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Place
 
–
 
the
 
di
s
tribution
 
of
 
g
oods
and
 
se
r
vices
Place
 
is
 
all
 
about
 
whe
r
e
 
businesses
 
sell
 
their
 
p
r
oducts
 
and
 
wh
a
t
 
m
e
thods
 
a
r
e
 
used
 
t
o
 
di
s
tribu
t
e
 
the
 
g
oods
 
t
o
 
the
 
cu
s
t
ome
r
.
 
Place
 
is
 
‘the
 
mar
k
e
tplace
’
,
 
whe
r
e
 
bu
y
e
r
s
 
and
 
selle
r
s
 
me
e
t
 
and
 
e
x
chan
g
e
 
p
a
yme
n
t
 
in
 
r
e
turn
 
f
or
 
g
oods
 
and
 
se
r
vices.
 
The
 
mar
k
e
tplace
 
does
 
not
 
h
a
v
e
 
t
o
 
be
 
‘p
h
y
si
c
al
’
,
 
such
 
as
 
a
 
shop
 
–
 
it
 
c
ould
 
be
 
online,
 
o
v
er
 
the
 
phone
 
or
 
th
r
ough
 
mail
 
o
r
de
r
.
) (
The
 
t
w
o
 
k
e
y
 
que
s
tions
 
businesses
 
ask
 
in
 
r
el
a
tion
 
t
o
 
place
 
a
r
e:
) (
1.
Whe
r
e
 
shall
 
w
e
 
sell
 
our
 
p
r
oducts?
2.
Wh
a
t
 
m
e
thods
 
sh
a
ll
 
w
e
 
use
 
t
o
 
di
s
tribu
t
e
 
the
 
g
oods
 
t
o
 
the
 
final
 
c
onsumer?
) (
F
or
 
some
 
g
oods
 
choosing
 
the
 
rig
h
t
 
‘place’
 
is
 
o
b
vious:
 
ba
k
ed
 
beans
 
a
r
e
 
t
r
aditionally
 
sold
on
 
supermar
k
e
t
 
shel
v
es,
 
cho
c
ol
a
t
e
 
ba
r
s
 
in
 
n
e
w
sa
g
e
n
ts,
 
sun
 
c
r
eam
 
in
 
chemi
s
ts
 
and
 
so
 
on.
H
o
w
e
v
e
r
,
 
choosing
 
a
 
place
 
t
o
 
sell
 
a
 
p
r
oduct
 
c
an
 
be
 
mo
r
e
 
c
ompl
e
x
 
and
 
m
a
y
 
be
 
part
 
of
 
an
o
v
e
r
all
 
s
t
r
a
t
egy
 
in
 
an
 
a
t
t
em
p
t
 
t
o
 
achi
e
v
e
 
an
 
ima
g
e
 
or
 
d
e
v
elop
 
a
 
b
r
and.
) (
W
h
y
 
‘place’
 
is
 
impor
t
a
n
t
) (
The
 
place
 
whe
r
e
 
a
 
p
r
oduct
 
is
 
sold
 
c
an
 
be
 
used
 
as
 
part
 
of
 
a
 
s
t
r
a
t
egy
 
t
o
 
e
s
t
ablish
 
a
 
cer
t
ain
b
r
and
 
ide
n
tit
y
.
 
When
 
Häa
g
en-Da
z
s
 
ice
 
c
r
eam
 
w
as
 
launched
 
in
 
the
 
UK,
 
it
 
w
as
 
only
 
a
v
ailable
th
r
ough
 
upmar
k
e
t
 
outl
e
ts
 
such
 
as
 
Har
r
ods
 
and
 
C
o
v
e
n
t
 
Ga
r
den
 
c
of
f
ee
 
ba
r
s.
 
The
 
objecti
v
e
w
as
 
t
o
 
e
s
t
ablish
 
a
 
supe
r
-p
r
emium
 
ice
 
c
r
eam
 
b
r
and.
 
Only
 
when
 
this
 
pe
r
ce
p
tion
 
w
as
e
s
t
ablished
 
in
 
c
onsume
r
s’
 
minds
 
w
as
 
the
 
p
r
oduct
 
of
f
e
r
ed
 
f
or
 
sale
 
th
r
ough
 
a
 
wider
 
r
an
g
e
 
of
outl
e
ts.
 
T
od
a
y
 
it
 
c
an
 
be
 
f
ound
 
in
 
supermar
k
e
ts
 
all
 
ac
r
oss
 
the
 
UK.
) (
Some
 
g
oods
 
a
r
e
 
n
o
w
 
sold
 
th
r
ough
 
a
 
wider
 
r
an
g
e
 
of
 
outl
e
ts
 
than
 
e
v
er
 
b
e
f
o
r
e,
 
which
en
c
ou
r
a
g
es
 
higher
 
l
e
v
els
 
of
 
c
onsum
p
tion.
 
A
 
g
ood
 
e
x
ample
 
of
 
this
 
widening
 
of
 
the
 
number
of
 
places
 
whe
r
e
 
a
 
p
r
oduct
 
is
 
sold
 
c
an
 
be
 
seen
 
with
 
some
 
soft
 
drin
k
s.
 
Go
 
i
n
t
o
 
a
n
y
 
t
r
ain
s
t
a
tion,
 
airport
 
or
 
leisu
r
e
 
ce
n
t
r
e
 
and
 
y
ou
 
will
 
see
 
soft
 
drin
k
s
 
v
ending
 
machines.
 
P
r
emium
prices
 
a
r
e
 
of
t
en
 
cha
r
g
ed
 
be
c
ause
 
demand
 
is
 
high
 
–
 
participa
n
ts
 
a
r
e
 
thi
r
s
ty
 
and
 
hot
 
a
f
t
er
 
a
g
ame
 
of
 
squash
 
and
 
90p
 
f
or
 
a
 
c
an
 
of
 
Co
k
e
 
is
 
acce
p
t
able.
) (
Prime
 
selling
 
space
 
c
an
 
be
 
jealously
 
p
r
o
t
ec
t
ed.
 
Manu
f
actu
r
e
r
s
 
of
f
er
 
r
e
t
aile
r
s
 
dis
c
ou
n
ts
 
if
their
 
b
r
and
 
is
 
gi
v
en
 
pride
 
of
 
place
 
on
 
supermar
k
e
t
 
shel
v
es.
 
W
all
’
s
 
ice
 
c
r
eam
 
has
 
f
oug
h
t
th
r
ough
 
the
 
c
ourts
 
t
o
 
p
r
e
v
e
n
t
 
other
 
b
r
ands
 
being
 
sold
 
in
 
frid
g
es
 
th
e
y
 
h
a
v
e
 
supplied
 
t
o
 
lo
c
al
supermar
k
e
ts
 
and
 
independe
n
t
 
sho
p
s.
)
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Di
s
tribution
) (
Di
s
tribution
 
is
 
all
 
about
 
how
 
t
o
 
g
e
t
 
the
 
g
oods
 
t
o
 
the
 
cu
s
t
ome
r
.
 
T
r
aditional
 
m
e
thods
 
h
a
v
e
r
elied
 
upon
 
the
 
‘manu
f
actu
r
er
 
–
 
wholesaler
 
–
 
r
e
t
ailer
 
–
 
c
onsume
r
’
 
chain.
 
H
o
w
e
v
e
r
,
 
f
or
 
ma
n
y
g
oods
 
and
 
se
r
vices
 
this
 
r
el
a
tionship
 
has
 
b
r
o
k
en
 
d
o
wn.
 
Di
r
ect
 
sellin
g
,
 
wh
e
ther
 
th
r
ough
 
the
i
n
t
ern
e
t,
 
or
 
th
r
ough
 
ma
g
azines,
 
c
a
t
alogues
 
or
 
junk
 
mail,
 
c
an
 
all
o
w
 
businesses
 
t
o
 
supply
their
 
cu
s
t
ome
r
s
 
mo
r
e
 
r
eadily
 
–
 
and
 
of
t
en
 
a
t
 
much
 
l
o
w
er
 
prices.
) (
With
 
the
 
g
r
o
w
th
 
in
 
si
z
e
 
of
 
r
e
t
aile
r
s
 
and
 
imp
r
o
v
eme
n
ts
 
in
 
s
t
ock
 
o
r
dering
 
m
e
thods,
 
the
r
e
 
has
been
 
a
 
r
eduction
 
in
 
the
 
need
 
f
or
 
the
 
‘middleman’
 
–
 
wholesale
r
s
 
a
r
e
 
of
t
en
 
cut
 
out
 
of
 
the
equ
a
tion.
 
This
 
use
 
of
 
a
 
di
r
ect
 
supply
 
r
el
a
tionship
 
b
e
t
w
een
 
manu
f
actu
r
er
 
and
 
r
e
t
aile
r
s
 
cuts
c
o
s
ts
 
f
or
 
la
r
g
e
 
businesses.
 
This
 
puts
 
inc
r
easing
 
p
r
essu
r
e
 
on
 
smaller
 
r
e
t
aile
r
s,
 
who
 
s
till
 
r
ely
 
on
wholesale
r
s
 
t
o
 
supply
 
them
 
with
 
their
 
g
oods
 
f
or
 
sale.
) (
M
e
thods
 
of
 
di
s
tribution
) (
•
 
 
Using
 
a
 
wholesaler
) (
T
r
aditional
 
m
e
thods
 
of
 
di
s
tribution
 
h
a
v
e
 
r
elied
 
upon
 
the
 
‘manu
f
actu
r
er
 
–
 
wholesaler
 
–
r
e
t
ailer
 
–
 
c
onsume
r
’
 
chain.
) (
The
 
wholesaler
 
has
 
a
 
r
ole
 
in
 
b
r
eaking
 
bulk
 
–
 
this
 
means
 
buying
 
la
r
g
e
 
qua
n
tities
 
f
r
om
 
the
manu
f
actu
r
er
 
and
 
selling
 
smaller
 
qua
n
tities
 
t
o
 
the
 
r
e
t
aile
r
.
 
This
 
r
el
a
tionship
 
is
 
us
e
ful
 
t
o
all
 
parties
 
c
oncerned.
 
The
 
manu
f
actu
r
er
 
has
 
the
 
c
o
n
v
enience
 
of
 
selling
 
in
 
bulk
 
t
o
 
the
wholesale
r
.
 
Single
 
d
r
o
p
s
 
of
 
v
e
r
y
 
la
r
g
e
 
qua
n
tities
 
l
o
w
er
 
di
s
tribution
 
e
xpenses.
 
The
 
small
r
e
t
aile
r
,
 
who
 
bu
y
s
 
in
 
qui
t
e
 
small
 
qua
n
tities,
 
ben
e
fits
 
be
c
ause
 
th
e
y
 
do
 
not
 
h
a
v
e
 
t
o
 
s
t
o
r
e
 
la
r
g
e
qua
n
tities
 
of
 
s
t
ock
 
and
 
c
an
 
buy
 
a
t
 
their
 
o
wn
 
c
o
n
v
enience.
) (
•
 
 
Manu
f
actu
r
er
 
t
o
 
r
e
t
ailer
) (
F
or
 
ma
n
y
 
g
oods
 
and
 
se
r
vices
 
the
 
use
 
of
 
wholesale
r
s
 
has
 
declined
 
signifi
c
a
n
tl
y
.
 
With
 
the
r
e
t
ail
 
mar
k
e
t
 
n
o
w
 
domin
a
t
ed
 
b
y
 
big
 
businesses
 
the
 
r
ole
 
of
 
the
 
wholesaler
 
has
 
be
c
ome
 
much
less
 
impor
t
a
n
t.
 
Manu
f
actu
r
e
r
s
 
supply
 
mo
s
t
 
of
 
their
 
p
r
oduce
 
di
r
ect
 
t
o
 
the
 
big
 
r
e
t
aile
r
s,
 
each
of
 
which
 
bu
y
s
 
massi
v
e
 
qua
n
tities.
 
This
 
g
r
o
w
th
 
in
 
the
 
si
z
e
 
of
 
r
e
t
aile
r
s,
 
and
 
imp
r
o
v
eme
n
ts
 
in
s
t
ock
 
o
r
dering
 
and
 
handling
 
m
e
thods
 
(EPOS
 
s
y
s
t
ems),
 
has
 
led
 
t
o
 
a
 
r
eduction
 
in
 
the
 
need
f
or
 
the
 
middleman
 
–
 
wholesale
r
s
 
a
r
e
 
cut
 
out
 
of
 
the
 
chain.
 
This
 
r
eduction
 
in
 
the
 
len
g
th
 
of
the
 
di
s
tribution
 
chain
 
cuts
 
c
o
s
ts
 
f
or
 
la
r
g
e
 
businesses
 
and
 
r
ep
r
ese
n
ts
 
a
 
g
ood
 
e
x
ample
 
of
 
a
pu
r
chasing
 
e
c
ono
m
y
 
of
 
s
c
ale.
) (
•
 
 
Di
r
ect
 
selling
 
–
 
manu
f
actu
r
er
 
t
o
 
c
onsumer
) (
Di
r
ect
 
sellin
g
,
 
wh
e
ther
 
th
r
ough
 
junk
 
mail,
 
ma
g
azines
 
and
 
inc
r
easingly
 
th
r
ough
 
the
 
i
n
t
ern
e
t,
)
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has
 
all
o
w
ed
 
manu
f
actu
r
e
r
s
 
t
o
 
cha
r
g
e
 
much
 
l
o
w
er
 
prices.
 
Boo
k
s
 
boug
h
t
 
o
v
er
 
the
 
i
n
t
ern
e
t
c
an
 
be
 
40%
 
cheaper
 
than
 
high
 
s
t
r
e
e
t
 
prices.
 
Mo
r
e
 
singles
 
a
r
e
 
n
o
w
 
sold
 
as
 
downloads
f
r
om
 
online
 
music
 
r
e
t
aile
r
s
 
such
 
as
 
i
T
unes
 
than
 
as
 
CDs
 
th
r
ough
 
r
e
c
o
r
d
 
sho
p
s.
 
T
r
aditional
c
a
t
alogue
 
sho
p
s,
 
such
 
as
 
Ind
e
x,
 
h
a
v
e
 
been
 
r
eplaced
 
b
y
 
B2C
 
–
 
Business
 
t
o
 
Consumer
 
i
n
t
ern
e
t
shopping.
 
Selling
 
di
r
ect
 
all
o
w
s
 
manu
f
actu
r
e
r
s
 
t
o
 
k
eep
 
mo
r
e
 
of
 
the
 
p
r
ofits
 
and
 
a
tt
r
act
cu
s
t
ome
r
s
 
th
r
ough
 
c
omp
e
titi
v
e
 
prices
 
and
 
c
o
n
v
enience.
) (
I
n
t
ern
e
t
 
mar
k
e
ting
) (
I
n
t
ern
e
t
 
sales
 
a
r
e
 
inc
r
easing
 
massi
v
el
y
.
 
During
 
N
o
v
ember
 
2014
 
online
 
sales
 
w
e
r
e
 
o
v
er
£7
 
billion
 
in
 
the
 
UK,
 
up
 
9%
 
on
 
the
 
p
r
e
vious
 
y
ea
r
.
 
T
es
c
o
,
 
the
 
UK
’
s
 
la
r
g
e
s
t
 
g
r
oce
r
y
 
r
e
t
aile
r
,
h
a
v
e
 
a
 
full
 
r
an
g
e
 
of
 
p
r
oducts
 
f
or
 
sale
 
on
 
the
 
i
n
t
ern
e
t
 
and
 
their
 
major
 
c
omp
e
ti
t
o
r
s,
 
such
as
 
Sainsbu
r
y
’
s,
 
Asda
 
and
 
Morrisons
 
h
a
v
e
 
all
 
f
oll
o
w
ed
 
their
 
e
x
ample.
 
The
 
i
n
t
ern
e
t
 
r
e
t
ailer
Ama
z
on.
c
om,
 
which
 
s
t
ar
t
ed
 
as
 
an
 
online
 
boo
k
selle
r
,
 
has
 
opened
 
up
 
di
s
tribution
 
ce
n
t
r
es
 
all
o
v
er
 
the
 
UK,
 
empl
o
ying
 
thousands
 
of
 
p
r
e
viously
 
unempl
o
y
ed
 
people.
 
‘Click
 
and
 
c
ollec
t
’
 
is
be
c
oming
 
mo
r
e
 
and
 
mo
r
e
 
popul
a
r
.
 
John
 
L
e
wis
 
r
epor
t
ed
 
th
a
t
 
40%
 
of
 
its
 
online
 
sales
 
o
v
er
Chri
s
tmas
 
2014
 
w
e
r
e
 
th
r
ough
 
‘
click
 
and
 
c
ollec
t
’
.
 
Business
 
t
o
 
business
 
t
r
ade
 
on
 
the
 
i
n
t
ern
e
t,
whe
r
e
 
shopping
 
a
r
ound
 
f
or
 
be
s
t
 
v
alue
 
is
 
so
 
impor
t
a
n
t,
 
loo
k
s
 
li
k
e
 
be
c
oming
 
the
 
n
e
w
 
m
e
thod
of
 
c
o
s
t
 
r
eduction.
) (
E
-
c
omme
r
ce
 
c
an
 
of
f
er
 
a
 
l
o
w
-
c
o
s
t
 
w
a
y
 
f
or
 
small
 
businesses
 
t
o
 
c
omp
e
t
e
 
a
g
ain
s
t
 
much
 
la
r
g
er
ri
v
als:
 
p
r
oducts
 
c
an
 
be
 
mar
k
e
t
ed
 
and
 
sold
 
w
orldwide
 
with
 
an
 
i
n
t
ern
e
t
 
e-
c
omme
r
ce
 
enabled
shop.
 
T
o
 
actually
 
s
e
t
 
up
 
an
 
i
n
t
ern
e
t
 
based
 
shop
 
c
an
 
c
o
s
t
 
ju
s
t
 
a
 
f
e
w
 
hund
r
ed
 
pounds
 
and
the
 
c
o
s
t
 
c
an
 
be
 
further
 
r
educed
 
th
r
ough
 
the
 
use
 
of
 
auction
 
si
t
es
 
such
 
as
 
eb
a
y
.
 
The
r
e
 
a
r
e
s
e
v
e
r
al
 
e
n
t
r
ep
r
eneu
r
s
 
who
 
h
a
v
e
 
be
c
ome
 
millionai
r
es
 
b
y
 
selling
 
th
r
ough
 
eb
a
y
.
 
Although
some
 
po
t
e
n
tial
 
cu
s
t
ome
r
s
 
a
r
e
 
s
till
 
w
a
r
y
 
of
 
using
 
the
 
i
n
t
ern
e
t
 
t
o
 
buy
 
g
oods
 
be
c
ause
 
of
 
issues
r
el
a
t
ed
 
t
o
 
f
r
aud
 
or
 
non-deli
v
e
r
y
,
 
the
 
majority
 
of
 
UK
 
households
 
h
a
v
e
 
pu
r
chased
 
g
oods
online
 
and
 
the
 
p
r
oportion
 
using
 
e-
c
omme
r
ce
 
c
o
n
tinues
 
t
o
 
g
r
o
w
 
signifi
c
a
n
tl
y
.
) (
Multi-channel
 
di
s
tribution
) (
It
 
ma
k
es
 
sense
 
t
o
 
t
r
y
 
t
o
 
use
 
a
 
c
ombin
a
tion
 
of
 
di
s
tribution
 
channels.
 
F
or
 
e
x
ample,
 
Apple
 
s
e
ts
up
 
its
 
o
wn
 
sho
p
s
 
(with
 
c
a
r
e
fully
 
designed
 
b
r
and
 
v
alues)
 
in
 
major
 
cities.
 
It
 
also
 
sells
 
th
r
ough
a
 
hu
g
e
 
r
an
g
e
 
of
 
r
e
t
aile
r
s
 
and,
 
of
 
c
ou
r
se,
 
has
 
an
 
online
 
p
r
esence.
 
In
 
ado
p
ting
 
such
 
a
 
s
t
r
a
t
egy
Apple
 
is
 
m
a
ximising
 
as
 
ma
n
y
 
of
 
the
 
ad
v
a
n
t
a
g
es
 
as
 
it
 
c
an
 
f
r
om
 
each
 
di
s
tribution
 
channel
chosen.
)
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Discussion
 
themes
) (
Explain
 
wh
a
t
 
is
 
mea
n
t
 
b
y
 
a
 
di
s
tribution
 
channel.
) (
'Businesses
 
without
 
an
 
i
n
t
ern
e
t
 
sales
 
p
r
esence
 
a
r
e
 
doomed
 
t
o
 
f
ailu
r
e.'
 
T
o
 
wh
a
t
 
e
x
t
e
n
t
 
do
 
y
ou
 
ag
r
ee
 
with
 
this
 
s
t
a
t
eme
n
t?
) (
Wh
a
t
 
is
 
multi-channel
 
di
s
tribution?
) (
H
o
w
 
impor
t
a
n
t
 
w
as
 
place
 
in
 
Ma
r
s’
 
mar
k
e
ting
 
mix?
Ma
r
s
 
ice
 
c
r
eam
 
h
ttp://luis
c
ab
r
al.n
e
t
/
e
c
onomics/
t
eachin
g
/ma
r
s.pdf
h
ttp://n
e
w
s.bbc.
c
o.uk/1/hi/business/141928.
s
tm
)
