
Concepts of Place in womenswear: author response to comments
 I would like to thank Jon Stobart, and both of the reviewers, for their detailed, constructive and thought-provoking comments. My original submission has been reworked and rewritten in their light, with additional material cited. The article title has been changed to clarify the periodisation. A point by point response is given below. 

Stobart summary

1. the introduction needs some further development to: [a] introduce the key aims of the paper - and this might be the point to clarify the extent to which it will comprise a comparative analysis (reviewer 2); [b] provide a clearer idea of how you understand and define "place" (reviewer 1); [c] explain your periodisation and the extent to which change over time is important to your analysis. The introduction has been rewritten (and aligned with the abstract), removing the mention of comparison, introducing place theories which are returned to in the conclusions
2. 2. engage a little more with the literature on advertising and (women's) magazines (reviewer 1) a discussion of the literature on women’s magazines and of advertising is included in the introduction
3. develop the conclusion more fully and provide a sharper focus on the key themes of the article. The conclusion has been rewritten with a focus on how the research findings reflect on theories of place
Reviewer 1
This article represents a strong piece of archival research, adding a very useful provincial dimension to existing studies which have been strongly weighted towards the metropolitan. To be ready for publication it is recommended that the article would benefit from (a) framing with a firmer and more nuanced positioning within existing knowledge(s) and (b) more developed analysis / conclusions. 
This article is concerned with the role of place within women's ready-to-wear fashion retail promotional material, with findings organised within categories of 'rhetoric of place'; 'travel' and networks (of garments, business structures and promotion). The primary finding is that 'place' operates in multiple and complex ways within marketing material (& business practices?), creating a series of virtual and real networks, a broad finding which is amply supported by the research.
The article is the product of original research. The key strength of this article lies in its extensive and detailed archival research and historic newspaper research on the advertisements of British fashion retailers through this period. A very rich set of evidence is discussed within the text and even more is cited. The article demonstrates a close reading and careful contextualising of the publicity material. Illustrations are enlightening and effectively integrated.
The article is attempting to do a lot of things: exploring how place represented in advertising material, and what this says about the business / retail cultures / fashion cultures in each iteration. The stated aim here is to track the how 'place' functions across the different areas of business practice. All of these aspects of retail geography are indeed explored via archival research, but the discussion and analysis of each area of findings & of their significance feels underdeveloped, limiting the impact and the coherence of conclusions. Also, the themed sections don't fit sufficiently coherently together, so more scaffolding is needed here. –the introduction has been rewritten to clarify the structure of the article; the conclusion has been rewritten to add more reflections on the findings, and additional scaffolding has been added.
The most important thing to address in this respect is providing clearer definition of what is meant by 'place'. The introduction addresses place theories which are returned to in the conclusion
The article approaches 'place' in terms of representing specific places within advertisements; advertising clothes for travel; and business networks (of fashion ideas, advertising, selling). These are three very different ways of conceptualising 'place', and indeed 'place' is often conflated with 'networks' and 'travel'., which are not the same things. This all needs untangling: acknowledging and drawing on fairly well established previous work on the connections between place & retail (and key relevant sub-areas) would help significantly. This has been addressed in the introduction. 
More broadly, positioning the study more clearly within relevant existing fields (retail, advertising, publishing histories) would be very useful in helping to make a case for contributions to knowledge. The introduction has been rewritten to incorporate the history of publishing and theories of place
The identity of the case study businesses gets a bit lost throughout amongst the extensive examples. It would be helpful to set these out clearly early on in the introduction or method sections. The rationale for the selection of the case studies has been addressed in the Methods section.
Abstract:
Abstract could include key findings.
'case studies of two firms with branches throughout Britain and two mail-order specialists' - it isn't clear from the article which are the mail order firms, or whether these specific case studies are no longer included? Revised to clarify the identity of the case study firms and to reflect the article structure 
Introductory section:
Rather than launching in via the literature review, it would be better to start with the article's own topic & aims. This is done succinctly in the abstract, which lists 5 areas of investigation - this could be developed in terms of rationale / justification and incorporated early in the introductory section. - The revised introduction reflects the key points in the abstract and introduces key theories of place
The article could explain & justify the choice of timespan 1860 - 1914, i.e. does this correspond to archival collection limits? What is significant about the topics discussed during this period? The article focusses on the period 1880-1914 as this maps onto other studies and onto the findings: the date has been changed in the title page This would help the article to highlight key contributions to knowledge. Following this point through the article, it would often help to identify whether practices discussed are new developments / established practice in the sector, and whether case study companies are typical / outliers. The case study retailers have been previously published in cited works that discuss them in much more detail. The firms selected are apparently outliers but it is hard to be sure as non-London ready-to-wear fashion retailing before 1914 has been under studied.   
This section would benefit from a much stronger and more nuanced positioning within the literatures of historical retail geography / studies connecting retail & place / networks. It would also help to briefly address relevant aspects of literatures of advertising & magazine/newspaper histories. This has been addressed with additional citations
Methods:
Methods section could be tightened up. There could be more clarity on the case studies. done
Findings/results:
There is plentiful evidence, which creates a rich picture of retail marketing in the period. The balance between presenting the evidence and discussion/analysis could, though, be more weighted towards the latter. done
Discussion & Conclusion:
The majority of the 'Discussion' section currently reads as an additional findings section, so worth considering positioning it as an additional themed middle section. The actual conclusion proper seems to start line 417 'In this wider context …' and is quite brief. Synthesis of overall findings / conclusion needs developing, drawing out key contributions to the field. Extensively rewritten, returning to themes set out in the introduction
Additional points by line numbers: all of these have been addressed in the rewriting
54-5 Clarify: 'Another promotional practice that broke through the limitations of local newspapers'
65-67 Clarify 'which allowed readers throughout Britain and the Empire to both consume and originate fashion trends'
107-8 Clarify 'it also internalises any biases inherent in the 108 selected publication'
108 'My research consisted of two phases' It isn't clear what the 2nd phase was.
115 'The first search' - specify what the 'search' consisted of. – newspaper work
242-3 Missing reference.

Reviewer 2
I have enjoyed reading this article, which is interesting and based on a rich range of sources, expertly analysed. It makes a very useful contribution to the study of retailing and place, and will be of considerable interest to the journal readers.
The section on advertising rhetoric of place is very interesting - I wonder if there is any evidence of the consumer herself being located in a particular place by advertisements? So, for example, any sense of a specific, say, Manchester or Birmingham, etc. shopper? Or was the shopper not distinguished by place, only the commodities sold? – this was not apparent in the research findings. The case studies were of firms selling throughout Britain so it would not have been in their interest to stress localism.  A sense of local taste is apparent in the article on discourses of colour in the fashion press, now cited in n.28. 
I also wonder whether the 'shopping for travel' advertisements tended to assume short stays, holiday travel: has the author found any evidence of marketing for longer stays, perhaps requiring the purchase of a whole new wardrobe, for example as a result of imperial postings? Wardrobes for travel are addressed with reference to Australian emigrants, line 236 and n.52. 
My most substantial comment is that the introduction suggests that 'A comparison between Britain, France and the USA will explore how parallel developments in technology and information systems may have led to convergence in retailing practices' (p. 4) 
This gives the impression that this comparison will be a central theme to be explored by the article, while at present it is more an observation in the 'discussion' section.
Unless the author really wishes to develop this theme thoroughly and re-frame this article as a comparison between Britain, France and the US, I suggest that:
Firstly, the mention of a comparison in the introduction is taken out or re-phrased Secondly, a little more work is devoted to the 'Discussion' section, which at present I don't think does full justice to the article as a whole - and indeed, the issue of place gets rather lost. It could usefully be rethought of as a 'conclusion', bringing together the findings from the article. Introducing France and US at this late stage doesn't really work well: if the author thinks that a comparison is valuable, it should really be worked through the article. Otherwise, the conclusion could (and should?) more usefully focus on what has been the main theme of the article: the marketing practices of British retailers and the role of place in this marketing. The discussion of France and the USA has been moved to the Introduction and is referred to throughout the article and reflected on in the Conclusion. 
Reading particularly the sections on chains and magazines, I actually wonder whether the conclusion of the article is not perhaps one of increasing 'placelessness' and of an emphasis on national and international links, making the same commodities available wherever the British consumer might be, rather than the importance of distinctive places in marketing? Or perhaps even of two concurrent trends, with the 'placelessness' running alongside an emphasis on specific geographical 'prompts' to consumption, such a 'London', 'Paris', 'Scottish', etc? It probably is over-reaching to talk of an early globalisation of consumption, but the author might find it useful to read the work of Marc Auge on 'non-places' to see whether that might have some echoes in her / his research. This comment was extremely helpful – I have reflected on the place theories of Auge and of Appadurai and used them to frame the discussion of my findings in the conclusion. I agree that it is very important to examine the validity of theories shaped by late C20th practices to earlier periods; I feel that Appadurai’s concept of the ‘construction of locality’ is a better fit with my findings.
