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ABSTRACT

During the past two decades, producer services have grown enormously, playing an
increasingly vital role within~the global economy. While economic and functional factors
affecting location decisions of :ﬁrms have been examined, little is known about the role that
the character and mi’lieu of an area plays in the decision making process. The objective of
this thesis is to begin to uncover the roles which character and milieu played in the location
decisions of producer service firms in the community of Yaletown, located in the City of
Vancouver.

Yaletown is a former warehousing district located on the outskirts of the CBD.
Described as a transition area that had never transformed, in recent years the area has
undergone considerable re-development, gaining a reputation as a creative design area with
an attractive milieu and unique character. Although the area is known as a design area, a
significant number of producer service firms have also located there.

The primary objective of this study was to determine if the milieu and character of
Yaletown played a significant role in the location decisions of producer services. If so, were.
they as important as factors such as rent, proximity to clients, and proximity to services.

Research methodology included conducting archival research, preliminary
interviews, surveys, and in-depth intervieWs. Through the use of intensive research
methods, the general characteristics and perceptions of firms were identified. Extensive
research methéds uncovered the motivations behind the location decisions.of the firms.

The results conclude that the milieu and character of Yaletown played a significant

role in the location decisions of firms. Although they did not precede rent in importance,
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. they were arguably as important as proximity o clients, and were considered more

important than proximity to services.

The findings of this study sugggst that the milieu and character of an area can play a
significant role in the location decisions of producer services. Given that producer service
ﬁ_‘rms’ar;e projected to act as a significant generator of urban economic growth,
understanding the motivations and implications of their location decisions will assist in

planning for the re-development of urban areas.

iv



ACKNOWLEDGEMENTS

I would like to thank the members of my supervisory committee - Nick Blomley
and Warren Gill - for the guidance, patience and friendship they have shown me. Your
interest and encouragement was greatly appreciated. A.special thanks to Paul DeGrace for
providing the base maps for this study.

—

Many thanks are also extended to the firms and individuals in Yaletown who gave
of their time to contribute to this study. They inspired in me a sense of enthusiasm about
the changes that were occurring in their community. I hope that this study helps you to
enhance and maintain all that has made Yaletown a unique placé to live and work.

While the past few years have involved a lot of work, make no mistake, they have
also entailed quite a bit (perhaps too much?) of fun and frivolity. This is in large part due
to three individuals. To Larry Peach and John Martin, a debt of gratitude for main;aining
a ‘Romper Room’ atmosphere around the office at all times and ensuring that work never
interrupted the pursuit of mindless fun. To Rene Leclerc, a special thanks for being a
great roommate, a great friend, and a great source of entertainment during the countless
hours spent GPR-ing what seemed like all of North Kamloops.

Finally, special mention must be made of some very important people. A heartfelt
thanks to the St.John’s for being my ‘surrogate family’ in BC and helping me through
these last few years. To Debra Cooke, without your patience, support and love through all
the trials and tribulations of the last few years, this work would have never been
completed. To my parents, Ron and Sybil Ferguson, thank you so much for your

unconditional love, your unwavering support, and instilling in me the value of learning.



TABLE OF CONTENTS

”

TITLE PAGE ..o OO ettt ettt e eae e i

APPROVAL PAGE ...ttt e i

- ABSTRACT ......cccoeneeeee. S et ens iii

ACKNOWLEDGMENTS ......ooooosoineveeeeessesmeesesreessssssssssssssee s ssssesesssssnseense s v

TABLE OF CONTENTS ..ottt ettt ettt st vi

LIST OF FIGURES ...ttt ettt ettt sttt et ae e enene ix

LIST OF MAPS ......oooioirirererceereeseeesesssssssssses s ssessissssssss s ssesessissssssssecssssesssssressss e X
CHAPTER 1: INTRODUCTION

1.1 INtrOAUCHION ..ottt e e e 1

1.2 The Study AT€a ...c.couevuiriiiiiicicicicrec e e 3

1.3 MethodOlOZY ..coveiriieiiciiiiicii 6

1.4  Scope and Limitations ...................... et et 7

1.5  Thesis Organization ...........cccccouveiiiiniiiiminiiiiie e 8

CHAPTER 2: THE GROWTH AND LOCATION OF PRODUCER SERVICES

2.1 INOAUCHON ...ttt 10
2.2 Definition of Producer SEIVICES .......cooviviivieiiciirieriietieecree et ons 10
2.3  Global Economic ReStrUCTUINE .......cccoovmiirieriiierinieeicniite e 11
2.4 Growth Of ProdUCET SEIVICES ......oviviieviiiiiereieriiitieerern e s e s s 13
2.4.1 External Motivating Factors .............ccccoieneniiiinninniciinneene 14
2.4.2 Internal Reasons for the Growth of Producer Services.................. 16
2.5 Intraurban Location of Producer Services ........c.ccooovvvvvvimmineeeiiiiriiririiinnns 18
2.5.1 Intraurban Location Decisions of Producer Services ................... 19

2.5.2 The Role of Character and Milieu in the Location Decision
PLOCESS .ttt e ettt e st e e e ee et e e e e e s ettt e s e e e e e s nnbeeaanraeeeeaeans 21
2.6  Vancouver's Producer Service Complex ........coocvieiiiiiniiiiiii e 23
2.7 Chapter SUMIMATY .......ccocoiiiiiiiiiiiii et e 25

CHAPTER 3: THE COMMERCIAL AND CULTURAL TRANSFORMATION
OF YALETOWN

3.1 INEEOAUCTION .ottt et e e e et e e e e eaeeenans 26
3.2 History of Yaletown ........ccccooomiiiiiiiiiiice 27
3.3 Yaletown Today .....c.cccoiiiiviiiiiiieiie 33
3.3.1° Built ENVITONMENT ..ooviiiiiiiiieiiiieieiee ettt 34
3.3.2 Geographical LoCation .............cccooiiiiiiiiiiicii e 38
3.3.3 Fashion and FUMMILUTE ......ccooovvvviiieiieiiiieeeee e, 41
334 EntertaiNmeENt AT .....ccoveviivieeeiiiiiieiieieiereeieeieeeeeeeeeeei e esrba e 42
34 Transformation of Downtown VanCoUVer ..............coccoooivviviiiiieeeee 44
3.5  Social Impact of Yaletown’s Transformation ..., 49

vi



3.6  Chapter Summary ................. OSSOSO 51
CHAPTER 4: RESEARCH METHODOLOGY
4.1 INOQUCHION ..ottt ettt s e s e 53
42  Research Design ........cccoovmiiiiincin et ettt et aans 54
4.3  Preliminary INErVIEWS .......cccooviiiiiiiiiiiiiiiinieie e 56
44 Questionnaire DeSign ...........cccccoiiiiiiiiiiiiieee 57
4.5 Questionnaire DisStribution ... 61
4.6  Follow-up INtErviews ........coviiiimiiiiiiiicici e, 65
4.7 Methods Of ANALYSIS ......oovovvereressereasssssersesseesseesesrsssesessesesssaressssesnsenens 67
48  Weaknesses or Gaps in the Research Methodology.................................. 68
4.9  Chapter SUMMATLY .......cccoieumimimriiiititeteiis ettt e 70
CHAPTER 5: SURVEY RESULTS
5.1 Introduction -................ ettt ettt bttt e e eae e 71
52 Survey Results ......ccooeimiiiiiiiiiii e 71
53  Geographical Distribution ............ccccoooiiiinnn 72
54  Types of Firms Surveyed ...t 74
5.5  Length of Residency in Yaletown ..., 75
5.6  SiZ€ Of FIMNS .oocviiiiiieeeieierteiete ettt W17
5.7  Employment StRUCIUIE .......cococviiimiiimiriiiiieiicees et 78
5.8 Organizational SIRUCIUTE .......o.cvimmimiieiieisis e e 80
5.9  COStOf RENL ettt e 81
5.10 Location of CHENEIE ......cccceevmririiiiiiieiiiiinte e 81
5.11 Communication With CLHIES ...........cccoviiiiimmimniricc e, 84
5.12  Level of Interaction With Other Businesses in Yaletown ...............ccc....... 86
5.13  Perceptions of the Study Area ...........cccooiviiminniiiiii e 87
5.14 Location Decisions of FIMMS ........c.ccccocvniniiniiicnin e, 88
5.15  Chapter SUMMATY ........cccoiueiiiiimieinieniii st 89
CHAPTER 6: INTERVIEW RESULTS
6.1 INtrOAUCHION ...oveiieeieiieeierre st st st ens 91
6.2 - Role of Character and Milieu in Location Decisions ............c..ccccocorecnne. 91
6.2.1 Uniqueneé Of the AT€a ......ovveiiiccc e 92
6.2.2 Importance of Yaletown’s Image to Firms ............ e 93
6.2.3 Unique Quality of Office Space ..........cccoeveiiiiiiiiiiiis 94
6.3  Level of Intfraction With Other Businesses in the Area ...l 96
6.3.1  BUSINESS SEIVICES .ovurvrrvrrreiireeeiectessrsessecsssenesssesseesseesissesesseseseseaes 97
6.4  Perceptions of Changes in Yaletown ................ TR U SO UPRRRUR PP OPPPR 98
6.4.1 Overall Perceptions ........... PO e e 98
6.4.2  Safety ISSUES .....ocooiiiiiiiiiieece e 99
6.4.3 Concerns Regarding Changes to Character ................c.cccocoeenenn 100
6.4.4 Lack of Parking ........cccccoeiiiiiin, OSSO 101
6.4.5 Increases in Cost ......ccccevrucueunenee. e e 102
6.5 Future Directions of Yalefo®n and Area g s 103

Vil



6.5.1 Overall Perceptions on the Future of Yaletown .......................... 104
6.5.2 Concerns About Infrastructure ..............ccooevieieiicniiiireneeirenn. 105
6.5.3 -Concerns About Cost Increases .............ccocceeciiiiiiiiiiiininninee, 106
6.6  Chapter SUMMATY ....p.cceieiiiieiietet e s 107
CHAPTER 7: CONCLUSIONS AND RECOMMENDATIONS
7L IREOAUCHON ..oooivvneiiseceiieis i 108
7.2 Summary of FINAINGS ....ccooooiiiiii e 108
7.3 Research IMPlICAONS .........cccooueviveieiieeeeecieieeeei ettt 111
7.4 Planning and Policy Implications ... 112
7.5  Future Research ..................... ettt ettt bt e et e e e et ae e et e b e eaaea s 113
APPENDIX 1 ..oooooooooooo R 7
REFERENCGES ... ..ottt e e 122
¢
-

viii



2.1
3.1
32
3.3
3.4
5.1
5.2
5.3
5.4
5.5
5.6
5.7
5.8
5.9

5.10

5.12°

5.13
5.14
5.15

5.16

LISTS OF FIGURES

Comparison of Corporatcé and Créative Service Firms I 22
Yaletown Warehouses and Loz;ding Docks ......occoviiiienn B NI ?O |
Resto;ed Yaletown Warehouse and Loading DOCK .........c..cocccoovvevoveennnnnn. e ..... 30
Overhanging Canopy of New Building Adjacent to Yaletown.......... ............. 37
Overhanging Canopy and Brick Facade of Concord Pacific Building............. 37 -
Firms Surveyed by Type ......ccooiiiiiii e 74
Type of Firm ..o PR PRTRP A5
Length of Residency in Yaletown ... 75
Size of Firms by Number of EMpIOyees ..o, 77

- Average Number of Employees Compared to Gross Revenue Per Year ....... 77
Employment Structure: Full-Time and Part-Time Staff ............................ 78
Employment Structuré: Breakdown by Sex ... oo 79
Organizational Strucn;re: Breakdown by Job Category ........ccc........ ....... 80
By Category: Rent Per Square FOOU ..., 81
Location of CHEntele .........ccooviiiiiiiiiiiiii e 82
Location of Clientele Wifhin the GVRD ..., eveeenee e 83
Location of International Clientele .............oooovvcvvrrrscsiiernssssscneern...83 ‘
Methods of Communication and Corresponding Rankings ........................... 85
Level of Interaction With Other Businesses in Yaletown ............................ 86
Perceptions of the Yaletown ..o oo 87
Comparison of Firm’s Location Decisions by Importance: Number
pf Top Three Rankings .................................................................................. 88

1X



1.1

12

3.1
32
33
34
3.5

5.1

LIS;i‘- OF MAPS

Location of Yaletown in Vancouver Metropolitan Area ..........c.c.c.cc.coe.ee, 4
Location of Yaleto;ﬂn e At 5
Historical Map of Yaletown e ........................... e 28
Location of Collector Routes Borderihg Yaletown ........... e, 36
New Development in Surrounding Area ...........cocoooviiinininiiininanen, 39
Proximity of Yaletown tothe CBD ...............c...... JRRUSRTRRRRY NUTORPRR: |
Downtown South Entertainment Aréé: ..................... ettt ettt ene 43
“Geographical Distribution of Respondents .............ccccccocevccenennnne. e 73



CHAPTER 1.
INTRODUCTION

-+

1.1 Introduction

Producer services have grown substantially during the past two decades, playing
an increasingly vital role within the contemporary global economy, significantly shaping
not only how business is structured, but also where it is conc.iucted.AGeographers havc
assumed a leading role in understanding and exblaining both aspcéts, with particular
emphasis on where business is conducted, specifically focusing on identifying the
detennining factors which affect the location of producer servivces. Wh\ile the research has-
been relatively thorough, there remain two key aspects that have not be;.n eprored in any
significant detail; the location of firms within urban areas_i, and the ;no‘tivatiﬁg factors
underlying producer sprvice location decisions.

S -

Up to this point, the study of the location decisions of producer services has
focused primarily upon factors affecting international, national, regional énd intefurb_an
locational patterns. Unfortunately, with the exception of a few studies and a significant
body of work on the CBD corporate compﬁx, the intraurban locational patteffns of
producer services has not been addressed by researchers and is acknowledged as a
significant gap in the literature. As, noted by William Coffey;

“In my view, the intrametropolitan locational issue represents one of the

‘new frontiers’ of service research for the coming decade as central city

governments become increasingly concerned with the possibility of losing
their traditional monopoly on high order service activities” (1995, p. 77)



Fu@er, the'stuﬂdives w"hi‘ch ﬂavc been c'ondjuctcd focus on the fact_ofs which attract
'v ‘producer stcrvi_cc firms ch the Central Business District (CBD) or suburbs of a city, not
taking into consideratioh inner-city areas adjacent to the CBD which, as this thesis will
dcmqnst[atc, is.zf very important factor that should'be ébnsidcrcd as distinct. The reason
that thié is a crucial oversight is bec/:ausc producer services have come to play a significant
fole in the economy of urban areas. Not understanding why ﬁrms locate where they do
‘ within an urban area, can seriously hamper any attempt to accommodate and facilitate *
growth of the producer services sector, and thcricby‘ diminish further economic benéﬁts‘
This highlights the second g.ap in the lit'craturc.glf the locati(;n decisions of
broducc; schiqcs within an urban area z;rc to be understood, all aspects of the location
decision process muust be cxamincd:_T'hc majority of ~rc‘s_earch to date has oniy‘takcn into
consideration economic factors (rént,l proximity to clients, transportation costs, etc.) and

functional factors (availability of communicatiohs, availability o:f public transit,

-~ e

suitability of the labour force, etc.), without examining more subjective, or ‘soft’, factors

such as the character and the cultural milieu of an area. Michalak and Fairbairn in their
“study of producer service Jocation in Edmonton note this broader omission in the
research;

“It has become increasingly clear that subjective and personal factors play

an important role in determining office location patterns. Executives of

. producer service firms very often base their location decisions on vague

and personal ideas rather than hard economic data.” (1993, p.4)

Therein lies the crux of}this;study. Recognizing the importance of producer services to the

vitality and growth of urban areas, it is important to gain an understanding of the

intraurban location decisions of producer services. In order to accomplish this the

I
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research must go beyond the ‘hard ec%nonﬂcdata’ and begin to determine the ‘the socio-
cultural agglomeration factors’ which are recognized as playing a substant?al role in the
decision process. This study begins to bridge this gap b; also uncovering the role which
the gharac;er and the milieu of an area play in location decisions. Ther;efore, the formal

research question is; what role does character and milieu play in the location decisions of

producer services in the community of Yaletown, located in the City of Vancouver, BC. It

is hoped that the information presented can contribute to the current understanding of the

location patterns of producer services and lead to more effective urban planning and
economic development both within the City of Vancouver, and other urban areas.

1.2 The Study Area ¢

As discussed in the previous section, the pn'ma*y objective of this research is to

determine the role which-character and milieu play in the location decisions of the various

" producer services in Yaletown. In postulating that factors such as the character and milieu

of an area are important, it is vital to also determine what these factors are comprised of.
Merely determining that character and milieu are important without a c'lear understanding
of what the character and milieu of the area is, would severely limit ;1ny insights which
could be taken from this study. Therefore, the concept of ‘a homogeneoils plain’, which
1s often used in locational analysis does not app\ly to this stﬁdy. Rather, it is hypothesized

that the unique components of the character and milieu form a very influential component

in the location decisions of firms in the area. £
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The s‘éudy area for this thesis is the community of Yaletown, located in the City of
Vancouver, British Columbia.(Map 1.1 & Map 1.2) In recent years the area has
undergone a significant commercial transformation from a warehousing area to an
upscale, physically and culturally unique area of the city housing an eclectic mix of
office, restaurants, retai] and residential uses. The area, ldcatcd on the fringe of the CBD,
is predominantly known as a desi’gn district, however, there is also a significant number
of producer service firms located in the area. The concentration of producer service firms,
located in a culturally unique and geographically distinct area of the city, made Yaletown

an ideal location for this study.

1.3 Methodology

The methodology for this study was designed with two goals in mind. The first,
was to determine and describe the general characteristics of the firms such as: type of
firm, length of residency, size of firm, gross revenue, employment and organization
structure, rent, and location of clientele. This was done to identify the similarities and
differences amongst producer service firms within Yaletown. It was hypothesized that by
identifying basic attributes, the firms in the area could be characterized anci comparisons
made to recent research, areas of a similar nature, as well as establish a basis for future
studies. The second, and more important goal was to examine and define the milieu of

Yaletown from the perceptions of the respondents, and then ascertain its importance in

the location decisions of firms.



To accomplish this, three methods of information collection were utilized. The
first method was to review all the current information available on the location decisions
of producer services, paying special attention work which has examined producer services
in the Canadian context. The second method was extensive in nature and used survey
research to identify the principal characteristics of firms located in the study area as well
as to begin to uncover the importance of character and milieu in their locafion decisions.
The third method, an intensive approach, involved conducting in-person interviews.
Following-up with a qualitative study allowed for further exploration of the role of
character and milieu in a firm’s location dectsion, illuminated any interesting or unusual
‘ ﬁgdings from the ;C.urvey, as well as identified perceptions of previous and future changes

in the area.

1.4 Scope and Limitations

As noted in section 1.1, the intent of this thesis is to further bridge a gap in the
understanding of producer service location decisions. Given that the reséarch conducted
for this thess was exploratory, and that the study was conducted in a geographically and
culturally unique area, any conclusions drawn from this thesis are limited in their
applicability to other urban areas. That said, it is important to note that considerable care
has been taken to ensure that the information collected has sufficient amount of breadth
and depth (eg. the characteristics of firms and the level of detail on the character and

milieu of the area) to be a suitable starting point for further comparative study.



1.5 Thesis Organization -

Th¢ thesis is organized into seven chapters. Chapter |1 provides an introduction to
the context, purpose and focus of Lhe-research, as well as presénting the significance of
the study.

Chapter 2 presents the working definition of producer services, outlines the effects
of global economic restructaring, examines the growth of the producer services, reviews
current literature on the intraurban location decisions of producer services, and concludes
with a brief examination of the producer service sector in Vancouver.

Chapter 3 outlines the importance of defining the character of the area to this
study, provides a brief history of the community of Yaletown, examines the factors
causing the commercial and cultural transformation of Yaletown in recent years,
identifies elements which have contributed to the area’s unique identity, and in
conclusion notes the social impact which Yaletown is having on the surrounding vicinity.

Chapter 4 outlines the research methodology used, including an outline of the
research objectives, methods of conducting preliminary interviews, questionnaire design
and distribution, follow-up interviews, and identifies limitations to the study.

Chapters 5 and 6 present the findings from the research. Chapter 5 focuses on the
results of the survey research which includes an assessment of the general characteristics
of firms and the pre]irﬁinary results from questions on location decisions. Chapter 6
presents the results from the follow-up interviewS and more closely examines location
decisions, level of interaction amongst firms, as well as perceptions on recent changes to

the community and some insights regarding future changes.



The final chapter, 7, presents the conclusions from the study, outlines policy and

> >

planning implications, and recommends areas of future research.



CHAPTER 2

THE GROWTH AND LOCATION
OF PRODUCER SERVICES

2.1 Introduction

As discussed in Chapter 1, producer services have grown enormously during the
past two decades, playing an increasingly vital role within the contemporary global
economy. The purpose of this portion of the thesis is to review what is known about
producer services, specifically their growth and intraurban locatién decisions. This chapter
is designed to start at a ‘macro’ level of understanding, first defining producer services and
then examining the current global economic restructuring which hgs resulted in a high
demand for producer services, and reviewing the specific reasons for growth iﬁ the producer
service sector. The focus then narrows to a ‘micro’ level and examines what is currently
understood about the intraurban location decisions of producer service firms and also
discusses how the changes at the macro level have manifested themselves on the urban

landscape of Vancouver.
2.2 Definition of Producer Services

While there is some debate as to the exact deﬁniti?n of producer services, for the
purpose of this thesis, the following will be considered as the working definition;
"Producer services are intermediate-demand functions that serve as
inputs into the production of goods or of other services; they enhance the

efficiency of operation and enhance the value of output at various stages of
the production process, broadly defined so as to include activities that are

10



both upstream and downstféam of actual production (e.g., research and
development, marketing).” (Coffey and Bailly. 1991, pp. 99)

Therefore, producer services can be obfained at all levels of the production and distribution
process, augmenting and enhancing existing knoWledge or services. Producer services can
be employed at the resource extraction stage (eg. accounting or computer systems
consulting for a mining company), the manufactun'_ng stage (eg. human resource
management, payroll services for a small manufactunng company), and up to the final point
of consumption (eg. marketing firm hired to promote a product, contracted delivery
services). Another interesting point is that producer service firms have a greater propensity
than other types of businesses to hire producer service firms (eg. a real estate development

company contracting the services of a marketing firm).(Coffey and Bailly, 1991)

2.3 Global Economic Restructuring & |

The global economy has undergone a fundamental transition as to how and where
goods and services are produced. While there are several reasons for this transition, the
two most influential factors are the continued move to a more open global economy, And
the resulting changes in production processes to meet the challenges of increased
competition. |

Since World War Two, developed nations have promoted increased global trade
through the reduction of trade barriers and the formation of vanous trade agreements such
as GATT and EFTA. However, these agreements had limited success as they could only
promote and facilitatg trade since lhey‘lacked the authority (i.e. legislative teeth) to

enforce fair and open trade practices. As a result, while global trade was increasing

11



(especially with the rise of the multinational corporation), the agreements and their effects
were incremental and were often rescinded under protectionist policies during times of
economic recession. During the last decade however, several binding trade associations
such as NAFTA. ASEAN and EU have been formed. fundamentally changing
international trading practices. Not only have these agreements increased the level of
economic integration between participating nations, but they also contain the legislative
authority to ensure and ultimately promote open and fair trade practices. As a resulf,
competition has increased dramatically for national economies, causing fundamental and
radical changes in methods of production as firms strive to become more efficient.

To become more efficient, industrial firms among advanced economies have
begun to move from traditional ‘Fordist’ means of production to more competitive
‘flexible modes of production’. ‘Fordism’, named after auto manufacturer Henry Ford, 1s
characterized by large organizations directly controlling all aspects of production, with a
semi-skilled workforce performing standardized tasks to produce relatively standardized
products (Filion and Mock, 1991, p. 407). Flexible production however, is a radical
departure from Fordism, emphasizing not only greater efficiency but also increased
flexibility to meet new and diverse market demands. Flexible production entails a vertical
disintegration of the corporate structure to where only key aspects of the proddction
process are kept internal, replacing the notion of ‘the firm as an organization’ with that of
‘the organization of firms’.(Coffey and Bailly, 1991, p. 97) With this type of corporate
structure, industry is able to achieve external economies of scale and access external

expertise as the need arises. In addition, with the advancement of telecommunications

.
i

”
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some firms can realize further locational advantages and efficiencies through the divitsion
of fasks intermal to the firm (back office separated t:rom head office functions, etc.).
Finally. extending beyond the corporate structure. flexible production also utilizes more
cost-effective méthods, including flexible machinery and equipment. drastic cut-backs in
labour, and more innovative production processes to meet the diverse needs of an
expanded market. The end result of flexible means of production 1s that industnal firms
are able to adjust more quickly and more efficiently to the rapid changes brought on by
increased international competition.

Due to increased global competition and the subsequent rise of flexible production
systems, a dramatic shift in the location decisions of some industries has ocwed. They
not only have a much wider and diverse gebgraphical scope when deciding to locate, but
considering the paramount importance of efficiency and ﬂe-xibilit;f, location has become

an even more crucial, yet varied factor of production.

2.4 Growth of Producer Services

As a result of global economic restructuring, a multi-sector market niche has
developed for a variety of producer services and the growth in the number of producer
services has been dramatic. In a 1991 study of 12 metropolitan areas, it was determined that
since 1970 producer services have had the hi.ghcst average annual growth rates of any
sector. (Daniels, O’Connor and Hutton, 1991) What are the specific reasons for growth in
producer services? Businesses require the assistance of producer service firms due to a
variety of motivating factors, factors which are b&h external and internal to the business. It

is crucial to note that the line between internal and external factors which motivate firms to
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contract a produccr service is rather hazy because there is a certain amount of overlap.
External motivating factors refer to changes a business must make as a result of a change in
the marketplace and the expertise of a producer service firm is needed to help compensate.
Internal motivating factors refer to a business seeking greater internal efficiencies to
improve it's economic profitability. Again, there is some overlap but differentiating
between internal and external factors is vital to understanding the rhyn'ad of economic
situations faced by businesses which precipitates in the hiring of a producer service firm,
and explains their dramatic growth.

Understanding the factors behind the growth of producer services 1s an important
component of this research because before it can be determined why a firm locates in a
specific area, it must first be known why that firm exists and what function it serves. In
essence, what is the firm’s purpose in the production process and how will it affect it's
location decision? For example, if the purpose of a producer service firm s to provide

expertise throughout the production process which involves a frequent amount of hands-on.

consulting, then the firm may be tied to the area where clients are located.

2.4.1 External Motivating Factors

Coffey and Bailly (1991) provide a particularly thorough examination of the
external motivating factors for a business to hire a producer service firm. The following is a
summary of their findings. |
1) Transformations in what goods and services are produced.

Market demands have caused producers to increase product differentiation and
target special groups of consumers. This results in the need for greater
understanding of various market segments and ability of the firm to adept quickly,

Ny
//

’
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eg., a large coffee manufacturer employing a market analyst to investigate the
growing market for speciality coffee. .

. . . *

2) Transformations in how goods and services are produced. . . X
Production processes have been innovated as new tasks, functions and techniques
have appeared to meet the requirements of greater efficiency and adaptation ability,
eg., an automobile manufacturer hiring a firm to implement the Yeams’ concept over
traditional assembly line manufacturing techniques.

3) Increasingly complex national and international financial environments. |

As global markets have expanded, so to has the need for financial information and
expertise, eg., firms specialising in minimising financial difficulties in trading with
the countries of the former Soviet Union.

4) The international integration of both production and consumption.

With increased emphasis on maintaining or expanding off-shore markets, firms
must become increasingly involved in establishing relationships with foreign trading
partners, eg., firms employed to help eliminate the cultural and financial obstacles
faced by North American business in expanding to Pacific Rim nations.

Tt

5) Increased government intervention and regulation.

Despite the signs of a more open global economy, there has been a general trend
towards higher levels of government involvement in the private sector, eg.,
increased environmental regulations by government has lead to the rapid growth of
firms specialising in different national and provincial environmental review
processes.

6) Proliferation of tasks related to the internal management and administration of the firm.
With the move to more flexible productidn systems, the organisational structure of
firm management has become more complex, eg., an appliance manufacturer hiring -
‘a firm to implement and initially help manage the teams’ production process.

7) The increase in the scope and intensity of interaction between firms.

As firms expand externally both vertically and horizontally, new management

processes must be created for control, eg., the transition team hired by a large
mining company to oversee the take-over of a junior mining firm.
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Therefore, the external motivating factors hav;a increased the role of the ‘specialist’in the
economy, as individuals such as engineers, lawyers, management consultants, etc., are
brought in to analyse and hopefully solve new gimations. This can increase a firms
flexibility and efﬁciencie:, hopefully increasing.market share and ultimately profits.
2.4.2 Internal Reasons for the Growth of Producer Services
As discussed in the previous section, there are many outside forces which cause the
growth of producer services. This section examines the internal factors motivating a firm to
externalise certain aspects of their operatiori. Several studies have been completed on the
internal factors which motivate a firm to contract a producer service. Specific articles
ir;clude Coffey and Bailly (1991 & 1992); Daniels (1991 & 1987); Goe (1991); Marshall et
al. (1987); MacPherson (1988); Michalak & Fairbaim (1988 & 1993); OFarrell & Hitchens
(1990y. Synthesizing the ideas brought forth in these articles, the intemal motivating factors
to externalise certain aspects of production are listed below.
1) In-house technical limitations.
Pertaining to transformatJions in whai goods and services are prod‘uced, often a firm
will find that they are lacking in expertise needed to expand or augment production.
Depending on the length of time the expertise is needed, the firm may contract out,

eg., computer software firm hiring an mdnvndual to consult on how to market the
product

2) Characteristics of the firm (sxze of firm, local/natlonal/global scop# high-end vs. low-
end, etc.). ‘
Based on empirical research, it Has been found that independent firms, small to
medium-sized estgb}jshm@ms and techpologically sophisticated firms purchase a
greater degree of producer services than businesses in other categories of their
respective sectors, eg., a medium size communications firm is more likely to rely on
_ external expertise than a large communications firm which can afford to keep more
aspects of production in house.
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3) Advantages of external economies.

A firm is able to purchase external servicéé ’chgaper than producing them internally
due to economies of scale, eg., a logging company with 10 to 20 employees hires a
payroll company to do their bi-weekly payroll.

4) Non-standardization and-unpredictability of demnand.

- With the ever-changing business environment, firms increasingly look to external
expertise to change production to meet new demands, eg., a real estate development
firm hiring a demographics consultant to predict new areas of growth in housing.-

| =
5) Organizational strategy.

Some firms choose to maintain only a small core of key indi\;iduals within the
company. This reason is especially significant when examining highly specialized

and innovative firms, eg., a R&D firm hiring an accounting firm to do the yearly
taxes. ) ‘

6) Avoidance of risk and fixed costs.
A firm may reduce the costs of social insurance programs, health benefits and office
overhead costs by externalizing certain services, eg., a small engineering consulting
firm hiring a personal communication company to answer phones rather than hiring
a secretary.

7) In-house administrative limitations # N
Different from technical limitations, thislacknowlcdrges the increasingly complex

business environment which goes beyond the administrative expertise of the firm,
eg., small manufacturer dealing with new environmental regulations.

With a world-wide recession and freer global trade, industry has réalizeq that the
traditional Fordist ways of production are no longer as cfféctive. This has resulted in leaner,
more dynamic firms utilizing methods of production which are more cost effective, more
efficient and have the flexibility to respond to a wide variety of client needs. In fact, many ,
industries have experienced ‘vertical disintegration’as the main enterprise controls ‘'only the

final product and key technology. Those activities which are not vital to the production
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process are contracted out. MacPherson (1988) notes that there is a direct association
between the incidence of product innovation and expenditures for produeer services by
firms. This has important implications for the growth of producer services. It is evident
that in an economy driven by innovation, those firms which use prc_}duccr services expertise
to augment production are more innovative. An interesting point to also consider is the new
nature of the relationship which has evolved between producer services and flexible
production methods. According to Coffey and Bailly;

" To a certain extent, the rise of ﬂcxiBle production methods in both goods

producing and service producing sectors has stimulated the growth of

producer service activities; on the other hand, however, increascs in the

number and variety of available producer services have clearly contributed

to the development of flexible production systems." (Coffey and Bailly,

1991, p.112-113) *
Therefore, the rise of producer services occurred for the reasons listed above, yet as Coffey
and Bailly point out they now play a pivotal role within the economy by facilitating
development, economic growth and employment opportunities. In essence, producer
services have become an integral part of flexible production systems and firms are
becoming reliant on the technical and economic benefits of acquiring external expertise. It
can be deduced then, that if the current economic trends discussed in the first section of this

chapter continue, producer services will continue to grow and play a propulsive role in the

contemporary economy.

2.5 Intraurban Location of Producer Services
Having established the reasons that producer services have grown substantially, the

focus now turns to what is known about the role which character and milieu plays in the
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intraurban location decisions of producer services. As discussed in Chapter 1, to date the
majority of studies have focused on thie economic and functional factors considered by
producer service firms in conducting a national, regional, or interurban search for the
optimumﬁlocation. Studies have been conducted in this area by, for example: Beyers (1991,
& .
1989); Coffey and Polese (1987); Daniels et. al. (1992); Daniels and Holly (1983); Ett_linger
and'Clay (1991); Harrington (1989); Harrington and Lombard (1989); Kirn et al. (1990);
MacPherson (1988); Marshall et al. (1987); McConnell et al. (1989); Michalak and
Fairbaim (1993b); O’Connor (1987); O’Farrell and Hitchens (1990); Schwartz (1992); and
Van dinteren (1987). With the exception of recent research on the location of creative
services (a sub-sector of producer services), surprisingly little is known abou.t the role which
éharacter and milieu play in the location decision process of producer services.

Therefore, this section is designed to present what is known about the intraurban
location of producer services and the role which cﬁaractg:r and milieu plays in the location
'dt-:cisions of creative services. The first sub-section, 2.5.1, will review' the producer service
literature on the intraurban location decisions of producer services. The second sub-section,
2.5.2, will examine the creative services literature. The combination of these bodies <;f
literature forms the basic understanding from which this study was conducted.

2.5.1 Intraurban Location Decisions of Producer Services
For a little ovér two ﬂecades researchers have been exploring the intraurban location

of producer services. As noted by Coffey, in the beginning the research concentrated on

identifying the economic and functional factors (eg. rent, location of clientele, access to
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public transportation, etc.) which helped explain the geographical pattern of producer
services in an urban area:

“A third, although relatiyely mineg research theme of the 1980’s concerned

the intrametropolitan location of service activities... much of it was devoted

to demonstrating the important numerical and functional polarization

between establishments in the central business district and those surrounding

in the surrounding central city and suburban areas.” (1995, p.75)
Researchers who explored this aspect of producer service location include: Goddardh( 1975),
Daniels (1975), Ley and Hutton (1984); Gad (1985); Hutton and Davis (198S5); and
Matthew (1988). Interestingly, although the surrounding central city was considered as
separate, no studies were conducted which specifically dealt with that area. In terms of
location patterns, the majority of interest lay in exanﬁning CBD vs. suburban location,
which was to become the focus of research in the 1990’s. As noted by Coffey;

“Increasingly attention is beginning to focus upon intra-metropolitan

locational dynamics: in particular upon issues concerning the concentration

of high order services (“front office” as well as “back office” activities) in

the CBD'’s of large metropolitan areas, and the possible decentralization of

these activities towards suburban zones.” (1995, p.75)
As noted in Chapter 1, any model that is to explain the intraurban location decisions of
producer services must go beyond examining only CBD vs. suburban locations and consider
inner city areas separately. In this context, the literature must also recognize and examine
geographically and culturally distinct communities such as Yaletown which are located -
downtown, but are not contained within the CBD core, but rather the CBD ‘frame’.(Ford,

1994) Some may postulate that the ‘fringe’ areas are a natural extension of the CBD,

however, this study demonstrates that this may not be the case and that the producer
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services located in Yaletown see the area as physically, culturally and psychologically
distinct from both the CBD and the suburbs.

Despite the omission of inner-city areas in the location decision médels, the
economic and functional factors identified by the research are obviously very relevant to
fringe areas, and thus important to this study. The most important inlra;lrban locational
factors that have been consistently identified in the literature are: type of firm; price of
land/rent; cost of labour; importance of face-to-face conlaét with clients; and availability of
support services. In addition, researchers such as Michalak and Fairbairn (1993a) have
identified that the more subjective and personal factors such as prestige and tradition also
play a role. The degree to which this is so however, has not been examined, which leads to
the next section on creative services.

2.5.2 The Role of Character and Milieu in the Location Decision Process

While little is known about the role of amenity and quality of life in the location
decision; of producer services, there is some literature closely related to the subject which
can offer an insight. The location decisions of creative services, a sub-sector of producer
services, has been studied by Brail (1994), Hutton (1994) and Shaughnessy (1988). The
creative service sector is comprised of businesses that provide design services to both the
public and private sectors, such as architectural firms, creative design firms, and interior

design firms.(Brail, p.2) Hutton has characterised the location decisions of creative services

compared to those of corporate support services in Figure 2.1.



Location 1) CBD CBD fringe and inner city
2) Major suburban nodes and edge
cities -
Infrastructure | High rise office towers 1) Converted industrial
structures
2) Low rise office and studios
Milieu - Corporate and modernist; emphasis on | More explicit cultural context;
projection of corporate power ambience of social interaction
and consumption with the
design community
Working Formalistic: emphasis on efficiency Creative workstyle to
Environment values and expression of corporate complement aesthetic
identity lifestyle; expression of high
design values
Organisational | Traditionally hierarchical; some Relatively ‘flat’ firm
Structure evidence of more collective structures, facilitating
approaches in progressive firms teamwork and creativity
Occupational | Typically stratified Often fluid
Structure

Source: Hutton, 1994b, Figure 4

From Hutton’s analysis it is apparent that there are very clear distinctions between

the location decisions of corporate services and creative services, and these distinctions can

provide valuable insight into producer service locations. The locational attributes identified

as belonging to the creative services sector clearly illustrate the importance of ‘personal’

and ‘lifestyle’ choices, rather than just ‘hard economic data’ mentioned by Michalak and

Fairbaim.(1993a) In her 1994 study, Brail found that the creative design firms in Yaletown

displayed the same characteristics as those outlined in Table 2.1. For example: the area is

located on the fringe of the CBD; the majority of buildings in Yaletown are converted

industrial structures; the unique character and milieu of the area was important to firms;

22




they had a creative workstyle; firms wereﬁ‘ﬂat’ in their organizational structure; and the
occupational structure was often fluid. These findings are extremely important to this study
because, as noted in Chapter 1, there is also a significant agglomeration of non-design,
producer service firms in Yaletown. It is postulated that if the design firms located in
Yaletown placed a high degree of importance on ‘personal’ and ‘lifestyle’ factors, and
located in the area because of the unique character and milieu, then it is reasonable to
hypothesise that the non-design producer services may also consider these attributes to be
important in their location decision. If this is true, it raises some very interesting questions.
First, to what extent did the character and milieu of the area influence the location decision,
and did they supplant ‘hard economic factors’ such as rent and proximity to clients in terms
of importance? Second, is this funher evidence that some types of producer services are
becoming more footloose in their location decisions? And finally, if they are becoming

more footloose, how will this affect the producer service complex in downtown Vancouver?

2.6 Vancouver’s Producer Service Complex
Any time there is a significant transformation in how goods and services are
produced, there is a corresponding impact upon the people and the landscape of urban areas.
As will be discussed in Chapter 3, due to the significant economic restructuring over the
past two decades, Vancouver has transformed from being a predominantly goods
production and distribution centre, to a service providing centre. This change in economic
focus has resulted in significant changes in the labour force, and has had a direct impact

upon the urban environment.
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In Vancouver, producer services have come to play a significant role in the:
employment structure of the regiqn. In 1961 “services to business’ was only one-seventh the
size of the manufacturing sector. By 1991, that had changed to where these services
equalled the entire manufacturing labour force in Vancouver.(Hutton, 1991, p.20)
Obviously, part of this change has been as a result of the decentralisation of manufacturing?
However, a large part was due to the growth of producer services within the economy from
1971 to 1980, when the entire metropolitan area is taken in to consideration, the growth of
business services quadrupled.(Davis and Hutton, 1992, p.16)

Another significant aspect of Vancouver:s economic restructuring has been the
location of producer services. According to Bamnes et al (1992), over 70 percent of all the
producer services within the Greater Vancouver region are located within the City of
Vancouver. Further, Hutton and Ley determined that producer service firms and associated

employment are *“...disproportionately located in the urban core, the downtown and its
.. :

-~

fringe areas, which received four-fifths of the new positions in the city and a quarter of new
metropolitan jobs in the 1971 - 1981 period”. (Hutton and Ley, 1987, p.129) As can be
expected, during that same period the number of producer service firms in Vancouver also
increased dramatically. Davis and Hutton (1992) found that the number of firms classified
as business and professional services virtually doubled from 1,800 to 3,500. Thcrcfore, it is
obvious that during the last thirty to thirty-five years there has been a significant
restructuring of Vancouver’s employment and business sectors. Not only have the number
of service activities and the number of people employed in that sector risen dramatically,

but as is the situation in other North American cities, these activities have also shown a high
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propensity to agglomerate within the downtown core. These facts have interesting
implications for this study. Spcciﬁca]iy, is the growth of prdducer services in Yaletown a
deliberate attempt by firms to be physically and psychologically separate from the
downtown (as hypothesised), or is it simply a result of the downtown core extending its

boundi.ries to include the area?

2.7 Chapter Summary

This chapter ha.; presented an overview of what is currently understood about the
growth and intraurban location of producer services, as well as a brnief description of the
producer service complex in Vancouver. In summary, it can be said that producer services
have come to play a vital role in the economy, accounting for a large percentage of the
overall growth in the workforce and significantly shaping the urban environment. One area,
which until now has been largely ignored, is the intraurban location of producer service
firms and the role which the character and milieu of an area plays in the location decision
process. In the community of Yaletown which is located on the fringe of Vancouver’s CBD,
there is a significant number of producer service firms. It 1s postulated that similar to the
creative design firms located in Yaletown, the other types of producer services located in
the area placed a high degree of importance or; character and milieu when making their
location decision. Having hypothesised that character and milieu will be important factors,
the next part of this thesis, Chapter 3, will contim;e to the next staag in the process, which

is to define the character and milieu of Yaletown.
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CHAPTER 3
THE COMMERCIAL AND CULTURAL TRANSFORMATION
OF YALETOWN
3.1 Introduction

As outlined in the introductory chapter, the character and milieu of the community
of Yaletown plays an important role in this research. Before assessing Why the character and
milieu of Y-aletown is important to firms, first we must define these attnibutes. Yaletown has
been transformed over the last decade from a little-known, blue-collar industrial area, to a
culturally and economically prominent white-collar retail, office, and residential area. Yet,
an industrial ‘essence’ remains within the area (unintentionally anci intentionally enhanced)
which is consistently identified as one of the most prominent rea'sons people are attracted to
the area either to visit or to invest.

The purpose of this portion of the thesis is not to quantitatively measure the
character and milieu of Yaletown. Rather, the intent is to identify and communicate the
history and the attributes which might help create the unique character and milieu of the
area. Section 3.2 will explore the history of the area, identifying the major events which -
have had an impact on shapiﬁg and defining both the physical and cultural character of the
area. Following the historical analysis of the area, section 3.3 will examine Yaletown as it is
today, identifying the most recent trends which have contnbuted to the perception of
Yaletown as a socio-culturally prominent and distinct area of the city. Section 3.4 will
discuss the role which planning initiatives implemented by both the City of Vancouver and

the Greater Vancouver Regional District (GVRD) have had in the transformation of
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Yaletown, and the overall transformation of the Downtown South area of Vancouver. This
leads to section 3.5 which will look at the potential social impacts which the re-
development of Yaletown and the Downtown South area will have on the economically
disadvantaged residents of the area. The final section, 3.6, will review the ﬁ'ndings from

Chapter 3.

3.2 History of Yaletown

The area known as Yaletown is referred to as the first suburb of Vancouver, founded
in 1886 at the terminus of the Canadian Pacific Railway (C.P.R.) line. Onginally, the yards
of the C.P.R. were to be located on the south side of False Creek near Greer's Beach (now
known as Kitsilano Beach) in the Municipality of Point Grey. (The Province, 1936)
However, the Municipality of Vancouver, in a move to attract the railway yards, offered a
twenty-six year tax exemption to Canadian Pacific and as a result, the railway yards were
located on the north side of False Creek. (Hanson, 1975) Subsequently, the railway
workshops, machinery and even some workers’ homes were moved from the former
terminus in the town of Yale, B.C, to the new site and hence the area was named
‘Yaletown™. During the next twenty years, the community of Yaletown grew and became an
important heavy industrial area. By 1907, in addition to the ratlway yards, a shingle muill,
cooperage and a cement works had located in the area. As well, the surrounding residential
community also grew as workers, to save street car fare, usually lived within the immediate
area. (Vancouver Museum, 1985) Indeed, historical accounts portray Yaletown as a distinct, -

industnial, blue-collar community.(Vancouver Museum, 1985)
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Fuelling the growth of Yaletown was the economic'boom which British Columbia
was experiencing. With the opening up of the prOvince, British Columbia was growing
rapidly due to mining in the Kootenays, farming in the Okanagan, coastal fishing, and the
growth of the forest sector. (Vancouver Museum, 1985) With the rapid increase in external
trade, Vancouver soon gained prominence as the wholesaling centre for the province. To
accommodate this growth, a burst of warehouse building activity occurred between 1909
and 1913 within an eight-block area bordered by Nelson, Homer, Drake and Pacific streets.
(see map 3.1) The;e warehouses (examples shown in figures 3.1 & 3.2) were typically three
to six storeys, had eight to ten-foot ceilings and were constructed of masonry, heavy timber
and concrete. At the rear of the warehouses were canopied loading docks to unload cargo
from the rail tracks lt)chted on Mainland Street and the street between Mainland and Homer
which is now known as Hamilton Street.

Despite planning and promotion by the City of Vancouver in 1929 for continued
industrial and warehouse growth along the north shore of False Creek, the area around
Yaletown did not expand as much as anticipéted. As was thé case in most North American
cities, major industry began to locate albng arterial routes on low-rent suburban
land.(V @couver Museum, 1985) The zoning changes and continued growth of the city over
the ne;(t twenty years, however, did encourage shops and some factories to locate in
Yaletown, resulting in the transformation of the art;a from an industrial/residential mix to

primarily an industrial/warehousing area as the residential population in the area declined.

(Vancouver Museum, 1985) With the exception of a few landmarks such as the Yale Hotel

~
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Figure 3.2 Restored Yaletown Warehouse and Loading Dock
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and the C.P.R. Roundhouse, the eight-block warehousing district.is all that re‘mains‘:of' the —
original community. °

Until the late 1980s, very little changed with regards to the'rfunction and character of
" this warehousing district of’Yaletown. (Hlavach, 1984) The area, largely devoid of a
residential community, was considered tough’, with Vancouver’s prostitution trade one
block away and squattefs locating in nearby vacant buildings. In fact, until recently, there.
had not be;:n a ﬁew building constructed in that area since 1949. (Constantinéau, 1989) This
however, does not mean that Yaletown was not recognized as an area with potential for re-
development. As early as 1975, City of Vancouver planners considered Yaletown a
character area, identifying it as; "...a homogeneous zone of four and five-storey warm brick
buildings with an interesting history a.r;d a nostalgic sense of place”. (Hanson, 1975) A wide
variety of re-development possibilities were considered during the late 1970’s and early
801’5, including residential development and a pedestn'an-only shopping area, to more
outlandish ideas such as Venice-like canals or a transparent roof to cover the narrow streets.
(Banks, 1983) It is interesting to note that although Yaletown was a historic area simil;r to
Gastown, planners conceived that Yaletown should somehow be different, less touristy than
what had occurred in Gastown. (Banks, 1983) indeed, at the time there were some changes
0c¢um'ng in Yaletown which gave a hint of what was to come. Although the area was still a
prime warehousing district, the narrow/ streets, congestion and relatively small buildings
_ were makingjt uneconomical for some warehousing businesses to be located there. In
addition, some office functions began to appear in Yaletown, including an architectural

firm, a public relations firm and a publisher. One firm, interviewed for this thesis, located in
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the area in 1973. The interviewee stated that although the primary reason for locating was
largely cheap rent, they liked the character of the building they were in, and they enjoyed
being located in an area with an industrial feel’. ,

Despite planning by city hall, the pioneering-moves of some firms into Yaletown,
land speculation, (Banks, 1983) and large developments nearby such as B.C. Place and
Expo ‘86, (Lindsay, 1980) Yaletown continued on as primarily a warehouse district. This
was in large part due to the fact that redeveloping the area did not make economic sense and
the zoning (particularly parking requirements) in the area was restrictive. The early 1980’s
was a time of tremendous economic uncertainty in Vancouver and all over Canada. Land
prices in the dentown Vancouver area were depressed (McPhee, 1992) and office
vacancies were high, therefore the redevelopment of these buildings (most requiring
extensive seismic upgrading) was not economically feasible. B the late 1980’s however,
Yaletown began to re-establish itself in an entirely new light. Fuelled by a relaxation of

»

parking requirements, an emerging reputation as a fashion and design area, a strategic
location relative to the CBD and mc;st importantly, changing market ﬁqnditions which
improved the financial viability of upgrading buildings, redevelopment began to occur.
(Constantineau, 1989)

The early part of the rapid metamorphosis of this area was led largely by the
furniture and fashion industries, as well as artists who were attracted to the unique character
of the area. Due to the relatively low lease costs, large amount of square footage and

architecturally unique quality of the warehousing space available, ‘high-end’ furniture stores

began to move into the area in the late 1980s (Deslauriers, 1989) and by 1989 the area
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housed at least 15 furniture galleries. (Constantineau, 1989) The design, production and
distribution functions of the fashion industry were also an important part in the
transformation of Yaletown. The Show-Mart Building (formerly the Hudson Bay Company
warehouse) located on the edge of Yaletown at 900 Mainland, was a very important
harbinger of change, bringing the fashion industry to the aré®, housing a substantial
collection and variety of fashion designers. This concentration of activity resulted in other
fashion industries begginning to agglomerate within the lower cost Yaletown warehouses.
These businesses, when combined with the architectural and graphic design firms moving to

the area, began to give Yaletown a very distinct urban identity as a creative and artistic area.

3.3 Yaletown Today

This brings us to the Yaletown of today. Not only has the pace of re-develo~pment
become more rapid, but the character of the area is tontinuing to evolve in several ways.
While applied design and creative servige firms (eg. architects, graphic designqrs, print
services) have continued to locate in the area, an increasing number of corporate support
services (accounting, consulting, public relations) as ‘well as computer software firms have
moved in.(Confidential Interview, 1993) Yaletown is also beginning to become somewhat
of an entertainment district. This is evidenced through the arrival of several trendy pool
halls, upscale restaurants, the recent growth in the numbers of deli/coffee-shops and the
addition of a micro-brewery/pub. Finally, Yaletown is also experiencing a growth in
residential development, specifically loft-style residences converted from forrner warehouse

space. It is ironic that with the increase in demand for space in Yaletown, some of the
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furniture and fashion businesses which helped create the image of the area are now being

-~
=

priced out.(Confidential Interview, 1993)

Yaletown is an clear example of how a commercial area can be transformed
dramatically over a relatively short period of time. While Yaletown was once the epitome
of a blue collar industrial area with a “wrong side of the tracks feel”, (Lindsay, 1980) it has
become a culturally trendy area, with predominantly white collar, design-oriented producer
service firms. Indeed, with extensive rer}ovation of the buildings and street beautification,
one might argue that all Lﬁat remains of the historic community of Yaletown is the
weathered brick facades of the buildings.

Recent newspapér articles refer to Yaletown as being part of Vancouver’s new
“culture zone” (Mackie, 1994) and words such as ‘neo-chic’, ‘funky’(Perry, 1992), and
‘trendy’ (Fitterman, 1993) trumpet the areas continued transformation as Vancouver’s “new
place to see and be seen”. (Perry, 1992) However, what are the current factqrs which play a
substantial role in creating the character and milieu of the area, in essence, what makes
Yaletown “‘neo-~chic”, “funky” and “trendy”? As noted, observation, archival research and
preliminary study of the area suggests that there are a several key identifiable components
- which play a substantial role in creating Yaletown’s distinctive image and milieu. For the
purpose of this research, the components are categorised as, but not exclusively: the built
environment; geographical location; fashion and furniture; and the entertainment attractions.
3.3.1 Built Environment

The built environment is possibly the most obvious and influential factor in defining

the milieu and image of Yaletown. As discussed in the previous section, Yaletown is an

34



eight block area characterised by narrow streets, compactly situated former warehouse
buildings featuring brick and beam construction, and loading docks with large overhanging
canopies.(see figures 3.1 & 3.2) This type of warehousing district Qas at one time common
in western Canadian rail cities; however, because of urban renewal initiatives of the late
1960s, very few remain in their entirety and as a result the area is also historically
distinct.(Confidential ‘Interview, 1993) Indeed, within the immediate vici_nity of Yaletown
and the greater Vancouver metropolitan area there is no other area with a similar built
envi>ronment. Emphasising the appearance of i)hysical distinctiveness of this area is the fact
that Yaletown is bordered by three multi-lane collector routes (see map 3.2) in;luding
Nelson street to the north, Homer street to the west, and Pacific Boulevard running at
approximately a sixty five Q¢gree angle from the east to west along False Creek, intersecting
Homer Street. Therefore, upon approaching Yaletown, one can immediately observe very
distinct boundaries to the area due to the unique building design, increased density of
buildings and the physical borders of the street lay-out.
One of the most interesting aspect in the transformation of Yaletown, is the
influence which the area is having on new developments occurring in the area and in the
surrounding community. Up until the late 1980s Yaletown was an all but forgotten area of
Vancouver. This has changed dramatically however, as residential and commercial
developers within the immediate vicinity of Yaletown are very aware of the marketing
benefits and financial benefits of being associated with the area’s ifhage and promote it
quite extensively in their advertising. As part of the preliminary research for this thesis, a

senior manager with Concord Pacific was interviewed. The manager acknowledged that

35



UMOoIdE & SULIOPIOE] SANOY 10133[|0)) JO UOHEIO]

¢ dewy

JOqidg 318WYO

%334)

asv J

O/&

O&o

N

36



o'.' 4.4.{}

Figure 3.3 Overhanging Canopy of New Building Ad]acent to Yaletown

ﬁ”\‘

Figure 3.4 Overﬁmging Canopy and Brick Facade of Concord Pacific Building
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Concord Pacific viewed Yaletown as a culturally and architecturally.unique area, and that
Yaletown “was somewhat of a catalyst” in their selection of the architectural design of
Concord Pacific Place (see Map 3.3), and their desigh emphasized “things like balconies
and brick facades”. Other new developments have also used an adaptation of the
‘overhanging canopy’ to replicate a very identifiable feature of the Yaletown warehouses.
This association, or desire to be associated with the community of Yaletown not only
clearly illustrates the perception of Yaletown as an attractive downtown urban location, but
1t can be argued that it also further enhances that perception.
3.3.2 Geographical Location

The geographical location of Yaletown and its role in contributing to the unique
identity of Yaletown is another interesting aspect of the study. Consistently in articles,
_research and discussions, Yaletown is often identified as being located on the edge of, but
not within, the downtown business core. As shown in Map 3.4, this is indeed the case as
Yaletown is separated from what is generally considered the downtown business core by
approximately three blocks. To some firms however, those three blocks can represent a
world of difference. As will be discussed further in the results section, this geographical
separation appears to be of significance to many firms as they have purposely chosen a
location away from the traditional area to reflect a different corporate culture and the more
creative nature of the firm. By choosing Yaletown to do this, it reinforces the areas

uniqueness from the downtown corporate complex.

38






2100 dgD Y 01 UMOIdEX JO ANWIX01g y'¢ dew

1S WNIWH 3L

LS HIANId z§%h<z=.m0 .

'

LS T7IMOd

wiejus?)

18T NIV

saJew

i ﬂ,
awa0I9M8G ST 1 100107 o«:%

o®

suotjeN

J1gwv0o

0 BZR|d
NMO13 <
wnipe;s o
828Id D8 +>.Q
o
,.\GJ
AVJ >
3 5
>
~
~
4 &
S K
o\/
&
R\ ‘
&
@/
O
w o&o.
\
©)
W
3
O
&
.«o

Buipuen
pieung

40



3.3.3 Fashion and Furniture

As noted in the examination of the history of Ya!etown, the area was primarily a
wzirehousing district with some light manufacturing activities also occurring however,
during the 1980s a significant number of ‘creative’ businesses began to locate in the area.
Due to the concentration of firms and the artistic and design nature of their operations, the
area began to be recognised as a ‘creative’ business area and this early perception had a very
influential role in the initial creation of the current Ya]etown'identity. The most notable of
these businesses are the fashion design and manufacture industry, and the high-end furniture
retail industry.

The fashion design and manufacture industry began to loéate in Yaletown for
primarily two reasons: proximity to the Showmart building; and availability of relatively
inexpensive comrrierdal space. While there is limited documentation on the fashion
industry in the area (type, size, linkages, etc.), it is worth noting that in the preliminary
researclh conducted for this study on what constitutes the milieu Vof Yaletown, the area was
consistently identified as a creative fashion design and manufacture area. This indicates that
even though there is relatively little information on the fashion industry in the area, it is
recognised and perceived as impoﬁmt to people in defining the area.

When one thinks of design and creative industries, rare!?/ does the retail furniture
industry immediately come to mind. In the case of Yaletown however, the high-end retail
furniture stores located there have proven to be an important component to defining the
character of area. These stores were originally attracted to the area because of: the low cost

per square foot of floor space; the amount of large and continuous floor space available;
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loading docks (while né longer s‘l;i\tréﬁmiarger‘@c‘kg,fstill adqugte for smaller fumiture
trucks); and the unique character of the space available.(Constantineauigmﬂers,
1989) Similar to the fashion industry, when the character or milien of Yaletown was
discusséd, consistently the agglomeration of high-end fumniture stores was noted as an
important characteristic.

Therefore, while these two business types were not the only businesses which
contributed to the initial transformation of Yaletown, evidence seems to suggest that they
were the most influential in initially establishing the new character of Yaletown.

3.3.4 Entertainment Area

The final substructure which has helped to define and expand the character and
milieu of Yaletown is the recent growth of unique entertainment establishments in and
around the area. Siﬁce around 1990, Yaletown has proven to be an increasingly attractive
area for upscale pool halls (often including coffee and juice:’bars), special}ty coffee and
baked goods shops (desserts, bagels, etc.) and upscale dining establishments (unique -
restaurants, brew-pub/restaurant, delis).(see Mkap 3.5) This haslresulted in Yaletown taking
on a very distinct identity from the communities surroun‘ding it. As noted on Map 3.5,
within the immediate vicinity of Yaletown are several night clubs (including the new
‘Entertainment District’ being considered by the City of Vancouver in Downtown South),
the newly proclaimed ‘Theatre District’ (Queen Elizabe[}.l Theatre, Ford Theatre), the new
city library, and sports entertainment venues Such as GM Place and BC Place. Therefore,

much like the bui't environment where there is a very discemible difference between

42



.21V JUSWUIRLISIUY, YINOS UMOIUMO(] ¢ dey

o 324D Isjuq
2
Q
m
@
: .
S
w .0
o
&M)/v
&
yd
a2
>,
+F
‘o
o &
< R
. Aer/& he
® O & 3
Q IO >
Y S i /
Y i ¥
s /o \\M\\\ 2 9s° ¥ %,
D L O
&/0 \N\Or?\« 4 )/7/9 4
>, > K
g2 & S
A K>
@M\\ < &o& s, =
4, 3 -
// Q) ¥ "
2
o © S
.@& > O&
\ A& 74 S
[N ° 7 470

RNNN

43




Yaletown and the surrounding neighbourhoods, when examining the entertainment venues a

distinct character is also evident.

3.4 Transformation of Downtown Vancouver

Having examined specific components and factors which led to the cultural and
commercial transformation of Yaletown, it is important to also recognise that these events
have occurred against the larger backdrop of the overall transformation of downtown

ol .

Vancouver. Because the objective of this chapter is to identify the discuss the character and
miljeu of Yaletown, this section is intended to provide a brief overview of some of the
major factors which have led to the transformation of Downtown Vancouver, and recognize
that these factors have both direct and indirect influences on the\study area. For a more
thorough examination of the re-development of Downtown Vancouver, the work of
MéPhee (1994), Hutton (1994), and Ley (1997) is highly recommended.

Over the past ten to fifteen years there has been a renewed interest in downtown
areas within Nonl{ America cities and Vancouver is no exception. While the renewed

. -

interest and activity in downtown Vancouver is a result of several factors, the primary
factors include: an increased awareness of historical preservation; a renewed appreciation of
urban lifestyles amongst white collar professionals; the rise of Vancouver from a provincial

-

service centre to an internationally oriented city; the recent period of sustained economic

growth; and a deliberate attempt by the City of Vancouv;:r to redefine and re-develop their

downtown through a series of planning initiatives.
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In their Concentric Zone Mode! of 1926, Park and Burgess modelled the growth of
contemporary North American cities as a series of zones. The first zone was the inner core,
~ or CBD, which housed corporate, retail and entertainment facilities. The second zone which
was located outside the CBD, the zone of transition, contained ‘blue~collar’ residential
areas, factories and other industrial uses. The third and final zone was the Xuburban
residential area exténding beyond the zone of transition. It was predicted that over time,
business and ind'ustry within the zone of transition would be forced out of the city due to the
process of invasion and succession, and as industry left re-development would occur and the
area would become amalgamated into the CBD.(Yeates and Gamer,.1980, p.198) This didl\
not occur however, as industry vacated the zones ,of transition, corporate, retail, and
entertainment developments leapfrogged over transition zones to suburban locations,
leaving them to slo»?ly become economically marginalized and dilapidated over many
decades.

In an attempt by some cities to deal with these decaying areas, urban renewal
programs were initiated as early as the 1930s and culminated in the 1960s. These programs
were infamously unsuccessful, focusing on the physical rehabilitation of areas (often by
bulldozing and re-locating the community) ignoring the social, cultural and economic
components of existing communities that they were hoping to ‘fix’.(GoldBerg and Seelig,
1975, p.10) Most often these programs eliminated vibrant communities and often destroyed
historically significant buildings.

The one good thing that came from the urban renewal initiatives of that time was an

increased awareness of the importance of downtown communities, and an appreciation of
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historical preservation. Paul Knox noted that the abandonment of urban renewal schemes in
the 1960’s led to movements within cities to reclaim their landscapes through preservation
and conservation. (Knox, 1993, p.228) Further, not only was it a matter of restoring the built
environment, but also trying to preserve and restore downtc;wn communities as well. This
appreciation of downtown areas continues today and perhaps there is no better example of‘
this than the Yaletown area. A former industrial/warehousing area (ie. a zone of transition),
it has been architecturally rehabilitated and transformed in to a culturally prominent and
unique part of the city.

The transformation of downtown Vancouver has also been caused by an increased
interest in “urban lifestyles” among white collar professionals working in the downtown
core. As note/d ‘by David Ley in his work on gentrification, increasingly professionals are
locating in'downtown areas and “sections of the post industrial inner city have begun a
transformation from the home of the labouring classes toward a zone of privilege...”. (Ley,
1981, p.145) In the case of Vancouver, downtown has become a very attractive place for
middle to high income individuals because of older, architecturally unique buildings and the
variety of amenities and services available. As discussed in the section 3.3.4, social and
entertainment possibilities are rapidly increasing as well as unique residential opportunities
such as lofts and waterfront condominiums: One need only look from Yaletown across
Pacific Boulevard to the Concord Pacific development currently under construction (a total
of 9,016 fesicient?a] units once build-out is completed in ten to twelve years) to see the
" projected residential growth within this part of the city. Similar developments on the north

side of the downtown peninsula include the Coal Harbour and Bayshore projects, which

s
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will add an additional 3,246 units (City of Vancouver Planning Department). Within
Yaletown, a unique residential housing niche is being filled as several buildings have been
conver;ed to ‘New York-style’ lofts, and by realtors accounts have sold quite
quickly.(Confidential Interview, 1993)

The third major factor to be examined is the rise of Vancouver from a provincial
service centre to an internationally oriented city. Craig Davis and Thomas Hutton m
examining this factor found that during the 1980s Vancouver experienced an “aCCelération"
of extraprovincial service exports which underlined “a sh?ﬂ in the city’s role from a
provincial high-order services centre to that of a Pacific Rim city in a spatially extensive
urban network” (Davis and Hutton, 1991, p.385) Contributing factors to this growth was a
severe recession in BC’s staple sector; a sustained growth in demand for services
provincially and regionally (specifically producer services); and public policy-initiatives
which decreased regulation governing the trade of financial and producer services at all
three levels of government.(Davis and Hutton, 1991, p.385) Indeed, these changes are
reflected in Yaletown with a rather significant proportion of service firms located there, and
as will be shown in Chapter 5, a variety of local, national and internationally-oriented firms.
An interesting research note is that the last time Yaletown underwent a rapid transformation
such as'this, was when it was first established. As you will recall in Section 3.1 Yaletown
was formed as a direct result of Vancouver moving from being a local trade centre to a
provincial trade centre. At that time, Vancouver’s economy was based on raw material

extraction arfd export, and firms in Yaletown catered to the distribution of those goods.
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Now that Vancouver’s economy has become more service oniented, Yaletown has
transformed once again and reflects that change. .

The fourth factor which has played a major role in the transformation of
Vancouver’s downtown is the recent period of sustained economic growth. During the last
five to seven years the rest of Canada has been going through a severe recession which has
resulted in massive liy-offs and substantial government cut-backs. During that same time
frame however, Vancouver’s economy continued to grow with unemployment staying
relatively stable (despite a large inmigration of people), minimal government cut-backs, and
a sizeable increase in investment. While several factors contributed to this, the two most
influential were the continued value of resources for export from the City’s hinterland and a
high level of investment from the Pacific Rim, especially Hong Kong.(Hutton, 1994)

The final factor to be examined is the role which planning initiatives have played in
the redevelopment of downtown Vancouver. As noted by McPhee (1994), during the 1980s
and on into the 1990’s, Vancouver has been encouraging the re-development of the
downtown area as part of a larger economic development strategy for the City. Over the past
decade there has been four separate planning initiatives which have all looked at redeﬁn;ng
and ultimately re-developing the City of Vancouver.(Hutton 1994, McPhee 1994) The
‘Coreplan in early 1980’s, followed by the ‘Vancouver Plan’ in 1985/1986, the ‘Central
Area Plan’ (CAP) in the autumn of 1991, and finally ‘CityPlan’ which is currently under in
progress. Hutton notes that of all four plans, the CAP *...represents a particularly well-
managed and successful attempt to secure a growth management policy for Vancouver's

core area”.(1994, p.24) Of particular interest to this thesis is that the intent of CAP is to also
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“protect the City’s crucial produeer services sub sector and corporate complex, while
providing for substantial new housing opportunities in the urban core”.(Hutton, 1994, p.25)
While it would appear that this management strategy has been successful in many ways,
strong doubts still remain regarding the social costs the re-development is having on the
economically disadvantaged residents of the area. N
With the culmination of all these factors it is clear why Vancouver’s downtown area
has been undergoing a tremendous redevelopment and how this transformation has
manifested itself on the landscape. As noted by Harvey, as a direct result of the economic
restructuring process and the renewed appreciation of historical preservation and urban
living, there will be pressure to re-organise the interior space of the cit:'THarvey, 1989,
p.264) Certainly within Yaletown these changes have manifested quite quickly and
noticeably within the neighbourhood, and most consider the changes to be very positive.

Ultimately however, there is a social price to be paid for this re-development which leads to

section 3.5 on the social impact which Yaletown is having the surrounding area.

3.5 Social Impact of Yaletown’s Transformation

As discussed in section 3.1, prior to the late 1980s Yaletown was almost exclusively
a commercial and industrial area with little residential accommodation. Despite the rather
rapid and drastic transformation of the area, there has been little opposition to new
developments; in fact most have lauded these new initiatives as a very positive change. And
indeed, the research conducted for this thesis would tend to concur that the transformation

has been very positive for Yaletown, breathing new life and vitality into a once-forgotten
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part of the city. Despite the positive vieyv of changes however, one must remain aware that
the transformation of Yaletown is part of the larger re-organisation of Vancouver’s
downtown, and it will potentially have a significant impact on existing residents of the
surrounding area. As Hutton notes, there are “vulnerable communities in the metropolitan
core” of Vancouver. (1994, p.28)

The City of Vancouver has specifically targeted the downtown area for re-
organisation and re-development as part of the ongoing shift towards the City taking on a
more international focus.(McPhee, 1992) To date, most of the major development in the
CBD has involved re-developing old industrial lands and buildings (Concord Pacific, Coal
Harbour, Bayshore, etc.), with very little immediate impact upon existing residential areas.
With these larger developments, amenities in the area hz»we or will actually increase (eg.
retail shops, a planned large supermarket, all weather sports field, waterfront walkways,
public plazas, etc.), and it could be confidently postulated that quality of life‘has risen.
However, as noted by McPhee in his examination of the redevelopment projects and

I}policies of downtown Vancouver during the 1980’s, while ‘entrepreneurial redevelopment’
can improve opportunities for some segments of the population (usually the economically
advantaged), other segments of the population (dsually those economically disadvantaged)
can experience “‘a continued lack of access to improved social and economic
opportunities”.(McPhee, 1992, p.iii). McPhee’s study concluded that the neighbourhoods of
Kitsilano, Fairview and the West End were primarily becoming home to well educated
individuals engaged in higher skill, highe; pay occd?ﬁiions, with lower income individuals

~priced out of those areas and primarily concentrated into the neighbourhoods of Strathcona
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and the CBD. (McPhee, p.170) Now that redevelopment is increasingly in the area of the
CBD (most of which is office space, hotels and middle to high-end market condominiums)
the question remains; where are the working class and economically disadvantaged
members of the population going to reside? While the research conducted for this thesis i
not intended to explore this situation in great detail, it is important to recognise that just as
"Yaletown has been part of and has benefited from a substantive social and economic shift, it
is also part of the negative consequences that are o&uning such as the social polarization of
the urban core.(Hutton, 1994, p.17) .
Areas such as Yaletown can add character and a new vitality to a city but it rarely
comes without a cost. In the case of Yaletown that cost is not directly evident and in fact
may be minimal in the short run, but should development continue in Yaletown and

surrounding areas without a clearly articulated social plan, problems will grow

considerably.

3.6 Chapter Summary

This chapter presented an examination of the commercial and cultural *_
transformation of the community of Yaletown, as well as a brief discussion on the
transformation of the Downtown South area of Vancouver. In summary, it can be
iconﬁdenlly stated that Yaletown has a very unique character and milieu. Yaletown’s
‘uniqueness’ was borne out of an interesting history and it is considered to be a culturally
proniinent area in Vancouver, a faét that is reinforced by the areas built environﬁent,

geographical location, and the eclectic mix of businesses. Yaletown did not ‘occur’ on its
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own however, relatively successful growth strategies promoted by the City of Vancouver
have had a direct impact on the community and the entire urban core. The question remains

however, at what cost to the existing residents?

Having identified the major components of Yaletown’s unique character and milieu,
Chapter 4 will discuss how these components were incorporated into the methodology of

this thesis.
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CHAPTER 4

RESEARCH METHODOLOGY

4.1 Introduction

Determining a methodological approach for the research component of this thesis
is dictated by two very important factors within the research question. As stated in they
introduc*tory chapter, this research is intendéd to not only examine the characteristics of
the agglo'meration of producer service firms in Yaletown, but to als:o determine their
location decisions and the extent to which the character and milieu of the area played in
that decision. Therefore, the research centres around two complementary components.
The first component is to search for and analyse similarities and differences amongst
producer service firms within Yaletown. It is hypothesized that from this firms in the area
can be characterized and comparisons to future studies or areas of a similar nature can be
made. The second component is to examine and define the milieu of Yaletown from the
perceptions of the respondents, and ascertain its importance in the location decision of the
firms. In essence, ‘What kinds of firms are in Yaletown, and what role does the milieu of
the area play in the decision making process’? Further, conducting an exploratory analysis
as opposed to a strictly descriptive analysis, reﬁects the current trend in the study of the
locational patterns of producer services. Coffey notes:

*“...in terms of the nature of the research conducted, we are witnessing a

transition from largely descriptive studies towards those that place an

increased emphasis upon explanation, i.e., upon identifying the factors

underlying the spatial and functional patterns that we observe. In order to

develop a deeper understanding, researchers have begun to delve into the

motivations, the decision-making processes, and the organizational
strategies of firms.” (Coffey, 1995, p.77)
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This chapter will present the methodological approaches-utilized to conduct the field
research for this thesis. Section 4.2 will outline the research design, providing a brief
overview of the theoretical approach used. In section 4.3, the design of the preliminary
interviews, which is used to gather preliminary information and identify influential
factors, will be discussed. Sections 4.4 and 4.5 will present the structure and reasoning
behind the questionnaire design, and discuss how the questionnaire was distributed.
These section lead to 4.6, which reviews how some of the information gathered in the
questionnaires forms th‘e.basis of the questions asked in the follow-up interviews. Section
4.7 then briefly discusses how the information gathered is aﬁalyzed, while section 4.8
notes the weaknesses and gaps in the study. The final section, 4.9, summarizes the

methodology section. .

4.2 Research Design

As noted in Chapter 2, with the exception of a small body of literature on the
location of creative services, there has been little research on the role of charactér and
milieu in the intraurban location decisions of producer services. Therefore, it was clear
that with the scarcity of previous étudies and literature on the subject, the research design
would have to be of an exploratory nature. In.addition, considering the importance of
uncovering firms perceptions, attitudes and feelings on the role of milieu in their location

decision, it was also determined that a substantial portion of the research would have to

be intensive, with analysis more qualitative than quantitative in nature.
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In his 1992 book Method in Social S(,;ience.' A Realist Approach, Andrew Sayer
discusses the importance and validity of qualitative research. Sayeﬁr examines and
differentiates research design into extensive and intensive approaches. Extensive research
is concermed with examin-ing taxonomic groups to discover regularities and common
patterns across a population. Methods often include large-scale surveys, formal
questionnaires, standardized interviews and statistical analysis. Intensive research
examines causal groups, focusing on what caused or produced a certain change and to
what extent were certain agents involved. Methods of inquiry are often study of
individual agents, interactive interviews and qualitative analysis. Sayer points out that
because extensive research discovers formal relations such‘as ““...similarity, dissimilarity,
correlation and the like, rather than causal, structural, substantial, 1.e. relations of
coﬁnection”, they are limited to ““...produce explanations where they demonstrate that a
certain aggregate pattern can be contributed to the effects of separable
components”.(p.246) Intensive research, as Sayer notes, can go beyond the limitations of
strictly extensive research to uncover *...causal explanation of the production of certain
objects or events”.( p.243) The major limitation of intensive research is that results are
ﬁot representative of the whole population which brings into question the extent to which
models or theories can be formulated from it. This does not mean that neither of the two
methods is effective, but rather the two types define their boundarie§ of inquiry
differently and ask different sorts of questions.(p. 242) And as Sayer notes, both methods

can be used in a complementa%hion depending on the type of study being conducted

and as long as the limitations of both methods are recognized.(p.246)
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i’her’efore, to address the research question it was determined that a combination
of extensive and intensive research me:thods would be used. Extensive methods are used
to identify common characteristics amongst firms and begin to undefstand major issues,
trends, and events which had attracted firms to the area. Intensive research is then :
undertaken to uncover the roles of amenity, quality of life and overall milieu 6f the area

in the location decision.

4.3 Preliminary Interviews

To establish the parameters of the study, a series of preliminary key informant
interviews were conducted prior to the formation and distribution of the questionnaires.
With the concepts of community and mil;eu playing an integral part in the examination of
producer services in Yaletown, it is imperative to gain insight into what urban and social
dynamics had occurred, and were occurring, in this area. From this basic understanding al
‘concise and relevant questionnaire could be constructed which not only exan%i;ned issues
of producer service location in a general context (issues brought forth in the review of
producer service literature), but also began to examine very community-specific reasons
for location decisions of firms. 7

A total of six individuals were interviewed during this stage of the fesearch.
Interviewees included a real estate agent responsible for commerci:;l space in Yaletown
and surrounding area, a Yaletown land developer, the new owner of a warehouse in
Yaletown, a City of Vancouver Planner, a long-time producger service firm in Yaletown -

(fifteen years), and a producer service firm that had recently moved into Yaletown (three

56



months). The interview format was altered depending on who was being interviewed;
however the following list of questions were included in all preliminary interviews:

1. In your opinion, has Yaletown changed in recent years? If so, how has
Yaletown changed? What, in your opinion, acted as a catalyst to that
change?

2. How would you characterize the types of office firms that locate in
" Yaletown?

3. Why would a professional office want to locate in Yaletown? (amenities,
rent, proximity to CBD, etc.) Are there any other areas in the Lower
Mainland which would be as suitable?

4. It has been mentioned in a Vancouver Sun article that Yaletown has a
different ‘feel’ to it? Do you agree with this, and if so, how would you

characterize the ‘feel’ or ‘milieu’ of the area?

5. Do you think that Yaletown is going to continue to transform, and if so,
how do you see it changing over the next few years?

The preliminary interviews provided a clearer understanding of the recent
N .
evolution of Yaletown, the types of firms which have located in the area, current issues
within the area, and a better understanding of how people perceive and relate to
Yaletown. The information gained at this stage was then incorporated into the

3

questionnaire.

4.4 Questionnaire Design
The questionnaire was designed with three distinct goals in mind. The first goal
was to determine the general attributes and characteristics of firms, the second was to

determine linkages firms had with others in the area, and the third was to begin to

uncover the role and importance of milieu in the location decision. Therefore, assuming
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that the firms in Yaletown were comparable to those examined in other studies, we could

begin to draw some preliminary inferences about the importance of milieu in a firms

location decision, and how similar producers services might be attracted to ateas with a _

4

=

similar milieu.

‘ Accompan-ying the questionnaire (Appendix 1) was a letter of introduction (see
Appendix 2) In keeping with the outline for letters of introduction nqtéd by Rea anc{jv‘
Parker (1992), the letter thanked the respondent for being part of the survey, méntion.ed
the organization conducting the study (in this instance, a masters student at SFU), and
stated the objectives.and goals of the research. Tl;e first section of the questionnaire, was
designed to discern any common characteristics of producer service firms in Yaletown. It
was hypothesized that producer servicés within Yaletown were generally small (two to
ten people), creative design—on’e_hted firms (Hutton 1994, Brail 1994), with a higﬁly
focused pool of human resq"urces, which, while conscious of cost of rent, purposely chose
Yaletown because of amenities and dynamics within the area. Questions included type of
firm, previous corporate location, length of time in Yaletown, size of firm, éorporate
management structure, total square footage and approximate lease rates. It was hoped that
from those questions a clear representation of the types of producer services attracted to
Yaletown would emerge, and if the producer séwices were somewhat similar to, or
ur&que from, those in other studies.

The second section of the questionnaire was designed to determine the
geographical scope and interaction with clients for firms in Yaletown. One factor

E 4

currently being debated in the literature was if there is a correlation between the size of a
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firm and the percentage of local, regional, national or international clients. Therefore,*
questions eight through ten were included to cross-reference with ‘question five (size of .

firm) to determine ;f the geographical sCope’ of firms in Yaletan was re]ativcly local as
hypothesized. The next series of questions (12 t_hrough 14) were based on the perception
that produqe'r :c,ervices tend to communicate frequently w.ith clients, and that the majority
of communi‘cation occurs in the form of faé:e«to-face meetingrsr. There 1s some deba.t'e in
the litérature however, as to the importance of face-to-face meetings. It was hypothesized
that in Yaletown face-to-face meetings would also be the most important method of
c}ommunicati'on for producer services, followed by telephone and fax. In additipn, where z
meetings t’éok place was another factor which was considered. It was felt that while a
majori.ty of meetings_woﬁld od:ur at the client’s, that the character and ‘ambiance’ of
) ,

.Ya{,etown could possibly entice clients to conduct meetings at the producer service ﬁm.

‘J"l"he final section ;f questions, entitled ‘location decisiops’, had some open-ended
questions and _wasvdesigned with several goals in mind. The first was to gain an idea of
the importance of factors which attracted producer services to ‘Yaleltown (question 15). It
was not éxpected -that the character and milieﬁu of thé area would supersede price (rent) as
the most impartant determinant of location. However, it was believed that it could be
possibly be ranked second above proximity to clients (considering improvements to
)‘communication technology as often mentiqned with the growth of producer services) and
proﬁi;nity to -suppon services. The second goal (questions 16, 161, 17, 171, & 17ii) was to
>begin to uncover the level of satisfaction respondents had with the area. While their level

A

of satisfaction would be further examined during the follow-up interviews, it was

.
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important to begin‘ to identify positive ‘a_ﬁd*négative issues within Yaletown as it
continued to evolve. The third aim (questions 18 & 19 was to identify possigle benefits

‘ (agglomeratidh and corporate image) derived from locating in Yaletown. As mentioned in

e -

- the discussion of present-day Yal‘etown,. the area has become arxjc.ry dynamic zqind(éocially
Atractive area of V»anc‘ouver fo‘r a variety of land uses. 'It was hypothesized that while
businesses may not derive any direct @d measurable financtal gain from being located in
the area, they could perceive it as if‘ﬁportént to their corpora‘te image to be associated with
such an arez’i. The fourth goal (questions 20 to 22) was to highlight the perceptions which
firms had of Yaletown, so that they could be examined in a more 4complete context during
the follow-up interview. The final question (23), asked for the firms total sales per year.
This question was part of the general informatior; section, but it was placed at.the end of
the questionnaire and put on a separate piece of péper In an attempt to increase response
rate. As noted in Rea and Parker (1992, p. 46) with questions of a sensitive nature, it is
often best to place these questions late in the questionnaire for two reasons. First, if
respondents react negatively to the question and terminate the questionnaire at that point,
then all information prior to that question is not lost. Second, by placing a sensitive
question at the end, it 1s hoped that respondents gain a clear uﬁderstanding of the nature
of your research (in essence, a trust or ‘rapport’ is developed) and there is an increased

likelihood that the respondent will answer.
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4.5 Questionnaire Distribution

Prior to distribution of the questionnatre, a reconnaissance of the business
directories (located in the foyer or at the front entrance to office buildings) and building
facade signage was completed to determine the approximate number of producer service
firms within Yaletown. In buildings which did not have a directory yet were accessible to
the public, a survey of names on office doors was conducted. The name and address of
possible producer service firms was recorded, with firms only omitted at this stage if they
were obviously not a producer service firm, (e.g. XYZ Hair Design, ABC Office
Supplies, etc.). It was felt that using a field survey was more suitable than a survey of
telephone listings, postal addresses, and using rr;embership directories from various
professional associations.

There are two reasons that the field survey method was more effective than a
survey of telephone directories (‘white’” and ‘yellow’ pages). The first is the high level of
activity and office turnover in Yaletown. Telephone directories are produced once a year
(deadline for inclusion in white pages is March 15th, yellow pages April 1st), therefore,
firms which re-locate or are established following the deadline are not included, which is
particularly important considering that research was conducted at the end of July and
early August. The second reason for using a field survey over a telephone directory
survey was because th.e term ‘producer service’ as defined in this study can relate to such
a wide variety of firms, that a preliminary survey in small geographical area such as

Yaletown was more time efficient and more effective in ensuring greater breadth to the

study.

!I
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The field survey method was chosen over postal information because of .
efficiency. Addresses of firms in Yaletown were not easily available, so by the time that
the addresses could be obtained from Canada Post and sorted (postal codes did not
conform to the boundaries of the study area), it was more efficient to conduct a field
survey.

The final possible source considered was membership directories from
professional associations. Similar to the proble;n faced with using telephone directories,
membership directories are not always current, and because the term ‘producer service’
relates to such a wide variety of firms it was more efficient and effective to use a field
survey. An additional limitation was that several producer service professions do not have
membership associations or require membership to an association.

Another important justification for conducting reconnaissance to gather names of
possible producer service firms relates to the nature of the research being conducted.
Once again, the milieu of Yaletown played an important part in the research, therefore it
was vital to spend time in the area to observe and begin to formulate a better
understanding of the locational and social dynamics of the area. While this part of the
research was informal (in that there was no attempt to quantify or qualify observations), it
did have an impact on the research process.in that it helped create an awareness of issues
such as the business make-up and spatial dynarr;ics of the area. For example, it
illuminated the prominence of the fashion industry, the lack of dining establishments and

the lack of convenient parking. As noted by Marshall and Rossman in Designing

Qualitative Research (1989), a great deal of understanding can be derived from the
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researcher being able “...to hear, see, and begin to experience reality as the participants
do.” (p.79)

There were two limitations of using the field survey approach. The first w;s that
if a building had no business directory, there was no external signage, the building was
closed to the public, and a firms name did not appear on the door of the office, the firm
would be excluded from the sufvey. Wh'rlé this was a concern, it was felt that because a
key component to doing business is ensuring that a business is accessibli to clients such a
firm wpuld be a rare exception. Further, within the study area there weré only two
buildings which did not have a business directory and both of thosé building allowed
public access. Therefore, as long as a firms name appeared on their door, they were
considered. The second limitation was that a field survey would include firms which were
on business directories or had signage, however, were no loﬁgek located in the building.
This probiem was eliminated in the second step of the questionnaire distribution process,
which involved contacting firms to determine if they were a producer service firm. The
address of the firm was confirmed at that time, and if they were no longer in the area, they
were excluded from the survey. ‘ |

In total, the field survey identified 334 firms in Yaletowﬁ as possible producer
service firms. As mentioned, the next step was to contact firms on the phone and
determine if they were a producer service (according to the working definition, see
Chapter 2, p.7), would they be willing to complete a questionnaire, and if so, who would
be the most knowledgeable person to fill out the questionnaire. Excluding businesses

which were not classified as producer services, that had moved from Yaletown, which
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were no longer in business, or whose telephone number could not be located, a total of
116 firms were identified as producer services in Yaletown. Of the 116 producer services,
53 (45.7 percent) agreed to complete questionnaires.

The qu;:stionnaires were distributed in person over a two day period starting July
28th, 1994. When possible, the questionnaire was given directly to the individual
responsible for completing it. Arrangements were made to pick it up fhe following week
(August 5th & 6th, 1994), allowing for five to six business days to complete. While a
mail-out could have been done, distributing and collecting the questionnaire in person
was chosen for the following reasons. Firstly, it was felt that making personal contact
with the respondent and establishing a quasi-deadline would increase the response rate.
As noted by Rea and Parker (1992), response rates to questionnaires Whiéh are not of a
personal or sensitive nature are often higher when personal contact has been made and the
respondent feels individually responsible for returning the questionnaire. Further, if the
researcher returns at the pre-agreed time and the questionnaire is not completed it will
often serve as a reminder (perhaps the questionnaire was misplaced, as had occurred
during this research) to the respondent. The second reason to establish personal contact
was to increase the chance of scheduling a follow-up interview than had a mail-out been
done. While personal interaction was limited prior to completion.of the survey, it was felt
that by establishing a connection with the respondent (in essence, putting a face to the
name), they would be more willing to agree to a follow-up interview. The third reason

for distributing the questionnaire personally was because the study site was easily



accessible and geographically compact, so personal delivery was a much more cost-
effective method than a mail-out.

The primary concerns of using such a method of distribution and collection we;re
twofold. The first concern was that by contacting the respondent, there is a possibility of
creating a bias. To minimize or eliminate the potential for this, when distributing the
questionnaire a minimum amount of time was spent with the respondent. They were
informed what the purpose of the research was (also listed on the introduction letter to the
questionnaire), a date was established for piék-up of the questionnaire, any concerns or
questions they had were addressed, and they we:re thanked for their%panicibation. The
second concern was that by establishing a date for pick-up, a ‘deadline’ was created
which could mal; ;the respondent feel pressured. By establishing a five to six day period
to finish the questionnaire, it was felt that any ‘deadline’ pressure, while possibly still
evident, would be eased.

A total of 18 of the 53 questionnaires were collected on August 5th and 6th. The
r?maining firms who had not completed the question})laire at that time were given a pre-

‘ addressed envelope so they could return it once complete. This resulted in 15 additional

surveys being sent in, to bring the total number of responses to 33 (a return rate of 62.2

percent). Of the 33 returned, 18 firms agreed to participate in a follow-up interview.

4.6 Follow-up Interviews
Similar to the preliminary interviews, the follow-up interviews were structured

around a set established questions. In addition however, each interviewee was also asked
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specific questions based on responses given in their completed questiénnaire as well as
responses to the interview uestions. The interviews were conducted during a four day
period starting August 28th and ending September 1st, 1994, with each interview lasting
an average of 30 minutes. The interview style was open-ended, conversations were )
recorded (with permission) and later transcribed. The set of established questions were as

follows:

1) Since locating in Yaletown, what changes (if any) have you seen occur?
Were they positive or negative changes? Are there any changes you would
like to see in Yaletown? .

2) Yaletown is increasingly gaining a reputation as an agglomeration of
‘creative/innovative’ or ’design-type’ firms. Do you agree? With regards to
conducting business, is it important for your firm to be associated with a
creative area such as Yaletown? If so, how is it important? (business
contacts?, image?, backward linkages?).

3) When first looking for a location for your firm, what were some of the
attributes/factors you were looking for? Of those which one was the most
important?

4) Before deciding upon your present location, did you consider locating
in other areas?

If yes, which ones and why?

If no, why were no other areas considered?

5) It has been stated that Yaletown offers a not only a unique urban
infrastructure, but also contains a unique business environment. What are
your feelings on this? If your firm was to re-locate would you try and seek
out a similar area?

6) Does your firm use the business services located here in Yaletown? If
so, how often?

L

7) Returning to the first question, how do you see Yaletown changing in
the future? Do you see your firm remaining in Yaletown? What might
cause you to move?’ '
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4.7 Methods of Analysis

There are two methods of analysii utilized in this study, quantitative and
qualitative. Referring back to section 4.2, Research Design, given the exploratory nature,
of this research it is important to first identify and to a certain degree ‘measure’ the
certain characteristics about the firms -located in the study area. Therefore, an ‘extensive’
research approach is used for that segment of the study. The second segment of the study
examines the location decisions of producer services in the study area, specifically the
role which character and milieu played in that process. As a result, an ‘intensive’
approach is utilized. The analysis of the information gathered follows these same

7

approaches. .
The information gathered on the general attributes and characteristics of firms is
analysed using relatively simple statistical methods such as averages and percentages.
This is done because of the nature of this component of the research, which is to provide
a general p;oﬁle of firms in the area, and from there delve into the purpose of the
research; to determine the role which character and milieu play in the location decision
process.
The second component of the research, centred around the open-ended questions
e
and follow-up interviews, is analysed using qualitative (or intensive) methods such as
causal explanation and interpretation. Similar to the reasons that quantitative measures
were chosen to analyse the survey research, these methods are chosen because of the.

nature of the questions being asked. This is an exploratory study in a unique area, and

given the nature of the information that is being sought (character and milieu), it would

67



not be practical to attempt to quantify the results. This however, does not suggest that the
findings are any less valid. As noted by Coffey; “...inv this micro-level form of analysis,
survey and inteﬁiew tecfmiques have become more important than multivariate statistical
methods...”. (1995, p.77) As arresult, the intent of the analysis is to define as accurately as
possible the sitqation occurring in the study area, while providing enough concrete

evidence so that the knowledge gained from this research can be used elsewhere.

4.8 Weaknesses or Gaps in the Re§earch Methodoiogy

Although the research methodology is designed to eliminate as many weaknesses
or gaps as possible, as with all research of this nature there will be gaps and this study is
- certainly not immune.

It is important to acknowlédge that with field work of this type, the results are
somewhat temporally static in nature - in essence, they provide a ‘snapshot’ of what is
occurring. To minimize this, a concerted effort has been made to analyse the historical
change in Yalejtown, the growth of producer services globally and in Yalétown, aﬁd the
actions of ﬁrms over timé. Not énly hag archival research has been conducted, but to gain
a clearer understanding ofithe change over time, temporal questions have also been
included in the preliminary interviews, the questionnaire, and follow-up interviews.
Furthermore, revisiting the thesis statement, the purpose of the research is to look at the
location decisions of firms within Yaletown and what attracted them to the area at that

time. Therefore, while the evolution of the area is fascinating and has affected location

decisions, it is not the principal focus of the research. An interesting exercise would be to
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replicate the study every two to five years to see the role which producer services play in
the continuing transformation of the area.

The second gap within the methodology relates to the transferability of the
knowledge gained in this study in explaining agglomerations éf producer services in other
z;reas. First of all, this Study is limited by survey size. In total, 33 firms Wege surveyed
using questiolinaire of which a further 18 agreed Fo follow-up interviews. While sorﬁe
extensive methods are utilised in this study (which identified common charéicteristics, /
linkages, etc.), the size of the study is purposely small to allow for research to be
conducted on an intensive scale. As Sayer (1992) and Pratt (1995) note, this does not
make the results any less valid, just that one must be careful of the inferences drawn from
them. This study is designed to be exploratory and the inferences drawn from it will be
preliminary in nature to help ynderstand produéer service agglomerations in other similar
areas, not explain. That leads to the second concern regarding transferability of
knowledge. A significant portion Qf this research has shown that Yaletown is a unique
area (historically, architectur-ally, socially, culturally, and economically) with a unique
milieu. Therefore, it is obvious that because the area is unique, there are limits to what
can be inferred about the role of milieu in the locz;tion decisions of producer services in
~other areas. To partially compensate for this firm-specific research was included in the
study (size and type ofrﬁrm, corporate structure, rent, linkages, etc.) and a great deal of
attention was paid to describing the study area. It is hoped that if other areas have

comparable firms and are undergoing a similar transformation, that a greater
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una“érs&agg{ﬁg will be possible and some further inferences made to help bridge this

2

knowledge gap. | .

4.9 Chapter Summary

This chapter has outlined the methods of information collection and analysis
which were used to conduct this fescarch. As noted, the research involves two very
distinct approaches: an extensive appro’éch which used a survey and relied on basic
statistics to analyse the information gathered; and zn intensive approach which built upon
the information gathered by the survey to expand the understanding of the location
decisions of firms in'kYaletown. The amount which can be inferred about the role which
character and milieu plays in the location decisions of producer services is limitéd given
the size of the study, the static nature of the research, and the narrow geographical focus.
However, the study is of an exploratory qature and the fes‘élts presented will help to

bridge the khowledge gap in the literature.
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CHAPTER 5 \
SURVEY RESULTS
5.1 Introduction
In this c_hapter the results of the research survey will be presented. As noted iﬁ the
methodology chapter, the purposé of the survey was to ident‘ify some of the general
characteristics of firms located in the study area, to begin uncovering some of the

perceptions which firms had of the area, and to explore the role which amenity and milieu
’ . . B4

*

played in the location decision process.

5.2 Survey Results.

The firms surveyed can be characterized as generally smaller firrﬁs, who have
been in the area for a relatively short amount of time and whose average revenue reflects
the?r smaller size. In terms of employment and organizational structure, the firms were
male dominated, positions were primarily full-time and the firms had a relatively *flat’
organizational structure with a high number of managerial, professional and technical
staff, and few *support’ positions. The mfljority of the firm’s clientele was located within
the GVRD, followed by-international c!ientele. Overall, with the excepiion of parking,
perceptions of the changes in Yaletown were very positive. Further, while rent and

proximity to clients were the most important factors in location decisions, unique office

space and the ambiance of the area were ranked a very strong third and fourth.
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5.3 Geographisal Distribution
As shown in Map S:.l, there was a relatively eﬁén d'istribptién of firms surveyed in
Yaletown. The slightly higher concentration of firms on Hamilton and Mai'nland between
Nelson and Davie is due to thé fact that at the timé of the study,‘the rrfajority of usable
office space was located Athere. Therefore, the ‘geographica'l distribution bf firms surveyed,
generally rcp}esents the dispribution of offic; space within the study area. It was
important to obtéir? a‘rcpresentative distribufiqn becau;e when an area is undergoing a
substantial transformatiok_; quickly, very different perceptions of the élrea‘eajlbe formed,
even if only a few blocks away. An example of this Was evident auring the study when
the issue of parking arose. A majority of the firms located on Hamilton and Mainland
: o | )
streets when questioned about negative aspects of the area noted the “chronic™ lack Qf
parking. Interestingly, of the firms surveyeli on Homer Street, none complained about
parking, even though they were only one-half to one full bléck away. The reasons fgr this
difference were simply that several par!dng lots bordered Homef; both sides of the st;eet
wefe available for parking on Homer (t)he loading docks on Hamilton & Mainland are
often ‘no parking’ areas) and there were fewer businesses)(hence lower demand for
parking) located on Homer. This is a simple example, but it illustrates potential
differences in perceptions over a relativefy small geographical area, and thereby

.

emphasizes the importance of ensuring even distribution, even at a relatively small scale.
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5.4 Types of Firms Surveyed

Figure 5.1 ‘is a list of the producer service firms (by category) which were ﬁ
surv;ayed for this stuc;y. As noted, there was a.‘wide and intérestiﬁg variety of
firms and while they could have been categolrized further (e.g. F.I.LR.E., Creative Desig.n,

etc.), it was felt that by keé.pir]g categorization to a minimum, greater insight as to the

eclectic nature of the firms in this area could be appreciated.

Figure 5.1: Firms Surveyed by Type

o

o/ .

Type -t Number
Surveyed

Graphic Design 7
Software Development
Architecture
Film Post Production .
Public Relations and Marketing
Real Estate and Planning Consultants
Advertising
Communications Consultants
Education and Training Consultants
Engineering Consultants '
Computer Systems Consultants
Environmental Consultants
Manufacturer’s Agent
Other
Total

W — = = = PR W W W W A
* .-

wn

As noted by Brail (1994), Yaletown is known as being an established design
district and indeed in this study graphic design firms and architectural firms are well
represented with 10 out of 35 respondents. However, judging by Ihe'survey, other types of

firms are also located in Yaletown, including those in the public relations,

" The type of business which this firm was involved in was unique. To respect confidentiality, thé type of
busingss has been categonzed as “other™.
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communications, marketing and adyertising fields (seven respondents), as well as firms
associated with the computer industry (five respondentYs). Therefore, while the area is well

known as a design district, other types of firms are quite prominent.

Figure 5.2: Type of Firm
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Figure 5.2 illustrates that the majority of the firms in the area were autonomous,

with just five firms being ‘branch’ offices. This factor was examined to see if there were

‘ any differences between to location decisions of an autonomous firm (wWhich would have

the Final decision in office location) and a branch office (which theoretically would not

have the final say). Results from the survey research determined that there were no

noticeable differences:between the two types of firms in terms of office location

decisions.

5.5 Length of Residency in Yaletown

Figure 5.3: Length of Residency in Yaletown
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Two very interesting insights of the survey research came from examining the
length of time which firms surveyed have been located within the area. The first point of
interest, as shown in Figure 5.3, is that the number of producer service firms that have
located in the area during the past year is comparatively smaller (three) than the previous
two year time span which averaged six per year. At first glance the most pro};able
explanation would appear to be that with the transformation of Yaletown, prices in the
area have risen and firms could get a better deal on rent in other areas. That explanation
" however, was not likely the case. At the time of the study, the Vancouver office real
estate market was in.a slump, with vacancies averaging approximately 14 to 15 percent.
This was not the case in Yaletown, however, as the office vacancy rate stood at
aﬁpr;xim\ately 3 percent.(Royal Lepage, 1994b) Interest%ngly, with a vacancy of only 3
percent it would be expected that lease rates would rise, but in Yalet(;wn they did not.
Lease rates for t!]e office space remained at approximately $10.50 per square foot, most
likely a result of comparatively high vacancy rates (9 %) for similar Class B and C office
space outside of Yaletown.(Royal Lepaée, 1994) / |

A second point of interest shown m Figure 5.3, was that while the majority of -
firms had located within five years prgvious to the study (22), a significant number (12)

had been in the area for five years Or ionger (on or before July 1989). This finding
supports the historical analysis of the transformation of Yaletown in Chapter 3, which

found Yaletown has undergone a significant transformation and has experienced a

significant influx of firms since the late 1980s.
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5.6 Size of Firms

Figure 5.4: Size of Firms by Number of Employees
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The findings from the survey research on size of firms confirms what was postulated after
the preliminary analysis of the area. As shown in Figure 5.4, the majority of firms
(measured by number of employees) were small with 28 of 34 respondents having 9

employees or fewer.

Figure 5.5: Average Number of Employees Compared to
Gross Revenue Per Year
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As to be expected, in Figure 5.5, gross revenue per year went up as average
number of employees per firm went up. One interesting aspect however, is the*apparent
‘threshold’ after 1.5 million dollars in gross revenue which is associated with a

significantly larger tabour force. At first glance it might be tempting to assume that some

factor such as increasing economies of scale is causing this. While this may indeed be
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true, going back to the survey design, the question on gross revenue was categorical and
was asked only to gain an estimate of revenue relative to size of firm. Calculating gross
revenue per employee is not possible as exact revenue figures were not requested.
Further, given the small number of firms that this adsumption would be based upon (only
5 firms earning more than 1.5 million), such conclusions cannot be drawn at this time. It

. ’ "
would however be an interesting area for future research.

5.7 Employment Structure
In terms of employment structure, the majority of the employees working for the

producer service firms were full-time and predominantly male.

Figure 5.6: Employment Structure: Full-Time and Part-
Time Staff
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Comparing the number of full-time and part time employees was designed to
provide insight into the employment structure of the firm, as well as provide some
understanding of the internal dynamics of the firm. In Figure 5.6 it is quite clear that the
majority of employees work full-time (roughly an 8:1 ratio) which is considerably higher
than expected. As discussed in Chapter 2 (section 2.3.1 & 2.3.2 External and Internal
Motivating Factors), producer services in addﬂition to being part of the flexible production

process can often be internally flexible themselves to meet fluctuations in the type and
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supply of work available. These results confirms the findings of Brail (1994, p. 65) who

found that among creative design firms 87% of employees were full-time. In hinds; ght, it
is clear that a further distinction between full-time permanent and contract, and part-time
permanent and contract employees would have provided some further information on the

internal dynamics of the firms.

Figure 5.7: Employment Structure: Breakdown by Sex
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The other surprising result from this section of the questionnaire was the very high
proportion of male employees to female employees. In Figure 5.7, the ratio of male to
female employees in total is a little under 2 to 1. However, this may not be a true
breakdown of gender representation because the largest firm in the study is predominantly
female and once that firm is taken out of the statistics, the ratio of male to female rises to
just under 3 to 1. As noted by Beyers (1993) the role of gender (and gender inequality)
within producer service firms is not something that has been examined in great detail.
While this study does not seek to explore this in any further detail, hopefully the

information presented here can be used in further studies.
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5.8 Organizational Structure

]
~ Figure 5.8: Organizational Structure: Breakdown
by Job Category
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The organizational structure of firms, wheﬁ broken down by job category, clearly
illustrates that the firms surveyed typify what is understood about producer service firms.
Asa pro-duct of lean and flexible production systems, producer services are characterized
as generally having a ‘flat’ organizational structure (few managers aﬁd support staff) with
the majority of emgloyees being highly skilled technical staff or professionals. From the
results in Figure 5.8 it can be concluded that the producer service firms surveyed have a
relatively flat organizational structure and the majority of employees fall into the
professional (138) and technical (96) categories. The relatively high number of managers
could be explained by the fact that the majority of firms are autonomous (Figure 5.2) and
as a result the management duties of those firms are internal. Furthermore, as noted
frequently in the follow-up interviews, while firms often identified the owners or };artners
in the firm as the management, when asked, the owners considered themselves to be
professionals or technical staff “‘thrust” into the management role simply because they

owned the business.
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5.9 Cost of Rent

Figure 5.9: By Category: Rent Per Square Foot
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According to a 1994 market study by Ranl LePage, the cost of office space in

Yaletown is comparative to lease rates in other areas of Vancouver for similar Class ‘C’,
3
‘B’, and some class ‘A’ office space averaging around $10 to $14 per square foot (p.s.f.)
The results from this survey confirms this. As Figure‘S.lO illustrates, over 50% of firms
¢

(20) pay below $12 p.s.f., and approximately 75% of firms (26) paid less than $14 p.s.f..
While this was to be expected considering the high office vacancy rate at the time, and
the fact that the quality of most of the office space in the area was rated ‘C’ or ‘B’, 1t
would be very interesting to do a similar study five years from the date of this survey.
Considering the continuing influx of designer clothing houses, upscale dining
establishments, high-end loft condominiums, etc. into Yaletown, coupled with the

lowering office vacancy rate and continued re-development of land within the Downtown

area, a very different situation would likely be evident.

5.10 Location of Clientele \
}
'

The primary location &f clientele for firms in Yaletown (shown in Figure 5.10)

was the Greater Vancouver Re\gional District (GVRD) (54%), followed by international
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clients (15%), Vancouver Island (8%), elsewhere in BC (8%), the rest of Canada (8%),

and finally the Fraser Valley (7%).

Figure 5.10: Location of Clientele
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Of the clients located within the GVRD, 66% (see Figure 5.11) were located
within the City of Vancouver which was divided into two parts; the CBD/Downtown
(38%) and the metropolitan core (28%).(see map in Appendix 2) Therefore, when total
number of clients is taken in to consideration (Figure 5.11), only 20% are located within
the immediate area (the CBD) and in total, only an additional 16% (for a total of 36%) of
clients are located within the entire metropolitan core (ie. the City of Vancouver). This
brings forward an interesting insight. Proximity to clients was ranked as one of the top
two factors in firm’s location decisions. However, in this component of the study the total
percentage of clients within close geographical proximity (ie. the metropolitan core) is
considerably less (36%) than the majority (64%) which are located outside of that area.
Even when the inner suburbs are factored in to ensure that any clients located just on the
fringe of the metropolitan core are included, total clientele only equals 46%. Obviously,

there is considerable latitude in what distances can be considered as being in ‘close

82



proximity’ or not. Despite that, the fact that the majority of clients are not located within
a relatively close distance (within a 45 minute drive approximately) serves as an
interesting starting point to uncovering the role of client location in the location decisions

of firms within the study.

Figure 5.11: Location of Clientele within the GVRD
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Internationally, the majority of clients are from the United States (72%), followed
by the Pacific Rim (22%), Europe (2%), and other (4%) (identified as the Middle East
and South America). While the numbers involved are too small to make any broad
generalizations (a total of 12 firms with a percentage of international clients), it is

interesting to note that the United States is by far the most important.

Figure 5.12: Location of International Clientele
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This finding would appear to reflect other findings (e.g. Hﬁtton, 19944a), that
despite the emergence and promotion of Vancouver as a Pacific Rim city, the majority of
trade still occurs with the United States and producerrrservice firms in Yaletown appear to
be no different. This would be another interesting area to examine in five to ten years, to
determine if the geographical location of clients has shifted and the importance of the

Pacific Rim has grown in prominence.

5.11 Communication with Clients
One main area of focus within the producer service literature is the methods
which producer service firms use most often to communicate with clients. Over the last
“two decades it has seemed that with every new advance in computer or communications
techn.ology, there has been predictions of the dawn of a new era, where the majority of
business will be conducted over the fax, modem, internet, etc. While these advances have
: . .
increased the variety of ways which firms conduct business and increased the amount of
interaction between firms, they have not replaced the necessity for face to face contact.
The subject is especially topical for producer services because they produce ideas and

services and therefore, could stand to benefit tremendously from any advance in the

ability to communicate effectively.
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Figure 5.13: Methods of Communication S Ranked #1
n . . anke
and Corresponding Rankings CRanked #2
18 B Ranked #3|
16 Bl Ranked #4 T_
14 1 W Ranked #5 |
#of 121 M Ranked #6 |-
Times 10
Ranked 8 -
6 -
4
2
0 o
Face to Fax Phone Postal Computer Other
. Face

Figure 5.13 displays the results from the survey question on communication with
clients. As noted, the phone was chosen as the most important method of contact,
followed closely by face-to-face contact and the fax. This is a rather interesting result
because the majority of research would tend to indicate that face-to-face would be the
most important and phone, while perhaps a more frequent form of communication, would
be second in terms of importance. While there are several potential explanations for this
(face-to-face contact is becoming less important, the phone in combination with the fax is
becoming more widely utilized, etc.), perhaps one possible explanation comes from the
findings in section 5.10. Of the firms surveyed, the majority of clients were located
outside of the metropolitan core, therefore, it may stand to reason that efficient time
management would dictate that a certain amount of important communications be
conducted over the phone.

Of the remaining methods of communication, postal services were the fourth most
important, the computer was fifth and ‘other’ forms was sixth. One important research

note is that within the ‘other’ category, respondents were asked to list what other method

85



of communication they were referring to. Five times ‘courier service’ was identified and

ranked in importance from three to five. This fesult strongly suggests that had courier

been included in the survey, it would have ranked significantly, perhaps even replacing

=~ ° .
computer in terms of importance as a method of communication. Therefore, it is

3 ¥
\ >

recommended that should a study of this nature be conducted again, courier be added to

the survey as a method of communication.

5.12 Level of Interaction with Other Businesses in YaletoWn

° Figure 5.14: Frequency of Interaction With Other Businesses in
Yaletown
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Figure 5.14 notes the level of interaction which firms have with all businesses
located in Yaletown, from clients, to restaurants, to support services, etc. In total, the
level of interaction between businesses appears to be fairly high (25 of 31 respondents
interact with other Yaletown businesses at least weekly) and suggests there are some
agglomeration benefits occurring. As will be discussed in Chapter 6 however, the

majority of interaction occurs between producer service firms and business service firms
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o ¥
such as photocepy shops, office supply stores, etc., and not with other producer service
-

firms or clients.

5.13 Perceptions of the Study Area

Figure 5.15: Perceptions of Yaletown
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The most obvious result from the question on the perception of Yaletown by
various firms is that the top five responses can all be considered as positive comments.
These findings clearly suggest that firm’s surveyed are very positive about the area.
Another interesting finding is that the sixth most frequent resbonse is ‘expensive’, which,
as further discussed in Chapter 6, suggests that there is some cohcem over escalating rent
and escalating costs (parking, eating establishments, etc.) in the area. Finally, the last term
at the bottom of the chart “convenient” was not included in the original question, but was

written in (in space provided) by respondents. Similar to the findings on level of
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communication (Section 5.11), because the term was mentioned several times at the
initiative of the respondent, it is reasonable to assume that it may have been selected more
often had it been an option within the question. Further, it is also reasonable to assume
that it re-emphasizes the importance of proximity in location decisions of producer

services.

5.14 Location Decisions Of Firms

Figure 5.16: Comparison of Firms Location Decisions
by Importance: Number of Top Three Rankings
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Figure 5.16 clearly indicates that of the firms surveyed, the price of office space
(rent) and proximity to clients remain as the most influential factors in a firm’s location
decision. This finding confirms Michalak and Fairbairn’s observation that “inner city”

firms consider rent and proximity to clients to be the important locational factors.
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(Michalak and Fairbairn, 1993, p.13) However, results shown also clearly indicate that
the quality of office space and ambiance of the area (in essence milieu) play almost an

equally imvportant role, gaining a considerable portion of first and second place rankings,

I'd

to rank third and fourth overall ahead of proximity to support services. Given the unique
qualities of this study area as well as the nature of this research, it is obvious that these
findings cannot be considered as the definitive proof that ‘non-economic’ factors such as

milieu are almost playing as important a role as economic factors in location decisions. It

<

does however offer concrete proof that for some firms, these factors are very imp%nant in
b

b

the decision making process.

5.15 Chapter Summary
- The survey results presented in this chapter present some very significant findings.

Overall, the figms:surveyed for this study can be characterized as generally smaller firms,

who have been in the area for a relatively short amount of time and whose average

-

revenue reflects their smaller size. In terms of employmeflt and organizational structure,

the firms were male dominated, positions were primarily full-time and the firms had a
relativelyb‘ﬂat’ organizational structure uwith a high numbér of managerial, professional
and technical staff, and few ‘support’ positions. Iﬁ regards to the location of clients and
level of i;r:teraction with them, the majority of clients are located within the GVRD, and
interestingly, the most popular methpd of interaction was the phone and not face-to-face
contact as hypothesized. Finally, the findings suggest that the character and milieu o‘f

NS

Yaletown is important to the firms surveyed. Level of interaction with other businesses in
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the area appears to be high, althoﬁgh it should be noted that the majérity of that

interaction appears to be Qith business service firms and not other p;oducer service firms.

The overall perception of Yalétown appears to be very positive with the terms ‘treﬂn‘dy’,

‘unique’, ‘fashionable’, ‘friendly’ and ‘historical’ being;\he most frequentiy chosen term§

to describe the area. The most si'gniﬁcant result of the survey research is that while ‘price

. .

of office space’ and ‘proximity to clients’ are identified as the most important‘locational’
~ .

factors, ‘unique office space’ and ‘ambiance of the area’ are very strong third and fourth

~ considerations, ahead of proximity to support services. The strong showing of unique

office space and dmbiance of the area will be further discussed inVChapter 6, which

présents the findings from the follow-up interviews.
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CHAPTER 6 .

4

INTERVIEW RESULTS »

6.1 Introduction

In this chapte;r the results of the follow-up interviews, or intensive part of the
research will be presented.‘The main purpose 6f this chapter is io build upon the findings
from the survey, to further elucidate fhe motivating factors in firm’s location decisions,

>

and to gain an appreciation of the insights which firms have on the future of Yaletown.
To illustrate the percept;ons of firms, quotations were selected from the follow-up
interviews which were representative of the responses. The issues to be examined are; the
role wh-ich character and milieu had in the location decision process, the type and level of
interaction firms have with other businesses in the area, the perceptions which firms have

of the area, and the general percepti_dns and concerns which the firms had on the future

direction of- Yaletown. The final section will summarize the ﬁrfdirigs of this chapter.

6.2 Role of Character and Milieu in Location Decisions
The follow-up interviews concurred with findings from the survey that amenity
and milieu of the area do play a significant role in the location decisions. However, they
are not more important than rent and lproximity. 1t stands to reason that economic factors
such as rent and proximity precede character and milieu in ferms of impozance, becausé
firms are in business to make a profit, and any excess spent on office space is going to cut
) <

into that. It would appear however, that in the case of Yaletown firms had a clear idea of

the type of office space and the type of area they wanted to be located in. Several firms
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noted that while there was’similarly priced or cheaper office space available (Broadway
Corridor, in the suburbs, even downtown), they specifically chose this area because it

“fit” with their “aspirations” and “corporate image”. This section will emphasize and

o
>

illustrate how important the character and milieu of the area was to these firms, and how
in some cases firms paid “a higher price to be associated with Yaletown”. First, the
factors identified by firms which made Yaletown a unique area will be examined,
followed by a look at the importance of image to the ﬁrmS located in the :rea, and finally
the vital role which unique office space had in the location decision.
6.2./1 Uniqueness of the Area

Often communities tend to be deﬁne'themselves not only by what they are, but
also by what they are not. Indeed, it is the nature of research on urban areas to help define

one area by using other areas as benchmarks. The community of Yaletown is no different,

as many respondents chose to define their area by noting that it was similar or different

» .

from other areas of the city. As the next few excerpts will demonstrate, while firms did
have an awareness of the attributes which made their area unique, they often would define
their community b‘y stating it was not “like those ‘suit’ areas downtown”, ér “not your
typical, touristy Gastown”. Interestingly, none of the r;spondents identified any other area
of Vancouver as similar to Yaletown, the majority viewed the area as unique and were
quite positive about the factors which they felt make the area “different”. One of the most
frequently mentioned factors was the “more relaxed attitude” which was associated with

Yaletown, yet it was felt that the image of the area was still professional enough to not

reflect negatively on the firm
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“The environment is way different than it is downtown and downtown’ &
very suit oriented, very staunch and upright. Here, we have the opportunity
to have that artistic creative flair that if you walk around here, everybody is
very relaxed and yes we are a suit company and we have to be professional
and all of that, but on the other hand, a lot of us are artists.and in our own
way and so they need that sort of environment to back it up, so I think part of
the choice is difference from downtown core.”

a

-*“To try and sUfnrharise, it is downscale, it is old, it is funky, it is low rent, it
attracts people who... traditionally don't have a lot of money to blow on

fancy offices, etc., and that certainly is a far cry from the downtown core

where you are in a Park Place or a Cathedral Place or something like that

and it is all very high tech, high rent, just a totally different physical

environment, quite night and day. Also, it is not another Gastown, which is

an important distinction for firms here.”

Therefore, it is evident that firms perceive Yaletown as a unique area, not only in
it’s physical characteristics but also in the business environment, or milieu. Several
respondents noted that they enjoyed being in a unique area of the city, and that the areas
‘uniqueness’ reflected upon their firm. The importance to firms of locating in an area with
a unique identity is discussed in the next section.

6.2.2 Importance of Yaletown’s Image fo Firms

The image of Yaletown also proved to be an important aspect in many firms
location decision. Not surprisingly, it was those firms which"emphasized the uniquer;ess
of the area that tended to see that uniqueness as an important part of “the corporate
identity and fabric of their firm”. For several firms, locating in Yaletown emphasized and
even enhanced the ‘unique’ image which they were trying to convey.

“A lot of the reason we are here is also profile... But (the company) is a very

unique company and we like to stand out as unique, different from

everybody else. We are a marketing firm so we want to stand out as unique.

This area is really good for that because people look at it and say "Oh, they

are down in that very trendy, new ever-changing kind of location”,-agd it fits
our personality as a company. It works well.”
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“We probably chose Yaletown as we felt comfortable... the right personality

for our business and for our clients. There are a lot of corporations and it is,

village-like in some strange ways and considering how hip it is in so many

" other ways, that it is an interesting contrast.”

As mentioned in the previous sectil_bn, for many firms, Yaletown also represented
an appropriate mix of “creative-type flair” with enough “credibility” to be a good area to
conduct business. As one firm put it, Yaletown was not too “out there” to still be
considered a professional place to conduct business. Another firm commented:

“ _..we always feel like it i$ important that we look like we are slightly

different, have a slightly different bent to things... We see ourselves as a

progressive firm and it seems like a progressive part of town, therefore, the

association with what/is happening... It is very much an image thing, it is

different but it is not grunge, it is not Commercial Drive, it is sort of upscale

enough that it gives a credibility as well.”

The question of image is a vital component to the understanding of producer
services in Yaletown. Image is widely aclgiowledged as an important factor to many
different types of businesses, from high-énd retail areas, to prestigious financial districts,
etc.. Studies have noted that areas such as Yaletown attract artists, the fashion industry
and creative design firms. Indeed that has been the case in Yaletown. However, a
considerable number of non-creative design producer services identified the image of
Yaletown as important to their firm. This provideﬁfurther evidence that the location
decisions of producer services may be reflecting changes in corporate structures and _
identity, and as a result factors such as character and milieu are rising in importance.
6.2.3 Unique Quality of Office Space

Perhaps one of the most important location factors emphasized by firms during

interviews was the importance of the unique office space available in Yaletown.
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Respondents demonstrated a strong appreciation for the built environment in Yaletown,
frequently noting the brick and beam construction, the high ceilings, the windows that

open, etc. Also of interest was that several respondents made a direct association between

k4

the buildings and the productivity of wérkers, environmental responsibility, and health of
their workers. |

.. Several firms noted that ‘in their line of work’ there was a high d’egrce.of
creativity, un'usual hours, a need for flexible space, etc., and perceivc‘a that the bqildirag
they were in played a significant role in promoting that amongst employees.

“Comfortable non-corporate looking facility or space and price too was a
pretty big thing for us. At the other places we looked at, it was right in line
and it offered far cooler looking, the brick and the cellmgs and the wood

-

beams are more conducive to our work.” . -~

“We really like this particular office, I think environment is really important,
I'think that is one of sbhe most important things that we can do-as a company
is provide the right Kind of space for people to do things that they do and I

_ don't like the concrete and steel kinds of thiags. This building, in pamcular"‘(
has a sort of organic quality to it which I really like.

Another theme which came forward when questioning firms about the unique
* character of the ofﬁ.ce space was the perception that their location in Yaletown was also
partially an environme;nal choice. Specifically, that some felt that th;y were adapting and
re-using old warehbusing spacg, which otherwise may have been demolished in favour of
new development, which would not be environmentally friendly.

“I think we liké the wooij beams, we like ;he reuse of an old building, that

very much fits sort of our beliefs environmentally sensitive and sort of give

that environmental edg€ to our firm. It gives us almost like, has a sense of
texture to it. That was important in our search for a space.”.

a
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The third interesting aspect to come from the follow-up interviews was that some
firms identiﬁcci the buildings in Yaletown as providing a much healthier office
environment because the windows opened and the air was not recirculated:

“We do a fot of environmental consulting and a lot of work looking at the

inadequacies of the traditional modem office buildings for sick building

syndrome. ...As a result, we have some insight and really wanted something

just a little different.”

““...we wanted to be here because we wanted a place where we could open’

the windows and we did not want to be in a place with recirc%lated air... this

is a much healthier office than what you would find downtown.”

The results from the interviews édds further credibility to the findings of the
survey research. The survey indicated that unique office space was ranked as the third
most influential factor in location decisions, closely following price of office space (#1)
and proximity to clients (#2). If weighting of respective first, second and third placé
rankings was replaced with a straight count of the number of top three rankings, unique

. ¥

office space actually ties proxjmmity to clients in order of importance with 19 top three

#

rankings each.

6.3 Level of Interaction With Other Businesses in the Area

As discussed in Seétion 5.12, the level of interaction with other businesses
appears to be fairly high. However, survey results indicated that the interaction was
primarily‘with business services (print shops, office supply stores, etc.), t;ut not with other
producer service firms or clients, The finding froﬁ the follow-up interviews confirms the
survey results; while there is a high level of intera;ction amongst businesses in Fhé area,

there does not appear to be a significant amount of interaction between producer services.

: ¥
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6.3.1 Business Services

v

In Yaletown there appears to be a fairly high level of satisfaction with the amount

] .
of business services (often referred to as ‘backward linkages) in the area, and that to most
firms there did not appear to be any disadvantage in being located in Yaletown compared
' @
to other areas of the city, including downtown.
“... there is a fair vaniety of businesses types here and we use some of the

service industries here. Idon't think we would work any differently if we
were downtown as opposed to here.”

1

*“...it'has got a reasonably good mix of suppliers for my business, Custom

Colours down the street, two small printing shops within a block. There is a

secretarial service immediately available, there is the speciality photo

printing thing across the street. It has got the kind of supplier services that

my particular business needs, within walking distance.” )

A second observation concerning the level of business services in the area was
that to a certain degree, some firms appeared to feel responsible for ensuring that business
services in the area did well. When asked about how often firms used business services in
the area, several respondents said things such as “not as often as we should”, or “we try to
use as many as we can’’. Obviously, having a wide range of business services in the area
helps a business in terms of day-to-day operations; however, there appeared to be a sense
of ‘personal’ responsibility. As indicated by one respondent;

“Not as many as we should.... we do buy office supplies and drafting

- materials, anything that we can get within walking distance we certainly try
to. After all, it helps the area.”

It is this sense of responsibility; sense of belonging, and most of all, sense of pride in the

area that was evident in the majority of interviewees.
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These findings, coupled with the survey resﬁlts, confirm Brail’s ¢€1994) findings

that while there was a well established support service network of backward linkages in

Yaletown, the level of interaction between producer service firms was minimal.

6.4 Perceptions of Changes in Yaletown -

Similar to the findings from the survey research, the perception of the chaﬁges in
Yaletown has been very positive. Those interviewed noted thlat th;re was a “vibrancy” in
the area and that Yaletown was an “exciting area to be in” at the time of the study.

1
“Further, the majority of firms felt that the increase in activity, both in‘terms of number of
people and vaﬁety of activity was also very positive for ;afety reasons. T.he only
drawbacks noted by firms was that perhaps Yaletown was losing its unique character,
parking was getting far worse in the area, and that costs had begun to increase slightly as
demand for space in the are’;; grew.
6.4.1 Overall Perceptions |

The survey results;indicated that overall firms had a very positive pérception of
the area. The infomatioqgathered during the follow-up interviews clearly suppoﬁs these
findings. | |

The two main points observed during the follow-up interviews was that
interviewees were very positive about changes to the character and milieu of the area.
Several firms saw the l{ransition as “enhancing the areé", making it “more uniqhe“ and a
“really cool, kind of f?mky place to be".

“We have bee,;l here three years and i;1 that time, we have seen really what

you would call urban gentrification. There has certainly been an upgrade,
there has been a much more positive perception by the local community or

98



by people in Vancouver of Yaletown. It really has become a much more
desirable place to relocate. I think you can just see it in the changes over the
last three years, in the increased amount of restaurants, cafeterias, and other
service oriented industries coming in.”

“There are changes happening and they are positive changes as far as we are
concerned. It is a different culture, it is very artsy, there are good restaurants
around and their funky designs. This one they are building in here is a new
large self-brew pub and that is great for the area...”

Aﬁggher intereStin~g observation, eluded to in the preceding excerpts; was that not

. : : .
* only were firms in Yaletown aware of the more physical or cosmetic changes which had -*
‘occurred in.the area, but they were very cognisant of how the area had transformed as a
community. Further evidence of this awareness is noted in the following excerpt:
. _ »
“Changes have been quite evident. It is rapidly transforming itself from its
original licence as a warehouse semi-industrial sort of low rent commercial
office area into an upscale office space for professionals, retail, furniture
outlets, a lot of hospitality stuff, in terms of coffee houses and restaurants. It
has become very lively, very interesting, very active area and overall the
changes have been extremely positive.”
'Therefore, in terms of overall perception of the area, firms generally had a very
positive outlook on the changes which had occurred both within Yaletown and within the
surrounding area. Among interviewees there was an appreciation of the changes to the

physical environment. However, more often the changes to the social and cultural fabric

of the area received greater attention in the interview.

6.4.2 Safety Issues
According to some of the interviewees, one of the positive asp'ec"ts of the
increased amount of activity was that it would increase vehicle and pedestrian traffic in

the area, and result in a safer community.
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_ *“...there is increased congestion which is good and bad. It means there is

more activity in the area, it is becoming more self-policing in this area,

things like Denny's open 24 hours a day, gives you the-sense the of security a

little better in the neighbourhood now than it was before. Thmgs shut down

and went dark at the end of the work day.”

“...but I like the fact that there is more people down here. I like the fact that

there are people here on the weekends. Quite often we work very late into

the night and when we leave late at night, I would rather walk out there with

a little bit of life going on”

Not all interviewees perceived that safety had increased. Some firms noted that with
the increased night life in the area from entertainment establishments (eg. Bar None,
Richards on Richards, etc.), they felt the level pf safety in the area had gone down.

“...it is very busy also at night which should not affect us except for we work

late so we are quite conscious of the night life coming into the area that

wasn’t here necessarily before. You can bg up here and it is loud down on

the street and coming and going for employees is not all that much fun.”

Unfortunately, in a recent Community Policing Task Force study of the area, it was
concluded that the level of crime against property has increased significantly in the area.
The task force determined that the rise in crime is largely as a result of the increase in the
number of night clubs in the area. (Confidential Interview, January 1997)

6.4.3 Concerns Regarding Changes to Character

As evident in this study, the transformation of Yaletown has been perceived as a
- very positive thing by a majority of people. At the time of the study however, there were
some underlying concerns regarding current changes and potential changes in character and

milieu. Several respondents enjoyed the “industrial feel of the area”, the “edginess of the

area”, and the “downtown, but not downtown” environment. Their concerns were that the

o
oy
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area was evolving beyond the character and milieu and might become too “upscale” and

.

“trendy’.

*“This has become more, I guess, creative, but it has become more a really
yuppie area... maybe it is becoming too trendy.”

“I think it was definitely considered creative, it is becoming almost too
upscale to be creative anymore. Creative people tend to hang out in places
that aren't too perfect. Yeah, it is a very cool place to be and people like it

and stuff, but I almost think it was cooler four years ago when people did not -
know about it. For us, I think the things that are happening down here are
positive...”

Another observation from the interviews was that in addition to i;dividuals using
-

terms such as ‘trendy’ and ‘funky’ to describe the area, the term “yuppiey was often
mentioned as a negative connotation. The use of this term is interesting because it is most
often associated with residential gentrification and thé’socio—cconomic transition an area
goes through. Perhaps the use of this term is further proof that Yaletow‘n is not merely
undergoing an economic transition, But a socio-cultural one as well.
6.4.4 Lack of Parking

Apyone who has ventured into Yaletown in recent years, especially by car, .likely
noticcd‘thai there is a lack of parking within the i.mmediate area. This fact is quite evident to
the firms in the area as well. By far, the most frequ’entlyaraised neéative aspect of locating in

Yaletown was the lack of daily/monthly parking for employecs and chronic lack of hourly

parkmg for clients. For many firms however, the benefiss appeared to outweigh the costs as

. they have chosen to remain in the area and work arpund the parking snortage..

“There are a lot of changes, most of them are positive. ‘We have seen more
retail businesses come in, we saw a bank machine come in, we have seen a
number of people come in... The downside is parking.”
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“The firm has been here for%ctually 10 years because we were over on
Homer and Davie before we were here. We have seen a lot of changes, this
was feally industrial when we first moved in. Some of the changes are for
the \ood, but we do find that it is very busy. Parking is our main problem.”

Further proof of the lack of parking was that even firms located on Homer Street,
which as noted in this study did not have a problem with parking, were quite aware of the
problems with parking faced by those on Hamilton and Mainland streets.«I'he most
frequently raised concern of firms on Homer was that their area would en}up with a
parking situation like Hamilton and Mainland.

6.4.5 Increases in Cost

Another significant concern raised by respondents was the cost increases which
ja

o

.4
e AT
appeared to be occurring at the time of the study. Survey and market research indicated that

costs associated with locating in Yaletown were comparable to other areas of the city.
R *“ :

Concemns are being raised however, that costs were starting to go up and would continue to
as the area became more “‘upscale” and “trendy”. Several firms noted that as the area
continues to become more attractive, demand will increase and begin to price firms out of
the area. These fears are not unfounded because as noted in Chapter 3, this has already
begun to a large extent, with some furniture, fashion, and producer service firms being
priced-out of Yaletown.

“High rent caused the move out, taxes went up, back a couple of years, it

started doubling every year. So when you are picking that up as your

operating expense, the taxes are in there, you will find a lot of people in the

area who are moving out it is because they basically like the location but the
taxes are too high, taxes and parking.” ’

In addition, there were concerns.that several of the development initiatives which

were catalysts to the transformation of the downtown south area (eg. Theatre District, the

102



o

‘Entertainment District’, the Concord Pacific development, gtc.y were increasing pressure

on costs in the area. As one respondent noted: <

“Obviously, the introduction of all that residential up in Concord and the-

effects it has had in terms of, in one's minds eye, "cleaning up the east side

of the city:... Obviously, it has had an impact in {grms of its effect on

property values and its attractiveness as a place to work or a place to come

and go for a meal, that kind of thing. Costs are going up.”

The rise in cost have already caused some firms to move out of the arga, and this
study indicates that several more could follow if costs continue to rise. Unfortunately it

appears that in some ways Yaletown is starting to become a victim of its own success as

firms who helped define the image of the area, are being forced out.

%

6.5 Future Directions of Yaletown and Area

As noted in Chapter 2 of this thesis, Yaletown has undergone a tremendous
transformation in recent years, and by all indications it will continue to transform and re-
define itself. A majority of the firms interviewed had very positive expectations for
Yaletown, and were excited about the developments in the surrounding %;rea such as the
new library, the new Ford Theatre, and the Concord Pacific developmenéé. Despite the
level of optimism however, there were some underlying cc;ncems gbc;l;t losing the unique

character of the area, the ability of the infrastructure to support the re-developments and

new developments, and the potential rise in costs.
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6.5.1 Overall Perceptions on the Future of Yaletown

As noted in the introduction of this section, the general perception of the future of
Yaletown is very positive. Most respondents hoped that the character of the area, as it had
to developed to that point, would stay the same, with more amenities and services
contributing to the enhancement of the quality of life.

“I like to see these buildings stay the way they are. They are different, they
are being modernised, I mean, this was an orange stucco and they spent so
much money taking the orange stuff off. It is becoming a red brick building
and that is great. That is beneficial to the area... It could perhaps have more
trees around and bring some greenery into the place.”

“I think the changes will be good. Ihave noticed that around this area... they

are actually exposing the natural brick that was up on the walls. What a-
great idea, it looks so much nicer to see it like that, I can't believe somebody

~ would even cover that up. I think it is going to get busier, I think people are
very friendly around here, I think it is going to get a lot more friendlier, there
is going to be more and more people around, morg and more businesses
here, more and more services.””

This portion of the interviews was quite enlightening. It was postulated that firms
might be somewhat anxious about the changes in Yaletown because of the possibility of
being priced out of the area, problems witﬁ increased congestion, lack of parking, etc. "
Interestingly, while the firms were aware of the potential problems (discussed in the next
two sections), the percgption of the majority was that Yaletown was a very “exciting”
place tobe and they looked forward to being a part of it. An interesting study would be to

interview the same firms a year from now and see if their perceptions are still the same in

light of the continuing evolution of the area.



6.5.2 Concerns About Infra.;tructui'e

One of the principal concerns about the future of Yaletown centered around the
ability of the existing infrastructure (parking, traffic, etc.) to be able‘ to handle all the new
growth. The term ‘pressure’ was used several times in describing the effects which new
growth will have on Yaletown, a response suggesting that firms see the area approaching
a breaking point.

“Oh I think so, I think it is going to create an incredible pressure... I think it
1s approaching a critical mass where it can sustaip itself.”

‘“ ...one thing that really concerns somebody here is the increased pressure on
parking and the increased pressure on the infrastructure”

“there is more residential being put in up here. Unfortunately, that will
increase the traffic down here, both vehicle and pedestrian so they will have
to compensate for that. Some changes.will have to be made in parking and
in traffic direction and that sort of thing, so I think there will be a little bit of
transition there.”

“It might get to the point that there is going to be too many sort of high rises
going up all around this area and that seems to be happening a lot.”

Observing new development in the area of Yaletown (residential high-rises west
of Homer, residential/commercial north of 'Nelson, Concorde Pacific development to the
\
east and south), it is easy to envision YAaletown as a tiny few blocks of brick and bearm
buildings surrounded by high-rise residential development. Given the historical
designation that Yaletown has, there is little fear that the area will disappear. However,

with the large number of people scheduled to move into the surrounding area there is

bound to be a significant impact on the infrastructure.
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6.5.3 Concerns About Cost Increases

Similar to the concemns raised over the pressure which will be placed on the
infrastructure of the area by the substantial amount of growth planned for the next few
years, firms are very concerned about possible increases in costs in the area.

“ guess the fear that we have is that it gets so trendy that the costs for

offices goes up, that would be what would move us out because I think that

we can get around the parking... But I think if the rent went up, it would not

take very much I think for it to go up and we would probably think about

moving.”

“Well, we are here for another two years, after that, I don't know that we

would stay here, no. Ithink rent would be the initial factor, parking is

another.”

Another concern raised by respondents was that ,if the area does continue to .
transform into a more socio-culturally attractive area (i.e. became more trendy), perhaps
other professions which can afford to pay more for rent will begin moving to the area and
price out those already in Yaletown. As Brail (1994) has noted, this has already occurred
to some degree in Yaletown with creative design firms.

“It is an... appealing area for businesses to come here, providing that they

don't price them out of the market. That is one of the reasons why a lot of

people aren't here now, they are probably on grandfather leases which make

it affordable for them to stay here, but if the costs increase significantly then

it should probably end up leaving Yaletown I would guess. I know for us,

costs are probably the number |1 consideration.”

It is reasonable to assume that in the future as more units of the Concord Pacific *
development and other residential developments are brought on line, and density
increases, costs will go up significan{ly. Further, it is also apparent that the milieu of the

area has, and will continue to change as a result of the continuing transformation the area

1s undergoing.
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6.6 Chapter Summary

This chapter has presented the findings from the follow-up interviews conducted
for this study. As noted in the introduction, the main purpose of this chapter is to build
upon the findings from the survey, to further elucidate the motivating factors in firm's
location decisions, and to gain an appreciation of the insights which firms have on the
future of Yaletown. In summary, there are several conclusions which can be reached now
that both the surve‘y and interview research has been presented. The first, and most
important to this study, is that it can be stated with a high degree of confidence that the
character ar;d milieu of YaletoWn played a signiﬁcant’ role in the location decisions of
firms in the area. The second conclusion, is that whilg there is a high level of interaction
between businesses in Yaletgwn, there does not appear to be a significant amount of

interaction between producer sefvice firms. The third and fourth conclusions are that
overall, the recent changes in Yaletown are considered to be very beneficial, and the
perception amongst firms of future changes appears to be equally as positive. These

conclusions, as well as the significance and the implications of them, will be discussed

more thoroughly in Chapter 7.
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CHAPTER 7

| CONCLUSIONS AND RECOMMENDATIONS

7.1 Introduction

The objective of this thesis was to determine the role which character and milieu
played in the location decisions of producer service firms situated in the community of

.

Yaletown. Up to this point, the study of the location decisions of producer services has
focused prirﬁan'ly upon the economic and functional factors affecting interﬁatiovnal,
national, regional and interurban locational patterns. As noted in Chapter 2, the intraurba;l
location of producer services has not been explored extensively and except for a small
body of literature on the location of creative servicgs, the role which ‘soft’ factors such as
character and milieu play within the process have not been assessed. This is a significant
gap in our understandig\&beéause producer services have come to play an important role
in the economic vitality of contemporary urban centres, and cities such a3 Vancouver are
acﬁvely promoting the growth of this sect(;r. This final chapter will summarize the

‘ ;'ﬁndings of the study, present the research conclusions, and make recommendations

regarding planning and policy implica.tions, as well as areas of future research.

7.2 Summary of Fiﬁ&ings

As noted in the Chapter 4, given the exploratory nature of the study, me research
for this thesis was organized to accomplish two main objectives. The first objective was
to construct a profile of the study area and the producer service firms located there, so

that this study could act as a starting point for future research. The second objective was
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to determine the role which the unique character and milieu of Yaletown played in the

location decisiqns of producer servi;es, and furthér, the level of satisfaction firms had-
with the recent changes in the area.

The results from archival research, survey and interviews conducted for this thesis
clearly indicate that the community of Yaletown is a socially, culturally, and ¢
economically distinct area of Vancouver. The main attributes which havé led to the
distinct (and attractive) character and milieu of the area were identified as; rthe history of
- . the area, the unique physical environment, the geographic and psychological separation

from the CBD, the significant agglomeration of design industries, and the emerging
reputation of Yaletown and the surrounding community as an entertainment area. In
addition to these factors, the transformation of Yaletown has occurred as part of the larger
transformation of downtown Vancouver. The City of Vancouver, llkem%ny other cities in
North America, has implemented planning initiatives (eg. CAP, Coreplan) to prorhote '
economic growth and diversification in th;: downtown. While these initiatives have not
been directly responsible for creatiﬁg Yaletown’s unique ﬁ]ilieu and character, they have
fostered an environment that is conducive to redevelopment opportunities such as this.
The findings from the survey research on the general characteristics of firms in

Yaletown are consistent with the characteristics attributed to small producer service firms
in other studies. The majority of firms can be characterized as generally smaller firms,
who have been in the area for a relatively short amount of time and whose average

revenue reflects their smaller size. In terms of employment and organizational structure,

the firms were male dominated, positions were primarily full-time and the firms had a

-
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relatively ‘flat’ organizational structure with a high number of managerial, professional
and technical staff, and few ‘support’ positions. The majority of the firm’s clientele was ‘
located within the GVRD, followed by international clientele. Establishing that firms in
Yaletown aré similar in size, organizational structure, proximity to clients, etc., to
producer service firms in other areas is significant to this study. As noted, this research is
exploratory in nature and the results presented here are not intended to be conclusive.
However, given the fact that the firms in Yaletown are rather ‘typical’ in their structure E
and linkages, this suggests that their location decisions may also be similar.

Concerning the second objective of the research, the results from the survey and
the interviews confirmed that the majority of producer service firms examined placed a
high degree of importance on the character and milieu of Yaletown when making their
location decisions. While character and milieu did not replace rent in terms of
importance, the evidence suggests that they were as important as proximity to clients and
were more important than proximity to support services. Given the limited size and scope
of this studys, it is not pbgsible to make any generalizations about producer services and if ‘
they are becoming more ‘footloose’ in their {ocation decisions. The results do clearly
indicate however, that more study needs to be done in this area.

One of the most interesting results of the study was the perceptions which firm’s
had of the ongoing, subslanti‘ve changes that were occurring in Yaletown. It was
hypothesized that because of the rapid change in the area, the influx of activity, the

pe

decrease in parking, etc., that firms may have been beginning to form negative

perceptions of the area. This, however, was not the case. OJerall}\e individuals
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inte}(ke\wed perceived the recent changes as being extremely positive, and felt that future
growth (i.e., Concord Pacific) would only enhance the character an_cl milieu of the area.
Some concerns were raised however, about the ability of the infrastructure in and around
Yaletown to accommodate the planned growth in the area, and the possibility of costs
rsing substantiﬁily as demand for space in the area increases. An interesting study would
be to re-interview the firms who participated in this study five years from now and

&

quéstion if their perceptions of the area have changed.

7.3 Research Implications

This study h\as reinforced two important implications for future research on the
topic of broducer service location. The first implication is that while economic and
functional factors are important to the location decisions of producer serviées, ‘soft’
factors such as the character and milieu of the area can play a very significant role in the
location decision process. As Michalak and Fairbéim (1993) note, often executi\(es of
companies place considerable importance on the personal and subjective factors that
affect location decisions. This study is the only one of the manysteps which must be
taken if we are to truly understand the location decisions of producer scr\<ices.

The second implication is that that inner-city areas such as Yaletown should be
considered as separate from both the CBD and suburbs when examining intraurban
lpcation of producer services. As noted by Ford (1994), inner city areas can havae a very
distinctive character and milieu. In this study, many respondents stated that they were

attracted to the area because it had a unique character and milieu that was quif€different

from both the CBD and the suburbs.
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7.4 Planning and Policy Implications

As discussed in Chapter 2, producer seches have grown enormously during the
past two decades, playing an important role in enhancing and diversifying the economy of
Vancouver. If Vancouver is going to maintain and promote it's economic advantage in
this sector, it will have to continbie to implement policies that address the locational
requirements of producer services.

The first recommendation is that city planners must continue to promote and
enbahce the uﬁique character and milieu of urban communities. One of the most positive
aspects of Yaletown was that it “was not a Gastown,” or it “was not a Granville Island,"
rather it had it's own unique identity which was rooted in it's rich and colourful history.
Authenticity of place appeared to be a very influential factory in this study.

The second recommendation relates té the amount of traffic and lack of parl;ing in
and around the community of Yaletown. As the Downtown South Area continues to
grow, it is quickly reaching the ‘critical mass’ of what it can support given the ‘current
road network and the parking facilities available. As Brail (1994) noted, an increase in the
availability of public transportation will not likely be highly effcctive because both
producer services and clients often rely heavily on private transportation due to time
constraints and convenience. Therefore, a transportation plan needs to be established for

o
this area which intcgrates%le private automobile and public tfansit. In addition to
increasing the amount of parking available, possible solutions could include: financial

incentives to for driving and parking downtown only two to three days a week (thereby
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accommodating for scheduled meetings); establishing park and cycle afeas outside of the

CBD and inner-city; etc.. ) - i

7.4 Future Research

The majority of research on the location 4of producer services has been descriptive
in nature rather than explanatory. As a result, there are man)" possible areas of future
research to pursue, even in this narrow field. Therefore, this section is going to focus on
areas of future research stemming from the main objectives of this study; intraurban
location, and chdractcr and miljeu.

The results from this study indicate that the firms located in the community of
‘ Y_{aletown considered the area to be both bhysically and psychologically quite different
%rém the CBD and the suburbs. More importantly, it appears that the difference in the
areas played a significant role in the location decision, eg., several firms noted that they
did not want to be in a “dbwntown, suit and tie atmosphrere". Therefore, future research

on the intraurban location of producer services should attempt to distinguish between the

f-subu‘rbs, inner-city Areas, and the CBD.

As noted in Chapter 1, this stuqy was intended to examine the role which
character and miliqu played in the intra;lrban loéation decisions of producer services, and
by doing that} begin to bridge a gap in the literature. While the results from thi\s study -
indicate that character an(;milieu do play an important role, clearly more studies should

be conducted. Not only should more comprehensive studies be done on an intraurban

‘level, but also at a regional, national and international level.
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APPENDIX 1 .

LETTER OF INTRODUCTION
AND QUESTIONNAIRE
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July 26th, 1994

¢

Dear respondent;

Thank-you for agreeing to complete the following questionnaire. This study is
being conducted as part of a research project for a Master’s degree at Simon Fraser
University. Specifically, I am examining the general characteristics and location decisions
of producer service firms located in Yaletown. Please feel free to elaborate on responses
you provide to the questions as insights and observations from those within the community
will add a greater understanding of what makes Yaletown a unique urban area.

Completion of this questionnaire is voluntary and all information gathered will be
kept strictly confidential with the questionnaires being destroyed upon completion of the
project. If you have any questions please feel free to contact me at the number listed below,
or my supervisor, Professor Nick Blomley at 291-3713. If you have any concemns regarding
the nature of this questionnaire, you are welcome to contact the Department of Geography
Chair, Dr. John Pierce, at 291-3321. Once again, thank-you for your assistance. I will be
collecting the questionnaire in about a week.

Matthew Ferguson
Dept. of Geography,
Simébn Fraser University
Phone 4444041
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GENERAL INFORMATION N
1. Type of Firm:

2. a) Autonomous () b) Branch Office ()

3. Month and Year of Locating in Yaletown:

4. If having moved to Yaletown or moved within Yaletown,

a) Where was your previous location?

b) Reasons for moving?

5. Total Number of Employees:
1) a) Full-time b) Part-time

ii) Number of Employees by Job Category and Sex

Total / Male Female
a) Managerial -
b) Professional - - -
¢) Technical
d) Secretanal
e) Other

6. Total Square Footage Occupied:
7. If Leasing, Total Gross Rent (rent/operating/taxes) p.s.f./per month.

$00.00-%9.99 0) $1600-3%17.99 ()
$10.00-3%11.99 0) $18.00-$19.99 )
$12.00-$13.99 @) $20.00 + ()
$14.00-5% 1599 )

CLIENTELE

8. In terms of relative importance (revenue from contracts), indicate by percentage where
your clients are located: (if zero, leave blank)

-GVRD % Elsewhere BC. %
- Fraser Valley % Canada %
-VancouverIsland ___ % Intermational %
- Other (please specify) | %
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9. If you have clients located in the GVRD, using the map below,
please indicate in terms of relative importance (revenue from
contracts) where they are located

Greater Vancouver
Regional District

Electoral Area C

Dlstrlct of |
s North Vancouver-

\
: BAnr[nore

' Cogquitlam

West
Vancouver

Electoral

Area C
Clty of North

Vancouver

Port
Coquitlam

PR
City of Langley

Township of
Langley

White Rock

CBD/Downtown _____ % ~’| Inner Subt
% Quter Subt

Metropolitan Core
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10) If you have international clients, please indicate in terms of relative importance (revenue
from contracts) where they are located:

- United States % Pacific Rim % -
- Europe %o
- Other (please specify) %o

11. Of your clientelle, what is the approximate percentage of business/commercial clients
vs. consumer clients? .

Business/Commercial % Consumer %

12. Please rank the following means of communication with clients in terms of importance
to your firm. (I being the most important, 6 being the least)

Rank

face-to-face meetings
fax

telephone

mail

computer networks

/ - other

o

13. If your firm conducts face to face meetings, where are these meetings most often held?

1) a) your office )
b) clients office ()
c) alternate site ()

1) If alternate site, please specify

14. Is your location in the community of Yaletown helpful to face to face meetings?
a) Yes () '
b)yNo ()

) If yes, why?

1) If no, what factors hinder this?
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LOCATION DECISIONS

15. The following is a list of possible reasons for locating in Yaletown, please rank in order
of importance from 1 to 8, with | being the most influential factor, 8 being the least

. influential.

Rank

s

proximity to clients

prgximity of support services and suppliers
price (rent) of office space

social amenities in the area

ambience and character of the area

unique quality/type of office space

prestige of the area

other (please specify)

16. Before deciding on your present location, did you consider other areas in the Lower

Mainland?

1) If yes, what areas did you consider?

a)Yes ()
b)No ()

17. Have you considered moving from Yaletown?

1) If yes, why have you considered moving and to where?

a)Yes()‘
b)No ()

11) If no, what keeps you here?

<
&
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18. Please indicate the level of business interaction your firm has with other firms located
in Yaletown.

a) several times daily ()
b) daily ()
c) several times weekly 0) h
d) weekly )
e) rarely )
f) never O)

19. Is being part of a neighbourhood or cﬁommuniry such as Yaletown important to your
business? '

Yes () No ()

Why ?

20. The following words were used to describe Yaletown in recent interviews and
newspaper articles, please circle three words which you feel most accurately reflect the

character of the area.

industrial trendy ‘ run-down
fashionable inconvenient historical
alternative earthy expensive
unique counter-cultural friendly

21. Are there any other words not included above which you think would more accurately
describe Yaletown?

AN

22. What attributes make Yaletown a suitable place for your firm?
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** In order to analyze the data it will be very useful to have some general information on
the economic profile of your firm. The following question will be kept strictly confidential
and only used in an aggregate statistical manner. Individual firms will not be identified.

23. Approximate Total Sales Per Year: -

$000 -$249999 0

'$250000 -$ 499999 )
$500000 -$ 749999 0)
$ 750000 -3$999999 ()

$1000000-$1249999 ()
$1250000-$1499999 ()
$1500000-$1749999 ()
$1750000-$1999999 ()
$ 2 000 000 + 0)

Thank-you for completing the questionnaire. To provide a more complete understanding of
the location decisions of firms in Yaletown, I will be conducting a series of brief follow-up
interviews. If you are willing to be interviewed, please print your name and phone number
where you can be reached in the space provided on this page. Thank-you once again.

N

Firms Name Phone

Respondents Name
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