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INTRODUCTION

A WORD or two must be said of the genesis of this book.
As an advanced student in economics at Newnham College, .
Cambridge, Miss Dorothea Morison, as Mrs. Braithwaite
then was, became interested in the problems of marketing.
She determined to pursue the subject both theoretically
at Cambridge and realistically through interviews and
discussions with leading distributors throughout the
country. Undoubtedly this fusion of theory with practice
was badly needed. Though partly misled by the economist’s
use of the word ** distribution ”* to mean the distribution of
wealth amongst the factors of production, business men were
yet, I think, justified in claiming that they found little
reference to marketing activities, under the heading of either
* distribution ”* or * production ”*, in economic textbooks.
But there was (and is) a corresponding absence of economic
reasoning in the books on distribution or marketing
prepared by or for business men. Such books describe actual
trade practices in great detail, with but little reflection upon
their causes, their economic efficiency, or their social
consequences. -

Mrs. Braithwaite’s inquiry, with its distinct economic
approach, was therefore followed with the greatest of interest
by many of us then teaching economics at Cambridge.
Her first work on the subject appeared, after discussion at
Cambridge, in the Economic Journal for Marche1928, and
has been reproduced, substantially in its original form,
by Mr. Dobbs in Chapter VII of the present book. By

vii



vili INTRODUCTION

January, 1928, Mrs. Braithwaite had completed the
manuscript on which about two-thirds of the book is based.
Her early death in the summer of 1928 was a tragedy for
economic research, as it was for her many devoted friends.

The loss of such a promising. economist is irretrievable,
but efforts could be made to round off and publish the work
she left behind. Accordingly Mr, S, P, Dobbs, who also
received his economic training at Cambridge, was
approached, and consented to bring the material up to date,
wherever necessary, and to complete such parts of
Mrs. Braithwaite’s scheme as had been left unfinished.
The manner in which he has discharged his responsibilities
is explained in detail in his preface. Besides making
substantial additions to the body of the work, he has been
exceedingly successful in marshalling at relevant points the
more recent statistical investigations which have been made,
by himself and others, into such vital questions as numbers
of retail selling points, margins of profit, ratios of expenses,
and rates of stock-turn. He has also, by summing up and
interpreting Mrs. Braithwaite’s conclusions in the light of
social and ethical considerations, given to the entire book
a unity of outlook which is inevitably his own.

A debt of gratitude is due to Messrs. Cadbury Bros.
for their public spirit in enabling Mr. Dobbs, who is on their
staff, to accept the invitation which was made to him, by
relieving him of some of his duties for the” purpose.
Such disinterested action on the part of a business firm
affords much encouragement to those of us who feel that
economic science will make little progress unless academic
theories qan be supplemented by practical business
experience. In the matter of contact between the business
man and the economist, England is still a long way behind



INTRODUCTION ix

the United States. This is particularly true of the meagre .
opportunities of examining business records which have
hitherto been accorded to scientific investigators. If the
economist is to apply his science to actual conditions, as
practical men are never tired of urging, the practical men
must not handicap him by their secretiveness. It may be
confidently hoped that the open and impartial discussion
of problems of distribution, which is now generally
admitted to be so vital to economic progress, will be
greatly furthered by the following pages.

P. SARGANT FLORENCE.

UNIVERSITY OF BIRMINGHAM.
Seplamber, 1932,
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then was, became interested in the problems of marketing.
She determined to pursue the subject both theoretically
at Cambridge and realistically through interviews and
discussions with leading distributors throughout the
country. Undoubtedly this fusion of theory with practice
was badly needed. Though partly misled by the economist’s
use of the word “ distribution ”’ to mean the distribution of
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yet, I think, justified in claiming that they found little
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January, 1928, Mrs. Braithwaite had completed the
manuscript on which about two-thirds of the book is based.
Her early death in the summer of 1928 was a tragedy for
economic research, as it was for her many devoted friends.

The loss of such a promising.economist is irretrievable,
but efforts could be made to round off and publish the work
she left behind. Accordingly Mr. S. P. Dobbs, who also
received his economic training at Cambridge, was
approached, and consented to bring the material up to date,
wherever necessary, and to complete such parts of
Mrs. Braithwaite’s scheme as had been left unfinished.
The manner in which he has discharged his responsibilities
is explained in detail in his preface. Besides making
substantial additions to the body of the work, he has been
exceedingly successful in marshalling at relevant points the
more recent statistical investigations which have been made,
by himself and others, into such vital questions as numbers
of retail selling points, margins of profit, ratios of expenses,
and rates of stock-turn. He has also, by summing up and
interpreting Mrs, Braithwaite’s conclusions in the light of
social and ethical considerations, given to the entire book
a unity of outlook which is inevitably his own.

A debt of gratitude is due to Messrs. Cadbury, Bros.
for their public spirit in enabling Mr. Dobbs, who is on their
staff, to accept the invitation which was made to him, by
relieving him of some of his duties for the purpose.
Such disinterested action on the part of a business firm
affords much encouragement to those of us who feel that
economic science will make little progress unless academic
theories Gan be supplemented by practical business
experience. In the matter of contact between the business
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the United States. This is particularly true of the meagre .
opportunities of examining business records which have
hitherto been accorded to scientific investigators. If the
economist is to apply his science to actual conditions, as
practical men are never tired of urging, the practical men
must not handicap him by their secretiveness. It may be
confidently hoped that the open and impartial discussion
of problems of distribution, which is now generally
admitted to be so vital to economic progress, will be
greatly furthered by the following pages.

P. SARGANT FLORENCE,

UNIVERSITY OF BIRMINGHAM.
Septamber, 1232



PREFACE

ProrEssoR FLORENCE has explained in his introduction
the circumstances under which this book came to' be
written. Having undertaken to prepare Mrs. Braithwaite’s
draft for the press, I found myself faced with the
alternatives of issuing it as it stood, with only minor
alterations and additions, or of adding to it material of
my own and publishing it under our joint names. Although
I should have preferred to confine myself to the réle of
editor, I soon realized that the unfinished condition of the
manuscript would rob it of much of its interest, and I have
therefore been driven to adopt the second alternative.
The book, as it stands, is inspired by and based on
Mrs. Braithwaite’s work, and incorporates the greater part
of it, but I must myself accept responsibility for its present
form. I am only too sadly aware that in spite of my
additional matter it inevitably falls short of what
Mrs. Braithwaite originally had in mind. '

Of the text which follows, Chapters V, XIII, and XIV
are my own and have no counterpart in the material left
by Mrs. Braithwaite, while Chapters I, II, VI, VIII,
X, and XI are hers and mine in roughly equal parts.
Chapter VII (after the first three or four pages) is almost
entirely Mrs. Braithwaite’s, being practically a reprint
of the article in the FEcomomic Journal to which
Professor Florence has referred. The rest of the book,
that is, Chapters III, IV, IX and XII, is Mainly an
expansion of her original draft, but with so many changes
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in detail that I fear she would hardly recognize parts of it
in its altered form.

On one point I may perhaps forestall criticism, by
explaining the reason for what at first sight may appear
to be a strange omission. I have paid comparatively little
attention to the Consumers’ Co-operative Movement, and
have scarcely mentioned the marketing of commodities by
Producers’ Co-operative Societies. This is partly because
co-operative trading within the framework of capitalistic
society does not introduce many new considerations on the
purely economic plane; but more because so much has
already been published on the subject, by friendly as well as
by hostile observers, as to make any additional discussion
in a work of this pature superfluous. These may not seem
adequate reasons to every reader, but they will at least save
me from the charge of mere forgetfulness.

I have to thank the editor of the Economic Journal for
permission to reproduce what is.now Chapter VII.
Mrs. Braithwaite would also doubtless have wished to
acknowledge the numerous private sources from which she
derived information, and in particular those responsible for
answering the questionnaire on the subject of advertising
which she addressed to a number of different firms and to
which she received, in many cases, very useful replies.

Some of the sources on which I myself have drawn are
indicated in the footnotes and bibliography, but it would
be impossible to acknowledge, or even to remember, all
those from which I have directly or indirectly obtained
assistance. Special mention must, however, be made of the
Interim and Final Reports of the Departmental Committee
on the Distribution and Prices of Agricultural Products,

. commonly known as the Linlithgow Committee, which was
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set up in 1922 by the Minister of Agriculture, as well as of
the series of Reports on the marketing of individual
agricultural products, which the Ministry has been issuing
during the past two or three years. These reports con-
stitute a milestone for the student of marketing methods in
this country ; and it is only to be regretted that similar
information is not available in the case of manufactured
articles.

I cannot close this preface without a word of thanks to
Mr. R. B. Braithwaite, first for entrusting me with what
has proved a most interesting task, and secondly for the
assiduous care with which he has gone through the proofs
and for the numerous suggestions he has made for eluci-
dating the text at points where it was originally obscure.

S. P. Dozss.
21 LvpEN Roap,
BoURNVILLE, BIRMINGEAM.

6th Octobsr, 1932,



THE DISTRIBUTION
OF CONSUMABLE GOODS

CHAPTER 1

Tae Costs oF DISTRIBUTION : AIMS AND METHODS OF
THE PRESENT STUDY

TEE sphere of economic life indicated in the title of this
book is perhaps that which less than any other has received
its fair share of attention from serious economists.
Treatises on economic principles, where they are not
concerned exclusively with the mathematics of the exchange
equation, usually have their starting-point and their main
centre of gravity within the field of production, and con-
sequently tend to relegate the marketing function to
a position of very subsidiary importance. Even from the
purely - descriptive standpoint, the distributive processes
have largely been overlooked ; though not entirely so in
America, where much valuable pioneer work has been done.}
In this country serious study has mainly been confined to
the primary markets for raw materials, to the orgahized
produce exchanges, and to the processes of international
trade; and any comprehensive attempt to describe the
operations of the million or more individuals who act as the
direct intermediaries between the manufacturer or the

1 E.g. by the Harvard School of Business Administration. $ee also The
Eloments of Mavhsting, by P, T. Cherrington. This is an admirable avalysis
of the economic processes involved in distribution by a distinguished
member of the Harvard School.
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in detail that I fear she would hardly recognize parts of it
in its altered form.

On one point I may perhaps forestall criticism, by
explaining the reason for what at first sight may appear
to be a strange omission. I have paid comparatively little
attention to the Consumers’ Co-operative Movement, and
have scarcely mentioned the marketing of commeodities by
Producers’ Co-operative Societies. This is partly because
co-operative trading within the framework of capitalistic
society does not introduce many new considerations on the
purely economic plane; but more because so much has
already been published on the subject, by friendly as well as
by hostile observers, as to make any additional discussion
in a work of this nature superflucus. These may not seem
adequate reasons to every reader, but they will at least save
me from the charge of mere forgetfulness.

I have to thank the editor of the Economic Journal for
permission to reproduce what is.now Chapter VIL
Mrs. Braithwaite would also doubtless have wished to
acknowledge the numerous private sources from which she
derived information, and in particular those responsible for
answering the questionnaire on the subject of advertising
which she addressed to 2 number of different firms and to
which she received, in many cases, very useful replies.

Some of the sources on which I myself have drawn are
indicated in the footnotes and bibliography, but it would
be impossible to acknowledge, or even to remember, all
those from which I have directly or indirectly obtained
assistance. Special mention must, however, be made of the
Interim a.nd Final Reports of the Departmental Committee
on the Distribution and Prices of Agricultural Products,

. commonly known as the Linlithgow Committee, which was
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set up in 1922 by the Minister of Agriculture, as well as of
the series of Reports on the marketing of individual
agricultural products, which the Ministry has been issuing
during the past two or three years. These reports con-
stitute a milestone for the student of marketing methods in
this country; and it is only to be regretted that similar
information is not available in the case of manufactured
articles,

I cannot close this preface without a word of thanks to
Mr. R. B. Braithwaite, first for entrusting me with what
bas proved a most interesting task, and secondly for the
assiduous care with which he has gone through the proofs
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6th October, 1932.
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Department store chains, 260-1

Department stores: 21, 27-8, 37,
72, 180, 256-61, 272, 273: a
factor in concentrating distribu-
tion, 256 ; compared with chain
stores, 256-8; cost of financing
stocks in, 81; expenses and
profit marging of, in Great
Britain, 270 ; high rents paid by,
257; in America, 37; mail
order business of, 200 ; number
and turnover of, in Great Britain,
238-9; mates of turnover of,
77-8

Depots, ses Distribution depots

** Detail men,” 139-40

Direct selling: 4, 36: and trans-
port costs, 57; by largescale
producers, 233; eflect of, on
costs of distribution, 226-36;
motives which impel manu-
facturers to embark on, 217-24 ;
to consumers (se# also Marketing
of agricultural products for local
consumption}, 33, 39, 190-217;

to retaiers, 36, 62, 121, 138,

163-89, 219f.; a form of
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advertising, 165-6, 218; only
possible for large producers, 171 ;
;ozzesgape wholesalers’ monopaly,

Discounts, trade, 272-3, 292
Distance limit in sale of news-
papers, 267

_Distribution : costs of, why high,

5-13 ; depots, 59-62, 169, 170 1.,
226 ; efficiency of, 2, 3

Drapers, 46, 175, 273 .

Drapery: 54, 257; trade, 133-5,
137-8, 234, a aumber of whole-
salers in 123

Drapery Trust Ltd., 260-1

Drawing pins, 48, 175

Dressmakers, 70, 193, 240

Drugs, 38, 50, 106, 179, 252

Drug trade: direct sale in, 188,
216-17 ; number of wholesalers
in, 123; qualified assistants in,
266

Drug wholesalers, rates of turm-
Dr(;rm of, 75 Am
goods: jobbers in erica,
153; merchants, declining
dividends of, 118
Dunlop, W. R., 78, 244 n., 270

Eastern Countiess  Wholesale
Grocers' Association, 181

‘ Eat more Fish ** and * Eat more
Fruit ' campaigns, 93

Edinburgh, 192

Edgson, W, S, 262 n.

Eggs: 39, 44, 47, 52, 173, 194
loss from broken and cracked, 82

Egg trade, higglers in, 130

Electric Lamp Manufacturers’
Association, 178

Empire Marketing Board, 20

Encyclopzdias, 338, 208

Expenses of retail shops in Great
Britain, 270

Family tradesmen, 30, 83

Fancy goods, 50

Farm produce (ss¢ also under
Agricultural Products, Fruit and
vegetables, and individual com-
modities), marketing of, in
America, 157-8

Fashion goods : duration of stocks
of, 79 ; marking down of, 82-3

Finance, 2

Financing stocks, 16, 65-83
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Fire Insurance, 66

Fish: 39, 47, 67, 125, 1534, 273 ;
trade, duration of stocks in 79,
number of shops in 131

Flour, 151-2, 17‘? 186

Flowers (su aiso Farm produce),
41, 156 )

Food Council Report on Fish
Prices, 131 n., 153 n.

Food trades (see also Groceries,

Fant Ve%eta.::les ae;c) 51, 141
oreign trade (sez also Imported
articles), 1834

Freshness of goods, eﬂect of dxrect
sale on, 225

Fruit : and vegetables, 51, 60, 82,
125, 132, 156, 1734, 195 217
273 ; number of intermediaries
throug'h whom marketed, 49,
167 ; dried, 151; grading of,
47 ; u:nported 159 marketing
of, 41 soft, holdmg period for,
69; pa.cku:lg of, 52; trade,
duration of stocks i in, 79

Function : combination of, 140-1 ;
subdivision of, 142-62 ; transfer
g;lm producerandretmler,

Furniture : 43, 44, 70, 215, 240-1,
2489 trade, duration of stocks
in 79, profit margins and expenses
in 270 272 -

Furs, 65 .

Garages, portable, 205, 209
Gift coupons, 85, 290-2
Government departments, 7, 20, 31,

Gradmg 15-16, 46 £., 148, 228 ;
and packing, of farm produce in
America 158, of goods for direct
sale to retailers 167-8; of eggs
47, 52, of fiah 47, oifnntaﬂ
51—2 of meat 52

Grain, 52

Gramophones, 90

Gravel, sale of, 7

Gra.ves, Messrs of Sheffield, 200

Great Britain: operating espenses
of retail shogs in, 67, 270 ; rates
of turnover in, 79 ff.

Cards Association, 92

Grimsby,

, 39
Gmcers 46 76, 175, 248, 2512

INDEX

Grocery : 8, 44, 47, 50, 106, 143,
172, 179-81, 186, 234 h'ade, 133,
140, 151, 272 proﬂtm;rgmsand
operal expenses in 270, dura-
tion :;Jgstocks in 79; whole-
salers, numbers of 124, rates of
turnover of 75

Haberdashery trade im America,
153, 161

Hamleys, 260

" Hand to mouth * buying, 87, 68,

80

Hardware (see also Ironmongers
50, 118, 119, 144, 161, 252, 26
tmde in America, 150-1

Harris tweed, 39, 210

Harrods, 241, 261

Harvard: Burecau of Business
Research, 37 ; School of Business
Administration, } n., 67 n., 74 n.,
75 n.

Hats : felt, 77 ; sale throngh mann-
facturers’ chams 215

Hawkers, 34, 194

Hebrides, 39

Heinz Co., 225 1

Hire urchase

I-Ioldmg eos:sysfgm 65-83, 127-8,
as cause of subdivision oi wlmle-
sale function 146, effect of direct
sale on 228-30, in mail order
business 202-5, principal factor
in determining gross profit margin
271 ; of reserve stocks by manu-
facturers, 137, 168; period,
length of 68 ff., 228-30, in Great
Britain 79, wholesalers’ and
retailers’ compared 128 .

Home-made articles, sale by mail
order of, 210

Hospitals, 9, 196

Hotels, 196

House shops, 2414

House-to-house canvassing, 33, 191,
196-7

Ice-cream, 193
Imperial Tobacco Co., 49, 176,

184-5
Fmported articles (sz¢ also Foreign
trade) : 148 ; information
speclally costly in case of, 158-9,

Independent tradesinen : number
and turnover of, in Great Bmam



INDEX

238:; reasons for survival of,
240-2; still the most typical
shopkeepers, 239

Industrial revolution, 5, 190

Information : 14, 15, 18, 2045,
129 ; and advertisement, 85-6;
chmelsthrough which obfm.ned,
23-9; costliness of, 40; efiect
of direct sale on cost of, 170 ff.,
231—4 ; in foreign trade, difficuity
of, 158-9, 1834 ; in mail order
business, 201, 205-7; total cost
of, 43-5

Ingersoll watches, 215

Intermediaries, number of, between ‘

and consumer, 40
International Tea Stores, 216
Ireland, co-operative marketing in,
155

Ironmongers {(ses also Hardware) :
123, 183, 175 ; profit margins and
expenses of, 270

Ironmongery, 143

Jam, 33, 39, 168, 188-7, 210

Jewellery : 58, 65, 73, 75, 76, 80,
81, 82 ; trade, duration of stocks
in, 79

Kellog's Toast Corn Flake Co., 225

Laborateory shops, 26, 211

Lawn-mowers, 175, 197, 209

Leather goods, 172

Le;r;; Bros (see also Unilever), 49,

Lewis' Ltd., 260-1

Licences for retail shops, 266, 268

Linlithgow Committee, 54 n., 82 n.,

h149 n, 152, 194 n.
iverpool : mumber of persons per
shop in, 263 ; tailoring in, 192

Location of factories influenced by
transport costs, 56, 57

Locomotives, 33, 195

** Loss-leaders,” 276, 278-80

Loss on account of spoilt fruit and
stale eggs, 47

Luxury articles: 32, 171-2;
fluctuating demand for, 71:
personal element in sale of, 241

Lyons, J. & Co,, Ltd., 217, 252 n.

Macintoshes, 199
Mailing lists, 206
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Mail order : 33, 191, 198-210, 219 ;
business, advertisement in 205
and difficulty of information 201,
205-7, conditions of success in
208-10, cost of o
“ prospects * in- 206, high
standard of honesty in 201,
bolding c¢osts im - 202-5, in
America 200, in England 200, in
rural districts 208, limited success
of, when conducted pro-
ducers 207-8, of department
stores 200, sorting and packing in
202, transport costs in 201 ;
merchant houses, 199-200, 208 ;
;a.loe of hom&gde bay:mc‘.‘l)& by,

1 sporadic sales by, 1

Ma.nchesber number of

ty to keep
retailers’ oodw:.ll 224 ; contact
with wholesalem, 120-5 ; making
to wholesaler’s order by, 119;
obtaining of information by,
25-6, 120-5; sorting, grading,
and by, 47-9, 119; who
sell through wholesa.lus, pre-
carigus position of, 222

Manufacturers’ shops: 33, 191,
210-17, 245; and high rents,
212, 215: economic advanta.g'e
of, 212 ; elements of advert:lsmg
in, 211-13; trades in which
suooessful, 213—17

Manufacturing Confectioners’
Alliance, 67 n.

Maples, 241

Marginal utility, 87, 91, 95-7

Market : research, 19, 25—6 45, and
advertisement 26, 86-7; stalls,
243,244 n., 261

Marketing methods, inefficiency of,
4-5

Marks and Spencers, 259

Meat : 32, 52, 54, 68 n., 149, 182,
215-186, 272' duratlon of re-
tailer's stocks of, 79;: trade,
Australian and New Zealand 184,
South American 183, 216

Medicines, 47

Merchandising, 19

Merchants, organization and finance
of preduction by, 118

Middle ages, 67, 190

Middleman: elimination of, 3,
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163-236, 262; terminology to
describe, 143 ; types of, 142-62
Milk : 67, 69; direct sale of, 194,
217 ; supply, London’s, 155
Mﬂlmery, cheap, duration of re-
tailers’ stocks of, 79
resentation, danger of, in
case of loss leade:rs. 280
Monopaly : in distribution, 292-3 ;
producer’s, consolidated by
operating retail shops, 213-14,
215-16
Mont Blanc, 58
Motor: cars, 11, 22; equipment,
44,75; tra.de,dnactm]em 189 ;
transpart facilitates direct sale,

Mu]t:ple shops, se¢ Chain stores

Naticnal: Biscoit Co., 225;
Distribution Conference, Report
of, 81 n.

Neighbourhood shops, genuine need
satisfied by, 242

Newcastle, number of persons per
shop in, 263

New products, 15, 42, 121, 197, 288

Newspapers, 67, 252, 267-8

Notions jobbers, 153

Novelties, Christmas and Easter, 185

Catmeal, 186

** O1d boy "’ colours, 209
Old clothes dealers, 7
Oranges, South African, 69

manufacturers, 47-9 137
Paint, 106
Patent medicines, 114
Pen-nibs, 48
Perishable commodities (ses also
Fish, Fruit and vegetables, Meat,
Milk, etc.), 65, 67, 153, 217, 245
Pin-cushions, 233
Pipes, 22
Planned economy, 3, 289, 204-5
Plums, Australian, 69
Port wholesalers in fish trade, 1594
Potatoes, 52, 54, 126, 144-7, 155
Poultry, 44, 54-5, 173, 194
Precious stones, see ]ewellery
Preparation of goods for sale (ses

INDEX

also Grading, Packing, Sorting,
‘Wrapping), 16, 46-55, 125-6
, 194
Price cutting, 274ff, and

287-8, and aew commodities 288
as an all-round policy 281—8
deprives manufacturers of just
rewards of advertising 280, effect
of, cn number of shops 284-7, in
confectionery trade 253, 281-3,
manufacturer’s attitude to 278-5,
284, one serious danger caused by
288—9 predatory 289, spond.lc
276—8 differences, 278ﬁ lists,
See Catalogues ; mnmtnna.nue,
224, 274 0., 275 ff. ; policy, 4

Priees: 269-94 ; fixed resale (ses
also Price maintenance), 166-7,
265

Produce markets, organized, 1

Producers : difficulty found by m
making contact with retailers
direct, 35; holding of reserves

by. 119-20'
Produaction : 2;: costs, §
Profiteering, 5
Profit margins : 269-94 ; differences

in, 271 f. ; fixed, 167 ; in retail
trade, 270 ; tendency to rise, 264

Proprietary articles, sss Branded
Goods

Provincial markets for fruit and
vegetables, 40, 156-7

Provision: stores, weekly price
lists issned by, 43; trade,
manufacturer’s chaing in, 215-16

Public houses, licensing of, 266

Publishing trade, ss¢ Books

Quality : competition by, not the
same as competition by price,
22 ; cost of improvementsin, 21 ;
effect of direct sale on, 224;

tee of 11; of farm
produce, variations in. 154, 174

Radio sets, 90, 245

Rag-and-bone merchants, 7

** Rail versus road ' controversy,
228

Railway : companies, 59, 60n.;
rates, 61, 227

Rationalization, 2

Raw materials: marketing of, 1,
81, 135, 160, 195 ; transport of, 58
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Razor blades, 132

“Red and White ™
America, 181

igerators, 175

Refusal to sell, 224

Rents of shop prem:ses, 265

Repair work, 53

Repeat ordesrs, proportion of, in
grocery trades, 180

Representatives, ses Commercial
travellers

Reputation, 31, 95, 97 £, 213

Restaurants in department stores,

stores in

21, 256

Restraint of trade, see snder Board
of Trade

Retailers : 23768 ; delivery
services by, 60; excessive

number of 2424, 262-8, 286 n.,
298;  expenses and profit
margins of, 270 ; grading, sort-
ing, etc. by. 46—7, government
licences for, 266, 268; holding
of stocks by, 127 ; number of,
in Great Britain, 131-2, 238;
obtaining of information by.
27-8; provision of information
by, 29, 30, 84 ; réle of, as buyers,
27, 87; mrnover of, 23840 ;
very small, 64, 227, cause of
popularity of 242, motives of
243-4

Rhubarb, 156

Rice, 46, 151, 186

Risks : beanng of, 17, 66, 81-8;
. of price ﬂuctuatmns 16
Russell, Bertrand and Dora. 293 n,

Safety Razors, 22, $0
Sale :

Sales according to * type *, 135 ;
‘ engineering,” 19 ; fomcnstmg
24 ; promotion, 85 H
sae Market research
151, 187; Manufacturers'
Association, 187

Samples, 29, 135, 144, 151
Samuel Commission, 189

Sardines, 15

Saws, 151

Scale of undertakings: effect of
transport costs om, 56-7; in

retail trade, 237 ; most import-
ant factor in dec.idmg whether to
sell direct, 234
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Scissors, 151

Sears Roebuck, 200

Seasonal fluctuations, 70, 76, 151,
154, 168, 172 ff.

Select:on of commodities, 11

Seligman and Love, 274 n.

Semi-finished products, marketing
of, 31, 185 )

Services, additional: competition
on basis of, 2934 ; demand of
consumer for, 10-12

Sewing machines, 33, 215

Sheffield, number of persons per
shop in, 263

Ships, 33, 195

Shirts, 32

Showrooms, 29, 133

Silk trade in America, 147

Slab-cake, 193 of 54

Slaughtering, cost of,

Small dealers (ses alse Retailers,

very small), disabilities of, 71 ff.
Smith, W, H. and Sons, Ltd.,
261

Smithfield market, 183

Snobbery a factor in sale of luxury
goods, 241

Snowdon, 275

Soap : 62, 176, 179 ; flakes, 104

Socks, 32

Sorting (sez also Grading, and
Preparation of goods for sale),
46 i

** Special offers,” 171, 277

Standard of living, 2

Standardization an important factor
in reducing holding costs, 73

Standardized commodities, 130

Stationers' Association, 267

Stationery, 50, 139-40, 175, 234,
252, 259, 267

Statistics, 25

Stirrup, 206 n.

Stockholm, 182

Stockings, 197, 215

Stocks, holding of, 7-8, 65-83,
119-20, 127-8, 146-7, 168-9,
202-5, 225, 228-31

Street barrows, 243, 244 n., 261

' Substitution evil,” 106

Sugar, 8, 46, 72, 126, 151-2, 186

Supply : curves, 269, 280 ; irregu-
larity of, 69, 70, 73, 127, 129, 151,
1534, 157, 172 ff.

Sweets (see also Chocolate and
Confecti

ionery), 47, 106



304

Tailoring, 17, 52, 67, 70, 191-2;
bandicraft, in West End, 191-2

Tapering of railway rates, 60-61

Tea: 8, 11, 62, 128, 151, 159, 160,
186 ; blenders, 51, 148

Textiles (sze also Cotton, Silk,
‘Woollen) : 118

‘I‘e;téiile trades jn America, 152-3,

Times Book Club, 260

Tinned peas, 15 :

Tobacco (se¢ also Cigarettes and
Cigars); 51, 62, 172, 176, 179,
184-8, 233, 252 ; trade, duration
of retailers’ stocks in 79, small
wholesalers common in 124

Tobacconists, number of, 132

Toys, 259, 260

Trade marks, sss Branded goods

Trading stamps, 290

Transportation : 16, 56—64
economics of, outside scops of
this book, 56

Transport costs: effect of direct
sale on, 169-70, 226-8; wide

variation in, 58

Travellers, sea Commercial
travellers

* Trinity of trade,’ 116

Turnover (sez also Holding costs
;:dﬁ Holding period), rates of,

Typewriters, 9, 22, 184, 214, 220

Unilever, 216

Union Cold Storage Co., Ltd., 216

United Dairies, Ltd., 217

United States (sss aslso America):
co-operative marketing in, 155,
158 ; number of wholesale
grocers in, 124 ; operating ex-
penses of retail shops in, 67;

Steel Corporation, 57

INDEX

Valc;7um cleaners, 33, 90, 93, 184

Variety, demand for, 10 )

Vegetables (see also Agricaltural
‘l"roducts), marketing of, 3840,
4

'Walnut Growers’ Exchange, 9

‘Warchousing, 16, 17, 65, 81 .
‘Watches: 214-15; Wa.ltham. 215
‘Webb, Mr. aners 255

Wheat (ses also Gra.m).

Wholesale : carcase butchers, 149 ;
distribution, discounts in, 273'
function, reasons for subdivision

.of, 142, 1451 ; provision
merchants, 148
Wholesalers : grading, sortmg, and
g by often occupy much
time, 50 holdmgblof stacks %
127-8 ; im gna ition of,
where mta.li)lr:rs ars P::la.ll and
numerous, 177-8 ; incorporation
of, as part of 'manufacturer’s
sales organization, 139 ; localand
national, 127, 136-7, 227 232 ;
more acute buyers than mia.ilers,
219; numbers of, in British
Isles, 123 ; obtaining of informa-
ticn by, 27; own brands, 219;
provision of information often
principal function of, 35, 129 ff,,
138-9; reluctant to handle
branded goods, 223; trades in
which importance retained,
118-19

Window displays, 34, 85, 212, 221

‘Wines, 33, 43, 2088

Wcl)ggen piece goods, 147 ; yarn,

‘Woolwoerths, 259

‘Wrapping, 46 ff.

Wrappings on branded goods, 166

Prinied in Great Britain by Stsphen Austin & Sons, Lid., Heriford.
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