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Barry Urquhart 

Trading In – Trading Hours 

 

                                

 
 

Everyone, it seems, has a somewhat 
entrenched view about trading 

hours. 

  

Opinions and positions on the issue 

differ, often appreciably. 
  

Self-interest is conspicuous. 

  

Some commentators and players 

advocate retention of the status 

quo; others promote extending 

trading hours, whilst there is 

limited support for a total 

deregulation of legislative 

provisions. 

  

Consumer interests, benefits and 

advantages seem to get lost, if not 

overwhelmed, in the mire of 

emotive expressions. 

  

There is much to commend the 

principles and virtues of choice.  

However, like most things in life, 

it needs to be tempered with 

measured consideration and 

balance. 

  

Major global and national entities 

tend to uniformly highlight the 

virtues of extended trading hours.  

It is contended that the fixed 

costs of rent can be amortised 

over a greater spread of hours.  

Resultant, greater economies will 

lead to enhanced efficiency and 

productivity. Consumers are 

accorded heightened convenience. 

  

Conversely, small operators 

defensively want the “even-playing 

field” status quo to be retained.  

In the spirit of things they seldom 

apply a spirit level to quantify just 

how even, level or flat the playing 

field is.  Even the Lord’s Cricket 

Ground, London, could be 

deemed to be “relatively” level on 

those bases. 

  

In recent times a now tarnished, 

diminished 24-hours-a-day, 7-

days-a-week convenience store 

network in Australia began 

conducting a review of operations, 

with consideration being given to 

reducing the trading hours of 

some franchised outlets. 

  

Apart from questions about the 

efficiency of the business model, 

due recognition must be given to 

the concepts of economies of 

scale and the diseconomies of 

scale. 

  

What is apparent is that no one 

rule, standard or provision applies 

equitably to all.  Appropriate 

trading hours will be determined 

by local demand, competitive 

circumstances, product/service 

ranges and other key variables. 

  

Universal application of restricted 

and unrestricted trading hours has 

both been found to be deficient in 

a broad spectrum of categories 

and classifications. 

  

The ultimate objective will be 

balance, a measure which is 

subjective and selective.  It is an 

objective worthy of discussion. 
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“Consumer interests, benefits and 

advantages seem to get lost, if not 
overwhelmed, in the mire of emotive 

expressions.” 
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Important Notice 
© Copyright 2015, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a substitute 

for obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any hyperlinks 

in the article were correct at the time this 

article was published but may have changed 

since then. Likewise, later technology may 

supersede any which are specified in the 

article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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