, in its marketing application, as a
bathway or funnel through which goods flow from point bf production to
point of consumptior, has obvious spatial connotations which warrant
investigation. Geographicg]]y speaking, whb]esa]ing is that part of the
channel that bridges the physical and nonphysical gaps between producers
and consumers (Revzan, _1561). Lewthwaite (1969, p. ']) also recogn1Les
the need for geoaraphic research, when he points out the urgent need to

analyse patterns of preservation and storage, a phase in the marketing

Y R aor e

organization " UelonslL Cemope mero o Lnie Sy llveos ond ey
Despite ample scope for investigation by geographers, review

of the literature reveals an almost total absence of geographical re-
search dealing Qtth wholesale trade. "Apart from several unpublished
theses and a number of minor studies,8 the only major geographical work
on wholesaling was.published by Vance in 1970. Most marketing textbooks
devote Tess than ten per cent of their content to wholesaling, and almost
all of these published studies on wholesale trade concern themselves

with who]ésa]ing as an institution, rather than with the spatial

implications of establishment location or trade area development (Goss,

8 For examples see Simons (1966), Begg (1969), Goss (1973)
and Short (1973).
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1973, p. 2).9 The few business textbooks on wholesaling which consider
the spatial dimension of wholesale markets, devote no more than one
chapter to location and trade area de]imitation.lo There are several
studies on the Tocation of wholesalers and spatial competition, however
these have tended to focus primarily oﬁ the wholesaling structures of
single cities.11 |

Vance's (1970) geography of wholesaling is essentially an
analytical and historic survey of wholesaling and wholesale trade
patterns in fhe United States, examining the organizing and distribu-
tional principles of wholesale marketing which have been operating in
Americq over the past one hundred years. Vance (1970) raises sévera]

interesting questions concerning the state of theory in economic geo-

graphy, as it relates to wholesale marketing. In particular, Vance

? For examples, see Duddy and Revzan (1947), Beckman, Maynard
and Davidson (1957), Tousley, Clark and Clark (1962), Cox, Anderson and
-Shapiro (1964), Huegy and Mitchell (1965), Stanton (1967), Phillips and
Duncan (1968), Taylor and Shaw (1969), Warner (1969), Brown, Applebaum
and Salmon (1970), Buskirk (1970), Diamond and Pinte] (1972), Beckman,
Davidson and Talarzyk (1973), Carman and Uhl (1973), and Cundiff, Stili
and Govoni (1973). For alternate perspectives on the theory of whole-
sale distribution and the wholesaling function, see Hall (1944), HiN
(1966) and Courtney (1971).

10 Refer to Beckman, Engle and, Buzzell (1959), Revzan (1961),
Revzan (1968), and Revzan (1971).  For further reference to wholesale
market patterns and trade area delimitation, see Lewis (1948a),
Goldstucker (1962), Goldstucker (1965), and McKenzie (1967).

1 For examples, refer to Harris (1939), Ullman (1942), Lewis
(1948b), Lewis (1952), Gordon (1957), Thompson (1958), Resesko (1962),
Miller and Sayre (1966), Preston (1966), Simons (1966), Begg (1969),
Short (1973), and Murphy (1974). For in-depth analysis of the location
of wholesalers for a number of cities, see Crosby (1958), Siddall (1961),
Borchert and Adams (1963), Revzan (1965), and Vance (1970). For
discussion of the wholesaling sector in Canada, refer to Litvak and
Banting (1968) and Archer and Clark (1969).



(1870, p. 6) suggests that it is the failure of central place theory to
*

provide a system of analysis

to account for the general structure and

location of wholesale trade which has led t. -he almost total absence of

geographica:’ literature deali

hg with wholes: ng. The basic inability

of Christaller's theory of contral place functicns to deal with trade

¢
and trade areas involving an

as the prime reason for this

agent or middleman is cited by Vance (1970)

dearth of geographic research. Specifical-

Ty, it is the inability of central place theory to deal with subport and

change induced from outside,

and the dynamic quality of wholeéa]e trade

which has been strongly influenced by the historical shaping of' trade

patterns, that accounts for the general inapplicability of measures and

tools based on central place

patterns (Vance, 1970, p. 10).

theory to the analysis of wholesale trade

Few, if any, of the tools developed for

retail marketing analysis are applicable within the wholesaling frame- -

wort . The problem of developing suitable technigues of analysis and

sound structural theory is compounded by the abstract quality of most

wholesale transactions, which are usually carried on in an atmosphere of

confidentiality wherein the physical transfer of goods often takes place

along different geographical

linkages from the abstract paper transactions

(Vance, 1970, pp. 6-7). Furthermore, whereas the inelasticity of demand

for tangible consumer goods allows for inference of scale in retail

trade and the plotting of journey-to-shop consumer flows, the analysis

“of the physical transfer of wholesale goods, which takes place along

entirely different geographical linkages, is further complicated by

probiems of wvertical integration. among manufacturers, wholesalers and

retailers (Vance, 1970). " As

pointed out earlier in the study, the

19



inherent complexity of the subject is in itself perhaps the single most
important factor accounting for the general neglect of wholesale: trade
~danalysis {Beckman, Ené]e, and Buzzell, 1959).

Notwithstanding Vance's (1970) comments about wholesaling and
central place theory, attempts have been made to analyse wholesale
marketing structures in the context of central place hierarchies.]2
Goss (1973, p. 7), for example, has shown that wholesale trade in New
England is primarily a central place function, and that increasingly
more wholesale goods are marketed in small and medi@m sized central
places. A wholesaling hierarchy has also been developed for the State

n" Florida, by Rabiega and Lamoureux (1973).

In addition to his comments on the faij. xisting geo-
graphical theory to account for the structure and 1o i+ f wholesale
trade, Vance (1970) also identifies the existing lack o: rch
relating to the role of wholesale trade in regignal develop: - “In

Vance's (1970, p. 10) own words, =i Sl JUuens o Lok peiion oond
CENIRTOSr 2 DoCr nas rovcentratod she vttonsom S5 gzorrar fers on
. v . > - v . M T - . A -
T LD el Ture 0 F unolegnle Erade voithen TR on oLts wnlluenle on

pezional develorment.” Traditionally, it has been assumed that whole-
saling takes place only when the region's hierarchical structure is
Sufficfent1y dense and complex; that is, only when certain 'thresholds'

are reached. Nevertheless, as Vance (1970, p. 10) points out, histori-

12 For examples, refer to Goss (1973) and Rabiega and Lamoureux
(1973). For comments on the Rabiega and Lamoureux (1973) article, see
Vance (1973) and the rejointer by Rabiega and Lamoureux (1975). For an
interesting discussion of scale in central place analysis, with references
~to the wholesaling function, see Davies (1965).




cal evidence shows that who]esalind =M occur in regions with immature
hierarchical structures. Vanc;'s (7970)\éxamp1e of the trading patterns
associated with the early settlement of the\United States substantiates
his claim,

[n discerning the American pattern of wholesale trade and its

affect on re ‘onail development., Vance (1970) introduces his concept of

the oo s Pt also referred to as the Torteer e T Yance

(1970, p. é]) defines the ‘unraveling point of trade' as ”'&u";s' R
T (v‘: } ¢ T ¢ e oo [P
el o f.‘.’,w‘f'[:f_\.","‘”l«(: .‘:"L.’J".'(‘ Lot Ly 1‘7'}’. ' OUtWérd from the

unrave]ing point, only periodic threads of trade are connected to "ol
s, where natu 3] resources are developed, and Ceulomon s
il soma” in farming areas (Vance, 1970, p. 85). The unraveling
point is quite different from the trade centre envisaged under>centra]
place theory and is not qQuite the same thing as Christaller's threshold.
Vance (1970) is not talking about customer gravitation bgt rather about
regional trade_flows. In Christaller's hierarchy of trade centres there
s a leveling force working on the location of centres related to their
threshold size and range of goods. According to Vance (1970, p. 82),

there is no such Teveling force work1ng on the Tocation and number of

e s far

[
(@3]

unraveling points. "The indios Ldual wnraveling Doints wil
3:Pw;rd 28 necessary to cormand a satisjaztor: mArKet, but merelants
ceazed In ezeh can counter moves Jor Further cdvarce by quanzit
ad/ustrents.  In wholesale trade the flow is dlsmembered but not the

trading rlace, as in retail trade" (Vance, 1970, P.- 82). The ability of

a who]esa]e centre to protect its traditional position in the region is

not abso]ute as history has proven many times. .Witness,,for example,



the decline in "o areal extent of Winnipeg's dominance as an unraveling
point as the Canadian settlement frontier moved west and north to
Edmonton.

There appears to be some analogy between Vance's (1970)
T Tu L and Burghardt's (1971) hypothesis about .. ...
R Tﬁe analogy, however, is more apparent than real. Burghardt's
(1971) 'gateway cities' refer to centres which have unique positional
Characteristics with respect to a developing region. Here the analogy
Is similar. Whereas Vance™s (1970) unraveling points refer specifically
to centres specializing in wholesale functions, Burghardt's (1971)
gateway cities imply a heavy éommitment to all distributive functions,
including wholesaling and transportation. The gateway concept appears
to have much broader connotations and is généra]]y a more common term
used extensively in the po%u]ar geographical Titeratyre poured ouf by
innumerable urban promotional groups. Little, if any, reference is made
in the gateway hypothesis to the nature of the trade centre, its relation
to other trading centres in the region and its affect on the development
of the regional economy. Whereas, the unraveling point has definitive
trade f]ow-coﬁnotatioﬁs, the gatewdy city is broadly applied in the
literature to all centres in the "sonzyos zoées Letuesen ;rexé o7 i -
itizs or tures oF frofuziion, vlons op ;;eazﬂ 2RCNOMLE shear
J7res”  (Burghardt, 1971, p. 270). From this discussion iﬁ-is obvious
that the differences are subtle, and relate primarily to.the usuage of
these terms in the Titerature.

In conclusion, it has been the inability to derive g uni -
versally acceptable definition of wholesaling and the complexity of the

subject that has led to the dearth of literature on wholesaling in the
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fields of marketing, business administration and economics.  In
geagraphy, it is primarily-a combination of inadequate data and insuf-
ficient and somewhat questionable theory that has led to the insub-
stantial amount of geographical research on who]es%1e trade.

As Tittle fhoroughgoing research has been undertaken in the field of
wholesale marketing, this study represents an attempt to analyse a
dimension in the qeodra;hlc study of an economic ac tivity that so far

has been seriously neglected by geographers.

leed for the Study
Hholesaliﬁg has long been recognized as an important part of
a region's marketing organization. ., However, there have been very few
attempts to analyse the actual nature and scale of the linkages that
exist between communities within a region and their various sources of
Supply.lg"lndeed no, basic research has ever been undertaken on whole-
sale marketing in northern Canada.

This study is an economic/geographical analysis of an activity

which it is thought directly or indirectly affects g large segment of 3

. regian's economy. The many individuals who will be most directly’

affected by this research on wholesaling in the North are those directly
employed in this type of bu§iness, particularly those in specia112ed
wholesale establishments, who should be necessarily concerned with

increasing their knowledge of the reg1on S who1é5a11ng ma: .t. Almost

-as d1rect1y affected are the thousands of persons employed in bus1ness

3 For one of the few deta1]ed analyses of wholesale trade
at the reg1ona] level, see Goss (1973).
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activities closelv linked to the wholesale trade. ror exanmple, all
northern Alberts manufacturing firms which rely on wholesale distribution
or their'pfoducts will benefit from research in this field. Also
afe cted by the operation of the region's Qho]esa]e market are the
retailers who rely on whetesaling firms for theip supplies of goods. In
many cdses, witﬁout the services of tne specialized wholesale firm,
northern retailers would he unable to précure their qoods Pecept perﬁ%ps
from 1imited local sources of supply.  Other seymients of the reqgion's
economy engaged in or directly affected oy wholesaling which wiT] benefit
from research in this area, are the numeroys transportation agencies,
warehouse facilities and finansial dinstitutions that help to facilitate
the flow of products through the wholesale channels ~f distribution. In
addition, government agencies involved in the planning of business
development within the region will benefit directly from research into
this important aspect of the YNorth's economic base. In fact, even the
consuming public is ultimately affected by the wholesaling system of
marketing within the region. As the efficiency of the system indirectly.
contributes to their rising standard of living, they too, will benefit
from an increased understanding of the operations of wholesale instity-
tions. |

It has been said that the vast pgrthwestern part of Canada is
the last remaini- 5 1argé area an the Norﬁﬁﬁkmerican continent which is

rich in potential resources and stil] largely undeveloped (Manning,

1965). This puts northern Alberta, its.businessmen and 1ts organization

in a very unique position. It is not only the resources of the northern

part of Alberta but its Very geographic location that undOubted]y will
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Tesult “nothe northern communities of Alberta becoming more and more the
bases of aperation tor oture development beyond the northern provincial
& ’

boundary into the vukon and Nnrth@ogt Territories, as this resource and
industrial development reaches farther into northern Canada (Manning,
b)Y However, preroudisite Lo this role of servicing northern
development is the improvement of existing infrastructure particularly
with respect to the channeis of distribution.  Therefore. this study
represents an attempt to provide a detailed and accurate assessmént of
the present situation ard future requirements with respect to the North's
ctannets of distribution so that'the potential of northern communities
as centres of supply for future development ahd “he benefits accruing
from the provision of such services will be maximized. 1In particular,
an analysis of the infrastructural requirements for the establishment of
a local or regional wholesaling industry will be presented, and some of
the problems associated with the development of such an indigenous
wholesale marketing organization in northern Alberta, the Yukon and

Northwest Territories will be discussed.

Pufpose and Objectives
This‘study will attempt to systematically analyse selected

aspects of who]esg?e trade in northern Alberta, the Yukon and the
Northwest Territories, with particultar emphasis on wholesale marketing
In selected major service centres in these regions. The primary focus
of this research is to estab]fsh the natﬁre and extent of the centresfh
forward and backward wholesale linkages between poin£s of origin and |
consu%ption. Because of its advantageous pqSitfon at the entrance to

this vast northern hinterland, the study will focius on Edmonton's

s
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role as the main sup, 1nd - transportation centre for northern Alberta,

/

the Yukon and the Nortrwest Té&ritories; particulariy in the light of
the suggested aradual shift fro;\Edmontmw te Vancouver as a source of
supply for these reaions. [t is in this cont-t that Edmonton's role as
an Teneon TR et  and as g S to the North will be
examined. In addition, the studv will citempt to determine the role of
who]esa]ing in the region's channels of distribution, the efficiency of
its organizat «nd the role of the industry as a stimulus to economic

development in the communities and regions of the vastLQQDaGTaQ North-
west. Reference also will be made to the present and expected %npact of
. the wholesaling iwdﬁstry on Alberta's economy, particularly in the light
of estimated future demands for northern development. Also, because
this study has been designed prﬁmari]y as an exercise of applied gec-
graphié research, it will include a set of recommendations for improving
tﬁé efficiency o the region's channels of distribution and wholesale
marketing organization, so that -1er will provide a more effective
stimulus to regional economic development and meet - needs of expected
future northern development.
The objectives of this study may be summarized as follows:
i ) (1) to identify and study selected aspects of wholesale trade
- In northern Alberte, the Yukom-and the Northwest Territor-
7 ies,_with particular emphasis on the wholesale marketing
o/ . organization of these regions' qgjor service centres;
(11) “to establish the nature and magnitude of the forward and
© backward whalesale tinkages between various selected

northern communities and their sources of supply;

(11i1) to examine Edmonton's r~le as the main supply and trans-

~ portation centre for northern Alberta, the Yukon and the
— - Northwest Territories, in Tight of competition from
- Vancouver; :




(iv)

vi)

vii)
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Lo determine the role of wholesaling in the aforemen-
tioned reqgions' channels of distribution, the efficiency

Of its organization, and the role 7 this sector as a
stimulus to economic development 1p e study area: -

to determine the present importance of the wholesale
SeCtor on the northern economy;

to project future levels of sales, employment, income and
revenues based on population and market trends: <5

to provide a set of recommendations for streamlining the
wholesale flow of goods and services, so that it will
provide a more effective stimulyus to regional economic
development: in the North.
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CHAPTER 11
METHODOLOGY

The Tack o7 structural theory and sophisticated techniques of
analysis for wholesale marketing necessitates a research design and
methodology based on standard economic ceographic research and field

techniques. The methodology used in this ékudy essentia]]ydfﬂ1lsjinto

)

two related parts:

(1) Field Research - utilizing aquestionnaire and direct

personal interview techniques with wholesalers in Edmon-
ton, and with wholesalers and the users of wholesale
services in selected northern communities.

(11) Library Research - which utilized published literature on
wholesaling and a number of statistical sources published
by various government and private agencies, including the
Alberta Bureau of Statistics, municipal, provincial and
federal government departments, agencies, trade journals,
etc. ' '

In the absence of reliable published data re]afed to wholesale trade and

on linkages between industrie< within the study area, and to provide a

sufficiently accurate view of the contribution of each industry to the

local and northern economies, data for the study were collected by means
of a detailed market survey. The results of this survey are believed
to afford a true indication of the direction»and volume of wholesale

goods flowing through the region's channels of distribution.

Areal Considerations

Because of the nature of this survey, the study was divided'
into two parts—the Edmonton Wholesale Trade Survey and the Northern

Alberta Wholesale Trade Survey. The geographical delimitation of the

28



“northern population was arbitrarily defined in terms of those northern

A]bénta communities considered potentially the most important with
respect to future economic development in the North. Some consideration
was given to obtaining a geoqraphical deﬁ{mitation of communities s»
lthat all regions of northern Alberta were%represented in the study area.
Broadly defining northern Alberta as that ¥art of the province north of
the City of Edﬁonton (approximately 53° N), seven northern Alberta
communities were seTected for the purpose of this analysis. These seven
centres include Grande Prairie, Peace River, St. Paul, Edson, Whitecourt,
Slave Lake and Fort McMurray. Because of an expressed concern over the
apparent gradual shift from Edmonton to Vancouver as a source of supply
for northern British Columbia, the Yukon and the Northwest Tgrritories,
three communities from the far North were selected for purpose of this
survey. These communities include Whitehorse, in the Yukon, and Yellow-
knife and?Inuvik in the Northwest Territoriés. Figure‘l illustrates the
approximate boundaries of the survey study area and the location of the
centres Surveyed for the purpose of this ana]ys1s

Except for the Town of Fort McMurray, fieldwork was conducted in
all northern communities during the Spring of 1975. Because the writer
was unable to travel to Fort McMurray at the time of the original
survey, a mail questionnaire was used to survey the wholesalers and user
firms in this community. For unavoidable reasons, this special mail
survey was delayed until the Spring of 1976. Identical questionnaires
were used and data pertaining to the year ending December 31st, 1973,

were' requested in both surveys (Appendices E and F).
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The Edmonton Wholesale Trade §P_r_v.ex
The population of Edmonton who]esa]ing establishments ysed in

this survey was derived from several data Sources. These various
sources included (1) Dun and Bradstreet DM] punched computer cards,
(2)‘Dun and Bradstreet DMI visual format cards, (3) the Dun and
gﬁgg§££gg§_ggﬁggygglgggﬁr(November, 1974), and (4) a computer print-out
of the wholesale firms statistically Surveyed by the Alberta Bureau of
Statistics.‘ From the combination of*%hese various data sources a
population of 1,387 Edmonton who]esali}g establishments was derived.

| Froﬁ this populationuof Edmonton wholesaling firms a Strati-
fied random sample was selected. The sample of wholesale estabiﬁshments
to be surveyed in the study was obtained by dividing the population of
Edmonton wholesaling firms into 17 homogenous segments,] selecting ét
random a ten per cent sample from each of these strata. Table 1
summarizes the population sj%e and the size of the sample selected from
each of the Stratumj To ensure true réndomﬁess, random numbers were’
used to select the ten Per cent sample within each stratum. The proce-
dure used to select the sample from each wholesale class is essentially

the same as the one suggested by Moser (1958).2

—_—

] The seventeen-category wholesale classification System used
throughout this study 1s a modified 1967 U.S. Standard Industrial
Classification (SIC) for Wholesale Trade (Major Group 50). This indust-
rial classification system is described in detail in the Introduction of
the study and descriptions of each wholesale category appear in Appendix

. 2 Each member of the population was assigned a number and a
ten per cent sample was then selected using random number tables.
Kendall and Babington Smith (1961) was used as the source of random
numbers, ) '

-
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Population and Sample Size by Type of Wholesale Estab]ishment,
Edmonton Wholesale Trade Survey

Type of Wholesaler Population Sample
Size Size

Motor Vehicles and Automotive Equipment 172 17
Drugs, ‘Chemicals and Allied Products 64 6
Piece Goods, Notions, Apparel 38 4
Groceries and Related Products 87 . 9
Farm Product - Raw Materials 9 1
Electrical Goods 103 10
Hardware, and Plumbing and Heating

Equipment and SuppTies 89 9
Machinery, Equipment and Supplies 439 44
Metals and Minerals, n.e.c. 32 3
Petroleum and Petroleum Products 24 2
Scrap and Waste Materials 13 1
Tobacco and Its Products. 2 1
Beer, Wine and Distilled Alcoholic

Beverages . , - -
Paper and Its Products . 20 2
Furniture and Home Furnishings 46 5
Lumber and Construction Materials 118 A 12 )
Miscellaneous Wholesalers, n.e.c. 131 13

TOTAL _ T 1,387 ‘ 139

Ihitial]y, 1t was hopéd that the entire sample of 139 Edmonton
wholesalers could be surveyed by the personal interview technjque.‘ How-~
ever,. because of a number of problems encountered during the early
stages of the fieldwork, it was decided to abandon this technique and
adopt in qits place, a mail questionnaire survey method. The primary
reason for abandoning the personal interview technique was because of
the time required to contact the individua] to be interviewed, to‘set up

an appointment and to conduct the interview. The interwd

questionnaiyes were kept almost identical in format. Both ques
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of the wholesaling sector in Edmonton, its employment thg types of
products jts distributes, etc.; about the nature and extent of its link-
ages to the North; and about some <of the problems it faces in serving
this re]acively inaccessible market (see Appendices C and D).

Fie]dwork for the Edmonton Wholesale Trade Survey commenced in
December of 1974, Unfortunately, because of year-end inventory and
stock taking combined with the "Christmas rush" experienced by most
wh: 'esalers at this time of year, only 15 personal interviews were
completed between December 5th and December 16th, 1974. The Eafn
problem in conducting these personal interViews was the difficulty in
making contact with the individua) to be interviewed. Fof example, out
of approximately 45 wholesale firms contacted during these first few
weeks of the fieldwork, only tyo made appointments on the same day they
were cont;cted, and over half made appointments for;the following
Qeek. |

As a result of the probliems associated w1th attempting to
persona11y interview each firm's owszr or manager, it was decided to
survey the remainder of the sample by means of a mail questionnaire.
The mail quest1onna1re as a data- Co]]ect1ng technique has both advant-
ages and 11m1tat1ons (Moser, 1958, p. 184). Relative cheapness and
speed are its most important advantages, while the problem of non-
response stands out as its major limitation (Moser, 1958). Anticipating
the problem of securing an adequate response in a mail questionnaire
survey, each firm was contacted by te]ephohe in advance. As a result of
this procedure, 125 Edmonton wholesaling firms were contacted and agreed
to part1c1pate in the survey. Combined with the 15 personal interviews-

completed prior to the mail survey, these 139 establishments represent a
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10.0 per cent.sample of the population of Edmonton-who1esa1ing firms,

Of the 125 firms which agreed to participate in the survey,
only 62 fjrms or 49.6 per cent actually responded by returning a ques -
tionnaire. Of those questionnaires returned, two were considered unre-
Tiable because of partial completion and seven were discarded because
they were returned uncompleted. Follow-up telephone requests produced
a fu?ther 11 relijable questionnaires, combining for a total return of 64
usable questionnaires or 51.2 per cent of the sample, Reasons for non-
response to this mail survey ranged all the way from complete refusal
or 1nqbilﬁty to respond (where the firm was not a wholesaler) to simply
mislaying the questionnaire, forgetfulness and re]uttance to take the
trouble to respond despite the initial promise made.

Whereas'a 30 to 40 per cent response rate is generally accep-
table for the.ana1ysis of a sample of the génera1 pbpu]ation, it was
felt that a huch higher response was required because of - special
nature of this particular popu]étion. In order to obta o ‘equired
number of questionnaires to make up for the non-responses, a second mail
questionnaire was sent out. The same procedures were used, with each
firm being.contacted in advance. On the'baéis of the returﬁ from the
first survey, an additional 175 questionnaires Qere mailed out. Sixty-
seven questionnaires were returned (38.3 per cent of the second sample)
of which anly 60 were regarded as re. :ble (34.3 per cent of Fhe sample),
and the rest discarded because they were returnéd uncompleted.

i Combining the results of the two mail surveys and the 15 personal
interviews, completed questiannaires were obtained for 139 Edmonton
wholesaling establishments which represents 10.0 per cent of the statis-

tical population. Although the procedure used to obtain this sample
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return was not quite as effective as had been anticipated, the overall
results were satisfactory. It is 1nterest1ng to note that even with a
100 per cent sample agreeing, in each survey, to complete their ques-
tionnaire, only 51.2 per cent and 34.3 per cent in each of the respect-
ive surveys actua]%y\responsed with a reliable questionnaire. Table 2
summarizes the survey responses to'the Edmonton Wholesa1e Trade Survey.
On -the whole, response to the survey was very good and those

firms contacted expressed a great deal of interest in the Sstudy.
Generally speaking, all questions were answered and the response to
the format of the questionnaire was good. Considering the reputation
of the wholesaling sector as one of maintaining an atmosphere of secrecy
concerning their operations, response to this survey was extremely good N
and the quality of the data from the questionnaires was remarkably |
high. In view of this excellent response on the part of the who]esa]ind\

. - Sector, it would appear that this hostile attitude towards research in
the'fie]d of wholesale marketing has all but disappeared, as progress1ve
wholesaling executives have come to appr;;1ate the mutua1 benefits of
exchanging their experience and problems with others. As Table 2
illust rates the degree with which wholesalers responded to the survey
varied from one type of wholesaling activity to another. Excluding the
Tobacco and Its Product sector because of its small size, Ehe best
response to the survey was exhibited by the Piece Goods, Notions,
Apparel sector and the Motor Vehicles and Automotive Equipment sector,
manifesting 60.0 and 50.0 per cent response rates respect1ve]y to .the
combined surveys. 0n the other hand, the Farm Product - Raw Materials

sector and the Petroleum and Petroleum Products sector displdayed the

worst response ‘rates to the questionnaire, manifesting a complete non-
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respohse and 12.5 per cent respectively. On the average, there was a
40.% per cent return in each of the 15 categorie; which responded to

the questionnaire.

The Northern Alberta Wholesale Trade Survey

2

Unlike the Edmonton Wholesale Trade Survey, ana1y§is of th?
wholesale marketing organizatioﬁs of the selected northern communities
consisted of two interrelated parts—a survey sample of northern whole-
saling establishments and a sample of variegated business enterprises
and government agencies which rely on wholesaling firms for their
supp]ie% of goods. Throughout the study these two interrelated
surveys are referred to as the Northern Alberta Wholesale Trade Survey,

Part I and Pért IT, respectively.

In addition to surveying a sample of northern wholesaling ﬂ
establishments, the seconu gnase of this research project included a
survey sample from each of the majoq(economic sectors including agri-
cu]ture; #Brestry and fisheries; mining; construétion; manufacturing;
transportation and communication; retail trade; finance, insurance and
real estate; serviées; and government. Unfortunately, not all economic
sectors are represented in the samples from each northern community.
Reasons for non-response in some sectors ranged from refusal to particf-
pate in the survey by all representatives of that sample, to the situa-
tion where a particular economic sector was not represented in the -
community befng surveyed.

The popu]giion of northern wholesaling estébTishméhts was | i \\\lﬁu
derived primarily from two data sources. These sources were the DMI

punched computer cards, similar to those used in the Edmonton survey, .
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and the Qgg»gfgijﬁ}g@ﬁg}gﬁ;nggfgggg“Bpgg (November, 1974). The popu-
lation of yser enterprises in Part [ of the survey was taken primarily
from the Qgg;ggg_glggtinggﬁ Referqg;g_ﬁpgﬁr(November, 1974). Both
population data sources were15upp1emented by using the telephone
directorie in each centre as a cross-check with those wholesa:ing
firms appearing in the Dun and Bradstreet sources. From the combination
of these various data sources a relatively complete and accurate Tist of
northern businesses was derived. Field observations were also used to
check the dCCuracy of these data sources. |

From the population of northern wholesaling es?ab]ishments, a
stratified random sample was selected. The 'sample of no;thern whole-
saling firms was obféined by dividing the statistical population into
homogenous seqments using the industrial classification system out]ined\
earlier in the study, selecting at random a twenty-five per cent'samp1e

from each of the respective strata.3 The population and sample sizes

~.selected from each.of ‘the strata in the various northern communities are

summarized in Appendix G. The procedure used to select fhe,samp]e from
each wholesale class was similar to the gne used in the Edmonton Whole-
sale ide Survey; that s, each member of the population was assigned a

number and a representative sample was selected from each stratum using

random number tables.

The survey sample of user enterprises was se]écted by dividing

: the population ef non-wholesaling establishments “n each community into

.

3 Because of the problem of non-response associated witﬁ-the

mail survey of Fort McMurray, the total population of whalecalina
estahlichmante vima - ,

38
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nine homogenous sedments corresponding to the Majur economic sectors
- o~ . -
?dg;tifl **ﬂ\‘”“/§ﬁéﬂﬂ?ﬁﬁ‘Jﬂﬁ“SﬁTiﬂJ Classif: m Manual (Bureau of

the Budge*, 1967), selecting at random a ten Per cent sample from each
of the stratum.L1 Appendix H summarjzes the population and Sample

diStFibutiOQi/ﬁQQ each

The format of th ques ionnajre used to survey the northern

f the user ‘surveys.

wholesaling establishments was a]most_identical to the one used in‘éhe
Edmonton Wholesale Trade Survey. The questionnaire was structured io .
obtain information about the nature of the wholésa]ing sector in each
northern community, its emp]oymgnt, the types o< products it distributes;
about the nature and extent of Jts 7inkage$ to ts major sources of
supply; and about some of the problems it faces serving its market areas
(Appendix E). The guestionnaire used to survey the non-wholesaling
establishments in each community was purposely kept very brief. and
attempted to elicit information concerning the, nature of the user enter-
pr1se the sector from which it purchased its sudplies, the location of
1ts suppliers, and some of the problems regarding procurement of these
Supplies (Appendix £). -

In order %o overcome the vital Timitation of non-response in
mail surveys, a form of the personal interview method of collecting data
was adopted for the northern 5urveys Except for Fort McMurray, question-
naires used in the northern 5urveys were delivered in person, using each
visit to exp1a1n the purpose and method of the Sarvey and to elicit

cooperat1on from each potent1a1 respondent.” After j short period-of - -

b o the amen e



tine, usually two or three days, each of the questionnaires was collect-
ed 1n person, using the return visit to clear up difticulties, check
answers and ensure completeness of the returned questionnaire. The
success of this survey method can be seen in Table 3, which summarizes
the response rates to the surveys in each northern community. As Table
3 11lustrates, the response rates were remarkably high, reaching 100 per
cent in more than one communitv. The response rates associated with the
questionnaire/interview technique used in this study are even more
réwarkable in Tight of the comparatively poor‘rate of response to the
mail survey of Foft McMurray. The primary advantage of using this
method of data collection as opposed to a formal interviewing procedure
is that it allows the respondent sufficient time to answer each question,
particularly those questions requiring detailed and often calculated
responses. _In more than one case, the respondent commented that he was
able- to give more accurate answers to those questions requiring some
ca12u1ation than would have been possible in a "doorstep interview'.

Usihg this combined method of data collection, personal
contact was made with 52 northern wholesaling firms, representing 38.8
per cent of the total number of wholesale establishments, and with 168
user enterprises, representing 10.9 per cent of the total population of
non-wholesaling establishments in the ten communities surveyed. Al-
though most questionnaires wer~ collected on the return visit, in some
cases it was necessary to have the respondent mail the completed quest-
jonnaire in a stamped, self-addressed envelope.

Response to the questionnaires varied both by economic sector
and communjty surveyed. Résponse from all sectors was high in Peace

River, STave Lake and Inuvik, where response rates of nearly 100 ¢
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cent were manifested in both surveys. On
the survey by wholesaling establishments

Whitecourt and Foft McMurray were by comp
whole, response to the user SUrvey was co
ties (Table 3).

To overcome the problem of non-
reminders were used for al] non-responden
response rate in the wholesaling sector r
less than the required 25 per cent, a con
and surveyed by means of g ma%] questionn
ly lTow response rates by who1g§alers in G
court, Whitehorse and Fort McMurray, cont
and surveyed in this way. The response r

include the results of these follow-up su

the other hand, response to

in Grande Prairie. Tdson,

arison, remarkably .ow. On the

nsistently hiagh in all communi-

response, follow-up telephone
ts.  In cases where the non-
esulted in survey samples of
tingency samp]e was selected ‘
aire. Because of the relative-
rande Prairie, Edson, VWhite-
1ng¢ncy samples were selected

ates illustrated in Table 3

rveys. , ,
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CHAPTER IT11

THE WHOLESALING STRUCTURE OF EDMONTON AND THE NORTH

- When app]iéd to an industry or trade, the term "structure"
denotes composition, size, organization and spatial pattern (Hil11, 1963,
b. 24). The wholesaling structure may be .efined as that complex of
business establishments which are functioning to move the products of
industry through the channels of distribution from primary and other
producers to retail outlets or to industrial consumers (Beckman, Engle
and Buzzell, 109, p. 87). In this way, the whéiesé]ing structure
includes all public and private agencies which contribute to the physical
flow of merchandise or to change in ownership up to the. point where the
goods reach the hands of retailers or indust;ial users (Beckman, Engle
and Buzzell, 1959). Discussion of the wholesaling stfucture, as present-
ed in this study, covers the activities of wholesale establishments

only, and exc]udes the specialized service agencies which facilitate the
wholesale marketing process. Facilitating agencies, such as the trans-
portation system, while performing‘who1esa1e distribution functions, are
treated . in this survey as separate economic activities which affect the
operéting efficiency of the wholesale marketing organization but do not
confine themselves excfusive]y to wholesaling functions. In conforming
to Hill's (1963) use of the term "structure", the wholesale trade of

northern Alberta, the Yukon and the Northwest Territories is treated in

this study in terms of its types of esta™ . “s, its organizational

-~

characteristics, the kinds of markets ir whic. “T operates and the .
nature of its geographical distribution. ¢roause of its strategic

position with respect to supplying the North, special attention is
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focussed on the role of the Edmornton wholesaling structure on develop-

ment in these northern regions.

Edmonton Wholesaling Structure

\

Edmonton's advantageous geographical position at the entrance
to an extended northern hinterland has contribated to its development
as the main supply and transportation centre for northern and central
Alberta, the Yukon and the Northwest Territories. It is a city

a
characterized by an important invb]vement in functions associated with
distance such as transportation, wholesaling and Tong-distance trade.
As reflected in the structure of its employment (Table 4), transporta-

tion and wholesaling constitute a significant portion of Edmonton's

Table 4

Industrial Structure of Met%opolitan Edmonton, 1971

Total Population . 8 495,702
Per Cent of Population Employed , 44
Per Cent of Labour Force Employed
Agriculture 1.7
Forestry 0.1
Fishing and Trapping 0.0
Mines, Quarries and 0i1 Wells 2.0
Manufacturing - 11.4
Construction . 8.4
Transportation and Communication . 9.3
Trade . 17.3
Wholesale 5.3
Retail 12.0
Finance, Insurance and Real Estate 4.4
Services 27.6
Pubiic Administration and Defense 10.4
Unspecified or Undefined 7.4
A1l Industries. ’ 100.0

Source: Statistics Canada, 1971, Census of Canada.
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. 1
economic base.

According to Hill (1963, p. 53), i rwinaiinl Jraraoteriasnio

ST T T sy o pyae, adee RS o~ N . DR T SN Ay ,, .,
Sre WMIDLOS LD stricture e the sapror cog waTrllenmants whioh

sommeae Je”. o To appreciate the nature of this structure,‘it is necessary
to become acquainted with its more important features. [n this section
of the study, the wholesaling structure of Edmonton and its component

parts are described, analyzed and critically evaluated.

Composition

Within the wholesaling structure of Edmonton there are.more
than 1,300 establishments encompassing a wide variety of different kinds
of business enterprises (Table 5). ‘Among‘the more important kinds of
wholesaling éstab]ishments, the Machinery, Equipment and Supplies sector,
the Motor Vehicles and Automotive Equipmeht sector, the Lumber and
Construction Materials sector, aﬁd the E]éctriCéT Goods sector, stand
out in terms of the number of establishments comprising each sector,
together accounting for 60.0 per cent of Edmonton‘s’wholesaling business
enterprises. In terms of the tota] number of business establishments
comprising the Edmonton who]esd]ing structure, the Machinery, Equipment
and Supplies sector and the Motor Vehicles and Automotive Equipment
sector, by themselves, account for 44.1'per cent of the total number of

Edmonton wholesaling establishments.

] Analysis of Edmonton's economic base has shown a high
proportion of basic workers in construction, wholesale trade, transpor- -
tation and government. For a detailed analysis of Edmonton's economic
base, see Sherbaniuk (1957), Maxwell (1965) and Anderson (1968).
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Table 5
Types of Wholesale Establishments, !
Edmonton
Per Cent of
Number of . Total
Type of Wholesale Establishments Establishments
Motor Vehicles and Automotive
Equipment 172 12.4
Drugs, Chemicals and Allied
Products 64 4.6
Piece Goods, Notions, Apparel 38 2.8
Groceries and Related Products 87 6.3
Farm Product - Raw Materials 9 0.7
Electrical Goods 103 7.4
Hardware, and Pluml.ing and Heating
Equipment a~d Supplies 89 6.4
Machinery, Equipment and Supplies 439 31.7
Metals and Minerals, n.e.c. ‘ 32 ‘ 2.3
Petroleum and Petroleum Products 24 1.7
Scrap and Waste Materials 13 1.0
. Tobacco and Its Products : 2 0.1
Beer, Wine and Distilled Alcoholic
Beverages - - -
Paper and Its Products 20 ' 1.4
Furniture and Home Furnishings 46 3.3
Lumber and Construction Materials 118 8.5
Miscellaneous Wholesalers, n.e.c. 131 .4
TOTAL , 1,387 100.0

Sources: Dun and Bradstreet, 1974, DMI Punched Computer Cards.
Dun and Bradstreet, 1974, Dun and B~ ireet Reference Book.
Alberta Bureau of Statistics, 1973.

As pointed out by Beckman, Engle and Buzzell (1959, p. 99),
the diversity of the Qho]esa]ing Structure gives rise to the need for
classification of the establishments so as to permit systematic analysis
of their sales and operétions. This need is clearly recognized by census
agencies and is reflected in the distfnctions.common1y made by wholesale

trade associations in gathering and publishing various statistics. This

same need was recognized in the adoption of the seventeen-category

pr Amr

Lot -
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industrial classification system for wholesalers used throughout this
‘report.

In addition to a system of classification which recognizes
differences based on the kinds of business enterprises and the n-ture and
extent of the lines of merchandise handled, a system of differentiating
wholesale middlemen operat1ons based on their methods of operations and
functions performed is also used in this study. A fundamental division
of the wholesaling structure is made in terms of six major types of |
midd]emeﬁ operations. This division actually represents a hybrfd
classification of wholesale establishments based on ownership, method of
operation, and certain other factors (Beckman, Engle and Buzzell, 1959,
p. 100). As outlined earlier in the study, these six major segments
include merchant wholesalers, manufacturers' sales outlets, merchandise
agents or brokers, petroleum bulkplants and terminals, assemblers of
farm products and retail warehousing and purchasing offices.2

In Edmonton, as in most areas previously surveyed3, merchant
wholesalers ;re the most numerous type of establishment, accounting for
63.7 per cent of the total number of wholesaling enterpr1ses (Table 6).
It should be pointed out that this figure represents only those firms
responding to the questionnaire by 1nd1cat1ng only one type of wholesale
operation. Of the 139 who]esaiing establishments surveyed, 102 firms
considered themselves as only one type‘of wﬁb]esa]ing ente?prise. If

A%
multiple responses are ir ided, then the mercbant wholesale class

2 Definitions of each of these types of middlemen operations
appear in Appendix B.

3 See Beckman, Engle and Buzzell (1959), Revzan (1961) and
Goss (1973'.
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Table 6
Type of Wholesale Operations,
Edmonton
Per' Cent of
. Total
Type of Wholesale Middleman Establishments
——— T .
Merchant Wholesalers 63.7
Manufacturers' Sales Qutlets 24.5
Branches (with warehouse stocks) ‘ (19.6)
Offices (without warehouse stocks) ( 4.9)
Merchandise Agents or Brokers 4.9
Petroleum Bulkplants and Terminals 1.0
Assemblers of Farm Products 4.9
Retail Warehousing and Purchasing Offices 1.0
100.0
_-___a_.*_____A___%____N_______________-__~___*___W,: —

] Adjusted to exclude multiple responses.

Source: Questionnaire Survey.

accounts for 70.5 per cent of those firms surveyed. As indicated,
Tab]e/6 illustrates the percentage distribution of types of wholesale
middlemen operations for those 102 firms which considered themselyes as
basically one type of middleman operation.
Second only to merchant wholesalers, manufacturers' sales

branches and offices, with and'without warehouse stocks, collectively

. accounted for 24.5 per cent of those firms surveyed. Together, these
two classes of middlemen operations accounted for approximately 88 per
cent of Edmonton wholesaling establishments. The remaining 12 per cent
was accounted for by the four remaining classes of wholesaling establish-
ments—merchandise agents or brokers, approximately 5 per cent; petroleum
bulkplants and terminals, 1 ber cent; ‘assemblers of farm pFoducts,

approximately 5 per cent; and retail warehousing and purchasing offices,

7L
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I per cent.4

A cross tablulation of the principal types of wholesaling
establishments for each of the six major kinds of middlemen operations
s contained in Table 7. As expected, the merchant wholesaling class .
stands out as the most numerous for almost al] types of wholesaling
establishments, followed next by the manufacturers' sales outlet

category and the agent or broker category.

Size Characteristics

According to Hill (1963, p. 53), Wholesaling i Fredomingtely
LIRSt 5 smgll businesses”. Resylts of this study would tend to
support this Statement given that 42.3 per cent of all wholesale
estab]ishments surveyed have no more than 9 employees. Indéed, only
5.8 per cent have 80 employees or more (Table 8). The 137 wholesaling
establishments reporting employment data in this survey accounted for
2,870 or 24.6 Per cent of Edmonton‘s 197} employees in who1esa1e trade.
The average employment for'firms in the Samp]g survey was 20.9 emp]oyees.ﬂ
The 310 part-time employees documented in this survey represent a mean
of 6.3 employees for the 49 establishments reporting part-time employ-
ment. The number of establishments and percentage distributions in eachgéam
category for male and female permanent and part-time employees is

contained in Tables 9 and 10. As these tables tend to indicate, whole-

operations: manufacturers' sales outlets, 39.6 PEr cent; merchandise
agents or brokers, 18.7 per cent; petroleum bultplants and terminals,
0.7 per cent; assemblers of farm products, 7.9 Per cent; and retail
warehousing and Purchasing offices, 5.8 per cent.

&
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Table 8
Employment Size in Wholesale Trade,
Edmonton
Number Per Cent Number Per Cent
of of Total . of of Total
Permanent Establish- Establish- Part-time Establish- . Establish-
Employment Ments! ments] Employment ments? ments?
1 - 4 30 21.9 1 - 4 39 79.6
5 -9 28 20.4 5- 9 .4 8.2
10 - 19 36 26.3 10 - 19 4 8.2
20 - 39 24 17.5 20 - 39 ] 2.0
40 - 79 11 8.0 40 - 79 - -
80 or more 8 5.8 80 or more 1 2.0

Total 137 100.0 Total 49 100.0

] Reporting permanent employment
2 Reporting part-time emp]oyment

Source: Questionnaire Survey.

sale trade employment in Edmonton 1s generaily male dominated, with
almost 60 per cent of the firms reporting less than 4 permanent female
_employees (Table 9). .

The distribufion of esfab]ishments by employment sizé differs
considerably among different types of wholesalers (Tables 11 and 12).
By far, the largest proportipn of'petroleum bulkplants and general
merchaﬁdise agents are relatively s%a]] operators, that is, establish-
ments with less than 9 permanent employees.. 'As one might expect, there
is a greater proportion of relatively large estab]ishments, that is,
those with 40 or more employees, among those wholesaling enterprises
more d1rect]y associated with deve1opmenta1 industries in the North

such as those supp]y1ng chemicals, motor: vehicles, mach1nery and equ1p—'

ment, hard-ware, lumber and construction materials (Table 11)- Anain
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Table 9

Permanent Employment in Wholesale Trade,
by Sex, Edmonton

e Male . Female
Number Per Cent Number Per Cent
of of Total , of of Total
Establish- Establish- Establish- Establish-
EmpToyment  ments ments Employment  ments ments
1 - 4 i 29.5 1 - 4 82 59.0
5 -9 23 16.5 5 -9 14 10.1
10 - 19 40 28.8 10 - 19 9 6.5
20 -~ 39 15 10.8 - 20 - 39 8 5.8
40 - 79 11 7.9 40 - 79 1 0.7
80 or more 5 3.6 80 or more - -
”Source} Questionnaire Survey.

“J
Table 10

Part-time Employment in Wholesale Trade,
by Sex, Edmonton

Male ) Female
Number Per Cent . Number Per Cent
of of Total of - of Total
Establish-  Establish- ' Establish- " Establish-
Employment  ments ments Employment  ments 7 ments
1 - 4 25 18.0 1 - 4 28 2017
5- 9 4 2.9 5- 9 4 - 2.9
10 -~ 19 2 1.4 10 - 19 ] ‘ 0.7
20 - 39 1 Q.7 i 20 - 39 - -
40 - 79 - - 40 - 79 - -
80 or more 1 0.7 80 or more - -

Source: Questionnaire,Survey.
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the Machinery, Equipment and Supplies Category and the Motor Vehicles
and Automotive Equipmenficategory dominate, collective !y counting for
41.3 pér cent nf Edmonton's employment in wholesale t1 .. Next in
importance in>terms of employment size is the Lumber and Construction
Materials sector and Groceries and ReTaLed Products sector, which
accounted for 10.2 and 10.1 per cent, respect1ve1y, of Edmonton's
wholesale trade employment in 1971 (Table 12).

In addition to obtaining comparafiwn employment statistics by
type of -wholesale establishment, the surv-y .: :mpted to deternlne what
emp7o5jent pnq§pect5 were expected by each of the various -types of
who]ess]ing aetivities. The resu]f of the response to this guery ure

Summarzied in Table 13. Adjusting for non-response to th1s particular

-J "

1,1e5t10n 1t was found that 59.1 per cent of those surveyed expected no
change in the level of their employment. 1In fact, many of those surveyed
'7 expressed no desire whatsoever to increase their emplaoyment over the
next year. The primaﬁy neasbn for maintaining present employment levels
relates to the diffic ji jes now being faced by r.any businesses with re-
spect to finding reliable and skilled Tabour '17ling to wo;k vSevera1
of the Edmonton wholesalers interviewed commented on the costs accruing
from employee recruiting and training which more often than not ended
with the -. ‘pDloyee quitting and seeking a]ternet1ve emp loyment
elsewhere, The problems associated with labour tUrnover”in the whole-

aling industry will be dea]t with in more detail later in the study.

Not all wholesale establishments expected to maintain prescnt

employment Teve]s In fact, 3pu5 per cent of those responding to this

particular aspect of the survey expected some increase in the levels .of

L)
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their employment. On the whole, employment increases were expected to
be small, on the average between 1 and 2 additional employees. Six
tirms or 4.4 per cent surveyed indicated an expected decline in employ-
ment.

Just as there is great diversity among wholesaling establish-
ments in terms of employment size, there is great diversity in terms of
sales volume. In the sample survey, 132 establishments reported sales

volume data, ranging from a reported Tow of $40,000 to a high of Just

over 545 million in 1973. The average sales volume for the sample survey

was $2,788,000. Tables 14 and 15 summarize the survey responses to each .

of the selected sales volume cafégories, both for the sample survey as

a whole and by type of wholesale establishment.

Table 14

Percentage Distribution of Wi iesale Sales,
Edmonton
- Per Cent
. Number of . of Total
Sales (9) Establishmen®s’ Establishments

Less than 100,000 7 e 5.3
100,000 - 499,999 26 19.7
500,000 - 999,999 20 . 15.2
1,000,000 - 2,499,999 38 28.8
2,500,000 - 4,999,999 19 14.4
5,000,000 o» more - 22 . 16.7
TOTAL 132 100.0

! Reporting sales volume.

Source: Questionnaire Survey. : I
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As’ might be. expected from previous trends\estab]ished in this
survey, the Machinery, Equipment and Supplies sector and the Motor
Vehicles and Automotive Equipinent sector again stand out as the two most
important types of wholesaling establishments in terms of total reported
sales vé]ume. Togefher these two sectors accounted for 33.5 per cent of
Edmonton -wholesale sales in 1973, However, unlike its previous size
characteristics in terms of number of establishments or number of
employees, the Petroleum and Petroleuf Products category ranks third in
the survey in terms of total sales volume. ihen the number of firms
reporting sales volume in each sector is taken into account, and the
mean sales volume for each category.is calculated, this important sector
stands ouf even further (Téb]e 16).

A cross tabulation of each of the sales volume categories for
the six employment groups is contained in Table 17. The cross tab-
ulation of these two sets of data would seem to indicate a dominant
posftion for the relatively large wholesale establishments, where 85.7
. per cent of those firms with BQ or more employees have sales volumes in
excess of $S million annua]fyjé%@t the very least, some relationship
between employment size and safes fo]ume is suggested. -Tp test the
statistical significance of this hypothesized relationship, a chi squared
value was cofputed for the cross tabulated sets ofvdata. This calcula-
t}on resulted in a chi squared value of 50.042, with 25 degrees of
freedom, and an associated probability of very-close to zero. If the
probability value of 0.05 is accepted as the boundary line between
statistical significance and nonsignificance, one is forced to feject’ﬁ*
the nuﬁ] hypothesis and conclude that some relationship does exist

between the two variables in the population. 1Tn order +A maaciiwa +ha
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Table 17

Employment Size by Volume of Wholesale Sales,
Edmonton

Per Cent of Sales($)

Less ,
‘Employ- Than 100,000~ 500,000- 1,000,000- 2,500,000~ 5,000,000
ment 100,000 499,999 999,999 2,499,999 4,999,999 or more
1-4 ' 14.3 53.6 10.7 14.3 7.1 -
5-9 - 28.0 32.0 28.0 4.0 8.0
10-19 5.7 5.7 171 45.7 14.3 11.4
20-39 - 8.3 8.3 33.3 29.2 20.8
40-79 - - 27.3 27.3 45.5
80 or more : - - - 14.3 85.7

Source: Questionnaire Survey.

degree of association between the two variables, employment siie and
sales volume, a Pearson product-moment correlation coefficient was
computed. A statistically significant 'r' value of 0.322 was calculated
for the data. Again the ﬁu]l hypothesis (r = 0) was rejected, and it was
possible to conclude that there exists some degree of association between
the two variables. However, with an 'r' value of 0.322 the degr._ of
association is obviously nog very strong. Interpre?id as an index of
re]ation;hip between these two varidbles, the correlation coefficient
suggests that while a positive as-nriation exists between the two
variables, that is, as employment size 1ncreqses so does the volume of
sales, the magnitude or s1gn1f1cance of this relationship is quite
small. |

Field observations woufd tend to verify'this statistical
correlation. Whereas it was certainly possible to find a wﬁo]esa]ing

establishment of significant size, that is, with 20 or more employee:,
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exhibiting a sales volume in excess of $5 million annually, it was just

as common among wholesale agents, to find a one or two man operation

with a gross sales volume of over $1 million. Because of thé nature of

the wholesale agent operation, -where the broker does not take title to

the merchandise involved in the transaction, and in many cases, does not S
take physical possession of the goods sold, it is possible for a very

small business in terms of employment size to generate a significant

gross sales volume.

Organization

Whereas wholesaling has been traditionally character zed as an
industry of single-unit independent firms, resu]fs of this survey would
tend to suggest that the Edmonton wholesaling structure is characterized
by a number of multi-unit organizations, whose mehbers are independently
owned but vo&untari]y affiliated to the manufacturer . -etailer of the
merchandise they handle.

Multi-unit wholesaling systems in Edmonton include both
vertically and hokizonta}]y integrated firms. The vertically inte ated -
firms refer to those wholesale establishments which act as distributing

subsidiaries of what are essentially manufacturing enterprises. Vertical

F A
4

integration can also occur between wholesalers and retai]ers:' The
horizontally 1htegrated establishments usually belong to either a whole-
sale chain or a brénch-house who]esa]er;‘which maintains establishments
in different locations. These égtab11$hments-may or may not bear the
same name as the main establishment or conduct the same kind of whole-

sale business. One good example of this exists in Edmonton, where a

service wholesaler in the grocery trade operates a separate cash-and- &
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carry branch, in addition to also operating a truck jobbing business.

Most definitions of multi-unit organizations emphasize common
ownership, which implies at least financial control over member estab-
lishments by a parent company or central office (Hill, 1963, p. 55).
Héwever, as Hill (1963) points out, a definition of this type excludes
an important group of multi-unit organizations in wholesale trade
frequently identified as "voluntary chains" or groups. Members of the
voluntary chain are independently owned but voluntarily affiliated, with
each member establishment assuming full financial responsibility for its
own éperations“ Rather than being directly owned, each member is
'subject to a degree of centralized managerial control under Toosely
 defined contractual arrangements. Who]esa]er-sponsoréd voluntary chains
différ widely in matters of detail, but their purpose and general
methods of operation“are very similar and for the most part the chain is
essentially a means of mutual protection for independent wholesalers and /
retailers (Hill, 1963, p. 55).

According to some observers, the amount of direct trading
between manufacturer and retailer has‘increa;ed and the larger organiza-
tions have found it expedient to integrate vertically into the whole-
saling function, cr>sote part of it (Simons, 1966, pt 3). Through
vertical integ}ation, targe manufacturers and retai%ers are ab]g to
obtain the economies scale asssoc¥ated with direct marketing, in
addition to the profit margin formerly going to the wholesale middleman
(Simons, 1966). This trend toward diversification has led to an apparent
decline in the importancd of the wholesaling function. However, as
Simons (1966, p. 3) points out, this decline in importance is more

apparent than real, since the function of wholesaling is not being

V-8



—

o

3

eliminated, just tkaﬁ control of some parts of the function is changing
hands. By assuming the facilitating functions of warehousing, transpor-
tatio;, financing and risk bearing, manufacturers and retailers are able
to exercise greater control aver their sources Qnd outlets. - In this

way, vertical integration makes possible the eliminatio: of a basic
problem associated with the independent wholesaler; that is, an inabil-
ity to devote sufficient sales effort tolany single product line (Simons,
1966, p. 5).

Of the 137 who]eSa]ing establishments which responded to this
question in the survey, 81 firms or 59.] per cent of the respondent-
indicated some férm of connection with the. manufacturer or retailer of
the products they sold. By far the Targest'prdpo}tion of wholesaling

&

asso@%ated enterprise (Table 18). A further 23.4 per cent indicated an

"

establishments, 41.6 per cent, ind" - 4 direct owner the i

Table 18
Forms of Vertical Integratipn Among Edmonton Wholesalers

2
L 4

 Per Cent of
. , ' Total

Form of Integration Establishments
Affiliate (direct ownership) 41.6
Subsidiary ” 10.4
Interlocking directorate ' 5.2
Cooperative _ 1.3
ExcluSive dealer franchise 23.4
Restrictive controls (Ticensing, contracts, etc.) ' 1.3
Trade association : 1.3
Gentlemens' agreement E . 5.2
Other combination , 10.4
° / ~100.0

Source: Questionnaire Survey.
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exclusive dealer franchise arrangement with the manufacturer, Agdfher
10.4 per cent of those wholesaling establishments. surv. ed reported
themselves as sub51d1av1es of Targe manufactur1nggzorporat1ons As
Table 18 illustrates, almost all types of integration can be found in’
the Edmonton wholesaling structure.

The geographfca] distribution of manufacturers and retailers
vertically integrated in the Edmonton wholesaling structure varied

widely among wholesaling establishments. Of the 7] firms reporting the

locations of their parent companies, 32.4 per cert indicated connectidns

to a manufacturer or retailer in Ontario, wincipal.y sc.thern Ontario
in the Toronto-Hamilton area; 29.6 pér Y oindicat od - Ci]i@tions with
Alberta based enterpr1ses 18.3 per cent wil, rompanies in the Unijted

g
States; and 7.0 per cent reported be..g integrated with businesses in

© itish Columbia. The remaining 12.6 per cent identified connect1ons
with firms located in Saskatchewan (1.4%), Man1toba4(2.8o), Quebec
(2.8%), Europe (4.2%) and Japan (1.4%). - )

The trend towards 1ncreased direct trad1ng between manufactur-
€rs and retailers in the Edmonton market1ng structure is not a recent
phenomenon among- Edmonton wholesalers, but apparently has existed for as
long as most companies have been in business. In fact, 86.9 er cent of
those wholesaling establishments reporting some form of vertical in-
tegration have a]wa}s been conﬁected with the manufacturer or retailer
of their product line. However, for the remaining 13.1 per cent it is a
fairly recent trend, as over 50 per cent have becoﬁe connected to 4
‘manufacturer or retailer in the last five years.

Another aspect of the organization of Edmonton's who]esa]fng

structure analysed in this survey relates to the location of head offire
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and branch outlets among multi-unit organizations. With 139 firms
reporting head affice locations, 73 Edmonton who]esa]ing'firms (52.5%)
indicated tﬁat the establishment being surveyed was the head office of
their company. The head offices of the remainina £f Edmonton whole-
saling establishments are géographical]y ispe .t "vir six provinces,
Ontario (37.9%), Alberta (18.2.), British = *mbia (18.2%), Manitoba
(]6.Zl), Quebec (4.5%), Saskatchewan (3.0%), and the United States
(1.5%). For the most part, these head offices are located in the
provinces',najof metropolitan areas, including the Toronto-Hamilton
area, Calgary, Vahcohver, winhipeg, Montreal, Reéina and Saskatoon.

In‘addition to data on head office affiliations, Edmonton
wholesaling estab1ishment§ were.queried with respect to the location of
branch dﬁt?ets connected to théir firm. Twenty-three wholesale estab-
1%shments 1nvthe sample survey reported having branch outlets in the
Edmonton areét Another 82 firms or 59.0 per cent bf the wholesaling
enterprises survéyed indicated having branch sutlets el]sewhére in_ Canada
and the United States. For these 82 firms, 46.3 per cent specified
locations in Alberta, 17.1 per centvidentified locations in Saskatchewan
and 14.6 per cent'reborted branch outlets in British Columbia. The
remainder specified branch oQt]e£ 1ocafions in Ontario (6.1%), Manitoba
(4.9%), NorthwestuTerritorigs (4.9%), Quebec (4.9%), and the United
States (Alaska) (1.2%). Bylkar the greatest proportion of those estab-
1ishménts reporting branch outlets, 48.9 per cent, indicated only one
bfanch outlet, and over 8Q pef‘cent specified less than five .ranch
outlet 10Cationg connected to the estab?ishmen; being surveyed.

When asked specifically about the Tocation of branch outlets

“in northern commun{£i§§y40n1y 8.6 per cent of the survey samplz indicated -



having branches in the North. Among the centres identified as having

branch‘gutlets, nly one, Grande Prairie, was identified b “han
one Tirm. Other centres specified in the survey with branc “.ets of

Edmonton wholesaling establishments include Edson, Jasper, Fairview,

Dawson Creek, qut St. John, Fort McMurray, Lloydminster, Prince ﬂ]berf:

Hay River, Ye]]owknife, Inuvik, Whitehorse, and Anchorage, Alaska. The
exact nature .and extent of the wholesale-Tinkaqes to these northern

communities will be dealt With in greater detai] later in the study.

Functions and Processes

As Revzan (1961, p. 6) points out, wholesaling involves the same
group of processes and functions applicable to the whole field of
marketing. Generally speaking, three categories of functions at the
wholesale Tevel can be identified: (1) functions of exchange and con-
tact; (2) functions of physical distribution; and (S)tfacilitatfng or
ayxi]iary functions (Revzan, 1961).

Without going into great detail in *terms of the specialized

functions performed by the multitude of m: .men oppéations, it is

poss1b1e to identify a number of key who]esa]e .unctwons performed by

most wholesaling estab]1shments, and perhdps more Mportant]y, whnch are

recognized as specific wholesale functionsg by the operators themselves.

In the sample survey of Edmonton who}esa11ng estab]1shments four key

functions stood olt as being read11y identifiable as un1que1y who]esa]e

in nature. First, 57.6 per cent of Edmonton's who]esa]1ng establishments

spec1f1ed a form of merchandls1ng 1nvo]v1ng the assemblage of goods,
u5ua11y in large lots, which were subsequent]y sorted and red1str1buted

) Secondly, most firms surveyed indicated that their estahlichmonte maia




. dlspatches and returns, and making the - -best use of

rained compiete inventories of most items handled. ~Thirdly, most
wholesaling Lnterpr;ses in Edn»\ton maintain warehouse storige and,
physical distribution dei]itieS. which may involve one or more aspects
of sortina, grading and repacking of merchandise handled. And fourtﬁiy«
a key service provided by wholesaling establishments in the sanmple
Sufvey is the proyision of delivery services.
Other functions of exchéhge and contact identified in the

survey included buying‘and seiling tac;ics of marketing invo]vfﬁgf Q;l
alesmen who canvass the,manket area on a reqular basis, and thedise of

agents to negottate and facilitate purchases and sales for others. Some

wholesaling establishments also indicated merchandising services involv-

ing the purchasing of goods that are carried in inventory from foreign-
based sources! which they rese ' on the domestic market (importers), and
conversely, the selling of domestically produced goods-to foreign-based

buyers ({exporters)’

Additional functions of physice hution specified inwthe:

survey included various aspects of traffi. nent, including routi

]

u»’

of all shipments estab]ishing-\:the‘ Fr’equency of shﬁ.nts,' timing af '

nscortation = -

-fac111t1es Some who]ésa11ng enterpr1se§'surveyed also ensured Drdper

packéging of mhe,métghand1se‘théy‘éﬂstrﬂbuted
" Among the fac1]1tafhﬁg funct1ons ment1oned in the survey, are the

prov1s1on of an aﬁ?Zy of promotlonal aids and Kindred serv1ces ‘ Many

'Edmonton wholesalers render technical advic: :nd assistance, inciuding

new product infcrmation, ihvenhory control, sales planning, and the like.

The installation, service and repaic/pf merchandise sold is another

auxiliary functioh performed by wholesaling eﬁtablishments in the sample

IS
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<survey. QOther r?‘ ted segvices 1den‘1f1ed in the sdrvey include the
proviston of financial ass1stance through E§e extension of credit. and
the collection of receivables, planning theip client's product distriby-
tion andg eve]op1ng promotional s strategies, gapew vising the pricing and
distribution of merchand1se to dealers, and arranging periodic "c'inic"

Sessions with dealers. Some firms in the survey even become involved in

.setting prodﬂtt specifications, engineering and design, building displays,

10cg$1ﬁg mercha: dlse sources, co]lecting credit information, and conduct

mg&o} research

o In summary, it would appear that the Edmonton wholesaling

structure is,involved in all. aspects of exchange and contact, physical

L€

L;:E?r1butlon and fac111tat1ng funct‘ons, ds suggested by Revzan (1967).

Results of the survey wou]d tend to 1nd1cate that all aspects of

merthavf*snng buy]ng and se]]1ng transportatuon and storage standard-

1za[Joneand grading, f1nan61ng, commun?%atlon and research, and risk

W
&,>A . F L'

bear1ng are man1fested in whole or in' part by-a?] types of Edmonton
who]esa]1ng estab]1shments an&xklnds of ded]emen operatlons

Site Characteristics - o :
~—= zrdardcteristics

In v1ew of the. spec1a11zed3f npt1ona1 and operat10131 ‘requirements

a

of most who]esa])ng 1nst1tua1anfvdl

s

warehouse and storage areas, 1oft bu11d1ngs and the 11ke, it is not

- surprising to find that 83. 5 per cent of the survey samp]e of Edmonton

wholesalers are ]ocated in a comb1nat10n off1ce warehouse type building.
Only 7 9 per cent occupy off1ce ‘Space a]one with almost all of this,
being accounted for by who]esa]e agents and brokers The structures

themselves are generally two stories high (to a-maximum of eight stories

69
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in the sample survey), with over 97 per cent of all establishments

surveyed occupying one or two-storsed buildings. Forty-six per cent
Surveved ma]nta1ned some sort of showroom facilities. The ages of the
buildings occupied by Edmonton wholesalers ranged from brand new (o;cu-

pied only a few months) to structures ovgr 40'years old. Approx1mate1y

70 per cent of the buildings were less than 20 years old, and about a o

quarter of them were unde 5 years old.

As almost all wholesalers physically hand1et§he goods they
S e ;

o]

sell, “t is not sotprising that Edmonton wholesaling estab1ishments find
it “1nportant“;$o be ]ocated»near transportation‘facilities (Tables 19
and 20)1_ With the §Eed,tolgirchase transportation services and the
demand by"?etailers and Othgr customers for fast, prompt deliveries,
pr0x1m1ty to transportat1dﬁ51s,gﬂ?1mportant 10cat1ona] consideration,

8¢
part;cu]arly for those wrolesa}1ng ﬂhstltqt1ons which do not have their

5 b g

own trucks Gr alternat1ve transport. facilities. S1m11ar]y, the 1mport—;

-F\'r, o
»e LRy

‘ance of commun1cat1on and Contro] to eff1c1ent who]esaTe marketing in

A

,the North is part]al]y ref]ected 1n“the 1mportance 8% proximity no

te]ephone amd commun1cat1on company off1oe§

4
Py

A the functToga] requ1rements of most who]esa11ng:e§tabllsh-

ments requ1re»them to maintain 1arge 1nventor1es and prov1de‘§torage
e
fac111t1es for the]r supp11 Bt s not 5urpr1s1ng to f1nd who]esa]ers

»

%@é?t]ng near add1t10na] warehouse and storage fac111t1es S1m11ar]y,

as many who]esa]ers extend credit to. their customers and thus often find

a 7

it necessary to borrow from banks themselves, thex too f1nd it conven1ent

.
el

to locate “near banks. or other financial institutions. As Table 20

<

AN

4

11]ustrates, the mean ratings of prox1m1ty to warehouses and banks fall

between "not 1mportant“ and “1mportant" Accord1ng to GOSS%(]973,




‘Table 19

Percentage Distribution of Proximity Ratings,
by Type of Supporting Business, Edmonton

__Per Cent of Rating

!
3.
AN

Not

: . Very = » Not
Tyr of Business ; Important  Important Important Used
\ : N
T isport facilities i Y T 32.4  22.3 -
‘ehouse and storage - - o ’ e
cilities _ o 25.9 20.9 32.4 16.5
ks and other financial ‘
Institutions 6.5 36.7 48.2 5.8
Telerhone and communication
company offices 21.6 30.2 41.7- 3.6
Other wholesalers, brokers ' :
“and agents 5.8 32.4 41.7 14.4
Other businesses. 3.6 2.9 0.7 -
Sourée:;TQuestionnaire Survey.
k".\b“‘ P . R .: - - » ."‘.‘.v?‘,:'
!,i, . . Table¥0 ‘ o |
. The Importance of Proximity to Supporting Businessss .
for Edmonton Wholesalers -
» ) ¥ C i . 1
~_Rank Type of Business Mean “Rating
1 Jransport facilities ‘ 1.8 Important
2 Telephone and communicatign, =~ . '
- company Qffices i . 2.3 Important
3 Warehouse and storage facilities 2.5 Not Important
4 Banks and other financial ‘ :
. insfitutions , 2.6 (Not Impértant
5 ,  Other wholesalers,- brokers and -
agents e 2.8 % Not Important
6 ~ « Other businesses @ 3.8 Not Used
' 1 Where 1.0 - 1.4 = Véry Important, 1.5 » 2.4 = Important, 2.5 - 3.4 = )
< WOt Important, and 3.5 - 4.0s= Not Used. -
Source: Quéstionnaire Survey; after Goss (1973). = . 5
*y , ' N
C : - -
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p. 53), who con§tructed a similar table for hardware who]esaler i
New.Eng]and S.prox1m1ty to banks is "important" to small general-line

and specialized merchant wholesalers, while "not important" to

‘manufacturers, 1arge merchant wholesalers, and agents and brokers.

These wholesalers tend not to lTocate near banks because they either have

their own financing sources or do not extend credit to their customers.
»”

The same kind of reasoning can be used to explain the proximity rating

fo  additional warehouse and storage facilities. Smaller specialized

- wholesalers may not be able to maintain adequate storage facilities to

meet f]uctuat1ons in demand, and therefore find it necessary to rely on

additional warehouse and storage facilities located elsewhere.

Summary and Conclusions

On the basis of this survey 1t is possible to conclude that

Edmonton's wholesaling s$ﬁxcture is.a high]y'complex system, character-

ized by a great diversity of conditions in varijous 1ndustr1es and greatyl

L

var1ety in the%ypes oﬁroducts passmg thr0ugh this systemaﬁ%te \,

with Revzan's (1963 D. 30) fTﬁd1ngs this survey conc]udes th he'
comp]ex1t1es of the Edmonton wholesaling structure give rise to highly

varied types of wholesale estab1lshments and kinds of middlemen opera-

tionsi/223536terjled by varying degrees of completeness of functions and

5 U51ng similar: survey procedures, Goss (1973, p. 54) con-
structed an | identical tablg for hardwaye wholesalers in New England.
The results of his c#lculations bear a close resemblance to the results

of this survey: transportation company facilities, 2.0; banks and other

financial offices, 2.5; telephone and commun1cat1on offices, 2.6;
warehouse company fac111t1es 2.7; freight forwarder fac111t1es 2.7;
other who]esa]ers 3.0; and other bus1nesses 3.9.

4 ) -

B

N




of managerial control, offering a variety of product assortments, and

displaying significant differences in adaptation to the geographical
aspects of wholesaling. Similarly, there is great diversity in terms of
emp]oyment size and volume of sales. At one extreme are. the one-man
operations handling a few items and serv1ng a limited number of customers
in a relatively sma11 metropolitan market area; at the other extreme are
the full-line whd}esa]e estab]1shments employing over one hfndred persons*
and serving customers many miles distant from the establishment. In»tbe
same way, sales volume varjes greatly among Edmonton wholesa11ng estab—
lishments from a low of $40,000 to a ‘high of over $45 million annugl]y
Among Edmonton who]esa]1ng establlshments, severa] categor1es
of wholesale enterprises stgnd out in- terms of the number of establish-
%knents aﬁployment 51ze and gross volume of sales. By far the most
\‘1mportant in terms of a]] three cr1ter1a are the Mach1nery, Equipment

and Supp]1es sector .and the Motor Vehizles and Automotjve Equiphent pores

sector

% ortant'sectors identified in the survey«ﬁnclude the
. Lumber and Construct1on Materﬁﬁfg;;ector, the Petro]eum and Petroleum
Products sector, the Electrical Goods sector and the Groceries and

Related Products sector. ~t 2ointed out earlier in the study, all of
‘these sectors which stand. out in terms of comp051tlon and size are

.~ closely 11nked to various aspects(of economic deve]opment in the North,
and as we shall see later in the study, when we examine the nature of

the structure of northern who]esa]1ng in more detail, each of these

~ sectors p]ays an 1mportant ro]e in the deve]opmen al aspects of the '

region's economy. ' ;

. : .
Using chi square analysis and a Pearson product-momentvcorrela—

PR ~
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between employment and sales volume among Edmonton who]esa11ng estab]rs, ?%g

i

/

ments. Results of these computations indicated that while a positiye
re]at10nsh1p did exist between the two variables, the magnitude of this
relationship was quite small, indicating that it was possible, and indeed

common in some se -t of .-e structure, for very small firms to exhibit

remarkab]y hlgh A1
Nhereas tie l:cerature has tended to characterize the organ1za-
tion of thb who]esa11ng structure as one of many single- un1t independent .

firms, reSu]ts of thls survey WOuld tend to indicate 3 structure of
R Edmonton who]esa11ng estab]1shments character1zed by a number of multi-
unit enterpnlses, vert1ca]1y and hor1zonta11y 1ntegrated Edmonten
'7who]es\Tt"fﬁrms are.tendlrg to devtite” more and more attent1on to in-.
'd1v1dua] ]7nes b) hand]1ng a 11m1ted number of comp]eméntary lines ‘
=i from one, or perhaps two, manufacturers -The vertically 1ntegrated
"manufacturer can the& obta1n spec1a11zed sa]es promotlon from thex
lwho]esaler, and yet ma]nta1n strlct contro? over selling costs As
. Simons:; (]966 p 5) po1nts out, modern: transportat1on methods enab]e the
manufacturer to sh1p goods d]rectly to the customer and thereby obtain
economies in. 1nventory contro] by ho]dlng fewer stocks 1n one central
[ warehouse R ‘ . i ,‘
Resu]ts of this survey also tend‘to show strong Tlinks to
eastern Canada, particularly Ontario, both in terms of; the ]oca¢1on 7 -
of parent companies 1in vertically and hor)gonta]]y 1ntegrated enter-
prises and in terms of related head: off1ce locations. For branﬁh
outlet affl]jatlons, geographic distributions are dispersed; however, ’

pre11m1nary analysis indicates the Possibility of strong Tinkages to

.northern commun1t1es The systematic analysis of these trade connections



will take up much of the remainder of this study.

. - Analysis of the funct1ons and processes of Edmonton who1esa11ng
N

-

. estab11shments indicates great variety in terms of serv1c»@ performed and
the Structgre tends to conform well with trad1t1ona1 classifications of
wholesale fﬁrctlons found in most literatyre on the subject.

Site Characteristics, in terms of types of buildings and the
importance of proximity to supporthﬁg businesses, also tends to support
findings of previous research. By far the most important locational
consideration would appear to be proximity or access to transportation
facilities. As 58 3 per cent of all Edmonton wholesaling estab]1shments
have loading docks, and 23.0 per cent have access to a rail spur line,
it is possible te conclude that adequate transport services are a key }
infrastructural requ1rement for_.wholesale establishments serving the '
Edmonton market area. '# | ' -

In cogg*us1on, the organizations through which Wholesafe | .

(k‘»
middlemen in E“‘

:‘*Eonduct their business represent a variety of s1zes
affi]iations, organa;atlonal forms and industry spec1a11zat1on _4The
'structure of Edmonton wholesaling has been dealt with in -this’ section Jn
terms of its comp051t1on, size and organ1zat1on We spa]] now turn our #
attention to another important aspect of @he wholesale marketing crgan-
1zat1pn s °pat1a] patterns throughout northern Alberta, the Yukon

and the Northwest Terr1tor1es ﬂthe types of wholesale markets which

exist in the North; and thelnatu?e of their geographical, distribution.

Northern Wholesa11ng Strpcture

//// ' The economy of the North has been undergo1ng s1gn1f1cant social

,’/'

-

/
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and economic adjustments. Both government and private agencies have
become increasingly concerned with the problems and potentials of
regional economic development in Canada's northern regions. Regional

economic development policies which may have proved effective in. other

areas of the country, do not seem appropr1ate in northern reg1ons whic ff?%3§
2 4

dre character1zed by their %;St d1stances widely-scattered popu?ationév &

and difficult climatic con&wtlons This distinct combination of geo- '.A§§$§a§

graphy and demographic characteristics has requ1red p]anners to focus

special-attention on the unique problems of regional ecohoﬁ%t develop-

ment in the North. Y |

Increas1ng 1ndustr1a1 deve]opment in the North has brought

about significant changes in the infrastructural requirements of com-

munities associated w1th this development. 1In particular, deve]opment

of the region's natural resources has Created new markets in the North

which require efficient channels of d1str1but1on including transporta-

tion and wholesale trade llnks An eff1ctgnt transportation network

has long been considered the key essential in northern économic develop-

ment po]1c1es. The traditiona] ° 'road to resources approach to economlc

development in frontier regions has been typical of th]S emphasis on

transportatlon as the key to northern deve]opment A]thOUQh it is

suff1c1ent1y d1fferent1ated from other economic activ 2s to warrant

separate treatment transportat1on may also be viewed a’s a fac1]1tat1ng

funct1on of a much broader aspect of a reg1on S marketing organlzat1on

——who]esa?e 5qpp]y and d1str1but1on As deve]opment of the North

‘

proceeds -1ndustr1a] and cdmmerc1a1 consumers w1]1 1ncrease the1r -demands

f¢~ goods and serv1ces whlch trad1t1ona]1y have " been ,Supplied by the

-

wvalesaling structure of an economy . . ™~



77

The emphasis of this stnd@ on the role of the wholesaling

structure in  egional economic deve?apment is not to be 1nterpreted as
debasing the role of transportat?%i%as part of this development process.
Regional econumic development undertaken to diversify the economic base
of communities usually requ1res 1nfrastructure to be present initially
in communities. I[n part1cu1ar, eff1c1ent transportation facilities are
necessary to improve access by workers to new industries prov1d1ng
emp]oyment, and in turn by this industry to markets. and raw mater1aé_~rs

Notw1thstand1ng the importance of transportation in the deve7opment

process, other aspects of the channels of distribution are equally, if

_not more, important. One such aspect is the wholesaling structure of a

reg1on S-marketing organization, -which so far has been over]ooked in
. J

most deve]opment po]icies ‘
It has been ‘%tated that&y]esahng constitutes the smg]e

most. important sector%ﬁi%the market1ng organization (Revzaﬂ, 796], p.
,:\
18). In its capacity a$ the Primary supplier of industrigl goods and

-

services, the wholesaling Structure of a region involves a wider variet}
of products than any other sector of the market1ng organlzat1on, and |
involves more types of m1dd]emen operat1ons than does the retai] trade

sector. Therefore, it is the purpose qf the fol]ow1ng sect10n of thls

(report to exam1ne in detail this 1mportant aspect of the North's | .

marketing structure.

For the purposes of this report, northern Alberta has been , .

‘s
-

broad]y defined as the part of the provinge’ north of the City of g
Edmonton, w1tﬁ’1ts southern boundary at approx1mate1y 539 North. (Figure I

1). Although, such a def1n1t1on of northern Alberta takes some ]1bert1es

“1in terms of fhp NAaramatave Ad~cil:_



>

i this study serves the particularepurposes of this market survey,

* Composition : - ;

5
.

LY
because it includes all communities which are considered potentially

. important with respect to supplying future economic development in the

North. In order to obtain a geographical de]1m1tat1on of representative
communities such that all regions of northern A]berta were represented
in the study area, seven northern Alberta communities were selected for
the purposes of detailed analysis. These_seven‘centres as previously
identified include Grande Prairie, Peacc River, St. Paul, Edsan, White-
court, Slave Lake ahd Fort McMurray. The three far northern communities
are Whitehorse, Yellowknife and Ihutik.' " |

Conforming to the previous]§ defihed use of the term
'structure', the wholesale trade of noYth%;n Alberta the Yukon and the
Northwest err1tor1es is treated in thxs <ect1on of the study in terms

13

of its composition; s1ﬁﬁ¥ organ1zat10n f@hﬁuﬁprc and ‘ocat1ona1
X -

'»w,

b
ée made " ®o d1fferent1ate

e

character1st1cs AJmhough every attemdt w*ﬁ?\

‘ structura] character1st1cs on a commun]ty by commun1ty basis for the'

study ‘area, there will be times in the fo]]ow3ng d1scuss1on when re-

ference will be made to aspects of the who]esa]1$§?st¢ucture for thegﬂk

"

entire reg1on In such cases, the studyisrea w11] be col]ect1ve1y J
referred to s1mp1y as 'the North'..
6’ _) T x

- x;-g « 0 e

“~

The who]esa11ng structure of the study area, compr1s1ng the

-

7 .

nine northern’ communltqes surveyed,_cons1sts of over 140 estab11shments

. ~

encompass1ng a varlety of different types of bus1ness enterprises -

(Tab]e 21). Tab]e 21 gives a deta11ed breakdown of the types of who]e-;‘

w
sale estab]1shments found in each community. Among the more important

-«
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kinds of wholesaling establishments in the North, four principal in-.
dustrial categorieskstand out in most of the communities surveyed. For
the region as a whole, the Machinery,'Equipment and Supplies category
ranks first in terms of the number of estabiishments, accounting for

27.6 per cent of the total .number of establ1shments in the study area.

RanKing second, in terms of the number of establlshments serving the

northern market, the Petro]eum and Petroleum Products sector is by far
R
the best represented cﬂdss of who]esa11ng estab11shments in the North,

\1\

accaunt1ng for between 7.5 and 75.0 per cent of the - tota] number of

who]esa]1ng f1rms in each of the commun1t1es Th1s a]] important sector

-,

- is the only one tound in a]] of the COmmun1t1ei surveyed, co11ective1ym

: account1ng for 22 1 per cent of 'the estab]1shments in the study area.
;Th1rd and fourth respectively, in terms of their re]at1ve frequency in 7
L_._veach communlty, are the Motor Veh1c1es and Automot1ve Equ1pment sector’
'and he Grocer1es and ReLgted Products sector. ror the study area as a

’ whope these two sectorsxare equa1 both " accountIng for approx1mate1y

12. 4 per cent oﬁ the total number of whoiesa]1ng estab]ishments in the

study -area.

€

As was the case in the Edmonton wholesaling stru;ture, by type
, :
of wholesale m}ddleman operation, the merchant wholesaler class ranked

first in terms of the number of estab11shments For the study area as
a whole, this c]ass of wholesaling operat1ons accounted for 57. 1 per
cent of the total number of estab]1shments Petroleum bulkplants and
manufacturer s sales branches accounted for the remaining 25.0 per cent

and 17 8 per cent respectlve]y As would be expected in a deve]oping

© region, the ”h1gher order or more spec1a]1zed types of middlemen

operat1ons (such as agents and brokers manufacturer S sales offices and

[

4
.

§ 2



@

“locate in commun1t1es of a]most any s1ze prov1d1ng there 15 a market

' who]esa]ers and agents and brokers located 1n these Jarger‘metropo]itan

retail warehouses and purchasing offices) were totally absent within the
communities surveyed: Because these so-called "higher order" who]e7

saling operationslse11 very specialized products which in man;xcases

they do not physically handle, they must Tocate where i+ ig possible to

reach the largest number of potential customers This is most econom—_ri ;
ically done in large metropolitan areas. According to- Goss (]573); o
agents and brokers manifest the highest threshold value (the minimum

amount of purchasing power necessary to support the supply of 4 par-

ticular good or service) of all types of wholesalers. Manufactur S

UL L W >
“sales o§f1%§s.and retall warehouses are Jess spec1allzed,tnan agents and

f: but more speé1a lized than merchants, and accordwng to Goss

(1673) have a threshold in between these categor1es As the resu]ts of

this survey 111ustrate (Tab?e 22)6 the "Tow order merchant who]esa1ers

£

for the1r particular product line.

For the northern. study area the merchant and p@trole'm who]
sa]ers are by far the most numer0us types of . wholesa11ng operat1ons
There are several reasoms for the relative 1mportance of these two

wholesaling categories. First, these northern reg1ons are. connected to

" major whoTesa11ng centres such as Edmonton and Vancouver by exce]lent

transportat1on T1nkages .and therefore 1t is possible for these reg1ons o

to purchase the1r ”h1gh order” goodsowholesale frOm mapufacturers : o ]

b &

) TR . - ) o ;.‘ , ,
—_— ' .o : ' : S
o 6 As in Table 6, the resylts of th1sfjab1e are- adJusted SO as
to 1nc1ude only those wholesa]1ng firms cons1der1ng themselves anly one
type of who]esa]tng operation. : :

‘ . -
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B

N

areas. Second, northern Canada's cold winter ~limate has resulted in a
high consumption of oil per capita, thgs benefiting petroleum wholesale

distributors in these regions.

Size Characteristics
* Once again the results of this survey tend to substantiate the
claim that the wholesaling industry is characterized by small businesses.

0f the 43 wholesalers surveyed, 65.1 per cent had less than 10 permanent

employees. This compares with 2 _ pe" ¢ 't in the same size category
for the Edmonton wholesaling « Table 23 illustrates, there
were no wholesa]ﬁng establishme: - r study area with employment of

80 or more. The 43 wholesaling establishments reporting employment data
in this survey account for 416 employees or 49.5 per cent Qf the 1971
wholesale employment in the commun{ties surveyed.- The meaﬁ employment
for firms in the sample survey wa$ 9.7 employees. (compared with 20.° far.
fhe Edmonton wholesaling structire). Twenty-one wholesaling estac i
ients reported part-time employees, totaling 44 for the study area.

R N‘rety per cent of these establishments reported less than.5 part-time
emplciyees (Table 23). The average part-tize emplaoyment for those firms
ceporting this data was 2.1 employees. The number of establishments and
the percentage distributions in each size category for both male and
female permanent and part-time empfoyees is contained in Tables 24 and
25. As in the Edﬁonton wholesaling industry, wholesale trade in the

| northern regions is primarily male dominated, with‘62.8 per cent of the

establishments reporting less than 5 female employees. However, as 69.8

~

per cent of the northern wholesaling firms reported some female employees,

the significance of this sector of the employment structure should not
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Table 22
Erployment Size in Northern Wholesale Trade

Per Cent Part- Number Per Cent

Number

of of Total time of of Total

Permanent Establish-  Establish- Employ- Establish- Establisti-
Employment ments ments! ment ments< ments<

T - 4 17 39.5 1 - 4 19 90. 4

5 -9 11 2h.6 5~ 9 2 9.5
10 - 19 11 25.6 10 - 19 - -
20 - 39 2 4.6 20 - 39 - -
40 - 79 2 4.6 40 - 79 - - -
80 or more - - E e moro - -

TOTAL 43 100.0 TOTAL 21 100.0

Reporting permanent émp]oyment
2 Reporting part-time employment.

Source: Questionnaire Survey.

Table 24
Permanent Employment in Northern Wholesale Trade
-
— T
Male Female
Number Per Cent . Number Per Cent
of of Total of of Total
Empdoy- Establish Establish- Employ- Establish- Establish-
ment ments ments ment ments ments
1 - 4. 20 46.5 1 - 4 27 = 62.8
5- 9 12 27.9 5- 9 2 4.6
10 - 19 . 7 16.3 10 - 19 ] 2.3
20 - 39 2 4.6 20 - 39 - -
40 - 79 1 2.3 40 - 79 s _ -
80 or more . - 80 or more - -

Source: Questionnaire Survey.




P
Table 25
. . —
Fart-time Employment in Northern Wholesale Trade .
S R S N A
_ S e e oL TTTT T . I S
Male o o . fFemale 7 o
llumber Per Cent Number Per Cent
of of Total of of Total
Employ- Cstablish-  Establish- Employ- Establish- Establish-
ment ments ments ment ments ments
1 -4 i7 39.5 1 - 4 9 ' 20.9
5- 9 c 4.6 5- 9 - -
10 - 19 - - 10 - 19 - _ -
20 - 39 - - 20 - 39 - -
40 - 79 - - 40 - 79 - -
80 or nmore - - 80 or more - -

Source: fuestionnaire Survey.
be underrated.
The distribution of wholesale establishments by employment
size varies both by location and type of wholesaler (Tables 26 and 27).
In terms of employment, four of the communities stand out: Grande
Prairi~, 25.2 per cent; Peace River, 21.9 per cent; Whitehorse, 18.0 per
~cent; and Edson, 13.7 per cent. ’The remaining 21.2 per cent of the
wholesaling employment is accounted for by St. Paul (7.0%), Inuvik
(4.1%), Fort McMurray (3.4%), Slave Lake (3.1%), Ye]]dwknifé (3.1%), and
Whitecourt (0.5%). Table 26 gives the permanent and'part-tiﬁe employ-
ment and the calculated means for each of the nine northern communities
surveyed.
| By type of wholesaler, four industrial categories account for

74.2 per cent of the employment in wholesale trade for the study area.
The two more important industrial classes, Machinery, Equipment and

Supplies and Petroleum and Petroleum Products, accounted for 26.0 énd
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Table 76
Who1esa Te Trade Employment for Selected Northern Lommun1t1es

Permanent Part t1me

Location 1p]ownent Mean Emp]cyment Mean]
Grande Prairie 105 7.5 13 2.2
Peace River 9] 22.8 2 2.0
St. Paul ‘ 29 7.2 7 3.5
Edson 57 19.0 7 7.0
Whitecourt 2 2.0 - -
Slave Lake 13 4.3 | 1.0
Fort McMurray 14 7.0 1 1.0
Whitehorse 75 10.7 6 1.2
Yellowknife 13 6.5 2 2.0
Inuvik 17 5.7 5 1.7

o TOTAL 416 9.7 44 2.1

! Adjusted to exclude non-responses.

Source: Questionmaire Survey.

22.2 per cent of the wholesale trade employment, réspective]y. Next in
importance were the Groceries and Related Products (14.2%) and the Mocor
/Veh1c1es and Automot1ve Equipment (11.8m) sectors.

Tab]es 28 and 29 summarize the employment prospects both by
Tocation and by type of wholesale establishment for’the study erea as a
whole. As was. the case in the survey of the Edmonton wholesaling
structure, the majority of firms (74.5%) reported no expected change in
the present level of their emp]oyment. The rem&ining 25.6 pen cent was
divided among eight firms that reported an expected increase_in their
employment and three firms that expected their total employment to

decline over the next year.
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Table 28

Expected Employment by Type of Wholesale Establishment
tor Selected Northern Communities

Per Cent - Expected Employment?
Location S.1.c.! Less No Change Greater -
Grande Prairie ] - 100.0 -
2 - 100.0 -
4 - 100.0 -
", 6 - 100.0 -
7 - 100.0 -
! © 8 - 75.0 25.0
10 - 100.0 -
15 100.0 - -
Total 7.1 85.7 I o
Peace River 1 - 100.0 -
4 - 100.0 -
8 - - 100.0
10 : - 100.0 -
Total - 75.0 25.0
St. Paul 7 - 100.0 -
8 . - 66.7 33.3
Total . - /5.0 25.0 |
Edson ) 4 - 100.0 "~ . \
10 - 100.0 - ‘
_Total - 100.0 - \
Whitecourt , 8 - 100.0 -
Total - 100.0 -
Slave Lake 1 - co- 100.0
’ ' 8 . - 100.0 -
10 100.0 o -
) Total 33.3 33.3 33.3
Fort McMurray 10 S 100.0 -
~ Total - 100.0 ~ °
Whitehorse . ] - - 100.0
4 100.0 - -
7 - - 100.0
) - 100.0 -
9 - - 100.0
10 - 100.0 -
17 - 100.0 -
‘ Total 14.3 42.9 42.9

Continued .

38



Tahle 28...Continued

e Tl
“ Per Cent - Expected Employment”

‘] - e [ e —

,Location s.1.c.' Less No Chanée Greater

Yellowknife 4 - 100.0 -
10 - 100.0 -
Total - 100.0 -
Tnuvik 7 - 100.0 .
8 - 100.0 -

10 - - 100.0

Total - 66.7 33.3

TOTAL : 7.0 74.5 18.6

] Where 1 = Motor Vehicles and Automotive Equipment; 2 = Drugs, Chemicals
and Allied Products; 3 = Piece Goods, Motions, Apparel; 4 = Groceries
and .Related Products; 5 = Farm Product - Raw Materials; 6 = Electrical
Goods; 7 = Hardware, and Plumbing and Heating Equipment and Supplies;

8 = Machinery, Equipment and Supplies; 9 = Metals and Minerals, n.e.c.;
10 = Petroleum and Petroleum Products; 1 = Scrap and Waste Materials,
12 = Tobacco and Its Products; 13 = Beer, Wine and Distilled Alcoholic
Beverages; 14 = Paper and Its Products; 15 = Furniture and Home
Furnishings; 16 = Lumber and Construction Materials; and 17 = Miscel-
laneous Wholesalers, n.e’c. . )

2 Less = Expected employment less than present employment.-

No change = Expected employment equal to present employment.
Greater = Expected employment greater than present employment.

Source: Questionnaire Survey.

x
>

Just as northepn\who]esaling‘estab]ishments varied great1y by

i’

employment size, so did their r?ipective gross annual sales volume vary,
both by community and type of wholesale establishment. In the sample
survey, 37 establishments reported sales volume data, ranging from a
reported low of $50,000 to a high of just over $5 mi1jion in 1973. The

mean sales volume for the sample survey .of reporting firms was $1,264,000.
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Table 29

Expected\tn,aoyment by Type of Wholesale Establishment ‘
Northern Alberta,. the Yukon and the Northwest Territories

Per Cent - Ixpected EmpToyment]
Type of Wholesaler Less No Change Greater

Motor Vehicles and Automotive
. Equipment - 60.0 40.0
Drugs, Chemicals and Allied Products - 100.0 -
Piece Goods, Notions, Apparel - - -
Groceries and Related Products 16.7 3.3 -
Farm Product - Raw Materials - - -
Electrical Goods - 170.0 -
Hardware, and Plumbing and Heating

Equipment and Supplies ' 75.0 5.0
Machinery, Equipment and Supplies ' - 72.7 27.3
Metals and Minerals, n.e.c. - 50.0 50.0
Petroleum and Petroleum Products 10.0 80.0 10.0
Scrap and Waste Materials - - -
Tobacco and Its Products - - -
Beer, Wine and Distilled

Alcoholic Beverages - - - q
Paper and Its Products ‘ - - - '
Furniture and Home Furnishings 100.0 - -
Lumber and Construction Materials : - - -
Miscellaneous Wholesalers, n.e.c. - 100.0 -

TOTAL 7.0 74.5 18.6

] Less = Expected employment less than present employment.

No Change = Expected employment equal to present employment.
Greater Expected employment greater than present employment.

i

Source: Questionnaire Survey.
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Table 30 summarizes the survey responses to each of the selected sales

volume categories ror the combined survevs of the ten study settlement s

Table 30 ,Y;
Percontauu D1stv|but1on of Nnx@he K\ hn lesale Sales

N Per Cent

T “&ﬂ‘ NUIDQI of ) of Total |

Sales:($) o Fstabll Thments EstabTishments

B P — A ~~\\v-~—~~r ————— - R
Less than 100,000 o 2 5.4
100,000 - 499,999 ' 1 9.7
500,000 - 999,999 | 1 9.7
1,000,000 - 2,499,999 . 7 18.9
2,500,000 - 4,999,999 . 4 10.8
5,000,000 or more 2 5.4
TOTAL : ‘ 37 100.0

1 :
Reporting sales volume.

-Source: Questionnaire Survey.

In previous discussions of relative importance, four industrial
categories stood out in terms of the nuﬁber of their establishments and
their tota] employment size. These same northern wholesaling sectors
rank high in terms of total annual sajes volume, with the addition of
the Hardware, and Plumbing and Heating Equipment and éupp]ies sector,
which ranked fourfh in terms of total annual sales (Table 31). Foremost
in terms of sales volume as reported in this survey, is the Machinery,

Equipmant and Supplies sector which accounted for 33.7 per cent of the



Table 31

Percentage Nistribution ot Northern Wholesale
Saies, by fype of Establishment

Per Cent ot

Cype ot Wholesaley Sales (%) Total Sales
Motor Vehicles and Automot iy o

Cquipment 3,357,000 /Ll
Drouas, Chemicals and Allied

Products 567,000 |
Groceries and Related Products 11,100,000 037
Electrical Goods 100,000 0.2
Hardware, and Plumbing and Heating

Equipment and Supplies 4,766,000 10.2
Machinery, Equipment and Supplies 15,750,000 33.7
Metals and Minerals, n.e.c. 800,000 * 1.7
Petroleum and Petroleum Products 9,575,000 20.5
Furniture and Home Furnishings 750,000 1.6

TOTAL 46,765, 00" 100.0

Source: Quc;cionnaire Survey.
reported northern wholr ile sales. The Groceries and Related Products
and Petroleum and Petroleum Products ranked second and third in total

sales accounting for 23.7 and 20.5 per cent, respectively. of the total

'wholesale sales for the ten communities surveyed. The Hardware,
Plumbina and Heating Equipment and Supplies sector and Motor /Vehicles
and .tom" ive Equipment sector reported total sales accoy ting for 10.2
and 7.. per cent of total northern wholesale sales respéctively.
Together these five important wholesale classes accounted for 95.3 per

cent of the wholesale sales . the study settlements.



Fabte o and 37 otadl the disteibution of  .les volume “or
the study area, both by tvoe o wholesaler and by Jqeoqrarhic focatian.
the two centres with the large* populations, Grande Prair and
Whitehorse, accounted for 43.1 and 20.5 per .ent of the northern whole-
sale sales respectively. The remaining 6.4 per cent was distributed
among Yellowknife (8.67), Inuvisx (8.6%), St. Paul (5.17), Feace P oy
(5.07), Slave Lake (4.07), F. rt McMurray (3.2°), Edson (1.8%), and
Whitecourt (0.1%).

Table 34 contains a cross “abuiation of each of the sales
volume categories with the six employment groups for the combined
'surveys.of the ten selected northern settlements. Cross tabulation
of these two variable groupings suggests the possibility of a relation-
ship bet@een employment size and volume of sales. Chi square analysis
was used to test the statistical significance of-q possible relationship
between these two variables, and the resuits (%Z= 26.166, with 15
degrees of freedom and a statistical significance of 0.036) would seem
to verify the possibility that relationship does exist between employ-
ment and sales volume.7 In order to measure the degree of association
between the two variables, a Pearson product-moment correlation co-
efficient was computed. The resulting computations produced a
statistically significant 'r' value of O.300.§ﬁIt is interesting to note
how very close this value corresponds to the 'r' value of 0.322 calcu-

lated for the cross tabulation of employment and sales volume for the

!
7‘A probability cf 0.05 was used as the boundary Tine between
statistical significance and nonsignificance.

m
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Table 34

Employment Size by Volume of Northern Wholesale Sales

Per Cent of Sales ($)

Less
Employ- Than 100,000- 500,000- 1,000,000- 2,500,000~ 5,000,000
ment 100,000 499,000 999,999 2,499,999 4,999,999 Or more
1-4 5 50.0 18.8 12.5 6.3 -
5-9 -, 22.2 33.3 44 .4 - -
10-19 - 9.1 45.5 - 27.3 18.2
20-39 - - .- 100.0 - -
40-~79 ~ - - o= - -

80 or more - - - -

Source: Questionnaire Survey.

Edmonton wholesaling structuré.v As in the Edmonton wholesale trade
survey, the relatively low correlation indicates a definite but small
Arefationship between employment size and corresponding volume of sales.
In other words, withiﬁ the wholesaling structure of northern Alberta,
the Yukon and the Northwest Territories, there exists a positive cor-
relation between employment and sales; that is, as one variable in-
creases so does the other; but the magnitude of this relationship is
.relatively small. Again, observations in the field tend to substan-
tiate this hypothesized corre]atioﬁ. -Notwithstanding the fact that many
establishments of considerable size (with 20 or mo;e employees) mani- |
fested correspondingly large sales volume, it was also possible to find
small whotlesaling operations exhibiting relatively large volumes of

sales.

27



Organization

The wholesaling structure of the North is composed of both
single-unit independent firms and hulti-unit wholesaling systems, both
horizontally and vertically integrated. As previously defined, Vértica1—
ly integrated firms refer to those establishments whi:h are connected to
manufacturers or retailers in the marketing structure. The horizontally
integrated firms are usually a bart of a wholesale chain organization
thch may or may not bear the same name as the branch establishment.

The branch-house wholesaler may not even conduct the same kind of
who]esa]e business as the main establishment.

Of the 43 northern wholesaling establishments which responded
to this part of the survey, 23 firms or 53.5 per cent of the respondente
indicated some fbrm of integration with the manufacturer or retailer
their product Tine. Although approximately the same proportion of
wholesalers in the North indicated somé form of verticai integration,
the variety of organizational forms manifested was not as great as in
the Edmonton wholesale trade survey. Whereas almost all types of
industrial integration were found in the Edmonton wholesaling structure,
only three principal types of integration were reported by the northern
wholesalers: direct ownership (affiliate), cooperative, and exclusive
dealer franchise. By far the largest proportion of wholesaling estab-
Tishments, 51.2 per cent, indicated an exclusive dealer franchise
arrangement with the manufacturer (Table 35). A further 30.2 per cent
indicated direct ownership by the associated enterprise. OQOther un-
specified combinations accounted for 14.0 per cent, and the remainjng'4;6
per cent reported that they were members of a cooperative organization.

The geographical distribution of manufacturers and retailers

98
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Table 35
Forms of Vertical [ntegration Among Northern Wholesalers

Per Cent

of Total
Form of Integration f Establishments
Affiliate ‘direct ownership) 30.2 .
Coaperative 4.6
Exclusive dealer franchise . 51.2
Other combination , : , 14.0

100.0

Source: Questionnaire Survey.

vertically integrated to the northern wholesaling structure shows some
marked differences to the spatial patterns observed for the Edmonton
wholesaling structure. Of the 19 ?irms reporting locations of their
parent companies, 47.4 per cent identified connections with A]beréa—
based firms; 26.3 per cent reported integration with a manufacturer or
retailer in Ontario; 10.5 per cent indicated some form of affitiation
with firms located in the United States; and the remaining 15.8 per cent
was equally divided among British Co]umbia, Saskatchewan and Manitoba.
Note that whereas the greatest proportion of Edmonton who1esa11ng firms
reported some form of integration with manufacturers or retailer
Tocated in Ontario, a pear majority of northern wholesaling establish-
ments identified organizational Tinkages with Alberta-based companies,

Tocated primarily in Edmonton and Calgary.
1

3

Like the vertical integration observed in the Edmonton

who]esa11ng market, the observed trend towards increased direct trading
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between manufacturers and retailers in the northern who]esa]fnq ;truc—
ture is not a recent phenomenon. For the 23 firms reporting some form
of vertical integration, 87.0 per cent indicated that they have always
been connected in this way. However, as was the case in Edmonton, for
the remaining 13.0 per cent this form of industrial linkage is a new
phenomenon, as all have become connected with a manufacturer or retailer
in the last five years. |

Results of the survey would seem to indicate® that the
wholesaling structure of the North is pretty well evenly divided among
single-unit independent firms and multi-unit organizations. Just under
half, 48.8 per cent, indicatéd that the establishment surveyed was the
head office of the firm. The head offices of the remaining 22 firms are
geograph1ca1]y dispersed over four provinces, Alberta (63.6%), Br1t1sh
Columbia (13.6%), Ontario (13.6%). and Manitoba (9.1%). As these
results indicated, the majority of branch outlets in these northern
communities are connected to firms located in Alberta; for the most part,
in Edmbnton and Calgary. 'Other head office Tocations were traced to the
pFincipal metropo]1tan areas in each of the three remaining prov1nces

Vancouver, Winnipeg and the Toronto-Hamilton region.

Functions and Processes

As prev1ous]y d1scussed, it is possible to 1dent1fy three broad
categor1es of who]esale functions: (1) exchange and contact (merchan-
dising and buying and selling); (2) physical distribution (transporta-
tion and storage); and (3) facilitating or auxiliary functions
(standardization and grading, financing, communication and research,

and risk bearing).



o

For those firms responding to this aspect éf the survey, most
tended to identify fjve Eéy'functions which they provided as wholesale
establishments. By far the greatest proport{bn, 81.4 per cént, indicated
that their primary function was to assemble goods, usually in 1érge
lots, sort, grade and repack merchandise, and finally redistribute. .The

second and third functions reported by most firms relate to the storage

aspect of the who1esa]1ng function; that is, the maintenance of complete -

inventories of most items handled, and warehouse storage and physical
distribution facilities. Most northern who]e;a]ing establishments
surveyed also provide delivery services. The fifth wholesaling function
identified by most northern wholesalers relates to the specialized
services they provide their gustomers, in terms of installing, servicing
and repairing the merchandise sold. | |

The emphasis of northern wholesalers appears to be on the
funZtions of physical distribution and facilitating functions relating
to the specialized service that the industry provides. Additional
functions of physical distribution 1dent1f1ed in the quest1onna1re
»survey were various aspects of traffic management,v1nc1uding the routing
of shipments, establishing shipment schedu]es, timing dispatches and

returns, and perhaps most importantly, securing and making the best use

of available transportation faéilities. Among the auxiliary functions

o

mentioned in the survey of northern wholesalers, were the provision - ~

of a number of promotional aids and kindred services. Many northern
v zraling éstab]ishménts, for example, provide technical advice and
c ce relating to new product informétion, inventory confro], sales
P and the Tike. Other related féci]itating wholesaling functions

I -2 rendering ¢ ~inancial assistance through credit extension
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and receivables collection, production distribution and promotiqna]
. Strategy development for the manufacturer, supervision of pricing and
product distribution to dealers, and the arrangement of periodic "clinic"
sessions with dealers. Another éspect of the wholesaling functién
which manifests itself among a number of northern establishments is the
1easfng or renting of equipment, rather than outright sale to customers
In comparison to the d1vers1ty of wholesale functions provided
by the many spec1a11zed Edmonton wholesalers, the prov1s1on of whole-
saling serv1ces in the North appears to be somewhat more Timited.
Although it is p0551b]e to identify most aspects of the wholesaling
function among northern who]esa]e estab]1shments the range of who]esa]e
serv1ces, particularly those specialized services provided mainly by
agents or brokers, including market research, and the negotiation of
purchases and sales for others, is not as great. On the whole, the°
northern wholesaling structure is characterized by the . .sic fuhctions
of product assemb]age, storage and physical distribution, supplemented
by a 1imited range of auxiliary tunctions, inc]Lqing the installation,

service and repair of merchandise sold.

Site Characteristics'

~

Because of the spec1a11zed funct1ona1 and operational requ1re—
ments of northern who]esa]ers, re]ated to the assemblage, storage and
physical distribution of their goods anq services, near]y all northern
who]eéalfng esteblishments are situated in a combination of fice-warehouse
structure. Of the 43 firms Surveyed, 93.0 per cent_occupied such
structures. Two firms operated warehouses only, and there was only

one wholesaler in the survey which operated from an office not connected

102



with storage facilities. The structures themselves are generally

one or two stories high with the majority (83.7ﬁ) occupying unly one-
‘storied structures. Sixty-five per cent of the structures had loading
dock facilities, and 25.6 per cent were connected to a rail spur line.
Approximate]y 40 per cent maintained some sort of showroom facilities

for the display of their product Tine. The age of the buildings

occupied by northern wholesalers ranged from brand new structures to
structures over 40 years old. Approx1mate1y 80 per cent of the bui]dings
were less than 20 years old, and about a third of them were under 5 years
old. » .

Because all northern who]esaling establishments surveyed
physically handle the merchandise they sell, transportation facilities
and warehouse and storage facilities rank high in terms of locat onal
proximity (Tables 36 and 37). For most northern wholesalers (75.6
per cent)-proximity to transportat on senvices is a "very 1mportant“
Tocational consideration. The importance of communication and control
of northern d1str1but1ve services is also reflected in the importance
of proximity to telephone and communication company off1ces The
functional requirements of most northern who]esa11ng establishments,
requiring them to maintain Targe inventories of most merhcandise handled,
results in most firms expressing a desire to locate near additional
warehouse and storage facilities. The importance of the auxiliary
functions re]at1ng to credit extension, is a]so partially ref]ected in
the Tocational considerations gijven to Proximity to banks and other
financial institutions. As Table 37 illustrates, the mean ratings

of proximity are ”Important” for all three Tocational considerations.
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Table 36

Percentage Distribution of Proximity Ratings,
by Type of Supporting Business, ,
Northern Alberta, the Yukon and the Northwest Territories

Very Not Not
Type of Business [mportant Important Important Used
Transport facilities /5.6 14.6 2.4 -
Warchouse and storage facilities 43.9 14.6 14.6 9.8
Banks and other financial
institutions 29.3 34.1 14.6 -
Telephone and communication .
company offices 43.9 31.7 14.6 -
Other wholesalers, brokers . o
and agents . : 4.9 41.5 31,7 § 9.
Other businesses 22.4 - - -
Source: Questionnaire Survey.
Y
Table 37 .

The Importance of Proximity to Supporting Businesses
for Northern Wholesalers

1

Rank Type of Business ~ Mean . F'ng
1 Transport facilities . 1.4 Very - ortant
2 Telephone and communication ‘ C
S company offices 1.9 Important
3 Warehouse and storage facilities 2.2 Important
4 Banks and other financial ‘
_ institutions . 2.3 Important
5 Other wholesalers, brokers ‘
< and agents 2.7 Not Important
6 Other businesses 3.9 Not Used
1 Where 1.0 - 1.4 = Very Important; 1.5 - 2.4 = Important;
2.5 - 3.4 = Not Important; and 3.5 - 4.0 = Not Used.

Sourc: Juestionnaire Survey; after Goss (1973}).
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Summary and Conclusions
Analysis of the northern wholesaling structure, as represented
in the sample survey of wholesale establishments in the selected northern
[

comnunities, reveals a complex system ot functionally diverse distribuy-
tive industries. The complexities of the northefn channels of distriby-
tion give rise &o highly varied types of wholesale estéb]ishmenfs and
%1nds of midd]eﬁen operations, w{fhin each of the industrial categories,
there are firms manifesting various ranges of wholesaling functions, of
product assortments and of organizational control patterns. In the same
way, there is great diversity exhibited in terms of employment size and

volume of sales.

Among nortﬁern wholesaling.establishments, five categories of
\

wholesale enterprises stand out in terms of all three size indices;
number of eitab1ishments, employment, and sales volume. By far the most
important invterms of all three criteria is the Machinery, Equipment

and Supplies sector, which includes all cémmercia], construction, mining,
fﬁrm, and industriél machinery, equipment and supplies. Next in import-
ance was the Groceries and Related Products and Petroleum and Petroleum

~ .

Products sectors, which, ranked very closely with the previous industrial

o

class in terms of all three size 1ndiées. Thg fourth -and fifth settdrs

which stood out in the northern wholesaling structure were the Hé¥dware,

and Plumbing ‘and Heating Equipmeht and Supplies sector and the Motor
Vehicles and Automotive Equipment sector. These two industrial categor-

ies were remarkably similar in terms of their relative importance ta the
northerh wholesaling structure.
' -

A chi square analysis of the cross tabulation of employment

and sales volume indicated the possibility of. a relationship between the



two variahles. Using a Pearsop product-moment correlation coefficient
to measure the deqree of association bet@een emp]oyment and sales
volume, it was possible to conclude that a def1n1te but Tow positive
correlation existed between the variahles, indicating the likelihood o:
finding small wholesale operations within the structure manifesting
relatively large sales volumes.

Like the deonton wholesaling structure, the structyre of
northern who]esa]}ng s characterized by a number of multi-unit vertical-
ly and horizontally integrated enterprises. Sa?vey results indicate
that most northern wholesaling establishments are connected with A]berta‘.
based parent companies and related head offices.

Analysis of the functions and processes of northern wh01e5a11ng
estab11shments indicates that Tike the Edmonton wholesaling structure,
the structure of northern wholesaling tends to conform well with tradi-
tionaf classifications of wholesale functions. The range of specialized
services is somewhat limited, but on the whole, examples of nearly all
wholesale functions are to be found in the'norfhern wholesaling structure.

Locational considerations revealed in this study point to the
overwhelming importance of adequate transportation facilitic .o northern
wholesale establishments. Other equally fmportant considerations of
communicat%on and control, credit availability and the provision of
adequate warehouse and storage. facilities arevsuggested in the analysis
of 1nfrastkuctura] requirements contained in the survey. ;

The structure of northern who]esa]1ng has been discussed in
this section in terms of its composition, size and organizational

characteristics. It has been characterized as o complex system of

distributive industries representing a wide variety of sizes, affilia-
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tions, organizational control patterns and industrial specialization. ;

[t is the purpose of the remaining sections of this Study to Jdeal
pury )

specitically with the nature of these northern wholesale markets, with

the Tinkages to and trom these markets, and with

the role of the whola

saling sectorsin the reqgional economic development of Lhcr&wrthorn

regions.’

Y
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CHAPTIR TV

WHOLESALT MARLET SURVEY AND LINKAGE ANALYS TS

Introduction

1o understand sormething ot the fmportance af tached to whole-.

OIS

-

saling in marketina, it is necessary to outline the general ﬁtﬂ\ltou)" 2
wholesaling and wholesale markets.  According to Revzan (1und, oL 10-
1T). the general strateqgic aspects of wholesalita in marketing stem from
a number of diverse orces. Briefly, these strategic conditions include
(1) ﬂhe development of divorgificd mass production in industfy'IOCdted
some distance from the areas of principal use of the outout thys pPro-
duced; (2) an increase iy the volume of production prior to specified
demand by the users; (3) increases ir the number of JTevels of inter-
mediate and final users (such as quantities, shapes, packages, assort-
ments and pricing); (5) increases in the quantit =s and varieties of
goods and services; and (6) the necessity of estahi’shing primary and
intermediate markets in which wholesale exchange anc¢ the establishment
of whsaeséie.price tevels can take place (Revzan, 1961, pp. 10-11).
Wholesale marketing ?%us evolved iri-grder to bridgé the aap
between the various levels of écggycers at one end, and the various
types of users at the other. Given~ghé forces outlined above, whole-
saling developed in the regional marketing structure as a resylt of
attempts by producers and other business firms to solve the marketing
problems created by this gap (Revzan, 1961, p. 11). The bridging of"
the gap between producer anc ..o - mgy be thought of as a series of
complex linkages. Within the Tinkage system there exists mechanisms

]

which regu]ate the physical flows of goods and services, both with
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respect to quantities and qualities, in terms of spatial allocations,
Tocating potential users, or intermediate users in the form of middle-
men, and convincing them to buy: of establishing prices at which the
exchanges may take place: and of feeding back 1nforﬁation to quide the
market planning efforti/of the various producing agencies. These
diverse marketing func%%ons are performed within the Tinkage system of
the wholesale marketing structure.

Since wholesaling is but one aspect ef a region's marketiné
organization, it would be wise at this poiﬁt.to discuss the general
meaning of marketing organization. The concept as it is used throughout
this study is not concerned with the internal aspects of particular
firms within the marketing structure,but rather with the way in which
individual firms and estab 1shments array themselves in a " formal
systematic manner within vy Tous pl”OduCYJ’L{], buying, selling, and Jaeili-
tating agencies in making 0sstible the systematie, continuous. movement
.of'goods and services from\Producina to uaing untts” (Revzan 1961, p.
~i7). In other words, the m&rket1ng organization of a region refers to

- the way in wh1ch individual Bys1nesses are arranged in order to make
possible the systemat1c and continuous movement of goods and serv1ces

- from areas of production to areas of consumpt1on Implicit in th1s
def1n1t1on of marketing organization is the assumpt1on that the arrange-
‘ment thus def1ned will facilitate the necessary determination of prices
and terms of sale for exchange wfth1n the primary and - 1ntermed1ate
markets within this organ1zat1on

The strategic position of. wholesaling within the rarketing

organization stems from the fact that the marketing organization is made

effective through its channels of distribution (Revzan, 1961). Because




‘the flow of goods and services through the marketing organization does
not occur automatica]]y; the. system has developed a complicated network

'of intermediary agencies which are grouped together in such a way as to
Tink particular producing»units to particular using units. In addition,
these functional middlemen combine in varying patterns of complexity to
account for the overall movement of part%cu]ar commadity groups within

and between regions. The wholesale marketing structure thus becomes the

N \

'1inking vehicle by means of which the mérketing organization takes place
and becomes effectivé (Re;zan, 1961). As the social and ecenomic
de&e]opment of;a!region increases in complexity, so do the channel
aspects’ of its marketing organization develop into more intricate
functidna]; commodity, spatial and organizational control patterns.
Viewed in this way, the straEegic positic of the wholesaling
aspect of the channels of distribution is again reaffirmed. As previous-
ly pointed out, most literature on the subject cons'iders it the most
important sector of the marketing organizdfion (Revzan, 1961). It is

<

that part of the markéting organization which by its nature gives more
depth, variety and cohp]exity than any of;%r sector. According to
Revzan (1961, p. 19), every technologica]'devé1opment in production
which resu]tsfin.changes in the quantity or quality of the goods and
services available in the markef pTace is eventually rengcted in or
magnified through the wholesaling sector. These backward and forward
techno1ogica1 "wave effects" have important implications for regional
industrial development which will be discussed lat 1 the study. The
point to be made at this time is that the wholesaling sector provides a

"funnel" through whiéh these wavelike movements can be cnannelled, which

in turn tend to widen the interrelationship between the marketing
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organization and the rest of the region's business econémy.

Before proceeding with a detailed analysis of the place of
wholesaling in the marketiné organization of northern Alberta, the Yukon
and the Northwest Territories, it is necessary to define what is meant
by the term '‘lTinkage' in the framework of wholesale marketing. _For the
purposes of this report, a wholesale Tinkage will refer to the‘ermal
and informal wholesale trade connections between the various middlen
themsg]ves, and between the middlemen and other business enterpkiisiL,
These linkages may include the negotiating transactions involved in the
purchases énd sales of goods and services, the communication nétworks
utilized for other than negotiation purposes, or the whole variety of
faciiitating agencies and their frrctions which make possible tﬁe move-
.ment of goods and services through the marketing system (Revzan, 1961).
According‘ﬁo Revzan (196], P. 19), these linkages provide the "structural
mucilage" which make possible the intricate patterns of channels of
distribution, and uitimately, the marketing organization itself.

On the basis of this definition of wholesale linkages, it is
possible to differentiate five basic typeé of Tinkages as they relate to R
the wholesaling sector (Revzan, 1961, pp. 19-20). First there are the
"direct ]inkagés” which involve only two estainshmenté and two levels
within the marketing organization, that is, the producing and the using -
units. Second, there are the "semidirect and indirect Tinkagés“ which

involve the insertion of one or more Iinks of types of wholesale middle-

men. “Competitive linkages" are the third T ~lesale Tlinkage

identified by Revzan (1961) and include alternative sets of Tinkages
through which producers may market their output or through wrich various

Tevels of users may purchase their supplies. The fourth type of linkage
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P
refers to those establishments which may furnish one or more of the .
fb]]owing specia]izea services—communication, research, risk bearing,
transportation or other related types of facilitating functions—and
has been termed “facilitating linkages". The fifth type of linkage,
”cbntro] Tinkages", is more difficult to define and relates to the types

and levels of institutions which have dominant positions in the marketing

organization, so far as decision-making matters are concerned.

Edmonton Wholesale Trade Survey

Situated at the entrance to a vast northern hinterland, the
City of Edmonton has_become characterized as the "Gateway to the North".
It has become a city with aﬁ important involvement in economic functions
associated with distance, such as transportétion and wholesale- trade
(Laatsch and Gil1, 1971). The principal characteristics of the Edmonton
wholesaling structure have been dealt with in the previous séction of
this study. The purpose of this section is to undertake a detailed
~analysis of the Edmonton wholesaling linkages to markets in northern
Alberta, the Yukon and the Northwest Territories. In other words, an
attempt will be made here to investigate the validity of the gateway
concept in terms of the relative importance of northern wholesaling to
the total Edmonton wholesale market. |

Based on a 10 per cent samp]e of Edmonton wholesaling estab-
1fshments, this survey is able to report that northern wholesaling
markets account for 14.9 per cent of the total value of Edmonton whole-
sale sales. The value of sa]eg used to arrive at this proportion 1'nc1,udés;-'_5::"i

in-addition to the study area, the wholesale sales to northern British

Columbia, northern Saskatchewan and northern Manitoba. Excluding sales
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to these three regﬁons, it was found that the sample survey reported
northern sales amounting to approximately’$49 million, or 13.3 per cent
of the total value of Edmoﬁtoh wholesale sales in 1973. When questioned
as to the percentage of total sales accounted for by fheir Tocal Edmonton
markets (including St. Albert and Sherwood Park), 50 per cent of the
sample reported doing less than 50 per cent of their business in and
around the City of Edmonton. In fact, only eight firms (6.5 per cent)
reported doing all of their business in the City.

At first glance, these proportions as indices of the relative
importance of the North as a customer for Edmonton wholesalers are
perhaps misleading, in fhat they suggest that only a‘small percentage
(approximately 15 per cent) of Edmonton wholesale sales are north-
directed. The problem here.is primarily one of interpretation, relating
to the focus of these measures of importance. What these percénfages
are really-saying is that it is poséib]e for the Edmontoh,who]esa1ing
str&cture to survive regardless of the demand for their services from
northern customers. However, this obviously is not the purpose of this
survey.. The fact that the Edmonton wHo]esa]e industry functions in-
der. ~dently of its northern Tinkage is to be expected considering its
overall market dimensions in comparison to the size qf the market, both
existing and potentia], in northern Alberta, the Yukon and the Northwest
Territories. The point is, can the northern markets for wholesale goods
operate efficiently without Edmonton as a source of supply? If consider-
ations are being given to the role of wholesaling in 'the fegiona]
economic development of the North, tﬁén 1t is the economic significance
ofsthe demand by northern who]eéa]ers and user industries for Edmonton

wholesale goods, in relation to the size of the northern markets, that
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is the important focus of this analysis. Neverthe]eés, before proceed-
ing with an analysis of the northern wholesaling structure from the
demand point of view, it is necessary to understand the nature and
dimensions of the wholesale markets and their connecting lTinkages from

the standpoint of the Edmonton wholesaling structure.

Nature of the Edmonton Wholesale Market

-Table 38 contains the percentage distribution of Edmonton
wholesaling establishments with 1inks to northern qohmgnities. The
northern settlements appearing in this tab]e are those communities
speéifica]]y identified by Edmonton wholesalers in the questionnéihé

survey. Examination of the results for the ten study settlements shows

that Grande Prairie and Peace River are linked to the largest number of

Edmonton wholesaling estab]ishhents. However, as Table 38 illustrates,
over 25 per cent of the sample survey of Edmonton wholesalers do some
business in seven of. the ten_se1ected study communities. Only White-
horse and Inuvik are Iinked with. less than one-quarter of thé sample of
Edmonton wholesaling éstab]ishments.

It has béen ;hown that the northern markets for Edmonton
wholesale goods accounted for less than 15 per cent of the total value of
Edmonton wholesale sales in 1973. However, when viewed in terms of the
reiativé number of Edmonﬁon wholesale firms actually doing some business
in these northern communities, the importance of this market becomes
more apparent. For example, 62 establishments or 44.6 per cent of the
sample survey did §9mebbusiness withvGrande Prair%e in 1974-75. Other

centres with strong whdlesa]e linkages to Edmonton include Peace River,

Edson and Whitecourt, showing connections with 36.7 per cent, 35.3 per
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Table 38

Distribution of Northern Business of Edmonton Wholesalers

Location

Number of
Edmonton
Wholesalers

Per Cent .
of Total
Edmonton

Establishments

Grande Prairie
Peace River
St. Paul

Edson

Slave Lake
Whitecourt
Whitehorse
Yellowknife
Inuvik

Jasper - Hinton
Drayton Valley
ETk Point

. Cold Lake

Fort McMurray
High Level
Fort Smith
Dawson Creek
Fort St. John
Fort Nelson
Uranium City
Pine Point
Hay River
Resolute Bay
Watson Lake

62
51

44.
36.
27.
35.
25.

6
7
3
3
2
5
0
.2
6
3
7
7
7
6
.7
.7

.7

A EAS IS
. CDI obwooo&mmw‘o

1.4
1.4

Source:

cent and 29.5 per cent, respectively,

Questionnaire Survey.

saling establishments in the sample survey.

,

volume in one or moré northern communities (Table 39).
that most firms do no more than 10 per cent of their total sales volume

in any one community.

Results of this survey indicate that the majority of Edmonton

The quest1onna1re survey resu]ts further 1nd1cate

of the number of Edmonton who1§-v

wholesaling firms do between 1 and § per cent of their total business

Table 39 shows
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Table 39

Percentage of Edmonton Wholesale Trade, by Value,
with Northern Comrunities

, Percentaqe in each Category
Location 1-5% 6-10% 1-15% 16-207% 21-25%
—_—

Grande Prairie 34.5 7.2 - 2.2 0.7 -
Peace River 31.7 4.3 0.7 - -
St. Paul 23.7 2.9 - - 0.7
Edson 29.5 5.0 0.7 - -
Slave Lake 22.3 2.9 - - -
Whitecourt 25.9 2.2 - 0.7 0.7
Whitehorse, Yukon 21.6 1.4 - - -
Yellowknife, N.W.T. 20.1 2.9 1.4 0.7 -
Inuvik, N.W.T. 12.9 2.9 oo 0.7 -
Jasper-Hinton 2.2 0.7 0.7 0.7 -
Drayton Valley - 0.7 - - -
E1k Point 0.7 - s - - -
Cold Lake 0.7 - .- - -
Fort McMurray 2.9 0.7 - - -
High Level 0.7 - - - -
Fort Smith, N.W.T. 0.7 - - - -
Dawson Creek - - - - -
Fort St. John 0.7 ~ - - -
Fort Nelson - ‘ - - - -
Ura.ium City 1.4 - - - -
Pine Point - - - - -
Hay River 0.7 0.7 : - - ’ -
Resolute Bay ~ - - - -

Watson Lake - - - - -

Source: Questionnaire Survey.

his total sales volume in any local northern market.
Despite the large nuﬁber of firms doing business in the North,
‘the relative size of each 1nd1v1dua1 market and the ease w1th which goods
e . can be transferred in and out of reg1ona1 markets, results in the fact
that few of the firms surveyed actually operate branch outlets in any of
thevstudy sett]ements.v For the 134 wholesaling establishments respond-

ing to this question in the survey, 91.0 per cent indicated that they did
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not maintain any branch outlets in the nine study communities identified
in the questionnaire. However, as Table 40 illustrates, approximately
15 per cent of the sample survey do have outlets in the North, most

concentrated in the Grande \Prairie-Peace River area.

Table 40

Edmonton Wholesalers with Branch Outlets in Ngrthern Communities

Number of
Location Edmonton Branches

Grande Prairie
Edson
Whitehorse
Yellowknife
Inuvik .

Jasper )
Fort McMurray ' ]
Fairview j
Dawson Creek K
Fort St. John
Lloydminster
Prince Albert

Hay River
Anchorage, Alaska

——

—_— et N

TOTAL ' 19

Source: Questionnaire Survey.

Tables 41 and 42 are designed to show the percentage distribu-
tion of wholesale sales by Edmohton firmsuto the various economic
sectors both in terms of their total market, and with the northern
component isolated for the purposes of this ana]ysis.‘ For the Edmonton
wholesale market és a whole, most firms sell the bulk of their output to

three sectors: the retail sector, the mineral resource extraction sector
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and t v ad category of o - businesses. Although the results of the
<

survey allowed for only a very rough approximation of the percentage

distributions to each of these economic sectors, it is possible to

suggest possib]e marketing characteristics for each of these diverse

industrial classes. Seventy-five per cent of the sample survey reported

doing less than 50 per cent of their business with the mineral resource

‘extraction sector, which includes forestry, fishing, mining, and petro-

Teum and natural gas exploration and extraction. The mean response to
this sector was somewhere between 30 and 35 per cent. The manufacturing
sector accounted for approximately 20 to 25 per cent of the sales of
their business with this sector. 1In fact, 35.9 per cent of the respond-
ents reported db%ng less thén 5 per cent of their business with the
manufacturing sector. By far, the greatest ﬁroportion of Edmonton
wholesale sales were direcfed towards the retail sector of the economy.
Forty-eight per cent of the sample survey reported doing more than half
their business with this sector, and only 16.5 per cent report doing
less than 5 per cent. Other wholesalers, on the average, accounted for
approximately 25 to 30 per cent of the sales by most Edmonton whole-
saling establishments. The second largest proportion of the Edmonton
wholesaling market was accounted for by sales to the rather broad, and
perhaps vaguely defined economic sectér, the "other business" category
of firms, This sector‘averaged 35 and 40 per cent of the Edmonton
wholesale sales. The remaining two sectors identified for the purposes
of this survey were the government and household sectors of the economy,
which on the average accounted fbr between 10 and 15 per cent of an

establishment's wholesale sales.
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The distribution of wholesale 11nka§es to northern economic
sectors varied slightly with respect to the pattern observed for the
entire Eqmonton wholesale market. Isolating those sales directed to
economic sectors located in the northern study area resulted in‘the
following percentage distributions of yho]esa]e sales. Again, the
retail sector accounted for approximately 50 per cent of the northern
wholesale sales. Almost 60 per cent of the respondents indicated that
more than 50 per cent of théir northern wholesale sales. were to northern
retail outlets for their particular product line. 1In fact, 37.2 per cent
of the respondents reported doing almost all their business with this
sector. A change in the observed allocation of sales to economic
sectors for the entire market was observed with regard to the northern
mineral respurce extraction sector. Consfﬁghing the importance of this
sector to the regional economy of the North, it is not surprising to
observe that nearly 18 per cent of the northern sales of the sample
survey were directed tqward; this all important economic sector. Forty
per cent of the sample indicated doing ﬁore than 50 per cent of their
business with this sector, and only 25 per cent reported doing less than
5 per cent. In fact, one-fifth of the sample indicated doing between 96
and 100 per cent of their business with the mineral resource extractiqn
sector. Wholesalers and other businesses tended to account fof approxi-
mately 14 and 11 per cent of the northern sales, respectively, with the
household sector accounting for 1e5§§;han one-half of one per cent of
the wholesale sales to northern mafﬁets.

TabTe 43 shows the ranked average percentages of wholesale

sales by Edmonton establishments to each of the economic sectors. As

Table 43 illustrates, the percentage of sales to each sector varies



Table 43

Ranked Average Percentaye of Northern Wholesale Sales

to Lconomic Sectors, by Type of Wholesale Establishment
1 , Averaqe
Economic Sector Rank S.1.C.~ Per Cent
Mineral Resource
Extraction. 1 2 5.7
Z 16 70.0
3 ] 54.2
Manufacturing 1 16 100.0
2 14 20.0
3 8 18.5
Retail 1 4 100.0
2 10 . 100.0
3 3 92.5
Other Wholesale 1 17 100.0
2 ] 66.6
3 2 35.0
Other Businesses ] 4 73.5
2 16 60.0
3 3 57.5
Government 1 9 50.0
2 6 35.0
3 15 30.5
Households ] 16 100.0
2 4 50.0
3 7 10.0
1

% Wihere 1 = Motor Vehicles and Automotive Equipment; 2 = Drugs, Chemicals

Only first three ranking positions are shown.

and Allied Products; 3 = Piece Goods, Notions, Apparel; 4 = Groceries
and Related Products; 5 = Farm Product - Raw Materials;~6 = Electrical
Goods; 7 = Hardware, and Plumbing and Heating Equipment and Supplies;

8 = Machinery, Equipment and Supplies: 9

Metals and Minerals, n.e.c.,

10 = Petroleum and Petroleum Products; 11 =-Scrap and VWaste Materials;
12 = Tobacco and Its Products; 13 = Beer, Wine and Distilled Alcoholic
Beverages; 14 = Paper and Its Products; 15 = Furniture and Home
Furnishings; 16 = Lumber and Construction Materials; and 17 =

“Miscellaneous Wholesalers, n.e.c.

Source: Questonnaire Survey.
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greatly by type of wholesale establishment. Because of the Targe number

of types of wholesalers with linkages to the North, only the first three
ranking positions are shown in Table 43.

Edmonton wholesalers obviously have a wide range of customérs
—Not just retailers, as is commonly assumed.. As the preceding discus-
sion has pointed out, Edmonton wholesalers have direct Tinkages with
mineral re-ource extraction 1ndustrfes, manufacturers, other wholesalers,
other businesses, government and thseho]ds. Although the results of
this survey did not indicate the exact proportions of sales to each of
these sectors by Edmonton wholesalers for the entire who]esa]e market,
it was possib1e't0'approximate this distribution for northern wholesale
sa]es; With certain adjustments for non-response in the questionnaire,
Edmonton wholesale establishments had their sales distributed as follows
in 1973: 50.1 per cent tq retailing, 17.7 per cent to mineral resource
exf?é%tigh industries; 13.5 per cent to other wholesaling, 11.0 per cent
to other businesges, 4.3 per centvtO'government, .8 ber cent to manu
‘ gi:fper cent to households.

facturing, and

The importance of sales to the mineral reSdurce extraction
industries and other wholesalers in the North, reflects the 1mﬁh}tance
of these economic activities in the northern?ééonomy Regional econom1c

~development in the North is 11nked primarily to mineral and forest
- resource exploitation, even though agriculture is important in some
“areas of northern Alberta. As a result, these pr1mary 1ndu§tr1es
create the bulk of the demand for Edmonton wholesale goods. In other
words, the wholesale gtructure of"the region reflects its primary and
secondary industrial structure.

_A]though the Edmonton wholesale industry serves a wide variety



L ! |

4

of customers, many wholesaling establishments sell to only one type of
Customer. However, the degree of specialization by type of customer is
relatively low in the Edmonton wholesaling str:~tv-o. In fact, only for
portions of the sales to northern wholesale markets are there noticeably
Targe percentages of firms serving only one type of customer.' Customer
spe« 1zation appears to so%e degree among the three most important
northern economic sectors: mineral resource extraction, retailing and
other wholesaling. For the sample survey serving retail customers in
the North, 37.2 per cent did between 96 and 100 per cent of their
business with this sector. For those Edmonton firms serving the mineral
resource extraction industry and other wholesalers, there were 20.5 and
21.4 per cent of the sample survey, respectively, which dealt exclusive-
Ty with each of these two sectors. ’

Results of the survey also show that different types of
Edmonton wholesale middlemen specialize in different types of customers.
Agents and brokers, for example, tend to sel] primarily to manufacturers

and other wholesalers, as do manufacturers' branc?;dffiges and sales

3
with retailers. Speciah’zei\ﬁ

outlets. Merchant who]esalgrs on the other hand deal almost eic]usive]y,
i

merchant wholesalers may also sell to

" manufacturers. The large general-line Edmonton wholesale merchants,

however, sell almost always to retailing establishments distributing
their product line. On the other hand, smaller general-line firms,
usually merchant wholesalers, tend to specialize in the greatest variety

of customers, including retailers, manufacturers and mineral resource

] . . 1
extraction industries.

\

1 This pattern of customer specialization by kinds of whole-

124
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Marketing Methods Used by Edmonton Wholesalers

Analysis of the marketing methods used by the survey sample of
Edmonton wholesalers, shows that more Edmonton wholesale goods are sold
by travelling salesmen than by any other marketing method. On the
avérage, over 50 per cent of all sales are maae by this sales method.
Marketing through salesmen at the customer's establishment is expensive
compared with the cost of mail-order catalogues or telecommunications,
such as telephone, telegraph or telexs However, as many Edmontoncwhole—
salers Were quick to point out, using salesmen is also more successful.

The extra éosts of employing salesmen tend to restrict this
type of sa1es method to the larger merchant wholesalers. Costs also
tend to keep wholesaling operations located near their cugtomers in
order to reduce the amount of time salesmen spend travelling between
. Customers. Although it is impossible to determine from the mail ques-
tionnaire, it is likely that thevmajority of sales by salesmen are made
in the local Edmonton wholesale market. Remérks by user‘industries in
the North, tend to substantiate this hypothesis, in that it has been -
pbserved by most northern customers that fewer and fewer salesmen “rom
Edmonton are canvassing their market on any regular baéis. Althouc™ 1t
specifically measured in this survey, fieid observations would tend to
indicate that trade area boundafies between who]ésa]ergﬁiﬁ different
cities tend to be sharp, related primarily to the cost of servicing a

Timited number of customers in the trade area, including the costs of

sale middlemen s almost identical to. the one observed by Goss (1973,

P. 46) in his study of New England hardware wholesalers. Except for the
lack of a mineral resource extraction sector in New England, the pattern
of customer specialization among Edmonton wholesalers correlates perfect-
ly with the patterns outlined by Goss (1973). ‘

ALl
N
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using salesmen, transportation costs and costs associated with slower

delivery times.

. Another form of marketing frequently observed amdng Edmonfon
wholesaling establishments is re]yingug telephone orders by customers.
As much as 40-45 per cent of some firms' §a]es are made in this way.
This sé]es method is often supplemented by another marketing method,
which involves the customer visiting the firm. In the local market this
can account for as much as 20 per cent of a firm's sales. These types
of sa]eé are usually made by small "cash and carry" operations located
near the customers. Although the use of mail order céta]ogues was once
very popular among &ho]esa]eré serving the Prairie market, it would
appear that this gorm of wholesaling has diminished in recent years.

The present unre]fabi]ity of mail services in this country may be one
reason for the decline in this method as a means of marketing wholesale
goods. The least used method of marketing identified in the question-
naire, was salesmen on the telephone to customers. On the avekage, less
than 10 per cent of a firm's sales are made using this method. Table 44
summarizes the percentage distributions of responses to various marketing
methods used by. the sampTe‘Eurvey of Edmonton wholesalers.

When asked if any "special" marketing procedurés were used to
sell wholesale goods in northern markets, only 23 estab]%shments, or
i6.5 per cent of the sample survey, indicated in the affirmative. It s
_1ntefestihg to note that' 9 establishments, or nearly 40 per cent of the
respondents to this question, considered the use of a travelling sales-
man as a-sé-ca]]ed "special' marketing method. Becéuse fewer and fewer *

Edmonton wholesalers are employing salesmen to cover the northern market,

due in part to the 1ncreasihg costs associated with serving such a
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widely dispersed market, it may indeed be a 'special' sales method with
respect to serving the diﬁtant northern markets.

Other so—ca]]éd ‘special marketing procedures identified in
the questionnaire survey included the distribution of mail order cata-.
Togues among northern customers, the ektensive use’of the te]ephone and
the use of prepaid shipments to northern destinations. In addition to
salesmen éanvassing the market on a regular basis, some Edmonton whole-
saling establishments with branch outlets in the North, provide direct
sales calls to established dealers, and in some cases maintain resident

warehouses in the northern communities. Other marketing procedures

- identified in the survey might better be described as special marketing

'services', such as providing technical service and -advice tb customers,
providing special northern packaging and maintaining extra back-up
inventory for northern related products. Extra price discounting and an
emphasis on establishing good delivery times were other special con-
siderations given northern cQstomers.

Related to the nature of the Edmonton wholesale market is the
question of special price concessions to northern customers not made

available to local customers. When queried with regard to this aspect

" of northern marketing ‘procedure, only four Edmonton wholesaling estab-

lishments admitted giving special pricing considerations to northern
Customers. Basically, these price concessions took one of two forms;
extra price discounts over and above the qsha] transportation cost dif-
ferences, and freight allowances on Tong northern hauls. It should be

pointed out here, that several wholesaling firms interviewed in this

survey indicated that the fact that they were not charging higher prices

to northern customers was in itself a "special” price consideration, in

S
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view of the extra costs associatgd with serving this remote and distant

market.

Edmontan Who1esa1e Links to Northern Markets

Earlier in the study, Table 38 indentified the ﬁorthern
communities'with which the sample survey of Edmonton.wholesa1ers had
sdme‘Wh61esa]e trade connection. At that time, some comments were made
with respect to the relative importance of these communities as markets
for Edmonton wholesale gOods. It is ndw relevant to éttach ménétary .
values 'to each of these linkages in brder that some absolute measure of
1ﬁportance be assigned to each Tink.

Tables 45 and 46 indicate the dollar value of each wholesale
link between Edmonton wholesalers and each northern community identified
in the survey. Table 46 spécifica]lyishows the value of sales to each
community by fype of Edmonton wholesale establishment. The spatial
distribution and relative dimensions of these wholesaling Tinkages are
depicted in Figure 2. -

Because these tables detail the value of the wholesale linkages
to each northern community, reference will only be made to the more
important highlights of .these results. In terms of dollar value, Grande
Prairie, Peace River, Edson and Yellowknife appear to have the strongest
wholesale links to Edmonton wholesaling eétab]ishménts. Together these |
four centres account for 55.9 per cent of the value of Edmonton whole-
sale sales to the northern communities identified in Table 45. The
total value of all northern linkages to communities identified in the

survey is $41,315,980 which represents approximately 11.2 per cent of

the total value of Edmonton wholesale sales in 1973. Including the
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Scole: in millions of dollars,

«.:ﬂﬂﬁ§§ Note: Only ‘s.cles over $Imillion are shown.

Figure 2-  Wholesale Sales by Value from Edmonton to
' Northern Communities
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Table 45
Value of Sales by Edmonton Wholesalers

: to Northern Communities and Regions
Location : Sales (9) Per Cent
Communities

Grande Prairie 8,924,410 21.6
Peace River 4,912,810 11.9
- St. Paul 3,803,310 9.2
Edson 4,907,000 11.9
Slave Lake ' 3,309,410 8.0
Whitecourt . 3,706,230 8.9
Whitehorse, Yukon 1,764,300 . 4.3
Yellowknife, N.W.T., 4,350,610 10.5
Inuvik, N.W.T. . ‘ 3,329,100 8.1
“Jasper - Hinton 1,234,720 3.0
Drayton Valley 75,000 0.2
ETk Point 500 0.0
Cold Lake - 2,400 0.0
Fort McMurray 232,680 _ 0.6
High Level 187,500 0.5
Fort Smith, N.W.T. 10,000 0.0
Dawson Creek - -
Fort St. John 286,000 0.7
Fort Nelson - -
Uranium City 25,000 0.1
Pine Point - Co-
Hay River, N.W.T. 255,000 0.6

Resolute Bay
Watson Lake - -

- -
TOTAL $41,315,980 , _ 100.0
Regions )
Northern Alberta 33,451,170 61.2
Yukon 2,084,300 : 3.8
Northwest Territories 9,462,210 17.3
Unspecified Northern Alberta, ‘
Yukon, Northwest Territoriec 3,879,400 ° 7.1
Northern British Columbia 3,373,500 . 6.2
Northern Saskatchewan 2,332,500 4;3
Northern Manitoba : 120,000 0.2
TOTAL $54,703, 080 100.0 .

" Source: Questionnaire Survey.

-

1
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Table 46

Value of Sales by Edmonton Wholesalers to Northern ¢ mmunities
and Regions, by Type of Wholesale Estab]isqﬁgnt

Per Cent
1 of Total
Location S.I.C. - Sales ($) Establishments .

4
2,011,000 22,
616,500 6
130,000 1
93,500 - ]
400,000 4.
3
4

Grande Praijrie

— o,

1

2

3

4

6

7 1,213,500 ]

8 3,116,310 - 3
14 6,000 0
15 110,000 ]
16 979,900 11.
17 247,700 2
Total 8,924,410 - 100.

1

2

3

4

6

7

8

14

15

16

17
Total

OO N — Gy

_—

1,558,500 3

330,000

110,000

, 65,500
; ~ 50,000
476,000

1,402,110

- 3,000

10,000

I 683,600

: 223,600
i 4,912,810

Peace River

-—
QO\LOT\)-—‘U’"I\JO(JJI\)\I\J

N
PLWOODOW——ro oy

—
A~ o
N o

St. Paul 1 1,618,000
3 80,000
4 - 15,000
6 | 100,000
7 ; 174,500
8 ¢ 977,110

11 o 30,000

4 3,000

16 , 718,700

, 87,000

Total | 3,803,310

-t ~N
MNMOOOoOOoODUId O N

—
o
o
Cwo—oNoao»~—un

W
—_— ) W

] / 1,642,800
2 187,500
o3 L 70,000
4 © 63,000

Edson

WAoo,

Continued .
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Table 46...Continued

Per Cent
' N 1 of Total
Location : S.I.C. Sales (%) Establishments
A
Edson...Continued 6 250,000 5.
' 7 41,000 0.8 N

8 1,404,000 28.6
9 17,500 0.4
10 450,000 9.2
14 3,000 0.1
15 10,000 0.2
16 718,700 14.7
17 49,500 * 1.0
Total 4,907,000 100.0

Slave Lake ] 1,442,500 43.67
' -2 ' ' 330,500 10.0
T3 30,000 0.9
4 : 15,000 0.5
7 100,000 3.0
8 1,240,710 37.5
14 6,000 0.2
16 101,200 3.1
17 43,500 1.3
Total 3,309,410 100.0
Whitecourt 1 1,578,920 42.6
2 187,500 . 5.1
3 40,000 1.1
4 7,500 0.2
7 76,000 2.1
8 - 1,509,810 40.7
11 60,000 - 1.6
’ 14 3,000 0.1
N " 16 200,000 5.4
17 43,500 1.2
Total 3,706,230 100.0
Whitehorse 1 101,000 5.7
3 10,000 0.6
4 57,500 3.3
6 . 325,000 18.4
7 281,000 15.9
8 612,200 34.7
11 - 60,000 3.4
14 ' " 6,000 0.3
16 250,000 14.2
17 61,600 3.5
Total 1,764,300 100.0

'Continued ...
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Table 46...Continued
- Per Cent
1 of Total
Location S.I.C. _ Sales (%) Establishments
Yellowknife 1 1,542,500 35.5
.2 143,000 3.3
3 40,000 0.9
4 57,500 1.3
6 687,500 15.8
7 388,000 8.9 _\

8 545,610 12.5 ~
11 30,000 0.7
12 7,500 0.2
14 45,000 1.0
16 802,400 18.4
17 - 61,600 1.4
Total 4,350,610 100.0
Inuvik 1 1,498,000 45.0
3 10,000 0.3
4 22,500 0.7
"6 250,000 - 7.5
7 234,000 7.0
8 ) © 591,200 17.8
12 15,000 0.5
14 6,000 0.2
15 200,000 6.0
16 502,400 15.1
Total 3,329,100 100.0
Jasper - Hinton 1 11,520 ‘ 0.9
3 35,000 2.8
7 117,000 9.5
8 70,000 5.7
16 1,001,200 81.1
Total . 1,234,720 : 100.0
- Drayton Valley 8 - 75,000 100.0
Elk Point 8 500 100.0
Cold Lake’ 16 2,400 100.0
Fort McMurray 1 127,680 . 54.9
8 87,500 37.6
9 17,500 7.5
Total . 232,680 100.0
High-Level ‘ 2 187,500 100.0

Continued .
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Table 46...Continued

A —
- M“ > —

Per Cent
. 1 of Total
Location S.I.C. Sales ($) Establishments
Fort Smith, N.W.T. 3 10,000 100.0
Dawson Creek - - -
Fort St. hn 2 © 286,000 100.0
Fort Nelson - - - -
Uranium City 23 10,000 40.0
| 12 15,000 60. 0
Total - - 25,0000 100.0
Pine Point - - -
Hay River : 1 240,000 ! 94.1
7 15,000¢ 5.9
Total © 255,000 100.0
Resolute Bay - - C o~ ) - ) vﬁ
Watson Lake - \ - 3 < -
Regions ‘
Northern Alberta 7 10,800,920 33.6
2 1,840,000 5.7
3 495,000 1.5
4 259,500 0.8
5 - -
6 800, 000 2.5
7 2,198,000 6.9
8 9,883,050 30.8
9 35,000 0.1
10 450,000 1.4
11 90, 000 0.3
12 - -
13 - -
14 24,000 0.1
15 130,000 0.4
. 16 4,405,700 13.7
17 694,800 \ PN
Total 32,105,970 100.0

Continued .
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Table 46. .. Continyed

Location S.I.C.] Sales (%)
Yukon 1 251,000
3 10,000
4 145,000
‘ 6 387,000
7 301,000
11 60,000
14 6,000
16 250,000
1. 61,600
Total 1,471,600
Northwest Territories 1 3,460,500
2 143,000
3 80,000
4 167,500

5 -
6 1,325,000
7 677,000
8 1,886,810
9 52,500

10" -
11 30,000
12 22,500

13 -
14 51,000
15 ‘ 200,000
16 1,304,800
17 61,600
Total 9,462,210

Northern Alberta, Yukon,

Northwest Territories 1 14,720,420
2 2,333,000
3 £85,000
4 572,000

o] -
6 2,812,000
-7 3,176,000
8 “2,144,260
9 87,500
10 450,000
11 180,000
12 22,500

13 -

Per Cent

of

» Establishmer

Total
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Table 46...Continued

Per Cent
: of Total
Location ' S.1.C. Sales ($) Establishments
Northern Alberta, Yukon, \\\\_,//
Northwest Territories. ..
Continued 14 : 90,000 0.2
~ o 15 1,030,000 2.2
16 , 6,145,500 13.1
17 2,571,000 5.5
‘Total -~ 46,919,180 100.0
Northern ‘ :
British Columbia . ] 2,475,000 73.4
- 2 286,000 8.5
7 ' 112,500 3.3
17 500,000 14.8
Total 3,373,500 100.0
Northern Saskatchewan 1 1,807,500 ‘ 77.5
3 10,000 0.4
12 15,000 0.6
17 500, 000 21.4
Total 2,332,500 100.0
0

Horthern Manitoba ] 120,000 : 100.

1 Where 1 = Motor Vehicles and Automotive Equipment; 2 = Drugs, Chemicals

and Allied Products; 3 = Piece Goods, Notions, Apparel,. 4 = Groceries
and Related Products; 5 = Farm Product - Raw Materials; 6 = Electrical -
Goods; 7 = Hardware, and PTumbing and Heating Equipment and Supplies;
8 = Machinery, Equipment and Supplies; 9 = Metals and Minerals, n.e.c.;
10 = Petroleum and Petroleum Products; 11 = Scrap and Maste Materials;
12 = Tobacco and Its Products; 13 = Beer, Wine and .Distilled. Alcoholac
Beverages; 14 = Paper and Its Products; 15 = FurnSture and Home
Furnishings; 16 = Lumber and Construction Materials; and 17 = Miscel-
. laneous Wholesalers, n.e.c.

Source® Questionnaire Survey.

value of wholesale Tinkages to other northern regions, including north-
ern British Columbia, Saskatchewén.and Manitoba, brings the total value
of all northern“Tfnkages to $54,703,080, or 14.9 per cent of the total

wholesale sales reported by the survey sample of Edmonton wholesaiers.



As Table 45 illustrates, sales to communities and regions within the
study area amount to $48,877,080, or in other words, 89.4 per cent of
the total value of Edmonton wholesale linkages to the North.

Considering Edmonton's function as a "gateway" to the develop-
ing North, it is not surprising to find that the strongest links by type
of establishment exist»between the North and those types of wholesilers
- most directly involved in supplying developmental indysfries in the
North. For example, the two most important Edmonton wholesaling sectors
in terms of the number of estab]ishments,Aemployment and sales, are also
~the sectors with the strongest Tinkages, measured in dq11ar value, to
each of the communities surveyed. These important wholesaling cat-
egories are the Motor Vehicles and Automotive Equipment sector and the
Machinery, Equipment and Supplies secter which accounted for between 5

and 45 per cent and. 12 5 and 40.7 per cent respectively of the total
wholesale Tinkages to each study sett]ement Another important cﬁass of'
Edmonton wholesalers which has ‘mportant implications in the regional
economic development of the'North, and which in fhis survey manifested
strong wholesale linkages to eachvof the communities surveyed, is the
Lumber and/;onstruction Materials sector. Other sectors which also_have
strong'developmentai implicatians with respect to the future economic
deVe]opment of.northern regions and which also manifested substantial
whoTesale 1inkages to the selected northern communities are the Drugs,
Chemicals and Allied Products sector, the Electrical Goeds‘sector and
the Hardware, and P]umb1ng and Heating Equipment and Supp]]es sector.
In other words those f1rms most d1rect1y implicated in the industrial -
development of the northern economy are the same fi hich manifest

the highest valye wholesale 1inks between Edmonton and the Noéfh; Once

138
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again, the dominant position of these important wholesaling sectors is
affirmed, and the relationship between relative importar: 2f a sector
within the wholesaling structure, and the importance of the related user
industry within the primary and secondary industrial structure of the
region is best undersfood in terms of the role of both supplier and uéer
in the economic deVelopment of the region. In other w0ﬁds, those
Edmonton wholesaling establishments which are directly involved in
supplying wholesale goods to customers in economic sectors related to
~the industrial development of the North, are those wholesalers with the
strongest Tinkages to each’of the, communities surveyed. It is th1s
focus on northern user demand for Edmonton wholesale goods being used in
the development of the North which sheds Tight on the trye nature and.
importance of Edmonton as a "gateway". Yiewed from its northern perspec-
tive, the Edmonton wholesaling structure becomés the Tinking veh1c1e by
means of which the northern marketlng organ1zat1on takes place and

becomes effective.

b Y
Transportation Considerations

Having suggested something of the dimensions of the direct ébd
semi-direct wholesaling ]inkages between Edmonton and the North, it is
now necessary to focus on the nature of the facilitating Tinkages; that
is, those. Tinkages which maké poséib]e the flow of goods and sggyices
between centres in the marketing organization, including transportation
and specialized cbmmunication. For the purposes of this analysis, we'
are primarily concerned with theAQarious modes of transportation used in
the distribution of Edmonton Who]esa]e goods to the North. The relative

importance of transportation in the wholesaling structure has already
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been alluded to in previous discussions of the locational proximity of
support businesses, and in particular, transport facilities. A ;urther
indication of its imbortance t6 wholesale distribution. is suggested in
the observed fact that 44.6 per cent of the sample sufvey maintain their
own transportation facilities. Of the 60 firms reporting the nature of
these facilities, 78.3 per cent reported having some form of truck
transport, including light delivery trucks (1/2 and 3/4 ton capacity),
vans, step-ups, semis, trailers, Towboys, and the like; and the re-
maiping 21.7 per cgnt indicated using an automobile for light deiivery
purposes. It should be pointed out here that most firms indicated using
fheir own transport faci]ipiés primarily for local del{veries, while
relying héavi]y on other trucking facilities for longer hauls.
For purposes of comparison, Tables 47 ana 48 illustrate the
percentage distfibution of traﬁsporta{Z@n\@dde usage for the Edmonton
~who]esa]e market as a whole, and for #he northern component of the
market also. Because we are primari]y concerned with the modes of
transportation used:to ship wholesale goods to the North, our attentipn
will focus on the transportation linkages bétween Edmonton and its
northern markets. |
| Because transportation freight rates are generally lower per
ton-mile for goods shipped long distances in.]arge amounts, wholesalers
are able to purchase better large shipments of a particular item than
are their customers. In this way, the whnlesaler minimizes the transpor-
tation costs for the customer. Acc:ording tc Goss (1973, pp. 46-47), it
is this ability, combined with reduc’nc ir cntory costs and satisfyihg
customers; demands for fast service,rwhich has cauéed the wholesaler to

locate near his customers.
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Results of the survey show that truck and‘ajr transportation
are by far the most popular qnd'effective means of transferring whole-
sale goods from Edmonton to the North. Almost three-quarters of the
sample survey indicated using truck transport to ship their goods. On
the average, each firm in the sample shipped between 75 to 80 per cent
of its output via this mode of transportation. In fact, almost 25 per
cent of the sample survey reported using trucking companies, express or
parte] service to ship almost their entire output (between 96 and 100
per cent). In addition, to purchasing trucking services from others,
Edmonton wholesalers also usé their own trucks to ship goods north.
Approximately .en per cent of the sample used their own trucks to shfp
goods nortHfS_When used by Edmonton Qho]esa]ers, their own trucking
services carried as much as 45 to 50 per cent of their northern ship-
ments., In general, however{ use of their own trucking service was
limited primarily to local deliveries in the Edmontoq wholesale market.

ATthoggh the majority of firms prefer highway transport if it
is available, air transport is essential for the movement of perishable
goods and(urgent]y heeded materials. In addition %0 the speed of the
service, air transport is favoured over othc modes in maﬁy instances
because of the frequency of air freight service. Just over 40 per cent
of the sample reported using air freight to.some exfent.‘ On the average,
however, only 10 to 15 per cenf 6f a firm's output was shipped via air
transport. Because of the high costs associated with this mode of
transportation, air freight is generally avoided uniess absolutely
necessary.
| The parcel post services of the post office are used to soﬁe

extent by Edmonton wholesalers in supplying northern markets. Most
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often this service is purchased‘by specialized merchant wholesalers
dealing in small orders of high value which must be shipped great
distances. If time is not a major consideration, then parcel post
allows wholesalers to avoid otherwise high truck operating costs.

For most Edmonton wholesalers, railroads are not important for
thé delivery of goods to customers, and most wholesalers do not use
railroads for this purpose. Only 15 per cent of those surveyed reported
using the services of the railroad for delivery purposes, and for" this
portion of the sample, shipments usually averaged only 10 to 15.per cent
of their total northern transfers. Trucks have generally replaced rail-
roads as the carrier of goods between the wholesaler and his éuétomers,
allowing wholesalers to locate in centres that are not rai]réad centres
and to compete with those wholesalers remaining in railroad centres.
This trend Epwards 1ncréased use of trucking services to ship wholesale
goods has led to a shift in trade areas and a rise in importance of
wholesale centres of cities, that are not railroad centres. One good
examp]e.of this is the rise of Edmonton as a wholesaling centre, rela-
tive to the decline of Winnipeg which previously dominated the wholesale
market of western Canada.

Other modes of transportation.used to ship goods from Edmonton
north, include limited use of the automobile, cugtomer pickup, bus and
barge. Other forms of transportation result from a combination of the
préviouS]y discussed modes such as truck-barge and trgckhair‘combina-
tions;

Traditionally, river traffic has been the most -important mode
of transport into and out of the North. Even today, a significant

portion of bulk freight moves by barge. Despite the fact that distances
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-are extremely great and that the barge shipping season is comparatively '

short, Edmonton wholesalers serving the Mackenzie Valley tend to apprec-
iate the low barge rates charged on bulk commodities. This is the
primary advantage of this type of transport, and Edmonton's link by road
and and rail to this system gives it a unique advantage with respect to
supp]yipg the North by water. Wholesale goods using this mode are
usually shipped by truck or raii from Edmonton to Waterways, where they
are then transferred to barges and transshipped to Hay River on the
Great Slave Lake. With routes which branch out of the three principal”
lakes, Athabasca, Great Slave and Great Bear., Edmonton wholesalers are
given access to a wide market on an estimated 4,300 kilometers (2,706
miles) of navigable water (Schweitzer and Stewart, 1970). The use of
barge fransp%£57<@§W§Vgr, s generally limited to the transfer of non- v e
perishable goods or goodé that are not urgently needed.

Results of this survey tend to suggest that truck and air
transport facilities dominate in the transfer of goods and services
between Edmonton who]esa]ers and the North. They are by far the most

\\ popular and effective means 6f moving goods to the North Where ava11-

. able, truck transport is generally preferred by the majority of whole- .
sale firms shipping goods north® The transport costs per\ynit weight
are obviously much Tess for the truck transport than if thé\SQme com-
modity is shipped by air. As previously mentioned, air transpgxt, while
essential for perishables and urgently needed materials, is for 'the most
part avoided unless absolutely necessary. The primary advantage of air
transport to the North is the regu]érity and frequency of air freight

service. Unlike barge transport, which is inextricably tied to the

w1nter break -up to freeze-up period, air transport is a reliable, year-
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round mode of moving freight north. Edmonton has great geographical
advantage with respect to scheduled flights serving the vast northern
hinterland. Air carrier activity in northern operations has increased
rapidly in recent years}(iif mainly to the demands placed on this
service by the 011 and gas exploration industry. Air service from
Edmonton to Canada's northland consists of a number of private and
commercial aircraft, ranging from single engine float planes to jet
freighters. Regularly scheduled passenger-freight service is provided
b& several of the commercial airlines, providing Edmonton wholesalers
with an efficient means of moving tréVe]]ing salesmen throughouf the
vast northern wholesale market.

~

Backward Linkages

In addition to the Tinkages between Edmonton wholesalers and
their northern customers, that is their forward whé]esa]e linkages, it
s necessary to consider the nature and extent of their so-called

‘backward Tinkages, that is those linkages between Edmonton wholesalers .
and their principal sources of supply. The remaining portion of this
section on Edmonton wholesale linkages to the North, will deal with thfs
aspect of the Edmonton wholesaling structure. In particular, the

following discussion will focus on the types of businesses supplying \
‘ X
]

;gdmonton wholesalers, and where these businesses are located. An attémﬁt
will also be made to analyse the types of transportafion facilities used
by suppliers to ship goods to Edmonton wholesalers.

Table 49 contains the percentage distribution of goods pur-
chaéed for resale b} Edmonton wholesaling estab]ishments.% Most goods

h
sold by Edmonton wholesalers are purchased directly from the manufacturer.
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The establishments answering the survey reported that an average of 87.7
per cent of the dollar value of goods they burchase is féom manufacturing
p1ants.' Of the 117 establishments indicating backward 1i1nkages to
manufacturers, 45.3 per cent stated that they purchased 100 per cent of
their goods for resale directly from the manufacturing p]ant.. Only nine
firms (7.7%) indicated purchasing 1e§s than 50 per cent of their goods
from manufacturers. THe mean value for firms indicating purchases for
resale from other wholesalers was~22.9 per cent. Almost 50 per cent

of thoselestablishments being supplied by other Qho]esa]ers purchased
between 10 and 15 per cent of their inventory'from this sector. Only
two firms in the sample survey reported purchasing their entire input
from other wholesalers. Seven Edmonton wholesaling establishments re-
ported purchases from other sectérs (retail, government, etc.), with the
average purchaée by these firms amounting to 55.7 per cent of their
total intake.

Table 50 identifies the location of suppliers for Edmonton
wholesalers by citieé, provinces and regions. The first observation
that can be made is that Edmonton wholesaling establishments have
backward 1inkages extending clear across Canada, to Europe, the United
States and parts of the Far East. Links have even been identified be-
tween Edmonton wholesalers and suppliers in Africa and, South and Latin
America. Results of this survey would suggest that the bulk of purchases
for resale are made with manufacturers located in Ontario, primarily in
the Toronto-Hamilton érea. For those firms with backward linkages to |
this region, the mean value of purchases was between 40 and 45 ber cent
of their total-input. Only ten firms in the sample reported purchasing

more than 90 per cent of their inventory from the Toronto area. In

>
[
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addition to linkages with Ontario, approximately 45 per cent of the
sample survey indicateg purchasing goods for resale from the Edmoriton
area. Fifty-seven perﬁcent of the wholesalers indicating linkages with
Edmonton suppliers, reported purchasing less than 10 per cent of their
stocks from this area. The average purchése‘amounted to between 25 and
30 per cent of inventory pdrchases. >An equal amount of firms also
indicated strong linkages to United States suppliers of products for
wholesale distribution. For firms with backward Tinkages to U.S.-based
.supp1iers, these purchases usually accounted for a third of their annual
intake. Other less important linkages were identified to Montrea],
Vancouver and Winnipeg. Figure 3 illustrates the "spray" of backward
linkages between Edmonton aggw%fs various sources of supply, as well as
indicating the forwafd tinkages between Edmonton wholesalers and all
northern markets identified in the questiopnaire survey. Note that
-tHése Tinkages are not proportionally repré:ented énd are intended to
 1ndicate only the egistence of é lTinkage between Edmonton and its source
of supply or northern wholesale market.

Becéuse the distance between Edmonton'wholesa1ers and their
suppliers is greater than the distance between Edmonton who]esa1er§ and
tﬁ%ir customérs, and also because the average size of the shipment is )
larger, different forms of transportation are used to procure goods frém
suppliers. 1In general, there is less use of highway vehicles and more
use of raw, air and water transportation\\ |

Table 51 contains the percentage distribution of goods de-
livered,fo Edmonton wholesalers by the variods modes of transportation.

Although truck transp~rt is.not used to the same extent as ir  “e case

of the forward linkages, th$s mode of transportation still accounts for *
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,

Maritimes

. /Mon(real‘ 3

LEGEND . L
1 Calgary 6. Slave Lake 11 Donnelly 16. High Levei 21. Whitehorse 26. Ft.Simpson ‘l ;
2.St. Paul 7. Valleyview 12.Peace River 17 Dawson Creek 22 Dawson 27. Winnipeg E
3. Edson 8. Grande Prairie 13. Hines Creek 18, Ft. St. John .’ 23 Inuvik 28.Vancouver 3
~ 4. Hinton 9 Beaverlodge 4. Ft. McMurray 19. Ft. Nelson, 24. Yellowknite —- o 3
5. Whitecourt 10. High Prairie 15.Ft. Vermilion 20,-Cassiqf¢: . 25. Hay River —{>trom 3
. S

Figure 3- Linkage Connections of Edmonton Wholesalers with
' Suppliers and..Northern  Markets
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the bulk of the freight shipped by suppliers to Edmonton wholesalers.

Over 85 per cent of the survey sample reported having goods delivered to-

them by truck, with 25.2 per cent of these respondents indicating that
almost all (96-100%) of their stock orders were shipped to them by
truck. The average percentage of goods shipped to Edmonton wholesalers
in the sample was somewhere between 65 and.70 per cent for those with
truck facil®:atinc Tinkages. It should be pointed out here that part of
this large , n of shipments received by Edmontnh aﬁplesalers is
de]1vered to the city on one medns of conveyance, ;ﬁﬁig% rail or air,
then transferred to trucks and de]iyered to wholesalers.

Next inbimportance in terms of the percentage of goods shipﬁé%
to Edmohton wholesalers is rail facilities. Fifty-one per cent of tﬁ&
survey sample repor'ted having goods shipped to them by rail, with.the

average shipment accounting for approximately 35 to 40 per cent. of the

establishment's input. Again, air freight and parcel DOSt account for o

/
Av3

somé of the goods mov1ng into the Edmonton who1esa11ng structure, with
about 35 per cent of the sample having goods delivered by thése m%ans.

However, for those with deliveries by air, the shipments uéua]ly do not

amount to more than 10 per cent of the goods purchased for resale by

Edmonton wholesalers. Some googs are delivered to the city by rail or

air, stored by freight forwarding compahies, and subsequently picked up

by the individual wholesaler, particularly if tite firm own's its own

\\ "

transport facilities.

One final aspect of the wholesale linkages between Edmonton
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and the North, to be dealt with in this section, relates to the physical

weight of the shipments of wholesale goods between regions. ‘Table 52

shows the distribution of respondents to this question in the survey for
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Table 52
Shipments of Edmonton Wholesale Firms, by Weight

T - T

Weight of : To
Shipment In Per To Per Other Per
(Tons) Edmonton Cent North Cent Area Cent
1 - 49 19 » 38 23 ' 59 16 39
50 - 199 11 22 7 18 7 17
200 - 799 8 16 6 15 11 27
800 - 3199 6 12 1 3 . 4 10
3200 or more 6 12 2 5 3 7
TOTAL 50 100 39 100 47 100

Source: Questionnaire Survey.

each of the selected we1ght categories. As Table 52 illustrates, almost
60 Ler cent of the northern shipments of wholesale goods are under 50
tons, with only 50 per cent in excess of 3,200 tons Unfortunate]y,
1ndustria] machinery, fuel, equipment and supplies, failed to respbnd to -
this question in the survey, due to problems associated w1th making an
accurate estimate of the- ‘physical volume xhey sh1p each year, caution

" must be exercised in interpreting the resu, of this table.
* :

Competition and Market Penetration

Before discussing the wholesale Tinkages between Edmonton and

the North from the standpoint of the northern wholesalers, it is neces-

) . :
sary to briefly outline some of the problems of who]esa]e competition for
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northern markets and reasons for penetration of these markets by who]e—zé}

S

salers from other western Canadian who]esa]1ng centres, such as Vancouver,

W1nn4peg and to some extent Calgary.

4

42
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Y
When questioned with regard to the Penetration of Edmonton

wholesaling markets in the North by who]esa]ers from Vancouver, w1nn1peg
and Calgary, only 26.7 per cent of those responding to the query in-
dicated that such penetration had occurred. Mdre 1mportant however,
are the reasons for the observed market penetration by these wholesalers.
By far, the main reason, most often cited, for market penetra-
tion was the stiff price competition undertaken by Vancouver wholesalers.
In some markets, as in Grande Prairie for example, firms are able to
purchase goods directly from Vancouver wholesalers at Tower prices. than
available in Edmonton In addition, Vancouver wholesalers have even

gone to the po1nt.pf establishing Tocal Jjobber warehouses in some

One of the reasons . ‘suggested for the Tower prices from Vancouver re]ates
to the more efficient distribution costs characteristic of. the Vancouver
wholesaling structyre. |
Re]ated to this aspect of lTower prices, 1s the reported
. better quality and less expensive transportaion between Vancouver and
the North. Comments 1ike “Tower freight rates on B. C. railways", "lower
fre1ght rates on north-south B.cC. truck routes" and ”Tower freight rates

from Vancouver" were typical of the responses to th1s aspect of the

survey.
For some communities, such as Whitehorse in the Yukon, Van-
couver has been a traditional source of supply for wholesale goods.

Similarly, the Tocation of mining head offices in Vancouver and oil

company head off1ces in Calgary have Ted to the deve]opment of tradi-

Mg

‘ t107@1 who]esa]e Tinks between these centres and the North based on head ' 1

ofiFi e;aff111at10ns




Apaft from these apparently overt attempts by wholesalers from
Vancouver and Calgary to pénetrate the northern wholesale markets
tr&ditiona]]y served by [dmenton wholesalers, there are reasons for this
competition which relate to deficiencies in the @*mnﬂmn wholesaling
structure. For example, some products are not ava1]ab1e in Edmonton and
hence must be purchased from dther suppliers, usually located in Vancou-
ver. Other reasons for markét_penetration observed by this survey are
forces over which no wholesaling séctor has control. Buyer indifference
with respect to where supplies are purchased is one example c1ted by the
survey, sample as reasons for increased competition from outside forces.
Other Edmonton wholesalers feel that the increased penetration by out-
side wholesalers is the resuylt of natural market expansion, particularly
with respect to the penetrdtion of the North by Vancouver wholesale
markets. Whatever the reason, the results of this survey would tend to
substantiate the claim that wholesalers from centres such as Vancouver,
Winnipeg and Calgary are making inroads to thebnorthern markets and that
this does have important implications for Edmonton both as a "gateway"
and as a potential supp]1é&}for future expanded economic development in.
the North. The 1mp]1cat1ons of .the competition and market penetrat1on
will be Tooked into in more detail later in the study, after other
aspects éf the northern marketing structure havé been dealt with in the

.

- next section.

Northern Alberta Wholesale Trade Survey

Nature of the Northern Wholesale Markets

In addition to wholesale linkages from Edmonton to the North,

il
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e
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there are direct and semi-direct wholesale linkages originating within

the region. ‘In other words, the user industries in the North are not

only being supplied by Edmonton distributors, they are also being

serviced by local wholesaling establishments. The purpose of this ,p
section of the study is to critically evaluate the nature and extent of \

these internal northern wholesaling linkages in order to determine how

these linkages fit into the broader aspects of the region's marketing

organizaton.

As would be expected for these sna11er indigenous wholesale /
markets, northern wholesaling establishments located in ten study settle-}
ments tend to do the majority of their business locally. Results of the//
questionnaire survey indicate that 61.1 per cent of those responding tqf
this aspect of the survey, or 51.2 per cent of the sample survey,
reported selling between 96 and 100 per cent of their output, in terms
of dollar vaiue 1n the1r local who]esa]e market. By local, reference
is be1ng made here to the market trade area within and immediately
surrounding each commun1ty. The mean value of goods sold in each
community's local wholesale market was approximately 80 to 85 per cent.
Approximately 40 per cent of those with forward linkages outside Alberta
sell between 96 and 100 per cent of their output i that market. The
remainder do less than half of their wholesale business outside the
T province. With an average of 80 to 85 per cent of the northern who]e-
sale trade being d1str1buted 1oca11y, with over half of the establishments

doing nearly 100 per cent of their sales within each local market, it

follows that wholesale linkages between conmhnities within the study
area and between who]esa]erS‘in the study settlements and users outside ;

the study area are for the most part very weak.

Nl o
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In Tieu of reporting the small values of who]esé1e linkages
outside each study settlement it was decfded that the toté] value of
each wholesale market would be a more relevant measure of importance.
Table 53 ranks nine of.the study settiements by value of their total
wholesale market, which includes loca] wholesale sales p1u§ sales from
other northern communitieé. The values giyen in Table 53 do not include
the value of wholesale goods sold in each community from Edmonton whole-
salers, .unless such goods happen to pass through a wholesale inter-
mediary located within the study settlement. The resu[ﬁs of the fort
McMurray éurvey are exc]ﬁded from Table 53 because of the small sample
size.

Table 53 illustrates the domiﬁance of Grande Prairie;
Whitehorse and Yellowknife as regional cehfres. Distribution of these
marketing centres in terms of the value of their wholesale market
corresponds quite closely to the distribu;ion of the number of wholesale
establishments and the size of each community's population.

One anomaly, however, does appéar in the table and that is
with respect to the relative importance of Slave Lake as ¢ nNolesale
distribution point in northern Alberta. As the smallest study settle-
ment in terms of population, it is surprisihgﬂ%o observe that it ranks
sixih in terms of the number 6f wholesale establishments and fourth in
terms of the value of its total who]esé]e sales transactions. Its
relative dominance over other northern Alberta distribution centres can
be ﬁartia]]y explained in terms of.ifs geographical 1o;ation within the
study area and by the types of estab]ishmeﬁts whichl;haracterize its

wholesale structure. Being the only settlement of any significant size

Tocated within the northern-central region of the province, and suf-
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Northern Communities Ranked by Wholesale Market Value,
and by Most Timportant Types of Wholesale Establishments

Table 53

Rank

Location .

Market
Value

($)

Per Cent

of
Valu

e

Grande Prairie
Whitehorse
Yellowknife
Slave Lake
Peace,ijer
St. Paul

Edson

Inuvik

Whitecourt

16,021,900

6,507,500

4,047,500

2,490,500

2,380,850

1,715,000

940,000

888,500

’
/

190,000

51.
25.
9.

43.
31.
17.
92.
4.
2.

70.
15.
9.

52.
20.
1.

48.
43.
8.

85.
14.

63.
29.
5.

70.
15.
9.

3
8
8
1
0
3
7
3
2
3
1
1
5
9
3
1
7
2
1
G

9
9
6
3
1

1

e

] Only first three ranks are shown, where S.I.C. 1 = Motor Vehicles and.

Automotive Equipment; 2 = Drugs, Chemicals an
3 = Piece Goods, Notions, Apparel; 4
5 = Farm Product - Raw Materials; 6

and Plumbing and Heating Equipment and Supplies; 8
9-= Metals and Minerals, n.e.c.; 10 = Petroleum

and Petroleum Products; 11 = Scrap and Waste Materials; 12 = Tobacco
and Its Products; 13 = Beer, Wine and Distilled Al
14 = Paper and Its Products; 15 =

16 = Lumber and Construction Mater

Equipment and Supplies;

Wholesalers, n.e.c.

Source:

Questionnaire Survey.

d Allied Products;
= Groceries and Related Products;
= Electrical Goods;

= Machinery,

coholic Beverages;
Furniture and Home Furnishings;
ials; and 17 = Miscellaneous

7 = Hardware,
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ficientiy distant from other major regional wholesaling markets such as
Grande Prairie, Yellowknife and Edmonton, Slave Lake has been able to
deve]ob a fairly significant wholesale trade sector relative to its
population. Whereas the geographic location of Peace River results in
its wholesale market being overshadowed by the more dominant regional
centre, Grande Prairie, as are the markets of Edson and Whitecourt
overshadowed by the domihance of Edmonton as a wholesale market, the
Tocation of Slave Lake has allowed this community to develop a strong
wholesale infrastrucfure relative to its size within the study region.
In addition to its favourable geographic location, the relative domi-
nance of Slave Lake within the northern wholesaling structure can, in
part be explained py the nature of its wholesaling establishments, and
in particular, the type df products they distribute.. Located on one of
the province's major 0il and natural gas fie]ds; the wholesaling struc-
ture of Slave Léke reflects the importance of this economic activity to
the industrial structure of the ggmmunity. Five of the seven (71.4%)
S]ave Lake wholesaling éstab]ishments are in the Petroleum and Petrgleum
Products class, which together account for 70.3 per cent of the centre's
total wholesale markét value. In addition, the two remaining wholesaling
estab11shment< are directly related to the oil industry, one be1ng a
Supp11er of 011 f1e1d equipment and supp]1es specializing in bottom hotle -
pumps, valves ar “ittings, and the other be1ng an associate jobber of
parts for motor vehicles and other sundry industrial supplies. In other
words, the dominaﬁce of Slave Lake as a wholesale distributor of pet-
roleum- and petroleum related products is a reflection of its primary and
secondary 1ndustr1afistructure

With the majority of wholesale transactions being conducted in

PR
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R ' Table 54
D1str1butlon of Branch Qutlets of Northern Wholesalers

A= , _

Location of ' ‘ Location of Employment at

Wholesaler Branch Qutlet Branch Qutlet
Grande Prairie Hay River 25
Dawson Creek 2
Peace River Hay River 8
Slave Lake ' Swan Hills 4
whftehorse Yellowknife -
Whitehorse 3

Source: Questionnaire Survey.

local wholesale markets, it is not surprising te observe that most

northern wholesalers do not “.v. branch out]ets_other northern
- 'n sample survey of

W@ settlements. In fact, only si. iirms (]4 6%) i

northern wholesalers indicated hav1ng branch outlets in other northern
communities. Table 54 contains the d1stribution of branch outlets for

northern wholesalers by location of parent estab11shments and location

of branch out]et The employment at each branch out]et is also shown in

4
Tab]e 54. Resu]ts of this table illustrate the relative 1mportance of

" Hay. R1ver as a transshlpment point between the northern Alberta markets
and markets in the Northwest Territories, particularly tﬁBge\distributed
along the barge routes in the Mackenzie River Valley. Hay River is an
- important distributinn point for the Territories, particu]ar]y dnring
fa]] freeze-up and spring-thaw periods when road access to Yellowknife
“is"disrupted and a]] goods being shipped by truck must be transshipped
at Hay R1ver and flown into Yellowknife. Grande Prairie's linkages with

the northern British Columbia market are also illustrated in this table.
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And once again, the dominance of Slave Lake in north-central Alberta is
affirmed by the presence of a Slave Laké branch outlet in Swan Hills.

Table 55 contains the percentage distribution of wholesale
sales by northern wholesaling establishments to the various user indust-
ries grouped by principal economic sectors. As in the case of the
Edmonton who]esa]ing strucuture, retail customefs accounted for the
greatest proportion of wholesale sales by economic séctors. Sixty-three
Pe€r cent of the survey sample of northern wholesalers reported sales to
the retail sector of each respective community. For those firms indicat-
ing Tinkages with the retail economic sector, the average value of their
total sales going to this sector was around .. ‘ ceﬁt. Six firms
(23.1%) reporting Tinkages to retail  istomers indic;féd that the bulk
of their sales (96-100%) went to th T-imp + it industrial category.
Once aggin, as in the Edmonton wholesaling structure, the so—ca]]ed
"other businesses" category accou red for the second largest proportion
of total wholesale sales by northern establishments. The mean propor-
tion going to thié sector by the sufvey‘sample was between 40 and 45 per
cent. Almost a quarter of those doiné busing§s with this sector in-
dicated having less than ]Q per cent of their goods purchased by this
sector. Only three firms (7.3%) reported doing all théir business with
the "other bﬁsihesses” category.‘

'Surprisingly, after the two previously mentioned industrial
categories, sales to government ranked third in importance in terms of
the number of wholesalers reporting connections to each economic sector.
Although over half the survey sample indicated sales to government, the
average proportion of their total volume accounted for by these sales

amounted to only 10-15 per cent.  No firm in the sample did more than 3( .é‘
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per cent of its business with government, with 76.2 per cent doing Tess

S

than 10 per cent.

Very close to 50 per cent of the survey sample also reported
doing business with the mineral resource extraction s¢ O0f this 50
per cent, most reported doing less than 5 ber cent of tr total sales
with this sector, with an average of 1-5 per cent being done by all -
northern Qho]e§a]ers in the mple. Hot surprisingly, one nbtab]é
" exception was Fort McMurray where wholesalers reported doing almost 50
per cent of their sales with the m{ﬁera1 resource extraction sector.

Almost equal amounts of the sample survey, approximately 21-
per cent, reported wholesale trade connertions with manufacturers,
households and other wholesalers. Sales to manufact&?ers accpunted for
an average of 10 per cent of a firm's total sales, with no firm dojng
more than 25 per cent of its business with this sector, and with Sver a
third doing-less than 5 per cent. The mean valde of sales to other
Qho]esé]ers was very close to 35 per cent. For wholesale sales to
househo1der§/in the Nbrth, the average value waé around 20 per cent, but
- most (62.5%) did less than 10 per cent.
Like the Edmonton wholesal:: structure, the wholesaling

structure of the North is characteriscu by a wide range of cusfbmers,

164

» “ B
~including government, mineral resource extraction industries, manufactur- /

ers, household consumers, retailers, other «“slesalers and other business
enterprises. . Although results qfithe survey did not report exact
proportion§ of sales volumes accounted for by:pur;hases from eacﬁnsector
within each community, aggregate data resy]ts do permit approximations
for the distribution of sales to each of ;he major economic sectors for

the study region as a whole. Adjusting for non:response in the surv

IR W s L S



it can‘be shown that the Survéy sampTe of northern who1esa11ng estab-
Tishments hag. ‘their sales d1str1buted to each of the principal egonoﬁ?t
sectors as fo]]ows 36.2 per cent to retailing, 29.6 per cent té other
businesses, 18.6 per cent to mineral resource extraction industries, 6;5_£ .
per_eent to goVernment, 5.9 per cent to househo]ddconsumers, 1.6 per”’ J

cent to manufacturers, and 1.5 per cent to other wholesalers. Comoari- T

son of these results with the s1m11ar d1str1but1on for the Edmonton QL

wholesaling structure reflects the majqr difference in the nature of‘the

two markets ‘that is, with respect to Equnton S ro]e as the main supp]y

centre for northern who]esa]ers On the otﬁer hand,‘1n northern who]e-

sa]e markets more emphas1s is p]aced on sales\to government agencies by
\

Tocal rather than outs1de d1str1butors, ref]ect1ng in part the ‘concern

by government for st1mu1 tion of growth in local bus1ness enterpr1s§§

rather than estab11shments located in distant major marketing centres

\
'S

w

Marketing Methods Used by Northern.' o  ~rg

The distributfon of mérket -nods used by northern

.
i g oy

fd o

‘salers is cons1derab]y d1fferent compared w1t§he patterns. observed for
5

'Edmonton wholesa]1ng establlshments Table ontzins ‘the percentage

» d1str1but1on of the var1ous market1hg methods be1ng used by northern
'who]esaler3w11‘ 4nke the Edmonton who]esa]1ng structure wh1ch was
characterized by the dom1nqnce of trave111ng sa]esmen as the main
, market1ng me@%%d, reSu]ts of the survev of northern who]esa]e trade

shows that more northern wholesale gooas are sold by telephone orders by
v o ‘ .
customers and customer visits to who]esa]ing firms than by‘any other

'

marketing method. Over 90 per cent of the sample survey reported using

these two sales methods On the average these two categories each
A . i ‘ -

v
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accounted for between 30 and 40 per cent of the sales by each firm in
.the sample. ‘
- Following these two marketing methods in importance 1n “terms
~ the number of establishments using them were sales by trave]11ng
salesmen, wh1ch on the average accounted for a third of the f1rms tota]
who]esa1e sales. Of.the 28 firms using sa]esmen, one-third reported -
se]]ing Tess than 10 per cent of their business this way; Only one firm
" reported using salesmen as the only means of markﬁ%ind‘it& products.
‘ ‘Sales by salesmen on the te]ephone to customers and mail order

‘ G
by customers, wgre reported by approx1mate]y 40 per cent of the samp1e

survey No firm reported doing more than 30 per cent of its business by .

sa]esmeh on the t- 1ephcne, and abdut one- th]rd of those using mail order :

N e
‘i;xw*cent of their business in th1s way.

sales, techn1ques d1dd§;fl‘

- In addition to these Five bas1c marketvqg methqés, northern
: . Q

,fﬁ-f‘who1esa11ng establu@hments 1dent1f1ed a number of s0- -called “spec1a1

e . 3 1

,ﬁ%&l . ({ 4market1ng procedures” of thqse firms respond1g§ to this questqon in

IR
.

-.~~'

» &
the survey, 27.5 per cent 1dent1fﬁed certd1n spec1a1 sales methods used‘ﬁk

Ia» &}'l
.t0eg1sE£1bute the1r products throughout the northern,markets As in the

/Z;se of..the Edmonton who]esa11ng structure,”a number of pﬂﬁthern who]e-u
P

‘ Sa11ng estab11shments cons1deﬁed use of a salesman canvass1ng the area

cjal market1ng procedure In add1t1on to

¢ on. a regmlar basis as a
'%ﬁéiregu]ar sales ca])s, some northern wholesaling firms placed a great %ea1
fof emphasis on local after sales service to cuStomers’ Othér spec1a1

market1ng procedures related to var1ousxpromot1ona] serv1ces\sucb as

spec1a1 advert1s1ng and special sales promotiona] work. Some firms made

special transportation arrangements for customers, including prepaid

.

shipping, and one wholesaler in the North even went as far-as employing
’ ' -

‘."-' 'a.wwa wbi.x
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v \ |
a company owned aircraft to make special deliveries to customers requir-
ing urgentty needed materials. Although not strtct]y'sgﬁeking a sales
tachnique, another service identified in the quzétionnaire relates to
the prov1s1on of inventory and stock control, which some wholesalers

-~-

view as a spec1a1 marketing consideration given their customers wh1ch

tends to enhance salg

Northern Forward Who1esa1e Linkages

As indicated in the prev1ous sect1on of the report, sales in

[3

each 1oca1 wholesale market account for between ‘80 and 85 per cent of
the total sales volume of each northern wholesaling establishment in the'f
sample survey. The total value of local. who]esa]e sales ca]cu]ated for

: the samp1e was $363205,400, or in other words, 79.9 per cent of the .

N Lo Wg’fww
total value of northern who]esa]e sales - With such a substant1a1

c*"
p 3

portion of the tnta] sdles %o]u e of northern who]esaggrs accounted for “
by internal who]esale ]1nkages, 1t is of‘]1tt]e vo}ue to document and .j}
measure the rema1n1ng forward ]1nkages between northern who]esa]ers and ’/ﬂﬁk
f“\f okher northern commun1t1es With less-than '$10 m11]1on d1str1buted over dh
A n1neustudy sett]ements, and among 4] _odd who]esa11ng estab11shments the |

relative value-of each externa] hnkage is comparatwe]y 1ns1gn1f1cant - 4

part1cu]ar1y in 11ght of the total va]ue of the north who]esa]e

o« » [r] «
arket. )
x’ B g
. ©° Transportation Considerations \ )
%; - < 4 7 . L.
MR . - In terms of fac1]1tat1ng 11nkages that is the-transportation

and commun1cat1on 11nkages ‘between northern who]esa]ers and the1r
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b is similar in most respects to the one previously described 1ur the
\ﬁ\tx » , :
Edmonton wholesaling structure. As in the Edmonton wholesaling industry,

| truck transport is by far the most popular form of transportation used
by northern wholesalers. Almost 80 per cent of the sample survey
reported using truck transport to ship their goods to customers. On the
average, each wholesaler shipped between 55 and 60 per cen% of his
output via this mode of transportation. In fact, almost 20 per cent of
the sample indicated using trucking companies, express or parcel service

, to ship almo3t their entire output (between 96 and 100 Qer.eent). A
third of the sample shipped over 80 pe%'tent ef their produets in trucks.
In addition to purchas1ng trucking serv1ces from others, northern wbo]e-
salers also use” their own trucks to ship goods to customers. Just over
half the sample reported having tHeir own trucks, including varidus
forms of Tight dg&jvery trucks? semis, truck-trailers, and the like.

Used pr1mar11y for local de11Ver1es, northern wholesalers use their. own

O trucks‘f‘ko shuﬁ%n the average, between 50 and 55 per Eiﬁl %#

sa]es . with 30 per ceﬂt us1na their own trucks for" a1 1]Wde11ver1es

(96 100%) . »

-For perishab1e$~and urgently needed products, air transport is
usua lyAysed. Foy the eample survey of northern who]esaTehs, 13 firms
—//Fe;;ited using air.treight‘to ;hip thejr goods, with a mean shipment .
averaging 25-30 ner cent their total outpnt Most sh1pments however
were re]ative]y smat] w1th c]ose to 40 per cent of the respondents

’ 1nd1cat1ng that less than 5 per cent of their total shipments went by

, : l | l . ;ﬁ:?‘i

air.. -
The parce] post serv1ces of the post off1ce are also used by
P Znumber .of, northern whg]esa]ers, however the present‘gnpe11ab1T1ty of
NS ) ) by 1(] .
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this service has tended to restrict shipments to less than 10 per cent
of all goods being delivered. With the majority of sales occuring in
the Tocal market, northern who]esalers have 1ittle need for rai]roads to

deliver their products to customers. Only eight firms reported using

rail facilities for delivery purposes with the average shipment amount—.

ing to no more than 20 per cent of their total output. Almost a th§£d .

of those usiﬁg the railroads reported sh1pp1ng less than 5 per cenf of *
l

their sales via this mode. Other modes of transport used by northern

wholesalers include the automobile for Tight Tocal deliveries, @u§tomer
pickup, bus and barge. Table 57 summarizés the percentage distribd@ﬁon

of the various modes of trangportation used by northern who]e?aTeQi to
ship the wholesale goods they se]l e
o | \ég h’i - 3 s

]

Backward Linkage$

"»_; ' \.ﬂ} e

P— - — X;T#-.-;_--; T Ta Y TR T ey

In‘addition to ana]ysing'the forward linkages between northern

who]esal‘ £nd the1r customers, the Northern Alberta Wholesalé™ Trade .

(R
oo,

Survey questaonna1re was§§g?ghuxito determine the nature and relative
~extent of the backward ]1nkages between northern wholesalers and their

var1ous supp11ers F::7onses to'this aspect of the survey show that

most goods sold by northern wholesalers are purchased directly from the

manufacturer. Eighty-one per cent of the samplé. survey indicated ey

o

purchasing a portion of their goods for resale from manufacturing

plants, with an average purchase amounting to between 75 and 80 per cent

of their total annual intake. - Just over 40 per cent of those buying

direct from the mapufacturer bought the bulk of their goods- {96-100%) -

' - ' . . S
“from this one source. A portion-of the northern wholesaler's inventory

of stock was also purchased from other who]esalers Twenty4seven north;;

&

. £.

-
<
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ern wholesaling esta511shments reported purchasing some of their stock
from other who]g?qlers with the mean purichase averag1ng around 50 per
cent of the1r total purchases. About 20 per cent 1nd5¢ated buying their
entir® stock from other who]esa]ers Together these two sources of
suppl;baccounted for the entire intake of stock by northern wholesalers,
with the proportions bought from each source vary1ng both by Tocation of N
the wholesaler and the typetﬂ‘«ho]esa11ng operation.

When asked the location of their various sources of supply,
northern wholesalers identified backward linkages to Edmonton, Ca]gary,
Vancouver, Winnipeg, Toronto Montreal, Regina and Norman Ne]]sK! Other
reg1ons 1nd1cated as sources of supp]y tor northern who]esa]ers 1nc1uded\
.the Maritimés, the Unlted States and Europe. Results of th1s survey
indicate conc]us1ve]y that-the majority of goods purchased for resale by
.northern who]esa]ers come from Edmonton. Just over 80 per cent of the
samp]e 1th€'~§d backward linkages to Edmonton with the average firm

e
9x1mate]y 60 to 65 per cent its his stock from th]s

purchas1ngf :

location.

By far the greatest: proportion of goods purchased for resale-

by northern who]esa]ers is delivered to these firms by truck fac1]1tat-

ing ]1nkages.‘ Over 90 per cent of the sample 3urvey reported having ™ ¢

their stock order de]1vered by truck transport, with average shipment

' account1ng for 60- to 65 per cent of the firms total input. Over a .

<N

quarter of those respond1ng to 'this question 1n the survey reported

;uinece1v1ng a]most their ent1re stock via this 1mportant mode ofitranspor-

- tation. Some firms a]so picked up their merchandise from some other

de11very point, and delivered to their estabIIShment 1n their own trucks

Approximately half of the %ample indicated rajl 11nkages to

i

COTAR e e 2 e
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suppliers, for an average delivered shipment accounting for 30 per cent
of their stock purchases. ‘A1though many wholesaling establishments
(about 25%) indicated having goods delivered to them by rail, these
shipments usually amounted to no more than‘S per cent of their annual
intake. Air transport also provides some northern wholesalers with

a

their supplies, but again the proportion of their total input deliv

by this means is small g(ﬁ!usa]]y less than 5 per cent. The parcel p a7k :ff

service of the post office is also used to a limited extent, with noﬁghggaé

in the samp]e indicating having more than 15 per cent.of the1r goods

delivered in this way. Other means of conveyance used@$% deliver éoods

to northern wholesalers include the bus, truck—barge and water-rail

comb1nat1ons The sh1pments of: bu]ky commodities to points along the

Mackenzie Va]]e&, such as Norman Wells and Inuvik, usually 1nvo?ves

shipment by truck as far as Waterways in northern Alberta, transsh1pment

of the .goods to barges and then transport along the river to points

. north of the prov1nc1a1 boundary. Fo; goods be1ng shipped from Van—

couver to the Yuhon the transsh1pment process is reversed and goods are

delivered to Skagway by water, transferred to the White Pass and Yuken

i.211lway and then transshipped by rail to the 1ine's terminus at White-

horse. From there goods are subsequently transshipped by truck to a-

number of points throughout the Yukon and northern British Columbia.
One‘finai measure of relative importanc ised in thjs survey *

relates to the physical Qeight of the shipments of’goods between northern

‘wholesé1ers and their customers. Table 58 summarizes the responses to .

z
: th]S part of the survey quest1onna1re, and 111ustrates that the average b

»

we1ght of shlpments by northern who]esa]ers varies cons1derab]y, distri-

buted pretty evenly 1n-a11_se1ected weight categeries. “Once again the-
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Table 58
Shipments of Northern Wholesale Firms, by Weight
" Weight of o Per Cent
Shipment qg,;Number of of Total
(Tons) Establishments Establishments
1 - 49 5 12.2
50 - 199 3 7.3
200 - 799 6 14.6
800 - 3199 5 12.2
3200 or moge 5 12.2
TOTAL 24 100.0

.
N E‘#
-

Source: Questionnaire Survey.

reader is warned to exercise caution in interpreting these results,
because on the who]e they represent only 58 percent of the samp]e survey
and. ‘many firms dealing in heavy commodities, such as machlnery, equ1p-
\.ment fuel and cher 1ndust supp]1es failed to answer this part of .,
the Survey Qyéﬁsﬁonse to ﬁhus aspect of the survey stems primarily
from the prob]eméggéébc1ated with attempt1ng to make an accurate assess-
ment of the physical volume of goods sh1pped part1cu1ar]y where records
are kept only for the dollar value of shipments, and not physical weight.

Y

Compet1t1on and Market Penetration - A Northern Perspect1ve .

Many of the reasons:81ted/by northern who]esa]ers for penetra-
| tiqn of the1r markets by firms based in Janc0uver W1nn1peg and‘Ca1gary ¢ \ T
are sigilar to those expressed by Edmonton wholesalers in a previous ”
sectjon of, this report From the standpo1nt of the northern who]esa]er 3
Four 1qterre1ated forces are at work wh1ch have resulted in lncreased .

competft1on from wholesalersbased in’ these three cities: h1gh-pressure

.
L
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salesmanship combined with aggressive sales promotion; better pr1ces and
special concessions; lower tfansportat1on costs from Vancouver (via the'
White Pass and Yukon Route);-and affiliations with head office locations.
More than once during the fietdwork for this survey it was heard that

. the willingness by Vancouver firms to use travelling salesmen who
regularly canvass the trade was a significant factor contributing to
shifts 1in supp11er allegiance, and subsequent increases in the share of
the market for firms based in Vancouver, Calgary and to some extent
Winnipeg. By far the most serious competition stems from uho]esa1ing
operations based in Vancouver, where louer fretght rates and costs of
transoortation give firms an adyantage for serving many areas in the
Yukon and even parts of northern;Aléerta, One Grande Prairie whole- -
saler, interviewed during the f{erﬁnrk conducted for this survey,
commented that he was ab]e to procurg his supp1x.pf doods faster w1th
better service }% ‘at 1ess cost froﬂ\ﬁ‘ahoouxer dmstmbutors than from -
his Edmonton ° supp11ers Mining and 01?2éompany head of fice 1otat1ons in

Vancouver and Calgary also tend to draw some trade in these d1rect1ons.

based pr1mar1]y on buying practices of comparles using head office

,,,,,

purchasing organizations. Another reason; _rtwholesa1e finks‘§$’h
Vancouver cited by severa] estab]1§ﬁments in the sampte relates to the
]arger stoof)of goods ava1]ab]e from this location. Several firms
pointed‘out that there®was grea!%é%ﬂrodutt variety and hence wider
selection of alternative products. Others stated that for some products,
Vantouver was the only source of supply. Better access to some masrket

. areas, particularly the Yukon, was agother'exp1anation posited by

northern wholesaling firms. Better access via the Wh1te Pass Yukon

Route into the Yukon and the use of company owned aircraft to f]y~1p

)¥~\\\\\\~)f’
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supplies into remote areas were twu rxamples cited in/éhe survey as ways
in which Vancouver wholesalers had an’advantage over’ioca]]y based
operations or br;nches of parent companids located in Edmonton. And
f1na11y, 1t was pointed out that much of the increased compet1tlon from

Vancouver-based _Wwholesaling firms stemmed from natural market growth and

spillover from northern British Columbia markets already being served by

Vancouver who1esa1e distributors. : ) Q

An Ana]ys1s of the Demand for Wholesaling
in the Market1ng 0rgan1zat1on of the North

In addition to surveying a sample of northern wholesaling '
estab1ishments, fieldwork for this project involved a survey sdmple. of
users of wholesale goods from each of the principal economic sectors

N

identified in the Standard Industr1a1 C]ass1f1cat1on Manua1 A ten per‘ A

cent random samp]e was se]ected from eacr of the maJor econom1c sectors,

as they were represented in each communlty, 1nc1ud1ng agr1cu]ture

.a
forestry and f1shef1es, mining, construct1on manufactur1ng, transpor-
L

F.
tation and commun1cat1on, reta11 trade, f1nance, 1nsurance and real

0

.,

estate, services, and government The nature and size of the popu]at1ons
and samp]es surveyed in each commun1ty are summarized in Appendix H.

Table 3 includes the responses to the user.survey. The quest1onna1re .

.
A3

format used to survey the non- who]esa]1ng estab11shments in é&uh com- ¢
munity was kept very br1ef, and was designed to e11c1t 1nformat1on

concerning the nature of-the user enterpr1se, the sector from wh1ch it

purchased its supp]les the geo@?aph1c location of its 5upp11ers, and

about some of the prob]ems regard1ng procurement of these supp11es

(Append1x E) o p | o o
. . - 3
’ ‘ o7 ,{‘ : ,:.“ @

—u_:_tJ X o J' ": ‘_ d
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Whereas the two previous surveys of wholesale trede focussed
on the supply side of wholesale distribution in the North, Part II of
the Northern Alberta Wholesale Trade Survey was designed to focus
attention on its demand dimensions. Therefore, the purpose of this

septﬁon of ‘the report is to analyse selected aspects of. user demand for

wholesale goods and services in the North, and to delineate the nature
-

" and extent of the Tinkages between user enterprises and various sup-

piiers serving ‘the northern markets
4

The maJority-of the survey sample of 157 users enterprises,

reported having their strongest 5uppTy links with who1esa]e distributors.

In fact 83.4 per cent of the sample survey reported purchas1ng an average

of approx1mate1y V5 per cent of theﬁr stock«of merchand1se from who]esa]e
5 B
estab11shments Forty f1Ve user firms or 38.1 per cent of those in-

-

dicating:1inkages to who]esa]ers, stated that they nurchased nearby

their entire stock of goods through wholesale distributors. Less than a

qyarter of the reéﬁﬁndents reported doing any less than 5 per cent of

their stock purchdées with'whb]esq}ing‘firms. Cross tabulation of the

:types of supp]ﬁers by kinds of user businesses shows that except for the
‘Agriculture, Forestry and Fisheries sector and the Finance, Insuranée

~and Real Estate sector, over 80 per cent of the samples of econom1c

. #
sectors‘ﬁurveyed in this study reported having .some. supp]y 11nkages w1th

'wholesalers (Table 59) ATmost halfvthe sample of retailers reported

-purchasing between 96 and 100 per cent of their stock of'nérchandise ’

from wholesaling outlets. Ninety per cent of the\retai]érs surveyed
indicated Some degree of Tinkage with who]esa1ers. Other strong Tlinkages

were observed betweén the Serv1ce sector and who]esa]e suppliers, with

v 100 per cent of the survey samp]e 1nd1cat1ng some connect1on w1th

177
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wholesalers, and over half purchasing more than 95 per cent of their

stock from this one source..
In ternfs ot the number of user enterprises indicatindrlinkages

to their various sources of supply, retail supply links rank second in

importance after wholesale supply linkages. Forty-one per cent of the

sample identified supply links to retail distributors. The average.

purchase of stock from retailers for these firms was somewhere between
25 and 30 per cent. About 40 per cent of the purchases from retailers
accounted for less than 5 per cent of a firm's total va]ue of stock
intake. As Tab]e 59 illustrates, no one part1cu]ar type of user enter--
dprgsgﬁ%ppears to purchase the bulk of 1€§ stock from this one source. o
%3 - About oneJth1rd of’ the sample of user bus1nesses purchased
some portion of, thelr tota] stock d1rect]y from manufactur1ng plants.
For the samp]e survey, the average purchase amounted to between 40 and

~

45 per cent af a firm's totai stock 1ntake " Just over 25 per cent of §

the sample, w1th Tinks to manufacturers, 1ndjcated pubchasing 1éss thanlé

af

10 per cent of their goods. in th1s way.- ,
Other sources of supply 1dent1f1ed by user ‘establishments in
‘the North included government and head office purchasing organizatﬁons.

The mean value of purchases from government was 35 per cent, with almost

half of the respondents do1ng less than 5 per cent of the1r purc‘-ses
With th1s sector. - On the other hand for firms w1th connect1ons to héad
office buy1ng organ1zat1ons, part1cu1ar]y in the'F1nance Insurance and
Rea] Estate sector the average linkage. accounted for between 70 and 75
,per cent of the]r tota] purchases Over ha]f the respondents Jnd1cat1ng
. ) these- head off1ce aff1]1at10ns reported purchas1ng between 96 and 100

?

per cent of the1r total stock of merchand1se from th1s one part1cu1ar

-

178



“A9AUNG BuLe 01353n) 1824dnog

o ol 69 66 gLl \ 101
- b : % B .m / JUBWUUBAOY -

4
! z b / 91 i SERIRNELS 1

Lo
I
r
—
O
w

9303153 |3y pue

. . 3JURUNSU] “3durul 4

, : 22 2 £ . aped] [Le3ay
L - 13 8 Al . uoL3estunuwo)

N : pue uoljejuodsued]

[ - 4 b 9 m:?;:wumwzcmz

- L 9 ‘ £l A -, uoLyonugse

L } ! ‘ G [ 8 Bututp

I
o)
—
[QV]

butysi4 pue
A43S3404 ‘84N |NDLUBY

41C JUBLILISAOY Eutanyoeinuey [Le13Y 3|esajoyp - 40103¢
—_— : J1Wouoo]

Jalddns jo adA]

SELJ02LAAS] 1S3MYJUOl BY3 puP uoyny Y “PIUSQLY UJUBYIJON
©40303S 2LW0U023 £q sJ4al{ddng Jo uoLIngLalsLq

65 3lqel




N 180

! v

source.  Table 60 summarizes the percentage Jdistyibution of responses by
user enterprises regarding their various sources of MHU)PV:
Approximately three-quarters of the samplg.§ﬁrvoy purchased

S

their supplies from wholesalers located in Ldmonton. (n the averagey

pnrthSQS‘frCﬂ‘thif 1o ::ion account for between 55 and 60 per cent of
th;ir total input. About one-third of those purchasing supplies from
Ldmonton, buy more than 85 per cent of their supplies from this Tocation,
WILh 15 tirms purchasing more than 95 per cent.

About one-third of the sample of user t wted
purchasing wholesale goods in Vancouver, . with the Sy chase
amounting to approximately 30 per cent of their total intake. For those
firms buying supplies in Vancouver, about 25 per cent purchase less than
5 per cent of their Supp]%es from this one source. Just over a quarter
of the sample do business wi?h Calgary, apd nearly 30 per.cent indicate
linkages to wholesalers elsewhere in Aljerta.

The Tofﬁnta area also has fairly strong supply Iinkages to the
North, with about 25 per cent of the sample indicating some degree of
connection with this cert~e. The mean value of purchases fro~ this area
amounts to about o per cent of total purchases. Over 40 per cent,
however, do less than S percent of their business wi<h Toronto wholesal-
ing establishments.

Wholesale linkages were a]sd traced to Winnipeg and Montreal,
but the strength of these links are comparétive]y weak. Similarly, some
user enterprises maintain supply Yinks directly tQ the United States,
by-passing ]océl intermediaries in the Canadian marketing organization.

Supply Tinks between 0il companies in the North and wholesalers-in the

U.S. is oné area where these type of direct linkages are common and 1in

T e e e e L A S ok [N R SRR 5 Sl

o
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djgreqate can amount to a sionitioant portion of the firm's yearly
intake of <tock.  Table 61 suimarize. the survey response to the quest-
Ton regarding the Tocation o: wholesdle suppliers for northern user
industries.

ROSuﬁtS at this survey tend to suggest *hat pruximity to
saurce of supply is an important iocatfnna1 Qgﬁsidnrntion of user enter-
prises in the North. As Table 6] ;;lustrdte§. the majority QF supplies
are purchased in Edmonton., wiih Ca]gary.;YJanu.er, ar. ' the rest of
Mberta accounting for the bulk of Lh.- remainder.  Supply Tinks have
been traced to sources of “ipply all over Canada and the United States,
but on the whole, most supplies are purchased from firms located near
the custorer. When directly asked the relevance of Jocational proximity
to source of :upply, 80.3 per cent of the respondents stated that being
‘c1ose to their source of supply was either “important” (28.77) or "very
important” (51.6.). Less than 20 pef cent of the sample stated that
proximity to supply was not an .nportant consideration.

[n addition to geographic proximity, special consideration by
Tocal suppliers in the form of price concessions is another factor
favouring th~ use of local suppliers as opposed'to more distant sources
of supply. ine special considerations given users of local wholesalers
usually take the form of price discouqts, including discounts on early
payments and price discounts on large volume purchases. Other con-
siderations are given with respect to transportation of the merchandise,

usually in the form of freight allowances or prepaid shipments.
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Summary and_Conclusions

Analysis of the wholesaling structure of the City ot Edmonton
and northern Alberta; the Yukon and the Northwest Territories bhas con-
firmed the strateqic position of wholesaling in the marketing organiza-
tion of a region. In this section of the study it has been sbown
conclusively that wholesale marketing is a necessary part of a region's
marketing organization and that its primary function is to bridge the
gap between various levels of producers at one end, and the various
types of users at the other. The bridging of this gap between producer
and consumer has been shown as.a series of complex ]1nka§es, which
tegulate the physical flow of goods and servicks in and out of regions,
both with respect to quantities and qua1itie§, in terms of spatial
a]]ocations, Tocating potential users, or intermediate users in the form
of midd]emen, and convincing themito buy, of establishing prices at
whichthe exchanges hay take place, and of feeding back jnformation to
guide market_p]anning. These diverse marketing functions have been
ana1y$ed_in detail and theé results have been presented in tbis section
of the study..

Ana]ys1s of the wholesale' J]nkages between Edmonton whole-
sa]1ng firms and northern customers, has shown that Edmonton has strong
Tinks with many northern commun1t1es, and with Grande Praijrie and Peace

River in particular. For example, a]moSt half the {survey samp]e of

wholesaling establishments did some business with Grande Prairie in .

1974-75. Other strong wholesale linkages were shown between Edmonton
and Edson, Whitecourt and St. Paul. - Although 11nkages are strong,
however, the number of actual branch outlets in each commun1ty is

re]at]ve]y small.
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[ this section of the study it also was shown how the whole-
saling structure of Edmonton ref]ectedlthe primary and secondary indust-
rial structure of the North, Qith the bulk of Edmonton's northern sales
being directed towards firms most directly involved in the regional
gcanomic déye]opment of the North—mineral resource extraction, retailing

and other wholesaling.

it

RNy

In addition to the nature and extent of the wholesale Tinkages
from Edmonton to the‘No#th, thé direct and semi-direct wholesale Tinkages
originatinq within the northe“ communities were also analysed. In
general, ana1y51s has shown that the maJor1ty of northern who]esa]1ng
establishments do the greatest proportion of their business in their
local markets: with bn]y an insignjficént amount being distributed
elsewhere in the North. Only for Grande Prairie and Whitehorse are
there forward wholesale linkages of ény significance. The survey of
backward Tinkages from northern wholesalers aﬁd the northern users of
whp]esé]e goods'confirmed the. importance of the gateway distribution
“function of Edmonton for the North. |

Ddscﬁssion in this section of the study has also focussed
attention on the problems stemming from outside cdmpét{tion to Edmonton-
based'whélesaTing operations, particularly from its chfef competitor
Vancouver.r some of the possible reasons for the observed market pene-
tration have.been postulated in this section. .

It is the purpése of the next section of this study to consid-
er the various problems and'éotentia1s associated with wholésa]e markef—
ing in the North, first froh tﬁe perspective of the Edmontan wholesaling

L .
structure and then from the viewpoint of northern wholesalers and user

enterprises linked to Edmonton wholesaling establishments. Discussion
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in the following chapter results primarily from comments mdde by the

respondents during the fieldwor® for this project.




CHAPTER V

PROBLEMS AND POTENTIALS

ihe following chapter represents a syn! esis of comments made
by wholesalers regarding various aspects of the pron ems facing them in
selling and distributing goods in the Noth, with particular attention
focussed on transportation related problems. The ways i~ «hich whole-
saling activity in the North,may-be increased and the marke.ing rganiza-
tion serving this region may be made more efficient also are examined.
The following section of the study has been divided into three j ts
corresponding‘to the three surveys conducted for ppe purposes of this

l

report.

The Edmonton Wholesale Trade Survey

By far, the g}eatest problem facing Edmonton wholesalers
sefving northern markets relates to their primary facilitating linkage
—transportation. Just over one-thifd of the sample survey indicated
some type of transportation problem as the “maﬁn problem you see in
selling and distributing your wholesale goods in the‘North“.‘ Speci-
fically, the problem comes dan to a question of costs. From the
results of this survey, it would appear that transportation costs
constitute the singie greatest problem facing wholesaling establishments
in the distribution of their products. The specific nature of the
problem, however, varied greatly among respondent..

Most Edmonton wg;1esa1ers agree Fhat time costs are the most
serious problem associated with the transpprtation facilitating link:

ages. Poor schedules, the seasonality of some ferms of transportation,

particularly barge transport in the Northwest Territories, and the time
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factor associated with the great distances characteristic of the North,

are but a tew ot the problems pointed out oy respondents concerning time

costs and transportation. tssentially it is a problem of distance
combined with the size and sparseness of the market population.
A second complaint common among Edmonton wholvx111nq ¢ tablish

ments relates to the high freight rates faced by most dmdgr;hu .
serving the vast northern market. Although mO‘L huyinessmen K%plaln
generally about high freight rates, many w*#e quwck Lu”p)lff out ‘the
discrimination against small lot shipments hy rec ulatlons on some

2

carriers regarding minimum volume ordevs. In order to provide chtomers
with same-day or at-minimum, 24-hour service, the distributor muak

often pay ‘igher rates for small shipments than if the €argo were
transferred over the same distance as a part of a farge shipment.

Damage to goods being shipped is another common complaint
among-wholesalers in Edmonton. Shipping damage to wholedale goods
represents a real cost to the supplier, which he muét either absorb
himself, pr pass on to his customer. Either way, someone in the market-
ing organization is bound to lose. Other transportation problems
identified in the survey related to the structure of the trinsport
system itself, and primarily to the lack of alternative modes to most
market centres. The high cost of air freight to the North and the
related costs of transshipmént are other areas of concern to wholesalers
distributing products throughout the North. The lack of roads for
highway transport also was singled out by respondents as a problem
warranting attention in the very near future. Combiqing all responses
to the broaa question of transportation costs and problems related to

1ts structure, it is possible to conclude that from the standpoint of



—

89
. )

Pdnonton businessmen the que tion 15 not o ngch one of quantity, but

rather one ot quality.  In other word ., what 1o icoded here 15 not
more’ transport services, but Ubetior' o ansome ! services. The Un-
veliabi ity of carviers and the poor auilily of cervicne CRAracteristi

ot the transport dndustrey in Alberta must be mprove 41t the wholesale
marketing fzation of the North i's to operate ofticiontly.

[n addition to transportation probloms, two other nroblems
comnected with distance were identitied by a ruiaer ot the respondents
in the survey. These are the interrelated preblems of communication ind
cintrol. In the marketing organization communication between buyer and
seller ds critical if the market place is to operate efticiently. ne
of the main problems faced vy Cdmonton wholesalers in this regard is &he
di“ficulty associased with making contact with potential customers; at
tne "right time". If contact is mads then there are the problems
associated with maintaining this contact on a nersonal basis and hen.e

<
in "keeping in touch with one . market." Distance and difficult access
also complicate &he matter of control in northern markets, barticu]ar]y
with respect to collecting receivables, - “ending credit, timing market-
Ing programs, and the costs of servicing accounts. Other costs related
to selling and serving the northern market on a regular basis involve
the many costs of maintaining sales representatives in the North.

Lack of dealer- 3nd branch outlets in the North were cited as
problems faced by sev 2" - es of wholesaling establishments. One of
ihe primary reasons for Lhe observed lacked of branch outlets in communi-
ties relates to the perceived instability of the northern market. Many
wholesalers pointed out that there were simp . insufficient sales volume

in the North to offset the increased marketing costs cf maintaining a




branch oot oets Povstoad distrabotion and stovn o o0, were also
assactated with thin fack of branch plant espans fon aimonag Conion
whalesaling estanlyheents, Tt was a0 pointed out by sone spealised

wEoaesabing operations that in the orth there ooy was not e derend
fron cecondary related andasir oo (Such g manutae ting, consten tior
and the TikeY o wairrant establishiag o branch octlet, and that in .o
‘mucu this problem was compounded by the lacr o certain shecialiced
Pacilitios relatof to the nature of the tirm's product Tine. Again, the
problem s basically one ot market co s versus o tential volume of
northern sales.

; . . ! . .
F1qally. there is the perennial problem of labour. both in
terms of its jquantity and in terms of its quality.  In a previous
discussion ofﬂkhe amployment characteristics of the Edmonton whilesaling
structure, it was pointed out that many firms considerqed labour problems
by far the most serious condition affecting their business today. The
problems of finding skilled Tabour and retaining good personnei are two
of the most critical issues facing thé northern business in terms. of its
ability to growth and expand as the market demunds.

When asked to suggest ways in which the wholesaling activity
of Edmontor could be "ncreased, again the protlen %f transportation
arose. In order to improve wholesaling service to ?%e North, 1t is
necessary tc improve the 'quality' of the existing transportation
structure. _owering freight rates to make them competitive with thosé
1n.8ritish ~olumbia and imrcroving road conditions to tﬁe Morth, were two
suggesticns made by respondents in the sample survey. According to

Edmonton wholesalers more year-round highways are necessary in order to

eliminate such seasonality variables as ice bridges, winter roads and

e
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Coaling 2t tacd L Me MU suge ced th L theae L oy develop
Decccor ackgng for nor s nern shipee s an L Tempt Ly redl o the Aigh
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Sarket oareas Inoother words, there is a recod ized need to o ove
cormunicat ion with customers, o ine cease contact o i provide them with
better tetnica® advice and Lervice. Eonentially what 55 required is
incredsed <ales promotional work among Edmonton whol~xayinq establish- .

- ‘J '

Cents anoonder to assure themselves of 4 subsiantial share of a rapidly

tnereasing market.  On the other hand, businessmen also feel that it is

necessary to dmprove the dmage of the North, in order to make it a more

-
v

popular place te dp bisiness. Some ways in which this could be. done in-
clude increased contact betwéen Tocal markéting organizat ons, _such as
the Char or of Commerce. promoting covernment spensored trade showé and
exhiibitions and. ‘ncreised advertising and good -will. Itbwas also
suggested that the govérnmenL establish a central information office
designed spe~ifically to brOvide detailed information on northern
developrent and —arkéting conditions in the'North, so that £ nton
supplie-s would have some reliable way of as;essiqg market potentiafs;
routing northern'shipmeﬁts and, 1in general, effectively serving tﬁ%s |
unique marvet area.

on additiqn to providing information to assist in northern R
market planning, it has been suggested by several wholesalers in the |

Edmonton area that government bezome actively involved in reducing A

transpcrtatidn costs to the North, particularly in light of the advant-
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age givén Vancouver, which allows them to sell at discounted prices. In
other words, there is a recognized need to link market development in
the North to the regional economic development policies o1 government by

means of improved information exchange.

In conclusion then, it is possible to suggest several areas of

concern with respect to improving the efficiency of the present whole-
sal masyeting organization in Edin-nton. From the standpoint of the
Edmonton businessmen the méjor constraints to increasing this City's
share of the wholesaling market in the North are distance and access,
commuﬁ%cation and control, size and sparseness of the population, high
transportation costs, costs of servicing the market area, including
capital costs, and the problems associated with obtaining adequate
lTabour. The main transportation problems facing the Edwonton distri-
butor re]gte primarily to the high freight rates on less than full
loads, the short shipping season by some modes, the lack of access to an
ocean port, poor surface transport faci]ities,'competition with water
carriers on the west coast, and monopolies in the,tkansport industries
(i.e.; the lack of suitable alternatives). Costs of dupiicating
Edmonton services and the costs of mainfaining the wide inventory of
prodﬁcts needed in the North are additional considerations which must be

taken into account in northern market planning. Poor business attitudes

-

about the North must .iso =~ improved, as must the communication and
level of understandi 7 b¢we=n industry and the various le.:ls °f

government with respec . ‘0 1e long-term goals of regional economic

development in the North.
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The Northern Alberta Wholesale Trade Survey - Part 1

As in the case of Cdmonton wholesaling establishments, the
problem of transportation costs ranks\hiqh amonqg the difficulties facing
northern wholesalers. Insufficient volume, lack of schedn]ed service,
time delays, and Timited service are but a few of the specific problems
isolated in this survey. Inadequacies in north-south trucking routes,
and poor transport facilities north of the Peace River area are other
areas of concern to northern businessmen. Further north, particularly
in Inuvik, dependence on high-cost gir freight and the corresponding
Tack of suitable alternatives are problems which must be faced in
serving these distant markets. .Shipping damage due to carelessness by
carrier and imnroper packaging by tne shipper are even more serious
problems for the‘northern wholesaler than was the case in the Edmonton
survey.

In the North, where distances are great and access difficult,
the problem of communication and control . even more apparent. Weather
variables and the seasonality of demand are other factors which contri-
bute to the overall difficulty of serving this rather unique wholesale {
market. OQOther problems facing the who]esa]er d1str1butor in the North
include lack of adequate surface -transportation (particular roads),
warehouse and storage problems, and sparse population. Because of
distance and access to sources of supply, supply shortages and resulting
time de]ays are éver'more costly to the northern wholesaling establish-
ment than perhaps for distributors located in larger metropolitan areas.
Hend office buying policies and competition from outside sources are

additional problems cited by several northern wholesaling estab]1shments.

The problem of f1nd1ng suff1c1ent manpower and reta1n1ng skilled labour
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s even more acute in the North because of the unwillingness of most to

work under the extreme climatic conditions characteristic of the region.

The Nort%ern Alberta Wholesale Trade Survey - Part II

For the users of wholesale services in the North, the
problems of supply are essentia. . Problems of transportation. Time ,
delays, causing downtime costs, due to supply shortages and inefficient
transportation systems are the most often cited problem among firms in
the survey sample. The unreliability of service and in many cases- the
lack of suitable alternatives combine to increase costs for northern
businessmen. Léck of quality control which results in shipping damage,
Tost or mislaid shipments, lack éf same-day service and the poor quality
of most transport facilities are among the more common complaints
expressed by northern businessmen in.Ehis survey. Labour problems in
the transport industry ‘also increase costs, as strikes necessifate
costly forward-ordering to avoid shortages, and in general tend to
disrupt sales projections and market planning. The high Eost of truck
and air transport in the North and the short availability of water
‘transport (due to its seasonality) combine with the lack of roads to
produce a situation in the North where the facilitating linkages of the
wholesatle markéting organization are increasing costs rather than
‘Bringing about a smooth flow of goods and services. between regions.
Many northern businessmen view this situa£ion as 4 direct result of the
monopoly situation which exists in many areas of the transportation
system serving this vast and distant market. |

In the survey of user industries it was asked in what ways the

present service of the who]esa1ihg industry could be improvéd. The

A
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response was overwhelming, and the following list of suggestions repre-
sents a synthesis of the ideas posited by this group of northern
businessmen. First, it is felt by several types of user enterprises
that wholesalers and other suppliers could provide better service to
their customers by maintaining larger inventories and carrying a wider
product selection. Hopefully, this would in part eliminate some of the
delivery delays and improve the processing of orders. In fact, it was
suggested that ordering practices, in general, be improved by speeding
up the brocessing of orders, complying with shipping instructions, and
eliminating partially-filled orders.' Improved inventory control based
Fon calculated sales projections is another means of iméroved service
suggested by users of wholesale suppliers.

Because many of the problems of market%ng in the North stem
from inadequacies in its facilitating linkages, it is not suprising to
note that several ways of 1mproving‘thé present wholesale marketing
system relate to -improvements in the transportation system. Suggestions
proffered by northern businessmen include improving riaus to many
nofthern communities,. widening the availability of air freight services
in smaller communities, improving the quality of the service, and
improving shipping schedules so as to increase the number of shipping
dates. For perishables and urgently needed commodities, one-day service
and improved merchandise handling, such as special northern packaging,
are cohsidered minimum requirements for efficient marketing, and yet "in
many cases they are still not available.

At a broader level, results of this survey indicated that
nofthern businessmen relying on outside supplieré felt a real need for

these companies to become more familiar with the specific problems of
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marketing in the North (its people and its qgeography). [Many businesses
expressed a need for improved communication between the supplier and his
customers in the North. The benetits of face-to-face contact between
suppliers and users in the North should not be underrated, as several
northern businessmen expressed their willinancs, o change suppliers in
the event that one was willing to sens a salesman around to wake per-

(.
sonal « oitact with the individual businessman.

LY



CHAPTER VI

ECONOMIC SIGNIFICANCE AND FUTURE ECONOMIC IMPACT

According to Revzan (1961, p. 22), wholesale ma(keting in-
volves a significant amount of multiple handling and sa]es\g?-goodsiand
therefore any realistic measure of the importance of wholesaling must
take into account both 'gross' and 'net' indices of importance. In
previous. sections of this study, gross measures of the impoftance of
this sector to the economy were suggested in terms of the total value of
wholesale trade in each community and the véiue of wholesale commodity
flows between communities as specified in the 11nk$ge ana]ysis.' In this
Section of the study several measures of 'net’ importance will be
appTied, including wholesale to retail sales and employment ratios. In
order to determine the impact of Who1esaling on community deQe1opmeht in
. these northern regions, an attempt also will be made to correlate

community size and its distance from Edmonton to its degree of depend-

ency on Edmonton as its major source of supply.

Economic Significance

In Table 62, the economic significance of wholesaling in each
6f the communities is suggested as a ratio of employment in wholesale
trade to Zota] employment and employment in retail trade. Assum%ng that
‘these ratios for Eamonton are indicative of a centre with important
involvement in wholesale trade, it is possible to use the ratios in
Table 62 as crude measures of the relative importance of wholesaling in
- the economy of éach centre. In 1971, whblesale trade in Edmonton

accounted for 5.3 per cent of its total labour force, and as such was
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Jable 62

Employment in Wholesaling as -a Percentage
of Total and Retail Employment, 1971

Per Cent Per Cent’
of Total of Retail
Location ‘ Employment Employment

Grande. Prairie 6.1 440
Peace River 4.8 36.2
St. Paul 4.1 30.2
Edson 3.6 22.9
Slave Lake 2.7 30.8
Whitecourt 2.3 18.2
Whitehorse 3.5 34.6
Yellowknife 0.5 8.2
Inuvik T ' 5.2 N

2 d

Source: Alberta Bureau of Statistics.

considered to constitute a significant portion of its economic base.

The wholesale/retail employment ratio was 1:44.5. Us%ng these two
measures as guides, it is possib]g to suggest that except’for Grande
Prairie, the-direct'economic significancé of whé]esé]ing,in each of
these communities is relatively smail. Inuvik appears to beAthe only
e<ception, but in }ight of its role as the main distribution point for
0i17iel . oyuipment and supplies for most Arctic exploration and drilling

operations, 1. "5 not surprising to see its relative significance

manifested in t-is way. The portion of total employment in Inuvik

accounted fo- b “ilesale trade sector is very nearly the same as
the ratio for .= _ ~ empioyment structure. Being the only major
source of suppl: ‘o< ~ the area, Inuvik has developed an important

wholesale distr buc. - ~irve whizh se  es most of the upper Mac-
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Kenzie River Valley.

The important point to be made héﬁe is that the economic
significance of wholesale trade cannot be measured in terms of its
direct 1mpact‘on a community's eéonoﬁ&." As previously stated, the
wholesaling industry is characterized by small businesses in terms of
employment. At the same time, however, it is quite possible for these
firms to generate significant sé]es volumes. More importantly, however,
is the economic significance generated by its indirect effects on each
local economy. .As shown in an earlier discussion in this report, over
80 per cent of all bus{nesses in the North purchase the majority of
their stock of goods througH wholesale middiemen. The economic signifi-
cance of these intérmediaries in the ﬁarkéting organizatibn and the
regional economy of the North, and in particular, northern Alberta,

becomes readily apparent when viewed in terms of this indirect facili-

~ tating function.

Using wholesale to retail sales ratios as further indices of
economic sign%ficance, it is possible to point out theﬁdominan&e‘of
Grande Prairje ahd Whitehorse as regional distribution centres. Tap]e
63 contains the value of wholesale and retai]‘séles and the ca]cu]afed
wholesale/retail sales ratio for each community. Expressed in thig way,
the economic significance of wholesale trade to each of these commuﬁi-
ties becomes‘more apparent. For tﬁé smaller communities which rely
quite heavily on outside sources for their whoTesale goods, values of
Tess than .0 are observed, and for the two larger communities, which
have well-developed who]esa]ihg structures and ape serving the needs of
the population both in the cenére~ané its feéion, the value of the ratio

is greater than 1.0. The values of the ratios, while basedfah»éssump—
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Table 63

Value of Wholesale to Retail Sales Ratios

Retail Wholesale
. Sales ($) Sales ($)] _

Location - 1972 1973 * Ratio
Edmonton 1,152,983, 000 3,680,421,000 3.19
Grande Prairie 54,482,000 76,295,452 1,40
Peace River 19,696,000 4,700,000 0.24
St. Paul 15,567,000 8,391,608 0.54
Edson 11,014,000 2,930,403 0.27
Slave Lake 6,835,000 4,386,946 0.64
Whitecourt’ 7,723,000 200,000 0.26
Whitehorse 26,300, 000° 38,400,000 1.46
Yellowknife 33,600,000° 10,125,000 0.30
Inuvik : N/A 5,354,667 N/A

] Data were not available from either Statistics Canada or Alberta

Bureau of Statistics for 1971. It was therefore extrapolated from
the Questionnaire Survey.

2 Trade and Cohmerce, May, 1974. p. 36.

3 Trade and Commerce, November, 1974, p. 33.

tions which are not strictly trué, provide crude measures of the

relative importance of the wholesaling sector im each community and its
economic significance for the rest of "the fegioh. Based on these com-
parative measures the role of é]ave Lake and St. Paul as‘secondary

regional distribution centres becomes apparent. >In the case of Slave Lake,
as previously pointed out, the wholesaling structure stands out in

the region because of its important ro]é in suppjying the mineral

resource extraction industries in this reQiona] market. For St. Paul,

the wholesaling structure is strengthened by its linkages to the sur-

rounding agricultural community.
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Table 64
Dependency on Ldmonton by Community Size
and Distance from Edmonton
Distance From Per Cent of Per Cent of ¢
Population Edmonton Purchases Purchases J
Location (1971) _km. (miles) by Wholesalers by Retailers
Grande i
Prairie 13,079 459 (285) 60.9 63.0
Peace River 5,039 486 (302) 66.23 54.3
St. Paul 4,161 212 {(132) 27.0 72.1
Edson 3,818 204 (127) 76.3 66.5
Whitecourt 3,202 177 {(110) 100.0 70.3
Slave Lake 2,052 249 (155) 76.7 71.8
Fort - ‘ ) N
McMurray 6,847 443  (275) 95.0 43.8
Whitehorse 11,217 1,567 (974)(air) 42.5 "30.2 ‘3
Yellowknife 6,122 1,056 (656) (i) 6.52 54.4
Inuvik 2,669 2,229 (1385)(air) 50.0 62.4

! bsed on only 2 returns.

2 . . .
Based on only 2 returns, including one non-response.

Source: Questionnaire Survey.

Table 64 contains relative 1qdices of dependency on Edmonton
as a source of supply for who]es£1ers and retailers for each of the ten
study settlements. As Table 64 illustrates, as community size increases
dependency on Edmonton as a source of supply decreases, particularly for
its retaijl establishments. Similarly, as distance from Edmonton 1@-
creases, the percentage of goods purchased by wholesalers and reta%lers
becomes less, indicating less dependency on this one SOurC@AOf supply.

In conclusion 't has been shown that the direct economic

significance of wholesa:~ trade is not a good indicator of its relative



importance to the regional economy. As these very crude measures have
shown, its direct effects on the local and regional economy are small.
[t is only through interpretation of its indirect effects, as defined by
the complex systems of Tinkages in.which it operates, that the full
s economic significance of the who]esaliﬁg Struciure can be appreciated.
Viewed in terms of its facilitating role in supplying and making pos-
‘sible the entire regional marketing organizatioh, 1t has been shown that
" the wholesale structure of Edmonton ana of the study settlements makes
significant contributions to the regional economic development of the
North. Based on population and market trends in retail trade, an
attempt will now be made to project the future conomic impact of

-

wholesaling on the regiohg] economy of northern Alberta.

-

-

Future Economic Impact

In the absence of avai1ab1e data from Statistics Canada and
the Alberta Bureau of Statistics on the value of wholesale sales for
northernbcommunities, it was very difficult to project future 1eve1§ of
sales and employment. One crude solutio- was to construct population
projections for 1976 and 1981 using an exponential curve projection . _
(Table 65). This method was selected instead of‘more sophisticated -
metho@s inctuding cohort survival, because of the extreme population 4
changes beingAexperienced by northern communities as a result of migra-
tion, which is very difficult to predict witﬁ.any accuracy. Exponential
‘curve projections assume that population increases at a geometric or
ever—inCﬁeaging rate. The establishment of populations for 1976 and

- Ty

1981 in association with a retai] emp{dyment/population ratio for 1971

allowed a retail employment figure to be projected for these years
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(Table 66). Using the wholesale to retail employment ratios from the
1971 Census data, the probhable level of wholesale employment could-thon
be determined for 1976 and 1981 (Table 66). Assumptions of course are
linear popU]at}on growth and also no variation in the_rotai] employment

population or the wholesale/retail employment ratios.
-

lable 66 indicates that the communities of Grande Prairie and

Whitehorse will have substantial employment in wholesaling in absolute
vnumbers, albeit the retail trade sector is substantially a more impor-
tant employer. Ffort McMurray, Peare River, Slave lLake and St. Paul
comprise second ranking wholesale e¢employment centres, and Edson, White-
court and Yellowknife, thivd ranking communities.

In terms of future levels of who1e§ale sales, extrapolated
totals using questionnaire survey data were used. Projections were made
from 1973 to 1876 using the 19.3 per cent change in value of who'esale
trade for small communities in Alberta from 1972 to 1973 published by
the Alberta Bureau of Statistics.1 Assuming such é rate of increase,
produces substantial increases in wholesale trade by 1976, since the
increases are compounded. Grande Prairie has the impressive total of@
$129.5 million, Fort McMurray of $19.1 mi]]iop, St. Paul of $14.2
million, Whitehorse of $Q5.2 million, and Yellowknife of $17.1 million.
Inuvik will have $9.1 million in wholesale s: <. It is recognized that

these projections may be too high-in the light of the Survey of

Executive Op' ion by the Alberta Department of Industry and Commerce

which had a forecast for 1974 of a 9.8 percent increase for wholesale

trade.

1 Alberta Bureau of Statistics, 1974, Alberta Statistical
Review, March, p. 10.
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It is noted, however, that in the text of this survey, there wés a
comment on the.]owness of this figure for 1974 compared with the 1972/73
rate of change which’was 20.7 per cent and that a rate of 15 per cent
was more appropriate. It should also be noted'that this forecast was
for the whole province and that smaller communities may experience a
much higher rate of chéngé‘particu1ér1y in northern-areas where sub- ‘
étantita] resource development is occufring. The rate. of 19.3 per cent
may not be too unrealistic then in these circumstanceg. Table 67 gives
the results of these sales projections.

Assuming that the wholesaling sector of a community produces
sales outside the'community, then it can Qf ;egarded as having a basic
component in a basic:non-basic framework. Howevef, because of the small
emp]oymeﬁt characteristics of the sector; it is un]ike]y, despite the
projected levels of wholesale employment, that the addition of new
wholesale outlets to a northern cbmmunjty would generate a great in-
crease in money circulation through the payment of wages agp salaries.
Thé\wages and salaries as shown in Table 68, are in any ca;e‘nop very
different from the average wage rates in other sectors. It has been*-
‘found that Slave Lake has a basic:non-basic ratio of 1.2 (Mellor, and
Ironside, 1974). App]ying this ratio to Grande Prairie, assumiAg that
it is the same, aﬁd assuming a new_who]esa]ing outlet with pérhaps 6
people employed, and also for th; sake of argument that all wholesale
sales from it would be outside this community (i.e., exé§EEfsa]es),
.ere would be little spin-off effects in the non-basic sector of the
community from these 6 people being employed. In itself, the wholesale

sector is not a generator of substantial direct multiplier employment or

income effects. Indirectly, hoWever, it is a most important vehicle for
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Table 67

Projected Wholesale Sales

Estimated Value
of Wholesale

207

Sales Projections Using Alberta Percentage Change

Community 1973 1974 1975 1976

N2

Grande ' s '
Prairie 76,295,452 891,020,474 108,587,425 129,544,798
Peace River 4,700,000 5,607,106‘ 6,689,270 7,980,299
St. Paul 8,391,608 10,011,188 11,943,347 14,248,412
Edson 2,930,403 3,495,970 4 4,170,692 4,975,635
Whitecourt 200,000 238,600 © 284,649 319,586
Slave Lake 4,386,946 "5,233,626 6,243,715 7,448,752
Fort McMurray 11,263,736 13,437,637 16,031,101 19,125,103
Whitehorse 38,400,000 - 45,811,200 54,652,761 65,200,743
Yellowknife 10,125,000 12,079,125 14,410,396 17,191,602
Inuvik 5,354,667 6,388,117 7,621,023 9,091,880
TOTAL 162,047,736 193,323{017 230,634,347 275,146,773

-
.

! Extrapolated from Questiopnaire Survey.g

2 Per cent change of Wholesale Trade 1972 - 1973 in Alberta.
“mall Communities was 19.3 per cent, Aiberta Statistical Review.

facilitating economic development that directly creates new employment.
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Table 68 .
Monthly Wage Rates for Common Wholesale Occupations], 1975

Te]ephone2 Government
Survey, 1975 Survey, 1973
Average Rate Average 80%
Occupation ($) Range ($) Range
Secretary/
Stenographer 608 400-840 544 450-645
Warehouse Order
Desk Clerk 712 640-832 600 435-751
Warehouseman ’ " 697 400-1166 590 407-758
Salesman 1160 450-1600 - -
Driver :
(Light Truck) 690 500-800 Fod 425-926

] There are several categories for each occupation reflecting skill and
experience. “This is a crude pricture of present rates.

2 36 returns were obtained from a telephone survey of approximately 100
wholesalers in the sample.

3 Males only shown.
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CHAPTER VII

CONCLUSTONS AND RECOMMENDATIONS

Because each section of this study includes a summary of its
findings and the conclusions based on its results,-this chapter of the
report will not attempt to present in detail the findings of the study.

In order to facilitate conclusions based on the entire study, brief
summary conclusions will be given for eacﬁ of the four main sections of
this stUdy: the wholesaling structure of Edmonton and the North, the
wholesale market survey and 11nkége analysis, the problems and poten-
tials of wholesalers in the North, and the economic significance and

future economic impact of wholesaling in the North.

The Wholesaling Structure of Edmonton and the North

By analysing the structure of the wholesale trade of Edmonton
and a number of selected northern communities, in terms of thefr types *
of establishments, their organizational characteristics, the kinds of
markets in which they operate and the nature of their geographical
distributions, it was possible to show that the“who1esa1ing structure of
the North is a highly complex system. This wholesaling structure is
characterized by a great diversity of conditions in various industries
and great variety in the types of products passing through the system.
These complexities in the wholesaling structurg give rise to highly
varied types of wholesale estab]ishments and kinds of middlemen opera-
tions, offering varying degrees of completeness of functions, of product

assortments, of managerial control patterns, and of adaptation to the

209
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geographical aspects o(/;ESTEsaling. There was greét diversity observed
in the s%ructure, both in ‘terms of-empfoymenf size and‘vo1ume of sales.
Among the types of who]esa]igg establishments serving the
northern MMrkets; it was shown that the categories of wholesale
enterprises which stood out in terms of the number of establishments,
employment size and gross volume of sales were those firms most directly
associated with economic and industrial development in the North,
including the Machinery, Equipment and Supplies sector, the Motor
‘Vehic]es and Automotive Equipment sector, the Lumber and Construction
Materials sector and the Petroleum and Petroleum Products sector. Other
secondary sectors identified as being important in terms of their size
characteristics, were the Drugs, Chemicals and AlTied Products sector,
the Groceries and Related Products sector, the Electrical Goods sector
and the Hardware, and Plumbing and Heating Equipment"and SuppTies'
sector, all of which have obvious indirect links with developmental
aspects of regional growth. » ' =
In add{tjon to analysing the forms and functions of whole-"
saling establishmer-- in Edmonton and the North,lthe section of the
study dealing with the structure of wholesaling in these areas pointed
out the degree to which backward and forward horizontal and vertical
integration has occurred among wholesaling firms serving these northern

markets. In conclusion, it was shown in this study that the organiza-

tions through which wholesale middlemen in Edmonton conduct their
business- represent a variety of sizes, affiliations, organizational

forms and industry specialization.
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Wholesale Market Survey and Linkage Analysis

In the market survey and linkage analysis of wholesale trade.
in Edmonton and the North the strategic position of wholesaling in the
marketing organization of the region was confirmed. this particular
section\éf“the study it was shown that the who1e54£z;;35;ructure is an
integral part of the North's marketing organization and that its primary
function is to bridge the gap between various levels of pro;ucers and
consumers. The system of wholesaling linkages making up this structure
was described as the "structural mucilage" which makes possible the
intricate patterns of channel distribution, and u]timéte]y the marketing
organization itsglf.
_The magket survey and linkage analysis“also shed some‘new
light on Edmonton's ”gatewayh function, pointing out that the only
meaningful way of interpreting this function was in terms of its north-
ern perspective, that is, in terms of the demand for its wholesale
.service from northern user industries. +Viewed from the outside looking
in, the wholesaling structure of Edmonton becomes the linkiné vehic]e‘by
means of which the northern marketing organization takes place and
becomes effective. It is in this sense, relative to the nature, size
Aand extent of the northern markets, that the true nature of Edmonton's ’
function as an 'unraveling point of trade' can be fully appreciated and J
its importaﬁce.to northern development, fully understood.
The wholesaling Tinkages were also described in terms of their

ability to regulate the physical flow of goods anp services in and out \
of regions, both with respect to gquantities and qﬁa1itites, in terms of .
' ]

[

-spatial allocations, locating potential customers,'or establishing

»
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wholesale prices, and of providing feedback for market planning. The ! R
; - |
1
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linkage analysis also pointed out the relationship between the. who]e-
saling structure of Edmonton and the primary and secondary 1ndustr1a1
structure of the North. Z

Discussion in th1s§se¢tlon conc]uded with a Brief considera-
tion of the question of competition and market penetration by Vancouver,
and other non-Edmonton wholesaling firms. As the results of this survey
have indicated, Vancouver wholesalers -have been increasing their sales
efforts in the North, particularly in the Whitehorse and the north-
western regions of Alberta, around Grande Pra{rié and Peace River.
Although Edmonton will a]wéys possess certain locational and trans-
portation affinities wjth northern Alberta and the Northwest Terri-
tories, if.must be“emphaéized that user industries in the North bear no
special loyalty to Edmonton who]esa]ers‘and that if offered a better
deal from Vancouver distributors they will take it. With the prospects
" of a highway connecting Whitehorse and Inuvik, fhe marketing competition
frgm Vancouver may-fncrease, particularly in ligﬁt of its naturat”

geographic affinities with the Whitehorse region.

Problems and Potentials

The section of the report Qea1ing with the problems and
pqténtia]s of who]esa]%ng in the North was the result of a synthesis of
'comments,_ideas and suggestions compiled during the fieldwork and from
duestionnaires in the mail survey of wholesaling establishments in
Edmonton and the North. For the most part, the problems facing northern
wholeéa]ers and firms subp]ying the north were ones of transportation,
communication and control, costs, and ]aonr problems, and the ways

suggested to improve service reflected the heavy emphasis placed on’
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transportation as the key to an efficient marketing organization.

Economic Significance and Future Economic Impact

The final section of the study dealt with the rela'ive econo-
mic significance of whb]esa]ing and made some chde, but efféctive,
projections of wholesale employment and sales, and possible multiplier
effects using a basic:non-basic approach. The conc1QSion§ of this
section were that the direct economié effects of who]esa]ing’are 11m1ted,
and that the full value of fhis sector to the.regionql,economy can only
be fully understood and éppreciated in terms of its indirect facili-

tating effects, which make northern economic development possible and

2

Recommendations ////’-\\

t

effective.

As previously indicated, this studx represents an exercise in
applied economic geography, with relevance for po11cy'fdrmu]ation by
government and private enterpriée. For this reason, the étudy cbnc]udes
with the fo]]dwing general recommendations for 1ﬁproved wholesale
marketing in the North, with specific policy recommendations;to improve

the role of wholesaling in the regional economic development of the

L

North. v : v /

General Recommendations

1. In view of the strategic position of the wholesaling sector in the
'maﬁketing organization of the Northern .regions, it is recommended
“that policies of regional economic development give serious consi-

i .deration to its role in the development process. \lhereas past
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emphasis has been placed on the role of transportation-as the key
to northern development, this aspect of regional growth should bé
viewed more as a facilitating 11nk§ge for the broader aspects of
wholesale supply -and distribution. In the opinion of this writer;
long-term policies of northern regipnal economic development must
consider the functions of wholesale trade as the linking vehicle in
- the marketing 6rganization, through wpich the region's market takes
place and becomes effective. A1thdugh the economic significance of
this sector in terms of its direct génerative effects on employment
aqd jncpme are weak, the importance of this sector as the facili-
tator of all economic grqwfh cannot be over-emphasized. It is fhe
wholesaling structuré of the region which makes growth and ~Top-
ment(possiblé. it gives to the region its depth, variety a
complexity of marketing 6rganization. Every technological de. 10}
'ment of production which affects the volupfe and variety of goods
must eventually be reflected in, and become magnified through the

wholesaling sector.

2. In view of the nature of who1esa1g marketing within the Study Area,
it is recommended tﬁat governmené encourage wholesalers to improve
the efficiency of the. Edmonton wholesaling structure so that it can
better serve the needs of regional .economic development in the
North. It has become evident through this survey that the rappogt
between Edmonton wholesalers and. northern bus1nessmen could stgﬁﬁ
to be improved, and that in view of the 1ncreased competition from
Vancouver, such a.rapprochement.cannot come too quickly. As

comments by manyinorthern businessmen suggest, they bear no special 3
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allegiance to Edmonton supp}iers and it has become apparent that
théy will make their purchases from the.businSSS that offers the
best service for the least money. It is 1herefore extremely
important that efforts be made to encourage Edmonton wholesalers to
take steps to improve their service to northern customers. In this
respect, it would appear to be the responsibility of the government
to assist'in improvemen.s in the transportation systems facilitat-
ing the movements of wholesale goods in and out of the developing
regions. Most importantly, it should be emphasized here that
emphasis be p]acéd on the “qua]%ty“ of the service and not so much
on "quantity". Edmonton will always possess$ certain locational
affinities with northern Alberta and Yellowknife region, however |
lower freight rates from Vancouve: via Whitehorse and the prospects
of a highway connecting Inuvik to the Yukon are giving Vancouver a
distinct advantage in serving the Yukon and northern British
__CéTumbTé market. More importantly, however, is the fact the

| Véncou&er suppliers are makfng inroads in the Grande Prairie-Peace
River wHoTesa]e marketing region and that unless service is im-
proved to these regions from Edmonton, there is nothing to stop

northern businessmen from changing suppliers and the directions of

their facilitating linkages.

-

It is the opinion of fhis writer that it is not feasible to estab-
lish alternative small sga]e wholesaling establisments or outlets
in the North which wou]d bypass the transshipment process. of the
inter@ediary in _Edmonton. Although such a streamlining of the flow

of wholesale goods and services might appear economically desirable,
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presént conditions in the wholesaling industrylwould make such a
scheme impossible. Insufficient market potential (insufficient
demand and sales volume), labour problems, problems of
communication and control, transportation costs, and the costs of
duplicating the Edmonton marketing structure, are but a few of the
major constraints to developing such small scale outlets. Once

again, ‘fue oeed to Trprove She opevacing eyl ione of the rresont

1y Loy B N b s T AR y by ; ~ o L7 i, . T /
Rl cramioatoon Ceo o Temed s Eephae s chowdd be s laeed on

cneour iy betier e o cxial g Seed it es, as o in several
. . J Jdod 3

instances there are cases where local wholesaling distributors,

fully capable of serving the needs of the market, are being by-
5 .

™~

passed by large companies in favour of traditional supply links to

the south, even across the border into the United States.

1.

S

To Tower freight rates by direct competition, subsidy or by

encouraging increased private enterprise in trucking.

To improve the quality of air transport through an assessment of

air service to wholesalers bearing in mind the study's findings

~

about northern complaints.

<

That the provincial government encourage the federal government to

continue to undertake highway and bridge construction in the North-
west Territories particularly with respect to the Mackenzie Valley

route and the creation of an all-weather highway to Yellowknife and

Inuvik. ‘
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To ensure, in co. w1on with region J ity planning
authorities, that Grande Prairie, Whitehorse and Inuvik wholesalers
in particular, because of their relatively large local and reaional
markets, have locations in industrial parks with good access to
transportation facilities.

/o
Encourage government institutions in the North to purchase from

Tocal wholesalers when practical and feéasible.

That if there is any northern community to be encouraged to develop
its wholesaling structdre (despite the general xecommendation that
it is not feasible to use wholesaling outlets as a direct vehicles
for regional development) it sh0u1d be_Grande Prairie, which has
all important northern wholesaling sectors repre%gnted 1ﬁ its
structure, including Machinery, Equipment and Supﬁ1ies, Motor

Vel cles and Automotive Eéuipment, Lumber and Construction
Materials, Petroleum and Pe%ro]eum Products and Groceries and. ,
Related Products. En route linkages with the Yukon, the Northwest
Territories and the remainder of Alberta make it a potentially use-
ful transshipment location. As a éfowing central place in the
south Peace River region, and the largest centre of the region, it

easily ranks first as a community where a strong wholesaling sector
»

would help to facilitate northern development.

That government agencies sponsor trade fairs in northern communi-
ties where Edmonton wholesale suppliers and northern users could

communicate first hand on problems of supp]& and distribution.

ol
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3.

That the provincial and federal governments investigate the pos-
Sibilitv of employing more females throughout the wholesaling

industry to overcome problems of labour supply and quality.

218,
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STANDARD INDUSTRIAL CLASSIFICATION



STANDARD INDUSTRIAL CLASSIFTCATION
. ‘}

MAJOR GROUP 50 - WHOLESALE TRADE

&* &

Motor Vehicles and Automotive Equipment

5012  Automobiles and Other Motor Vehicles
/Estab]ishments primarily engdged in the wholesale distribUtfon
of new and used passenger automobiles, truéks, and other motor vehicles.
Automotive distributors primarily engaged in selling at retail to.
individual consumers for personal use, and also selling a limited amount
‘of new and used passenger automobiles and trucks at who]eSa}e to dealers

are classified in Retail Trade, Industry 5511.

‘5013 Automotiv7‘ﬁquipment
Establishments primarily engaged in the wholesale distribution
of motor vehic]e-parts and accessories, and filling station and garage
service equipmeqt. Establishments primarily engaged in the wholesale

distribution of tires and tubes ére classified in Industry 5014.

5014 Tires and Tubes
Establishments primarily engaged in the wholesale distribution

of rubber tires and tubes for passenger and commercial vehicles.

/’)

Drugs,.Chemicals and Allied Products

5022 Drugs, Drug Proprietaries and Druggists’ Sundries
Estab]ishments primarily engaged in the ‘wholesale distribution
pf-drugs, drug proprietaries, druggists' sundries, and toiletries.

;Estab]ishments primarily engaged in the wholesale distribution of

226
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surgical, dental, and hospital equipment are classified in Industry

' 5086.

5028 Paints and Varnishes
Establishments primarily engaged in the wholesale distribution
of painté and varnishes, in paste or powder form or ready for use.

Glass and waTlpaper are frequently handled.

5025‘ Chemicals and Allied Products, Not Elsewhere C]assiffed
Estabiishments primarj]y engaged in'thé wholesale distribution
of chemica]s and allied products not elsewhere classified, such as
ac1ds, ammonia, 1ndustr1a1 and heavy chemicals, dyestuffs, industrial
salts, insecticides, naval stores, plastics materials, resin, and
turpentine. Establishments primarily engaged in ;he wholesale
distribution of ammunition, fireworks, and agriéh]tura] chemicals are

classified in Industry 5099.

-

Piece Goods, Notions, Apparel

5033  Piece Goods (Woven Fabrics) &

Establishments primarily engaged in the wholesale d1str1but1on
of woven piece goods or yard goods of natural or man-made f1bers /
"Converters" who buy goods in the grey, have them finished on contract,
and sell at wholesale are included here. This industry does not include

establishments primarily engaged in the whd1edsa1e distribution of home

furnishings, which are classified in Industry 5097.

» 5034 Notions and Other Dry Goods

Establishments primarily engaged in the wholesale distribution

of notions (sewing, hair, and shoe accessories, etc.), knit goods, and



other dry goods except piece goods.

5036 Men's and Boy's Clothing and Fufnishings
Estab]1shments pr]mar1]y engaged in the wholesale d1str1but1on
of men's and boys' apparel and furnishings, sportswear hosiery, under-
wear, nightwear, and work clothing. Establishments primarily engaged in

the wholesale distribution of shoes are classified in Industry 5039.

5037  Women's, Children's and Infants' C]othing‘and Accessories
Establishments primarily engaged in the wholesale distrubution
of women's, childrens' and infants' clothing and dccessories, "including
hoSiery, Tingerie, millinery and millinery supplies, and furs. Estab-
Tishments primarily engaged in the wholesale distribution of shoes are

classified in Industry 5039.

5039  Footwear P

’

Establishments primarily engaged in the wholesale dfstribution

of footwear of leather, rubber and other materials.

Groceries and Related Products .

*>

5041  Groceries, General L%ne
Establishments pfimari]y engaged in the wholesale ‘distribution

of a general Tline of groceries. Establishments primarily engaged in
roasting coffee, and establishments primarily engaged in b]end1ng tea ‘or

gr1nd1ng and packaging spices, are classified ir ‘ajor Group 20.

5042 Frozen Foods

Estab11shments primarily engaged in the wholesale distribution

of packaged quick-frozen vegetables, Juices, meats, fish, poultry,

pastries and other "deep freeze" products. Estahlishments primarily

<
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e

engaged in the wholesale distribution of frozen dairy products are e
clasSified in Industry 5043; énd frozen poultry, fish and meat which ;)e

‘ -v_: .
not packaged in Industries 5044, 5046, and 5047 respectively. .

5043 Dairy Products
Establishments primari]}agngaged in the wholesale distribution
of dairy products, sucH ag butter, Chégse, ice créém and ices, and fluid
milk and cream. .This industry does hot\inc]udé establishments primarily
engaged in pastéurizing and bottling milk, which are Eléssified in Group

202.

5044  Poultry and Poultry Products
Estab]ishments brimar?]yiengaged in thé wholesale distribution
of poultry and poultry producfs;‘except canned and packaged fr&%en
products. This industry does not inc]ﬁde establishments primarily
engaged in the killing and dress;hg of poultry, wh}ch are classified in «
Industry 2015. Establishments primarily enéaged in the wholesale
distrjbution of packaged frozen poultry are.éqassified in Industry 5042,

and of canned poultry in Industry 5049.

5045 Confectionery
Establishments primarily engaged in the wholesale distribution
of confectionery, such as candy, chewing gqum, founta’in fruits, salted or -

roagied nuts, popcorn, and fountain. syrups.

5046 Fish and Sea Foods
Establishments primarily engaged in the wholesale distribution
(but not packaging) of fresh, cured, or frozen fish and sea foods,

except canned (Industryl5049) or packaged frozen (Industry 5042). The

preparation qigg}esh or frozen packaged fish and other sea food, and the

—
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shucking and packing of fresh oysters in nonsealed containers, are

classified in Industry 2036.

5047  Meats and Meat Products
Establishments primarily engaged in the wholesale distribution
of fresh, cured, and processed (but not canned) meats and lard. Frozen

packaged meats are classified in Industry 5042, and canned meats in

Industry 5049,

5048  Fresh Fruits and Vegetables

-Establishments primarily engaged in the wholesale distribution

of fresh fruits and vegetables. ,

5049  Groceries and Related Pfoducts, Not Elsewhere C1assiffed
Establishments primarf]y engaged in the wholesale distribution
of groceries and related products, not elsewhere classified, such as
bakery proddcts, beverage concentrates, breakfast cereals, canned goods,
green or rogsted coffee, flour, ffuit peel, oleomargarine, pickles,
breserves, Jams, jellies, sauces, spices, refined sugaf, tea and yeast.
_Establishments primarny enseged in the wholesale distributioh of soft
drinks, and in:bottling and distributing natural spring and mineral
\\\ waters,; are classified in this indu§try, but establishments primarily
engaged id bdft]ing soft drinks are classified 1rthjor Group 20. This
industry does not include farm products—raw materials (Group 505), or

beer, wine, nd distilled alcoholic beverases (Industry 5095).

Farm Product—Raw Materials t o

5052 Cotton

Establishments primarily engaged in buying and/or marketing
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cotton and cotton linters.
5053 Grain
Es}ab]ishment§ primarily engaged in bu&ing and/or market{ng
grain (such as corn, wheat, oats, barley, and unpolished rice); dry
beans; soybeans and other inediblc beans. Country grain elevators
primarily engaged in buying or receiving grain from farmers are included

as wel] as terminal elevators and other merchants marketing qrain.

5054  Livestock

Establishments primarily engaged in buying and/or marketing

livestock, except horses and mules.

5059  Farm Products, Raw Materials, Not Elsewhere Classified
Establishments primarily engaged in marketing farm products,

¥ @ .
not e1sewh¢re classified, such as horses and mules, leaf tobacco, hides,
’ oo .
skins, furs, wool, mohair, raw silk, hops, and nuts, except roasted or
|
salted (Indystry 5045).

Electrical Goods

This group includes egtablishments'primarily engaged in the
wholesale distribution of e]ecérica] generating, distributing, and
wiring équipment. It also inc]udes\household appliances whether electri-
cally, manually, or mechanically powered, such as washing machines
powered-by gasoline motors and sewing machines powered manually. JThis
group does not include e]eétrica] commercial and industrial machjneS'- -
(i.e.; those in which electricity does the work directly, such as heatfng,

turning a shaft, or jonizing a substance), or electrically powered

commercial and industrial machines which are classified in Group 508.



Y
5063  Electrical Aparatus and Equipment, Wiring Supplies and
Construction Materials

Establishments primarily engaged in the wholesale distribution -

~a

of electrical power equipment for the generation, transmission, or
utilization of electric energy; and electrical construction materials
for outside power transmission Tines und for electrical systems. This
industry does not include establishments primarily engaged in the whole-
sale distribution of ra "»s, television sets, electric refrigerators,
and other household electrical appliances which are classified in
Industry 5064. Construction contractors primarily engaged in insta11ing

electrical systems qnd equipment from their own stock are classified in

Industry 17371.

5064 Electrical Appliances, Television and Radio Sets
Establishments primarily engaged in the wholesale distribution

of radio and television sets and househo]d.e1ectrica1 appliances.

5065 Electronie Parts and Equipment
Establishments primarily engaged in ‘the wholesale distribution

of electronic parts/gnd”equipment, such as industrial and radio -and

———-——televiston receiving and transmitting electronic tubes; electronic

intercommunication equipment; radio parts and accessories; and elec-

tronic sound eaq ant, except radio and television receiving sets and

—

phonographs (Industry .064).

Hardware, and P]umbing and Heating Equipment and Supplies

5072 Hardware

v

Establishments primarily engaged in the wholesale _istribution

of harqware, except automobile hardware (Industry 5013).
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5074  Plumbing and Heating Equipment and Supplies
Establishments primarily engaged in the wholesale distribution
of plumbing and heating equipment and supplies to be installed in
residential and commerc-al buildings. Construction contractors primaf-
i1y enygaged in installing plumbing and heating equipment f “heir own

stock are classified n Industry 1711.

5077  Air Conditioning and Refrigeration Equipment and Supplies
~Establishments primarily engaged in the wholesale distribution
of air conditioning, refrigeration, and ventilating equipment and
supplies, exéept household refrigerator and self-contained air condi-
tioning units (Industry 5064). Construction contractors primarily
engaged in installing air conditioning, ventilating, and réfrigeration

equipment from their own stock are classified in Industry 1711.

Machinery, Equipment, and Supplies

5081 Commercial Machines and Equipment
Establishments primarily engaged in selling at wholesale
commercial machines and equipment, such as office, store and business
. ;

machines and equipment; commercial food service equipment; and fountain

and store fjixtures.

5082  Construction and Mining Machinery and Equipment
Establishments primarily engaged inhmarketing cranes, excavat-
ing machinery and equipment, power shovels, road construction and
maintenance machinery, tractor-mounting equipment and other specialized
machinery and equipment used in the construction, mining and logging

industries.

N
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5083  Farm Machinery and Equipment.

Establishments primarilx engaged in the wholesale distribution
of agricultural machinery and equipment for use in the preparation and
maintenance of the‘soil, the planting and.harvesfing of crops, and other
operations ‘and processes pertaining to work on the farm; and dairy farm
machinery and eauipment. This industry does not include establishments
engaged in the distribution of dairy products manufacturing machinery

ciassified in Industry 5084.

5084 Industrial Machinery and Equipment
Cstablishments priﬁ;ri]y engaged in marketing industrial
machinery ahd equipment such as metal working tools, food industries
machinery, oil well and 0il refining machinery, industridl,trucks and
tractors (except over-fhe—road types), printing machinery, and machinery

and equipment for other manufacturing industries.

5085  Industrial Supplies
v "Establishments primarily engaged in marketing industrial sup-
plies, such as abrqsives and materials, rope and cordage, and ﬁechanica]
rubbet goods; welding supplies; mechanical power transmiséion supplies,
including bearings; 1ndu$£ria] valves and fittings;{meta& containers;

industrial-leather; and reconditioned barrels and drums.

R 5086 Proféssionaﬁ tquipment and Suppiies
Es%ab]ishments primarily engaged in the wholesale distribution
of mechanical devices and other equipment used by architects, dentists,
engineers, physicicans, surgeons, vetéfiharians, optometrists, osteo-

paths, and other professional groups.




5087  Equipment and Supplies for Service Establishments
Establishments primarily engaged in the who]esa]e distribution
of equipment and supplies for barber shops, beauty parlors, power
laundries, dry cleaning plants, upholsterers, undertakers, and related.

personal service establishments.

5088  Transportation Equipment and Supplies, Except Motor Vehicles
) Establishments primaki]y engaged -in the who]esa]e aistribution
of transportation equipmént and supplies. = Establishments primarily
ehgaged in the wholesale distribution of motor vehigles and motor

vehicle parts are classified in Group 501

5089 .‘Machinery, Equipment, and Supplies, Not Elsewhere Classified
Establishments primarily engaged in the wholesale distribution

of machinery, cquipment, and supplies, not elsewhere classified.

-

Metals and Minerals, Not”Elsewhere Classified (5091)

. Establishments primarily engaged in the wholesale distribution
of coal and coke; ferrous and nonferrous metals (except precious meta]é,
Industry 5099, and scﬁqp; Indqstry 5093); and miscellaneous nonmetallic

minerals (except petgoleum (Industry 5092).

Péth@leum and Petroleum Products (5092)

Establishments primarily engaged in the wholesale distribution
:of‘petroleum aqd»petfo]eum products, incTuding Tiquefied petroleum gas.
The'principéiltypes of establishments inc]uded are petroleum bqu
statjons ayd'termfnd1s_and wholesale LP gas terminals selting bulk
1iquid prbducts. Also iﬁc]uded are wholesale marketers of crude nd

+acr ned petroleum goods. Storage facilities for petroleum “products ,

235
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lTocated at or near petroleum refineries are classified in Industry 2917.

Scrap and Waste Materials (5093)

Establishments primarily engaged in assembling, breaking up,
sorting and wholesale distribution of scrap and waste materials. This
industry includes auto wreckers engaged in dismantling automobiles for
scrap. Héwever, those engaged in dismantling cars for the purpose of

selling secondhand parts at retail are classified in Industry 5933.

Tobacco and Its Products (5094)

| Establishmeénts primarily engaged in the wholesale distribution
of tobacco and its products. Leaf tobacco wholesalers are c]assified in
Industry 5059, and estab]ishhents primarily engaged in stemming and |

redrying tobacco in Industry 2141.

Beer, Wine, and Distilled Alcoholic Beverages (5095)
| Eétab]ishments'primari]y engaged in the wholesale distribution
of beer, wines, and distilled alcoholic beverages. Bottling of wines

and other ligquors manufactured in bulk by others is included.

Paper and Its Products. (5096)

Establishments primarily engaged in the wholesale distribution
of paper and its products, including statjonary and kindred supplies,
such as pens, pencils, and writing ink. This industry does not include

wallpaper which is classified in Industry 5099.

Furniture and Home Furnishings (5097)

Establishments primarily engaged in the wholesale distribution
of household and office furniture and home furnishings. Estab]ishme_ts

primarily engaged in the wholesale distribution of electrical household
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goods are classified in Industry 5064, and in the wholesale distribution

of office machines and equipment in Industry 5081.

Lumber and Construction Materials (5098)

Establishments primarily engaged in the wholesale distribution
of Tumber and building materials, such as brick, builiing stone, cement,
crushed stone, granite, gravel, 1ime, marble, masons' materials, plaster,

window glass, roofing materials, and sand.

Miscellaneous Wholesalers, Not Elsewhere Classified (5099)

Establishments primarily engaged in the wholesale distribution
of commodities not elsewhere classified, such as amusement and gporting
goods, farm supp]ies,»jewe]]ery, flowers and nQr'ery stock, ‘rough timber
products, leather and leather goodé, yarn,nanima1 and vegetable oils,
books and magazines, crude rubber, wood pulp, and general merchaﬁdise‘

Source: Standard Industrial Classification Manual, 1967,
Executive 0ffice of the President, Bureau of the
Budget, Office of Statistical Standards.
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/CHARACTERISTICS OF WHOLESALE MIDDLEMEN
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A.

At

N

CHARACTERISTICS OF WHOLESALE MIDDLEMEN

Merchant Wholesalers

1.

Reqular Wholesaler

(1)

(13)

buy and sell in the domestic market

take title to the goods they handle (assume the risks of
ownership of inventory and receivables)

sell through salesmen who canvas the trade regularly
assemble goods from any sources of supply

buy jn large Tots, sort and redistribute in smaller
quantities

maintain complete invéntories of most items handTed
provide prompt delivery service

provide financial assistance through the extension of
credit !
guarantee goods and adjust complaints
install, service and repair meréhandise sold
render advice and assistance'(including new product
information, inventory control, sales planning, pricing 1
and “store engineering)

plan distribution of the manUfacﬁurer's product, advising

on marketing problems and undertaking sales promotional

work

'provides storage facilities for the manufacturer

239
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3.

Imgorter-Exgorter
(a) Importer

(1) provide all services of a regu]ar.full—function
merchant wholesaler (see Regular Wholesaler)

(2) purchase goods that are carried in inventory from
foreign-based sources, which they resell on fhe

domestic market

(b) Exporter

(1) provide a1l services of a regular full-function
merchant wholesaler (see Regular Wholesaler)
(2) sel domestically produced goods to foreign-based

buyers

Rack Jobber

(1) provide all services of a regular full-function merchant
| ~who1esa1er (see Regular Wholesaler), plus some retailing
fuhctions |
(Z)I_dea] in extensive lines of non-fodd mercha " -e
(3) specialize in one line of merchandise
(4) sell on a credit.or consignment basis
| (5) driver-sa]ésmen'regu]ar]y service accounts

(6) méintain their own display racks, seeing that they are

adequately stocked, properly ‘price-marked and arranged in

an attractive manner
' Py

(7) replace unsold or slow-moving items

P



Cash-and-Carry Wholesaler

operate on a cash basis
do not extend credit

-~

do not deliver goods to their customers

merchandise lines are Timited to fast-moving staples
customers must travel to the warehouse, locate and
assemble their orders, carry them to a central check-out

station, and load their merchandise on their own cars or

do not take physical possession of the goods they sell

take title to the merchandise they handle

(3)
(4) do not employ salesmen

'(5) do Tittle or no advertising
(6)

(7)

trucks

Drop Shipper or Desk Jobber

(1)

(2)

(3)

assume responsibility for the shipment from the time it

Teaves the manufacturer until it is delivered to their

. customer

sell merchandise which is bulky and usually sold in car-

load Tots

bear the risks and costs of credit extension and receiv_

ables collection : 7

Truck or Wagon Jobber

(1)

specialize in high-margin specialty items or quick-turn-

over perishables

e Nty AP S B e S A - L
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(2) employ driver-salesmen who regularly call on the trade

(3) sales, deliveries and receivables collection are per-

(4)

formed simultaneously
usually operate on a cash basis, but may extend short-

term credit.

Mail-order Whoiesaler

(1)

- (2)
(3)

all business, or a major portion of it, is conducted by
mail order

rely on mail-order cata]ogues to generate sales
Customers must take the 1n1tiati&e in ordering the goods

and then await their delivery

Industrial Distributor

(1)

(6)
(7)

perform all services of a regu]ér full-function whole-
saler (see Regular Wholesaler)

specialize in theibuying and selling of industrial goodsvx
sell primarily.to industrial and other business users,
rather than retail outlets

Customers purchase goods for consumption, use within
their business or as an unfinisheﬁ product subject to
further processing

often repreéént only one manufacturer and do not carry
products of competing manufacturers

specialize 1in servicing only one industry segment

-act as purchasing agents. for their 1ndustria] users



10,

1.

12.

(8) provide a competent sales force tg customers who might
not otherwise have access‘tof5uch salesmen

(9) provide storage facilities for manufacturers

Mill Supply House

(1) perform all services of an industrial distributor (see
" Industrial Distributor)
(2) maintain an extremely large and varied inventory of
industrial goods |

(3) often carry items from competing manufacturers

Converter 3 [

(1) found principally in the textile industry
(2) con%ert grey goods into patterns and colours

(3) dye and cut. the cloth or contract to have it done

Chain Store Buying Office or Warehouse

(1) vperform a]],servites of a regular full-function whole-
saler (see Regular Wholesaler)

(2) accounting records for all retail units of the chain in
the territory covered by the warehouse are handled in the

warehouse

Wholesaler or Retailer-Sponsored Buying-Pool Cooperative Chain

(1) engage in large-scale buying for the chains

(2) provide cooperative advertising materials

243
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(3) promote private brands of merchandise

(4) provide warehouse storage facilities

(5) provide delivery servlces

(6) provide merchand1se planning and other services, in-
cluding store lay-out assistance and store management and

control helps

Manufacturers' Sales Qutlets

»

(a) Sales Branch i

t from -the firm's main plant and operate
—gtéb]isﬁmentg
,‘}]1t1es§§or the phys1ca1 storage, hand]1ng
and de11¢bry of at least a portion of the merchandise
sold
£
(3) install, maintain and repa’ nerchandise sold

(4) occasionally engage in leasing or renting equipment

(b) Sales Office ‘ -

(1) maintained apart from the firm's main plant and operate
as separate establishments

(2) do not carrj'stocks of merchandise sold

Merchandise Agents or Brokers

1. Broker

(1) represent either buyers or se]]efs in a sales transaction

(2) negotiate and facilitate purchase and sales for others

®



é

do not take title to the merchandise involved in the
transaction (bea;,no risks of ownership)

do not have the authority to complete a transaction
without confirmation of their principals

do not take physical possession of merchandise <~1d

do not receive payment for merchandise directly

receive renumeration by commission or fee.

receive no renumeration unti] transaction is completed
provide an array of promotional aids and.kfndred services,
such as planning their client's product distribution,
developing promotional strategy, setting product speci-
fications, deciding on package design, collecting credit

information, bui]ing.attractive displays, locating

merchandise sources and conducting market research

Commission Merchant

(6)

engaged for a single transaction (usually to facilitate
disposal of a particular lot of goods)

take posession but not title of the merchandise sold
engage in physical handling functions

provide warehousing facilities (may sort, grade and
repack client's merchandise)

empowered with considerable freedom to negotiate prices
and comp]ete transactions without their principaf‘s
confirmation .

may extend credit at their own risk

245
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(7) engage in receivables collection a
(8) paid on a commission basis
Purchasing Agent 5
(1) represent only buyers
(2) maintain Tong-term relationships with their clients
(3) procure merchandise for their principals on a commission
or fee basis
(4) may take physical possesgion of merchandise sold (re-
‘ ~__

ceive, inspect, warehouse and ship to clients)

(5) may extend credit

(6) merchandise quality, quantities and terms of sale are

cTosely controlled by the principal <:;

- Selling or Sales. Agent

(1) contracted on a commission basis to sell the entire
“J
output of their client

(2) handle the output of several producers of allied but not
competing ijtems

(3) maintain long-term relationships with their clients

(4) operate without territorial Timitations .

(5) enjoy considerable freedom to negotiate prices, terms and

e

conditions of sale

(6)..,render financial aid both to their principals and cus-

tomers

(7) assist in merchandising andupnoduc%~devé1obment




Manufacturers' Agent

(1)

{9

represent two or more manufacturers Gf related but non-
competitive lines

sell in a limited geographical territory

maintain long-term relationships with their clients

do not handle the entire output of their clients

have 1ittle authority over prices and terms ofvsa1e
assist in sales planning and product development
provide various marketing services, %nc]uding promotional
prbgrams, cooperative advertising, trade shows'and"
exhibits and marketing information

provide warehousfng-faci]ities-and make-deliveries of
goads

may carry stocks of merchandise handled

o/

(1)

(4)

(5)

Export-Import Agent ‘ -/

A ,
eXport agents specialize in the procurement of domestic

goods for foreign buyers and/or accep? .J0ds on consign-
ment from domestic firms fpr sale on forejgndharkets
import agents'represent foreign sellers in the domestic
market and/or domestic firms buying foreign gaods
provide current information concerning domestic and
foreign markets \

attend to Customs formalities, such as duties, consular
fees, legal documents, invoices, and tariff laws

ensure proper packaging and routing of shipments

b))



(6) provide insurance servicoe to their clients | \

7. Auction Company - . . Z

(1) specialize ;:\;;¥0tiatinq sales of specific Tots of qoods

through the auction method
. » ,
(2) goods sold on the basis of bona fide competitive bidding

(3) take-possession but not title to the goods they sell

(4) arrange disp]ays; prepare catalogues,.conduct the auction,
gnd collect the proceeas of the sale k "

(5) may provide wa;ehouse storage facilities and make deliver-
ies of goods sold

(6) may extend credit at their own risk

(7) handle merchandise on a commission or fee basis

.

8. Resiafnt Buyfng Office

(1) integrated with depértmenf storss and depértﬁenta]ized
specialty stores H ‘ ¥ |

(2) keep their retailer-clients in constant contact with the
merchandise on the‘market 'ﬁ';

'(3) furnish mafkef information to clients, such as price§;  |
style moyements and sources of supply | _

(4) assisf'independent buyers on-vis{25‘to the marketvby
Tining up appointments and aiding in negotiaﬁfbns

(5) renumeration on a commission or fee basis, =

DO PO N
1 I

LAY




0. Petroleum Bulkplants and Terminals

(1) specialize in receiving, storing and marketing gaso’ .
‘kerosene, distillate and residual fuel oils, ]iduefied pet-
roleum gases, and other bulk petroleum products ”

(2)  bulkplants receive‘their supp]ies»principally by truck and
rail

(3) bulk terminals reéeﬁve sup}]ies by_tankers, barges, and

| pipelines in addition to truckhand raf]

(4) LP gas facilities sell liquefied petroleum gases in bulk or
bottles to.retaiters, other who]e%g]ers, industria], com-

“mercial and institutional users !

(SJL'ﬁﬁfkplants and>bulk terminals sell bulk petroleum products to

~ filling-stations and other retailers, as well as to industrial,

5., commercial and institutional users

EY  -Assemblers of Farm Products

1. Independent Buyer or Dealer (Assemblers) o

%

(1) assemble and take title to the products of local producers
» ’ <,

(2) may travel from one producing district to another or may

resid  1d conduct their business in a single community

&

orrow heavily during the buying season )
_/////’/ﬂ——-—_:jj\\fése11 as soon as they have accumulated a sufficient
e !

quantity of produce for an economical shipment

2.. Commission Buyer

(1) buy -#hd assemble the products of logal producers

249
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(2) may purchase from other local buyers rether than as-
sembling directly from farmers

(3) function as an agent of a 1arge user of farm products

(4) may represent a middleman operatiné'in a central market

(5) operate on a commission basis

Cooperative Mz ‘keti. = Association

R

_ m%

(1) owned, op and financed by local producers Cm

WJ&
(2) some associations act in the’ capacity of an agent -
(3) agent supervises the weighing, loading, transfer and
billing of the shipment

(4) shipment may be consigned to a commission merchant or to
_another cooperative association operating in the terminal
market’

(5) some operate their own loading yards and trucks

~(6) alrproceeds from all sales, after commissions and expenses

are deducted, are divided among the shippers in prf-

portion to the amount each contributed to the shipment

Grain Elevator : \:;

(1) buy and resell grain of their own accouq}Adrvas the agent

4

> of a producer \ .
(2) maintain facilities for grading, cleaning, mixing, and
storing grain

(3) may own and operate their own trucks

td
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(4)

(5)

F.
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may resell grain through brokers, commission merchants or
terminal elevator companies, or may sell direct to
millers, manufacturers or exporters

may perform custom services for farmers such as shelling

and grinding grain, and mixing feeds

Retail Warehousing and Purchasing 0ffices

1. Purchasing Office

(1)

estab11shed by large reta11ers in market centres where

large volumes of merchandise are handled

(é) may be jointly operated by several noncompeting retailers.
’ of the same. general type
(3) supervise the pricing and distribution of mekthandise.to
parent stores ‘ T
(4) conduct market research ;nd compile cOmparativé.operafin§
statistics
(5) arrange periodic "clinic" sessions with department heads -
from member or part1c1pat1ng stores ﬂ?f
(6) may maintain storage and physical distrifiion facilities
2. Retail Warehouse “ ’ L

(1) ‘receive and inspect incoming merchandise
(2) store merchandise for retail outlets
(3) maintain stock contro]

(4) handle orders or requisitions of retail stores - .

L
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(5) "assemble, break bulk, and deliver merchandise to retaif
outlets —
(6) salvage damaged goods
(7) responsible for traffic managément, including routing of
all merchandise shipments from manufacturers.to retail
Cloutlets, establishing the frequency of shipments, the
: timing of dispatches and returns, and making the best use
of transportation facilities
(8) operate an accounting department to bill retail outlets

and keep records of purchases and deliveries

K -;")_‘L.
B2 SN A S
By

3. Wholesale Cooperative

Ay

(1) owned and operated by groups of indépendent retailers
(2) prepare advertising and promotional material and supply
information on competitive prices
(3) may specialize in pri&ate brands
(4) inventory limited to items of proven salability
s (5) members make out their own orders and mail or telephone
them to the warehouse |

5.
(6) 1limited delivery service

e
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APPENDIX C

A

INTERVIEW QUESTIONNAIRE: ECMONTON WHOLESALE TRADE SURVEY
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APPENDIX C, LE 'ES 254 - 260,
NOT MICROFILMED FOR REASONS
OF COPYRIGHT.

EDMONTON WHOLESALE TRADE SURVEY, by Dr. R.G. Ironside and
Dale D. Peterson, Department of Geography, University of
Alberta. '

PLEASE CONTACT THE UNIVERSITY FOR FURTHER INFORMATION AT:-

The Un1ver51fy of ATberta

Faculty of Graduate Studies: and Research .
2 - 8 University Hall

Edmonton, Alberta, Camada———"—"""""
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APPENDIX D

MAIL QUESTIONNAIRE AND COVERING LETTER:

EDMONTON WHOLESALE TRADE SURVEY
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APPENDIX D, LEAVES 262 - 270,
NOT MICROFILMED FOR REASONS
OF COPYRIGHT.

EDMONTON WHOLESALE TRADE SURVEY, by Dr R.G. Ironside and
Dale D. Peterson, Department of Geography, University of
Alberta.

PLEASE CONTACT THE UNIVERSITY FOR FURTHER INFORMATION AT:-

The University of Alberta

Faculty of Graduate Studies and Research
2 - 8 University Hall
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MAIL QUESTIONNAIRE AND COVERING LETTER:
NORTHERN ALBERTA WHOLESALE TRADE SURVEY - " PART 1

*
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May 6, 1975

Dear Sir:

In order to assess the role of wholesaling in regional
‘economic development, I am conducting an investigation of wholesale
marketing in northern Alberta as partial requirement of an M.A. d. ree
in economic geography. You are one of the 100 ‘wholesalers in northern
Alberta, the Yukon and the Northwest Territories who are being asked to
participate in this in-depth study of wholesale marketing in the North.

The primary focus of this study is to establish the nature and
extent of the wholesaling links between urban communities in the North
and their major sources of supply. Because of its advantageous position
at the entrance to this vast northern hinterland, the survey will focus
on Edmonton's role as the main supply and transportation centre for
northern Alberta, the Yukon and the Northwest Territories. Consideration

will also be given to Vancouver's role in supplying.the North.
< .

' Although I am sure you will have no:difficulty answering the
enclosed questionnaire, should you have any questions concerning any
aspect of this survey, please feel free to {:le ione me collect e
436-1829. Your identity and responses will = ‘n strictly corf
and all data ghat is released will ‘comply with Statistics Canada
closure laws and requirements. A report summarizing the results” of the
survey will be sent to you if you complete the enclosed questionnaire.

: The report will provide you with valuable information on trends in
wholesaling and the economic development of the North, that will be
useful inwyour future business planning. :

I would appreciate having the completed questionnaire returned
as soon as possible. A stamped, self-addressed envelope is enclosed for
your convenience. I would like to thank you for your cooperatian, as
your participation in this survey is vital to the,success of the research.

) 4

‘Sincerely yours

u | Dale D. Peterson

Encl.

!

1

<
%

X

M

&
-

4
%.

4
e

-2




NORTHERN ALBERTA WHOLESALE TRADE SURVEY - PART I

Dale D. Peterson
Department of Geography, University of Alberta

Questionnaire No. - ‘ ‘ Dat. R
A. General_gbggggggyistigs of the Firm
I. Describe the building in which your firm is located:

Type of building - Office
- Warehouse
- Both

c Number of floors o

Number of floors occupied by your firm

Loading docks ’

Rail spur line

Showroom

Approximate age of the building (years)

2. How many years have 'you been operating your business at this
location?
3. On the basis of your present operation, wh kind ot whole-.iler do
' you consider yourself to be? '
MERCHANT WHOLESALER . WHOLESALL ~GLIT OR BROKER
Regular wholesaler (jobber) _Broker
Importer-Exporter ::::”‘Qmmission merchant
Ra.! jobber i Purchasing agent
Cash-and-carry wholesaler Selling or sales agent
Drop shipper or desk jobber ;. Manufacturers' agent
Truck or wagon jobber _Import-Export agent
Mail-order wholesaler _ Auction company
Industrial distributor Resident buxing office
_Mill supply house - Cooperative selling agency
Converter ' - Otzer (specify)
Chain store buying office or . ,
warehouse : . PETROLEUM BULKPLANT, TERMINAL OR
Wholesaler- or retailer- LIQUEFIED PETROLEUM GAS FACILITY
sponsored buying-pool
cooperative chain Independent
Other (specify) Commission
: . Cooperative
MANUFACTURERS SALES .BRANCH OR SALES . . Refinery controlled
OFFICE Other (specify)
o Sales branch (with warehouse
stocks) )
Sales office (without warehouse.
stocks)
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-
ASSEMBLER OF FARM PRODUCTS - BETALL"EQBEﬂOusgﬁgAANDLQQBQBﬁﬁ: -
I ING ORGANIZAT [ON
] Independent buyer or dealer '
- (assembler) . Purchasing office
Commission buyer S Retail warehouse
Cooperative marketing association ____Wholesale cooperative
____Cooperative purchasing agency Other (specify) e <
___Grain elevator N
___Cream station . ) .
_ Packer and shipper v °
____Other (specify) o
Briefly describe thé different types of serv’ es or wholesale
... functions that you perform for your suppli: and customers.

Is your firm connected in any way with a manufactufer<qp retailer

of the products you sell? ' Yes '

No L

If yes, to what firm are you connected?

Where is this firm located?

What is the specific nature of your connection with this firm?
Affiliatq,(direct ownership) o
Subsidiary . .
Interlocking directorate
Cooperative

Exclusive dealer franchise

Restrictive controls (licensing, contracts, etc.)
Trade association

Gentlemen's agreement

Other combination (specify) -

Have you always been connected in this way? " Yes

No
If no, when did you become connected to this firm?:

(a) What-was the seasonal average employment of your establishment
this year? (Including salesmen who work from this address and
visit it on a regular basis) ’

Permanent - Male

- Female
Part-time - Male

- Female

i earE S e
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(b) What do you expect your average employment to be by the end of
this year? o

7. (a)Y Is this establishment the head office ot youfafompany? .
‘ Yes 1
No
Lf no, where is your head office located?

(b) Do you have any branch offices? Yes -
. No B B
If ye., where are these branch offices located? -
8. (a) 1In terms of the total value of your wholesale sales, what are :
the most immportant commodities you sell? (Give specific ’
examples of the different kinds o items you sell)

(b) Of these commedities, ranked by wholesale sales value, which
do you consider to be the five (5) most important, and what |
is the approximate percentage of your total wholesale sales o
value accounted. for by each of these products?

(Most important) 1 e %
2. <_ %
3. B %
_ 4 o . %
(Least important) 5 ; %
9. In the present operation of your firm, how important is proximity
to the following businesses? . '
' Very Not Not

Important Important Important Used
Transport facilities
Warehouse and storage facilities
Banks and other financial o
institutions X .
Telephone and communication ' .
' company offices ) '
Other wholesalers, brokers and

agents
- Other (specify) ‘ ; .
B. Market Survey and Linkage Analysis ) R
1. What proportion of your total wholesale sales value 1> derived from -
goods sold in your local wholesale market? % 2
2. Approximately what proportion of your total wholesale sales are sold ?; E

to the following northern communities, and how many years have you

been selling wholesale ‘goods to each of these centres?
< <

B




t
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v

ks , v S Years .
‘Grande Prairie- o - %
Pe&ace River E %
St. Paul ' , ‘ pA
Edson . Lo %
Slave Lake - o b >
Whitecourt : %
Whitehorse, Yukon % -
Yellowknife, N.W.T. ' % ]
Inuvik, N.W.T. . I
A Others (specify) .~ L % .
3. Approximately what proportion of your total wholesale .sales are to.
: customers outside Alberta? . %
' , \ ) ) ,;' B
»4.  Does your establishment have any branch outlets in-these-northern
communities, and if so, approximately how many employees work at-
each outlet? : . Yes’
SO , “No
If yes, specify which communities and the employment at .each:
5. Does your firm have any difficu! y finding adequate storage
facilities in this community? ; ; ' Yes
v ‘ : © - ’ No
‘ If yes, what are the nature of these difficultires?
- 6. Approximately what percentage bf your ‘tota o 'le sales go to
the following marketing Q@thbdq?
Mineral'resoufce'extragtiog FE T N A
L min Manufacturing - h a '
¢ Retail . . - - : e
%, - Other wholesale ) . .7 o %
Other businesses , =~ o R 9 .
; : ‘Government ¥ - . 7 - Y
" Households o ’ ) o - ’ %
R Y PR SR N
i o C oy * [ * . .
7. Approximately what pércéﬁiage of your wholesale sales are made by~
the following economic se¢tors? : ’ v -
‘ = S Lo " Sy
-~ Customer Visit toﬂydur firm T %
o . Telephone order by customer %
18 Salesmen at customer's establishmen. : %
‘Salesmen on phone to customer , %..
Mail order by customers : ’ %
8. Does your firm own its own transportation facilities? Yes
\ ‘ . No
- If §es, what are the nature of these facilities? 2

;




/)‘ 9.
e
10.
11,
12.
.
) ‘ o
13,
& '
. v‘,‘
- HJ§l%%
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Q‘PA 2
Approximately what percentage of the following forms of transporta-
tion and distribution are used' by your companyéﬁo ship the wholesalc.s
‘goods you sell?
Railroad . _ %
Air freight ‘ %
Truck (your own operation) %»
Truck (trucking company, express or parcel servxce) ) %
Canada Post Office (parcel post) %
Automohgle %
Other”(specify) o %
Approxtmaﬁgﬁy what is the phy51cal volume (in tons) of the wholesale
goods ¥8 lsﬁld last yeac”
Of'thel%@ph. that your firm purchases.for resale, approximately
what perceg}age comes from the folle1ng sectors7
'
. Manufacturlng _ \ . s 9%
L. Other wholesale v %
g L;:E} Other (government retail l@'c ) %
Approx1mately what proportxon of the goods that you purchase are.
delivered. to you by the’ follow1ng ﬁg&gs ‘of transportat10n°
g Rallroad . . ; 3& .gfw" aoow %
Air freight = - }@ w %
T¥uck (your own, operation) - . S . %
Truck . (trucklng company, express or paréel sefv1cc) ' %
Canada Post Office. (parcel ‘post). . : %
Automobile 3 *° . ~ gyf) e %
< Other (spec1fy) oot R L N %
oo g .
Approx1mate1y what percentage of the goods you puron§se for resale
are bought from the following-: c1t1es ~provinces or reg10ns°
Edmonton 4 .o , %

- Calgary - - N g
Rest of Alberta o E : A
Vancouver, ;4 A ) 4 . _ %
Rest of‘Brltlsh Columbla wrr ?/' . . % -
Winnipeg | 2 . . : E _ e %
Rest of Manitoba . ’ T i ! %

- Toronto - . . : % -
Rest of Ontario 4 ) . : ® %
Montreal ' ' ‘ , 9
Rest of Quebec : L : %
The Maritimes - ‘ %
United States . : . " : %
Europe : . é ' %
Othér foreign regions (specify) %

. &,



14..

15.

16.

17.

To the best of your knowledge, has Vancouver (or Calgary, or
Wlnn1p631 successtully penetrated into your wholesale commodity

malkcts in the North? » Yes .
’ No

Tt yes, «can you give any specific examples of penetration by these
centres im terms of commodities sold?

In your opinion, what are the primafy reasons for this penetration?

J——— Ao — _—

Does your firm use any.spec al markeLlng procedures to sell your
products in.the North? . . Yes

A O
P

I[f yes, what are the nature of these marketing proceduresT

What are‘the mais® problems you'see in selling and distributing your
wholesale goods in th¥ North? |
‘u

Does transp rtatlon pose serious difficulties to your firm with
respect to_3qpp1ying your whedesale ma:kets? " v Yes

s e T - No

. . % g .

By o

1f yes, whq; are the spec1ﬁﬁﬁkg¥§brvhi ir olved?

To the best of“your knowledge, 1SJEdmonton wholesallng'ﬁtt1V1t§?
1ncr3331ng in“ this community, and if .sa, do“¥ou see this 1ncreased

a€ﬁ1v1ty as.a threat to“ipur\éWn bu51ness survival? Yes
‘ d . . i ) N o
‘If.yes, explain: - e s -
. i . & —

‘Does your cqmpany own, or are you connecteg W1th or are you ¢

planning to. HeVelop, wholesale ,outlets for*your commodities in .

A ? L BN L
s the North; & : _ ‘ _ geq v
. - L« . ° _",",_
If yes, explaini . : . Ty L
S e : ¥

21.

In your opinion, do you _think. i
small scale wholesaling esta pents or outlets in ‘Northern
comg nltles m@lntalnlng yourlt\;u;gyonal sourees of supply, which |
wbﬁby pass the entire transshipment process . in Edmonton?
TR e N E . Yes

' ' No

b Ny 3

v 5 / I

A\

small scale’ wholesale‘putlets in the North?
L4 ' ' .
(a) Approximately what was your firm's gross-sales volume in 19737

° ! Less than $100,000 -

§100,000 - $500,000 « N

' L}
"If no, what do you see as the major constralnts to developlng such »

Y
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21.

(b)

(d)

was any portion of these
consumers? Y -

If yes, approximately,

y : R
Has your gross'sales vd
decreased) over the past

.«

0

‘What are&your sales expectations for the next year?

2
'f]}}i B
: 279
§500,000 - $1,000,000 o
$1,000,000 - $2,500,000 AN
$2,500,000 --$5,000,000~ ’
More than $5,000,000
sales made dirrctly to household
Yes !
: No
yoportion? . %
' A e T
Ane (increased, remained stable, or - B
year? . anl

mg'
.
14
¥
4

- “ -
a
. AR
_ o,
Ea
) :’ ..
.0 .
; “—‘ b} (‘
¢ '
1
s » ~
, .
N a 2
.
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MAIL QUESTIONNAIRE AND COVERING LETTER:
NORTHERN ALBERTA WHOLESALE TRADE ‘SURVEY -‘PART I1
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May 6, 1975

Dear Sir: _

In order to assess the role of wholesaling in regional economic
development, I am conducting an investigation of wholesale marketing L
in northern Alberta as, partial requirement of an M.A. degree in economic »‘3?&'
geography. You are on&?of the 200 businessmen in northern Alberta, the 2
Yukon and the Northwest Territories who are being asked to partaquate
in this in-depth study of wholesale marketlng in the North.

The primary focus of this study is to establish the nature and & ©
extent of the wholesallng links between urban communitties in the North

and their major sources of supply. Because of its aGVaﬁtageous position = - W»
at the entrance to this vast northern hlntErland the survey will focus

on Edmonton's role as the main supply apd” transportatlon centre for s
northern Alberta, the Yukon and the Northwest Territories. Consideration ‘\gﬁ

will also be glven to Vancouver s role in supplylng the North. : La
£ S

Altgpugh I am sure you will have no difflculty answerlng the
enclosed questionnaire, should you have any questions concerning any
aspect of this survey, pleaSe feel free ‘to telephone me collect at | S
436-1829. Your 1dent1ty :and responses will remain strictly confidential
and all data that is released will comply with Statistics Canada dis-
closure lays and'req ements. . A report summarlzlng the results of the
survey will be sent%ou if you complete the enclosed questionnaire. =
The report w111‘$ro you with valuable information on trends in
wholesallng and the economic develo gﬁgf the Northhzthat will be

useful in your future”buSLness plan®s g.ti

I would appreciate having the completed .questionnaire retufned
as soon as poss1b1e A stamped .elf-addressed envelope is enclosed for
your convenience.‘ I would like tc thank you for your cooperation, as
your part1t1pat10n in this survey is vital to the success of the research

Sincerely yours ‘. ' ik

Dale D. Peperson

“Enxcl. , : '



NORTHERN ALBERTA WHOLESALE TRADE SURVEY - PART Il

Questionnaire No.

1. Which of the followine

Dale D. Peterson
Department of Geography, University of Alberta

Date

«ttrpories best describes your present

business operation?” ( 'casc check one)

Agriculture: __Communication
Forestry ' Public Utility

S Fishing Retail Trade

' Mining Flnance, insurance or real
Construction " estate
Manuficturing” Services -
Transportation'.i + Government ‘
' “ o . Other (specify)
5N N 4 0 ! .
2. Briefly describe the ‘natuyre of your business gperation?

o

7

¢
¥

&

. !

a

3. . Approximately what percentage df the total value of. the stock of ‘v:f

merchandise used.in the operation of ° your bus&ness is pdrchased

v 0
-ob .
[

- N Wgolesale
o ¥ Rétall ) ‘, T K
7; Manufacturlng " o N o ’ _7—'T’i..
N Govornmen; , SE . o
= Other (specify) o
4. Approximﬁlely what percentage of the goods you purchase from

from. the follow1ng\econom1c sectors°

%

wholesalers for use in the operation of -your bu51ness are bought
provinces or reglons'7

from the. follOW1ng

v on,, Edmonton
' JCalgary .
Rest of Alberta
Vancouver
. Rest-of British Co

Saskatchewan
Winnipeg
Rest of Manitoba

5. In the present\2¥§

to your source o

i

cities,
%
%
.k
%
lumbia %
%
__k
%

Toronto &% - e %
Ragt of Ontario Ty
Montreal ’ %
Rest of Quebec %
Maritimes: %
United States %
Europe S %
Other ?brelgn regions %

ration’of your firm, how impbrtarnt is proximity

supply?

282

Very important
Important
Not important

-

Cy



O

4

NS

Does transportation of the merchandise you purchase for use in

your business pose a s.rious problem to the operation of your firm?

R : . . N ”
Y- . ¥ = Yes

V N o B N -
N
[f yes,'what‘fre the specific problems involved? ”

g , B

Does your firm receive any special price concessions from local
suppliers that you do not receive from your other sources of
supply? Yes

- No

o Ve,
If yes, what are’the nature of these price concessions?

In your opinion, is there any way of improving the present service
you are ‘receiving from wholesalers supplying your business
operation? , / Yes
' No
o

If yes, in what ways could this servite be improved?

Al
->?

283



v oy
APPENDIX G , L
- POPULATION AND“SAMPLE SIZE BY TYPE'OF WHOLESALE ESTABLISHMENT,
. NORTHERN ALBERTA WHOLESALE TRADE SURVEY - PART I °

\
)

-/

“

Una
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POPULATION AND SAMPLE SIZE BY TYPE OF WHOLESALE ESTABLISHMENT,

NORTHERN ALBERTA WHOLESALE TRADE SURVEY - PART I

L

N

GRANDE PRAI &“Q’

e -

‘ 285

Population Sample
Type of Wholesaler Size Size
Motor Vehicles and Automotive Equipment 8 2
Drugs, Chemicals and Allied Products 2 1
Groceries and Related Products 7 2
Electrical Goods 3 1
Hardware, and Plumbing and Heating
Equipment and Supplies 3 1
Machinery, Equipment and Supplies ’ 20 5.
Petroleum and Petroleum Products 4 1.
Furniture and Home Furnishings 1 1
Lumber and Construction Materials 2 1
Miscellaneous Wholesalers, n.e.c. 3 1
TOTAL | 53 16
3
TR
5 ";“?i’x;-f ’ " ~
T 1-:
: o ‘Q Lf; ’
. 3
PEACE RIVER
Population Sample
Type of Wholesaler ) Size Size
90 L . RS
Motor Vehicles and Automotive Equipment- T3 N
Groceries and Related Products 3 1
Machinery, Equipment and Supplies 1 1
Petroleum and Petroleum Products ] 1
¢ ) .
TOTAL : 8 4
\—«‘ . A, - ~ r:::\’)



J
ST. PAUL
. S T . Population Sample
'Qw :hfg'iﬁi Type of Wholesaler © Size Size o
S —le ‘(.M

roceries and Related Products :

Farm Product - Raw Materials S 1

Electrical Goods 1 1

Hardware, and Plumbing and Heating

Equipment and Supplies 1 A
Machinery, Equipment and Supplies : 6 1
Petroteum and Petroleum Products 4 1

o TOTAL - ‘ , 14 7
EDSON |
~ Population Sample
Type of Wholesaler L. tRize’ Size
f:'.-s ‘
Motor Vehicles and Automotive Equipment 2 1
Grocerdes and Related Produgts - B N
., Machinery, Equipment and Shfipl ies NSt v/ E L
E . Ay . t,.»‘A_ A a ;:,I,_;t -
Petroleum and ﬁétro]eum»Products s [g;§*f%w;_.»”a. R
TOTAL . - ' o 4
| WHITECOURT - ﬁ@§%$,
D 2 -
o . Pobt]ation Sample
Type of Wholesaler : - Size - Size
: 5 _
‘Metals and Minerals, n.e.c. . ;EE;‘ 1 2
~Petyoleum and Petroleum Products - 3 ; . 1

TOTAL . 4 2

N
4
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SLAVE LAKE

Type. of th1esa1er

Pobu]atidn
Size

Sample
Size

Motor Vehicles and Automotive Equipment
Machinery, Equipment and Supplies
Petroleum and Petroleum Products

TOTAL

[ R —

FORT MCMURRAY

”

"’{‘l{.

e

nE

Type of Wholesaler

Ppbu]ation
i - Size

. Sample
Size

Motor Vehicles and Automotive Equipment
Orugs, Chemicals and Allied Products
Groceries and Related Products
Electrical Goods . :

- Machinery, Equipment and Supplies
Petroleum and Petroleum Products
Scrap and Waste Materials

Lumber and construction Materials
Miscellaneous Wholesalers, n.e.c.

TOTAL -

s

. . .
'

—
—

&

—J—J—J];)[\).—J—_I_J—J

-1

<4

“~ _Qﬂ? . ’ .

N
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~ WHITEHORSE '
Population: Samp]éj
Type of Wholesaler Size Size,
s ‘ —
Motor Vehicles and Automotive Equipment 3 1
Groceries and Related Products 4 1
Electrical Goods : 4 1
Hardware, and Plumbing and Heatin :
Equipment and Supplies ] 1
Machinery, Equipment and Supplies . 7 2
Metals and Minerals, n.e.c. - 2 1 4
Petrolgum and Petroleum Products 2 ] ™~
Paper and Its Products 1 -
Miscellaneous ‘Wholesalers, n.e.c. 4 1
- TOTAL X 3 28 10
e T B =
L .
e . YELLOWKNIFE
b ; . ' . popula¥ion ‘Sample
: Type of Wholesaler o : Size™ Size
. ‘ s
sakoceries and Related Products 1 ] i
g rdware,jand Plumbing and.Heating ] T
B quipﬁgnt and Supplies , 1 . 1
PetroYeum and Petroleum Progucts 3 1
co B - T 5 3
. . INUVIK
¢ S Population.,””  Sample
Type of Wholesaler Size B Size
Hardware, and P]umbing‘and Heating .
Equipment and Supplies - ' -1
Machinery, Equipment and Supplies 1 1
Petroleum and Petroleum Products 1
4 3 &

L TOTAL




" APPENDIX H

P},OP%-ATION AND, SAMPLE SIZE BY ECONOMIC‘%ECTOR,“'

HORTHERN ALBERTA WHOLESALE “TRADE SURVEY - PART II.
| £

Y
B
P
4
i
o’
N
()
s
N
< .
4 - .
! ks
- .
- 2
N . ‘
- \
ol Y
L] - \

Fay:
>
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POPULATION AND SAMPLE SIZE BY ECONOMIC SECTOR,
NORTHERN ALBERTA WHOLESALE TRADE SURVEY - PART 11

GRANDE PRAIRIE

Poputation Sample

Economic Sector . Size - Size
Agriculture, Forestry and Fisheries 7 1
Mining . 6 1
Construction 77 3
Manufacturing 33 N 3
Transportation and Communication 4 -4
Retail Trade ‘ 146 15
Finance, Insurance and Real Estate 37 4
Services ‘ 54 5
Government . 6 1

TOTAL . 407 42
PEACE RIVER
= = .
N\ Population Sample

Economic Sector : j Size Size
Agriculture, Forestry and Fisheries 1 ]
Mining ’ : 4 1
Construction 31 3
Manufacturing 4 1
Transportation and Communication 13 ) <1
Retail Trade ' - 54 5
Finance, Insurance and Real Estate B 22 2
Services 21 2
Government 4 1

TOTAL - 154 17

290
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ST. PAUL
. . Population Sample
Economic Sector . Size Size
Agriculture, Forestry and Fisheries 3 1
Construction 9 ]
Manufacturing 5 1
Transportation and Communication 5 1
Retail Trade 53
Finance, Insurance and Real Estate 14
Services 15
Government 5
TOTAL 109 13
EDSON
. Population Sample
Economic Sector Size Size
Mining 7 1
Construction 22 2
Manufacturing 9 1
Transportation and Communication 18 2
Retail Trade 61 6
Finance, Insurance and Real Estate 8 1
Services 19 2
Governnent 3 1
“NTAL ( 147 . 16




~

WHITECOURT
Population Sample
Economic Sector Size Size
— 71- ‘ —— T T e —————— e —_ —— —
Mining 13 1
Construction - 25 2
Manufacturing 7 1
Transportation anc munication L 18 2
Retail Trade 45 4
Finance, Insurance = Real Estate 8 ]
Services ‘ 17 2
Govornment ) 4 ]
TOTAL .o 137 14
SLAVE LAKE
_ Population Sample
Econcmic Sector Size Size
Mining : 19 2
Construction - . ' 20 2
Manufactfting \9 1
Transportation and Communication 15 2
Retail Trade 30 3
Finance, Insurance -and Real Estate ‘ 5 1
Services 11 1
.Government 3 1
13

TOTAL - 112

~
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FORT MCMURRAY

243

Population

Sampie

Economic Sector Size Size
Agriculture, Forestry and Fisheries 2 2
Mining 1 1
Construction 4 41 10
Manufacturing _ / 2
Transportation and Communication 19 !
Retail Trade ] 65 1o
Finance, Insurance and Real Estate 18 4
Services Z 7

Government 6
TOTAL 186 49
WHITEHORSE

. Population” SampTe

- Economic Sector Size *Size -
Mining 7 "
Construction 49 5
Manufacturing 9 1
Transportation and Communication 29 3
Retail Trade . ' 92 9
Finance, Insurance and Real Estate 25 2
Services 44 4
Government 4 1
TOTAL 259 26




YELLOWKNIFE
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Population Sample
Economic Sector Size Size
Mining 4 1
Construction 30 3
. Manufacturing 9 1
Transportation and Communication 25 2
Retail Trade 46 5
Finance, Insurance and Real Estate 14 1
Services 16 2
Government 4 1
~ TOTAL 148 16
INUVIK
i Population Sample
Economic Sector Size ‘Size
Mining 1 1
Construction. 7 1
- Manufacturing 2 1
Transportation and Communication 16 2
Retail Trade 29 3
Finance, Insurance and Real Estate 4 1
Services 15 T
Government 3 1
TOTAL

~
w
—
—d







