Central Place Theory

Central place is a market center (town/city) where people from the surrounding area come to exchange goods or services. 

All central places have a market area or hinterland from which they draw customers.

The number of goods and services found in a market center depends on its size.


Smaller markets = fewer goods and services


Larger markets = more goods and services

Each service has:


A maximum distance that people are willing to travel to use that service (Range)



Range is affected by:




The necessity of the service (people must have food).




The frequency which a person needs to use that service.




Examples:





People will want to travel short distance to access things they use 





frequently (food, gas)





People will travel a long distance to access services that they use 





infrequently (entertainment, doctor)



People usually use the nearest service provider.




People use relative distance measures (time, not miles)




Accessibility increases range for the provider.


A minimum number of customers needed to support the business (Threshold)



Threshold measures # of customers, not total population




Some services (ex: grocery stores) have a wider range of customers




Companies use demographics to identify customers





Only potential customers are counted when determining a 





service’s range.





Examples:






Manicures: women / Sports bars: men






Movie theaters: younger people / Chiropractors: older people






Thrift stores: poorer people / Boutiques: wealthier people

Ubiquitous Industries: Services that occur everywhere

Threshold

Range

