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1. DISTRIBUTION SYSTEM

Trade is a sub-system of society, the task of which is to eliminate
the differences in place, quantity and time between production and
consumption 1. It reflects trends in the development of the society with
the distribution system having to adjust itself to the changes in the
society 2. The structure of the distri-
bution system acts as a mechanism of
adjustment. Production/ Import

The distribution system can very simply l
be described as a flow of goods between
producers and consumers where wholesale
and retail trade have functions of their
own. In general, we are used to analyzing Retail trade
any distribution system from a point of I
view of the integration systems in distribu-
tion, namely that of wholesale and retail
trade; but a'lso consumers have a function Fig. 1. A general mo-
of specific importance in the distribution del of the distribution
system of trade, as seen in figure 1. system
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The purpose of this paper, on one hand, is to interpret effects of
changes in the distribution system on the social and economic status
of consumers, and, on the other hand, to evaluate the role of consu-
mers as a part of the distribution system. With regard to changes in
the distribution system the analysis is based on researches on prospects
of home trade in Finland by 1990 3.

2. BACKGROUND OF THE CHANGE IN DISTRIBUTION SYSTEM

In 1960 the GNP share in Finland was 10.0 per cent, and by 1975 it
increased to 10.3 per cent. During the following fifteen years it is
estimated to remain on the present level. In 1975 the share of wholesale
trade was 5.1 per cent, and that of retail trade 5.2 per cent. By 1990
the share of wholesale trade is estimated to increase to 5.4. per cent,
and at the same time the share of retail trade will decrease to 4.9 per
cent.

To understand the changed status of a consumer, the social and
economic changes that have taken place in society in the last few de-
cades have to be taken into account4 They have effects on the mar-
keting situation of a firm, and further on the distribution system de-
scribed in figure 2.

The global environment exerts an influence on all activities in the
society. The natural system has been changed into a human system
with sophisticated culture, high-standard technology, and varied va-
lues. This means a new marketing situation, to which a firm has to be
adapted over and over again. This can be seen as changes in the distri-
bution system. Factors of demand can be derived from the changes in
the structure of the society. They can be classified as location of po-
pulation, demographic factors, socio-economic factors, and consumption
and buying habits of people5. They have a strong influence on the
system of distribution in trade.

Location of population as a factor of demand means regional chan-
ges, such as urbanization and concentration of population in the indu-
strialized areas of a country. It moulds the attitudes and the behavior
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Fig. 2. Factors influencing the distribution system

of consumers. It is a basis of a new style of living ¢. In Finland these
areas include the southern and western parts of the country. Sixty
per cent of the Finnish population live in urbanized areas, and over
eighty per cent in southern Finland.

Demand also varies according to the demographic factors of the po-
pulation. Demand depends on the structure of age and sex, size of
family and curve of living .

In Finland the percentage of aged people is becoming larger and
larger, so that more than ten per cent of the population are now pen-

6 R J Kelley, Marknadsféring i det moderna samh'(illet, Stockholm 1969,

pp. 56—57.
7J. M. Baker, Marketing. An Introductory Text, London 1971, pp. 49—50.



sioned, in some places even 20 per cent. Young wmm®ss are impor-
tant because they are the forerunners of a newestfl living "

Socio-economic factors, such as changes in educatimccupational
structure, and income have an influence on the adostatus of people.
The standard of living is rising and more and ma@@nsumers are able
to satisfy their needs on a higher level®. In Fimdaacademic education
is commoner than in any other country, the occupal structure of
society has changed to respond to an industrializatiety, and the
prosperity of the country has increased.

Changes in the structure of society can be seenthi@a behaviour
of people, viz. what choices consumers make in theveryday con-
sumption, and how consumers manage with their edayy shopping.
A rising standard of living results in a diminislginshare of necessities
in consumption, such as food and textiles, and maoreasing share of
alternatives, such as cars, household machines, langlire time ser-
vices 10. The development in Finland has been jihst same.

A considerable number of private cars and a newaitietg techno-
logy have given chances to buying centres and sm@ekets outside
the city n. It has changed the buying habits in [&hd, to a conside-
rable extent, as evidenced by a new empirical refdr

Similar observations of the behaviour of consumemn be made
also on the basis of the statistics concerning theeelopment of retail
trade in Finland.

3. STRUCTURE OF SALES IN RETAIL TRADE

The economic and social development of the Finnisbciety is
clearly reflected in the structural changes of ietorade sales from
1952 to 1974. They are presented with regard to everydayycts and
special products separately.

Everyday goods are much the same as Kirkpatrickimvenience
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